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ABSTRACT

The concept of brand loyaltyighlightsthe importance of brarglin marketing strategy
development because it leads to a stream of benefits for the company (lower marketing
costs, less price sensitivity, greaterrked share andjreaterprofits). Questionsthus

arise about how brand loyalty is achieved, especially for low involvement product

categories classified as fast moving consumer goods (FMCGS).

Models of how brand loyalty is buttiave been tested andstagreethat brand loyalty
is linked to satisfying customer needs. Knowledgi@outthe type of needs (utilitarian
and hedonic) ifowever, nousually determineddow the differenttypes of needs first
influence brand trust and brand affect, before affectiogsumer satisfactioralso

requires investigatian

This study therefore te=t how brand building efforts for some selected FMCG brands

in South Africaimpacton brand loyalty, as well as the extent to which utilitarian and
hedonic need satisfaction @sato brand trust and brand affect for these low
involvement products. The study also examined the extent to which brand trust and
affect influence consumer satisfaction, examinexl daivers of attitudinal and

behavioural brand loyalty.

Quantitativereserch methodsvere used to collect and ansdythe data appropriate
because of th@ature of theresearch (testing relationships between rudtiables)
and the fact that standasdd instruments were available to tés¢ proven and valid

variables.

Data was collected from 272 White, Indian,|@ared and Black South Africans living

in Cape TownThe respondents wergampled frommalls in Nyanga (targeting Black
consumers, most of whomepresentlower income consumerg , Mi tchell 6s
(targeting middlencome Coloured and Black consumgjeand Canal Walk (targeting

high income White, Coloured, Indian and Black consumers), all of which either have
SPAR, Pick n Pay or Shoprite/Checkers retailers that sell FMCGs. Structural equation
modelling was the maidata analyis method for this multivariate investigation.
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The results revealed that, unlike studies which suggest that consumers enjoy mainly
utilitarian benefits from FMCGs, both utilitarian and hedonic needs of consumers in the
Western Cape of South Ada are being satisfied for the selected branded FMCG
categories in this studyhe results alsandicatethat consumers develop behavioural
and attitudinal loyalty to FMCG brands, even though they fall in the low involvement
product category. Both branayalty types were found to be driven by consumer
satisfaction, which originated from brand trust and found to be outcomes of utilitarian
and hedonic valueassociated witiFMCG brands. While utilitarian valselrive brand

trust, hedonic valusimpacted orboth brand trust and brand affect

This studyds resul ts mefanctionalhirstrumehtt @@ br an
practical benefits (utilitarian valgg as well as aesthetic, experiential and enjoyment

related benefits (hedonic valk)eThe results ats showed that consumers tend to rely

on the ability of the brands to perform its stated function (brand trust). Brand trust leads

to consumer satisfaction, which in turn Isadnsumers to purchase the same brand
repeatedly over time (behavioural loyalty)d to commito and emotiondy connect to

the brands (attitudinal loyalty).

This study differs from most other investigationsthat it uncoversrivers of brand
loyalty for lowinvolvement products and brands classified as FM@Re&sailers and
FMCG brand owners will be interested to know that they can adapt their brand
communication and advertising strategies to appeal to both functional benefits and
emotional security of their branded FMCG products. This strategiuild trust in the
brands, which tsongly predicts satisfaction, which in turn can strongly secure
attitudinal brand loyalty and a greater likelihood of repurchasing of the brand in the

future.
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1. INTRODUCTION

1.1 Introduction

The benefits of building and maintaining customer brand loyalty (e.g. lower nmarket

cost , positive word of mout h, resi stance t
profitability) has been recognized for more than five decadielflin et al, 20141), but

there are still questions as to how and whether brand loyaltylisaithi different product

categories (Drennan et &01548). Most models (see for e.g., ChaudhramdHo | br oo k 6 s,
2001; Chitturiet al, 200 8; Oliverods 1999 models) posit
by satisfying customer needs. Recent reportshmwever showing that the relationship

between customer satisfaction and brand loyalty is not that straightforward and simple
(Chitturi et al, 200848; Thurn and Gustafsson 201245; Zineldin et al, 20144).

Customer satisfaction, Chitturi et al. (2008 report, does not necessarily translate into
customer loyalty because consumers seek more than just being satisfied. They want to be
del i ghted, and this depends on mar kearer so6 k

benefitsconsumers seek to ssfir or enjoy ¢lo ValeandDuarte 201330).

The consumption goals, which may either be utilitarian (functional, practical or
instrumental benefits of product consumption) or hedonic (pleasure and enjoptased
benefits of product consumption) benefgatisfaction (Chitturi et gl.200861), differ
depending on the product categoride {/aleandDuarte, 201Bor on whether the type of
product is durable or nedurable goods. For the consumption of durable consumer goods
such as laptop, cars and cefigmes, Chitturiet al. (2008) found that it was the hedonic
benefits and not merely the utilitarian needs satisfaction consumers gained from these
products Thesedelighted consumers and positively affected the two (i.e., repurchase and
word-of-mouth) keymeasures of loyalty.

Chitturi et al. (20081) concluded that when product designers and marketers strive to

build customer loyalty, they should put more focus on hedonic needs satisfaction than on
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utilitarian needs provisions since hedonic need satisfagenerates more emotional and
affective outcomes. Will this suggestion be applicable to-cwmable fast moving
consumer goods (FMCGs), which is viewed esgeryday lowpriced and lowrisk
consumer products that require very little thought when purapakltah and Prince
20128)?

In addition to examining the extent to which consumers derive the usual utilitarian benefits
from the purchase and use of FMCGs, this study seeks to investigate whether consumers
also get hedonic benefits and how these hisndfive brand trust, brand affect, satisfaction

and brand loyalty. Tik chapter starts by stating the research problem and obeofitee

study. The chapter thedescribes the main conceptsthis study. Thereafter, the research
methodology will be ntroduced. This chapter concludes with a discussion on the

contribution this study will make in the field of marketing and brand management.

1.2 Research Problem

The marketplace has become unpredictable because of increased competitive pressure and
a heighiened difficulty in building and sustaining loyal customers. Marketers are therefore
putting brand loyalty development and sustenance at the heart of their brand building
activities (FournielandYao, 1997). The management of consumer brand loyalty however
depends on marketerods ability to measur e,
according to Fournieand Yao (1997), should be guided by conceptual and empirical
research relevant to understanding how and why brand loyalty exist. Despitetégictra
managerial importance, Chaudhuri and Holbrook (2001) regrettably noted that there are
still conceptual and empirical research gaps in the study of brand loyalty. This is especially
so in the retail industryZfneldin et al., 2014).

Accordingto DikandBasu (19992 9) , brand |l oyalty Ais strivi

and practical significanceo awayntheFMC&@ t he
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sector, Lacey (200327) noted that empirical studies on how variables interact to create
cugomer commitment and ultimate loyaltg lacking. Even though FMCGs are an
important consumer product category for a unique brand management programme, Moolla
andBisschoff (2013) noted that there was no existing theoretical and empirical framework

to testbrand loyalty drivers for FMCGs.

ManoandOl i ver 6s (1993) theoretical and empir
delineates the evaluative (utilitarian and hedonic) and the affective (pleasantness and
arousal) dimensions that drive consumer satisfadbiut did not examine how satisfaction

in turn affect customer loyalty.

Chaudhuri and Holbrook (2001) tested the effect of utilitarian and hedonic values on brand
loyalty through the impact of brand trust and brand affect, but failed to assess how
consuner satisfaction is first affected before brand loyalty is developed. Chéttwaid s
(2008) model examined how customer loyalty is developed through utilitarian and hedonic
benefits and different types of satisfaction enjoyed, but used durable consaodsr go
guarantee brand loyalty, Aviv (2002) noted that there has to be considerations of the
importance consumers assign to different product types attributes. That importance or the
attributes they value is not only product tygeecific but is also cture specific(Lim and

Ang, 2008226).
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1.3 Objectives of the Study

This study aims to survey consumers from different income and racial groups in the
Western Cape of South Africa, to investigd)ewhether in addition to utilitarian values,
consumes receive hedonic values from FMCRsnds 2) whether consumers can be loyal

to FMCGsbrands and 3)how the utilitarian and hedonic values benefitsthey enjoy

from some selected FMCG brands affect their brand,thrsindaffect, satisfaction with
thebrand, and how that satisfaction in turn affect behavioural and attitudinal brand loyalty.

The aim of the study is driven by 1) the research problem stated above, 2) Steankdamp
Burgesso (2002) calll that U. S ankdts,BuB)opean
Chaudhuriand Holbrookd $2001) claim that product category characteristics affect the

type of brand evaluation consumers make and the ultimate brand loyalty and performance.

1.4 Description of the Main Concepts of this Study

This section défies and describes the key concepts used in this study.

1.4.1 Utilitarian value (of a brand)
Chaudhuri and Holbrook2001:85) define utilitarian value of a brand éke ability of a

brand to perform functions .iThisid &kie ¢ they er yd a:

functional, i nstrument al and practical bene
al., 200849). Utilitarian value was described by do Vadnd Duarte (20130) as
consumption experiens¢ hat tend to be Afunda&membal |y f

or practical, a kind of experience that is usually associated to a simple justification and to a
set of needs t hat .Theyrusgthedstatae that UtiBtaxian intemtionud i o n O
buy a product has a cognitive and extrinsic motoratExamples of producs that have

utilitarian attributesreink cartridge and medicines.
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1.4.2 Hedonic value (of a brand)

A hedonic value is the pleasure potential of a product class to a consumer (Chandhuri
Holbrook 2001 85). It refers to the aesthetiexperiential and enjoymenglated benefits

of a brandds ¢ on setuamp0Dd4®.Accarding tedo Vale@nabutarteu r i
(20133 0) , purchases or <choices grounded on he
described as entertaining, plaag exciting, spontaneous and sensorya gederalfly has

an intrinsic motivation leading to an inherent reward that is sought after, in the form of a

higher order goal 0.

While some product category (e.g., medicines and ink cartridge) may provide e{glusi
utilitarian values, others may provide both utilitarian and hedonic values. For example, a
consumer may purchase a a#dl phone for either its utilitarian value of receiving calls or

sending text messages and emails or for its hedonic value shsayld modern designs.

For product categories that provide both utilitarian and hedonic valoié&leandDuarte
(2013) report that, consumerso6 attitudes a
relative weight of both utilitarian and hedon&lwes they get from the products.

Product classification according to utilitarian and hedonic values is important to not only
understand why and when different products and services are chosen, but it is especially
important to FMCGs, which lack a consgist classificationClassification according to
utilitarian and hedonic values are also importarEMCG retailersvhich are increasingly
motivated to provide differential treatment, layout and promotional activities to their

various product categoriedd ValeandDuarte, 2013).

1.4.3 Brand trust

Liu et al. (20117 2 ) describe brand trust as Athe b
supplier wildl provide the servi andaorustippr oduc
also described as the potentiatloé average consumer to rely on the ability of the brand to
perform its stated function whilst having the security in his/her interaction with the brand,

based on the perceptions that the brand is reliable and responsible for the interests and
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welfare ofthe consumer (DelgaeBallester 201111; Chaudhurand Holbrook 200182;
DelgadeBallesterand MunueraAleman 19991241). Considering that trust reduces the
perceived risk in a suppliecustomer exchange relationship, and enhances -beer

cooperain, it is suggested that it contributes to behavioural loyalty, such as repeat
purchasing and positive word of mouth (Nyangalsl) . Describing committ
effort to maintain a valued relationsbipnd trust as a fApartners?o
partner Es r el i a bThumi and/ Gustafssbn (R0d20)e rgporiect thiab
commitment and trusterepopular drivers of sellebuyer relationship research.

1.4.4 Brand affect

Brand affect is a brand's potential to elicit a positive emotional respore iaverage
consumer as a result of its use and is positively affected by the hedonic values and
negatively affected by utilitarian values that consumers hold of products (Chaadduri
Holbrook 200182). Moolla and Bisschoff (2013) found that in the FMCG industry,

brand affect héha strong impacon brand loyaltywhile brand trustwas found to be a
weakerpredictor of brand loyalty. They did not however specify whether the loyalty was
behavioural or attitudinal. Dergt al.(201Q90) suggestd that lrand affect and trustere

important predictors of brand satisfaction.

1.45 Consumer satisfaction

Customer satisfaction is defined as fna per s
result from comparing a produatsd® peod é¢iev e
Keller, 201282). According to Oliver (19984), customer satisfactiois the consumer's

fulfilment response and a judgment that a product or service feature (or the product or
service itself) provided a pleasurable level of consumpttated fulfilment, including

levels of underor overfulfilment Aaker (2012) posit that customers will be willing to

stick to a brand and stay loyal to it, if they are satisfied with the brand. He therefore

suggests a direct relationship between brandfaation and loyalty.
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1.4.6 The conceptualgation of brand loyalty
Brand loyalty can beconceptualisedinder opposing philosophical views. There is the
stochastic versus deterministic vi@andthe behaviourist versus attitudinal view of brand

loyalty (FournierandYao, 1997).

1.4.6.1. The stochastic versus deterministic perspectives of brand loyalty

The stochastic viewpoins based on a theory put forwdsgt Kuehn,Ehrenbergand Bass
(Sharma 1981364), which assumes that consumers repéaand purchase can be
predided from a known purchase frequency or probability distribution. Thus, since the
level of repeat purchase can be measured from basic variables, it is believed to be stable
over a given brand penetration and purchase frequency (KndXValker, 2001113).

Bass (19742) consides this view to be stochasticsince avaried number of market

variablesaffectbehaviouyand their impact occurs in unpredictable frequesnc

The deterministic view conversely holds that for a given brand and type of consumer,
repeat purchase behaviour is not easily predictable because it is impacted by some
determined number of independent variabfésnsidering thanulti-variables that cause

behaviour, JacobgndChestnut (1978) question this view.

1.4.6.2. The behaviourist versus attitudiral perspectives of brand loyalty

Concerned about the operatiosation of brand loyalty, the behaviourists consider brand
loyalty a behavioural construct. This theory states that the number of times consumers
repurchase a specific brand in a given timegaeafter experiencing it, can be measured
(Fournierand Yao, 1997452). Jacobyand Chestnut (1978) however argue that this view
lacks explanatory capacitonsideringthat brand loyalty is a complex construct, they
propose that it should be measubgathe embodiment of both behavioural and attitudinal
measures, namelgsychological commitment such as brand prefereamu@insistence
resulting from cognitive processelhe attitudinal component, DickndBasu (1994111)

contend, creates avenues for exptay brand loyalty.
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Knox and Walker (2001113 note that the differing perspectives of brand loyalty are
creating difficulties in interpreting much of the ongoing brand loyalty stuttidgas also

resulted in different modelling of brand loyalty detemamts,especially as repeat purchase,

brand commitment and brand loyalty are interchangeably used. &mbwWalker (2001)

however suggest that JacoapdCh e st nut s 6 ( kdbioh&nd defimtiorcad pt u a |
brand loyalty be considered because it providesiore embodying view of the brand

loyalty construct.

JacobyandChestnuts (19780) define brand loyalty as
the biased (i.e., nerandom), behavioural response (i.e., purchase), expressed over time,
by some decisiomaking unit, with respect to one more alternative brands out of a set of
such brands, which is a function of psychological (decision making, evaluative) processes

resulting in brand commitment.

Sincethis definition of brand loyalty stresséise preference (biased), purchase frequency

(over time) andthe attitudinal (psychological) nature of brand loyalty, it is viewed as a
composite definitiorandappropriate because it also considers consuesgronsgover a

set of brands rather than just a single brand. Viewing brand loyalty in twendions,

Oliver (199934) definesband | oyal ty as fia dbuegpleferredel d c
product or service consistently in the future, thereby causing repetitive purchasing of the
same brand or brand set despite situational influences andtm@r&forts being able to

cause switching behaviouro.

Chaudhuriand Holbrook (2001),Bandyopadhyaynd Martell (2007), Keller (2009 and

Nam et al. (2011) alsiterpretbrand loyalty according to behavioural and attitudinal
dimensions. Chaudhuri and Holbrook (20018 2 ) define behaviour al
propensity of consumers to purchase the san
|l oyalty as Athe degree of di spositional c
associated wi tststudy imeasusbbraadnlayalty in fetms othesetwo

dimensions and examis¢he antecedent&hich predict both behavioural and attitudinal

loyalties.
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The dependent (i.e., utilitarian and hedonic values, brand trust and, affectorand

satisfaction) andndependent (behavioural and attitudinal loyalty) variables of this study

were developed into a conceptual model.

1.5 ConceptualM odel of this Study

Chapter 3 discussebe theoretical perspectives of brand loyalty and smieetified gaps
in previous modls of brand loyalty which guided the developmenttiedé conceptual

model in this study The model of the relationships between variables is presented in

Figure 1.1

Figure 1.1: The conceptual model of this studyadapted fromCh i t t ur i et al

and ChaudhuriandHo | br ook é6s (2001) model s

Utilitarian

Behavioural

value

Brand

Brand trust

Loyalty

Consumer

Satisfaction
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Brand affect Brand

Hedonic

Loyalty

value

Thi s st uwdastésted usingdhe research methods introduced in the next section.
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1.6 Research Methodology

Quantitative research methodsvere used to collect and ansdy t hi s dagat udy 6 s
Quantitative methods were appropriate because of the nature of the research (testing
relationships between multiple variables) and the fact that staseldidstruments which

have been tested and proven reliable and valid, were available tatesttts t udy 6 s v ar
Questionnaires wenasedto collect data and were se&lfiministered through mall intercept

at big malls in Cape Town, Western Capeuth Africa.

1.6.1. Sampling frame, size and method

The main sample frameonsistedof White, Indian, Ctoured and Black South Africans
drawn from Gugulethumalls (to obtain Blacks consumers most of whame of lower
income),Mi t ¢ h e | Imalls (to Btasni mddle income Coloureds and Blaclka)d
Century Citymalls(to obtain high income Whites, ColouredslaBlacks) all of which had
eitherSPAR, Pick n Pay and Shoprite/Checkers retailers that sell FMCGs.

It was envisaged that the sample sizuld be 450 (150 subjects drawn from each mall).

Due to time constraistand the difficulty in getting shoppers gpendsome of their

shopping time to complete questionnairesly 272 respondents successfully completed

the questionnaires. This sample size howev
recommended minimum sample ratio of 14 respondents to eaablearThis study has 7

variables and when multiplied by 14, the minimum sample size is 98. The 272 respondents
comprised femakand male between the ages of 18 and 60 years old. Even though the
sample size was not representative of the general popul#timx and Walker (2001)
recommend that a sample size should reflect a -s@ston of demographically diverse
shoppers and not the country population number.

As did KnoxandWalker (2001),a stratified random sampling methags used since it

enables th recruitment of respondents from different strata of the population. According to
Galpin (200254), the common strafying variables for people argge, sex, race, income
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group, occupation, and educatidrhus as mentioned above, segments of differeaésra

and incomdevelswere surveyed.

1.6.2. Method of data analyses

Structural equation modelling was the preferred data analyses method because of the
multivariate nature of the study. Specifically and in line with the ChaudimaiiHolbrook

(2001) data analigal method, path analysesere conducted.Hair et al. (199%82)

describe path anals as fAa method based on specifyi
regressiod i ke equationso. The data anal yses st al

sample sucture obtained and of the reliability coefficients of the scored items.

1.7 Study Significance

This study will contribute to théheoreticalfield of marketing and brand management by
determining whether in addition to utilitarian value, South Africamsaoners also receive
hedonic value and develop emotional attachment (brand affect) imwivement brands

like FMCG brands. Even though they hold more utilitarian vatie Vale and Duarte
(201330) found that Portuguese consumers hold some hedonie Yaiua number of
FMCGs. Unlike utilitarian need satisfaction, Chitturi et al. (26@8suggest that hedonic
need satisfaction is more likely to build customer loyalty, since it generates more

emotional and affective outcomes.

This study will also conibute to knowledgeby determining whether South African
consumers develop loyalty to FMCG brands which are mostly sold in a transactional
marketing setting as opposed to relational marketing setting. Asking the question as to
whether loyalty exists withinthe Swedish FMCGs markefThurn and Gustafsson
(201231) found that the loyalty level is low because the customers chase quality products

and services for low prices.
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Practically, this studwill assist marketers of the selected FMCG brands to underdtand
type of valueconsumergyet frombrandsand the performance of their brands in terms of
brand satisfaction, brand loyalty and the factors influencing performance.

1.8 Limitations of the Study

The study is limited to factors that affect satisfactiort @fssatisfaction) and loyalty (not
disloyalty) especiallysincecompletely different sets of variables affect dissatisfaction and
disloyalty (Chitturi et al., 2008; KnoandWalker, 2001). The study is also limited by the
fact that it was conducted only Cape Town, the second largest aitysouth Africa. Even
though Cape Town is a soeszonomically diverse cityheinclusion of Johannesburg, the
largest socieeconomic city of the country, would have enriched the validity of the study.

1.9 Organisation of the mini-thesis

Chapter 17 The introduction
This chapter introducethe research problem, objectives, concepts, conceptual model of

the study, methodology to test the model, and how the study is sgdani

Chapter 2 - The nature and contribution of the FMCG industry

In this chapter FMCGs defined and classified. The chaptiscribeshe characteristics of
FMCG products and discuss the role players and economic contribution of the FMCG
sector in South Africa. Considering the nature of FMCGs, thetehapedics the type of
values consumers may derive and whether #neyikely todevelop brand loyalty.
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Chapter 371 Drivers of brand loyalty

This chapter reviewprevious studies on the drivers of brand loyalty to assess whether and
how brand loyalty s been explained in the FMCG industry. It also asséisseextent to

which brand loyalty of various products has been studied in emerging markets such as
South Africa.

Chapter 4 - Research methodology

This chapter discuss the research methods usedcullect and analys¢he data. The
chapter also includea description of the sampling technique adopted and the composition
of the sample. It stagtoy recapping the research problem and formulatiedypotheses

thatweretested.

Chapter 57 Results presentation discussionsconclusions andrecommendations

This chapter presemtand discusss the results of the empirical investigation against the
background of the conceptual model tesfddsthe research objectivel.also conclude

the theoretical @d empirical findings of the study and discisssee theoretical and
practical contributions of this study. The chapter ends with suggestions for further

research.
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2. THE FAST MOVING CONSUMER GOODS (FMCG) MARKET

2.1 Introduction

This chapter defines and ewrmes the characteristics of FMCG products. It also examines
global, African and South African FMCG markeind discusses the role players of the

FMCG sector in South Africa. Factors that drive growth in the African FMCG market are
also examined. Considag the nature of FMCGs, the chapter predicts the type of values

consumers may derive and whether theylikely todevelop brand loyalty for FMCGs.

2.2 Definitions and Characteristics of FMCG

FMCGs areproductswhich are consumed by most consunm@rsadaly basisor at regular
intervak (Vaishnani, 2012). Kotler and Armstrong (2011374) define FMCG as low

value items that are frequently sold by retailers. Jeghd Pillai (2013®) refer to FMCGs

as convenient and low involvement products, whereasaBalnda et al. (201346),

view FMCGs as those retail goods that are generally replaced or fully used up over a short
period of days, weeks, or months, and within one year. They contrast it with durable goods
which are generally replaced over a periog@feral years. FMCGs are usually purchased

on a smaliscale with consumer decis®nheavily influenced by advertising and

promotions by manufacturers (Mbuyazi, 201%).
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The FMCG market can be divided into four major consumer categories, néooely
toiletries householdand health categories (Nayyab, et. al., 2@04). Some of the main
characteristics of FMCGs can be summarised as follows (Tiwari, PZRAR

1 Frequent purchasing by the consumer.

1 Low consumer involvement with little or no productvatvement. Products with
strong brand loyalty are exceptions to this rule.

Low pricing strategy by the marketer.

High volume targets expected.

Low margin contributions to the marketed product basket offering.

Extensive distribution networks.

= =2 =4 A

High stock tunover.

FMCGs have a short shelf life, either as a result of high consumer demand or because the
product deteriorates rapidly. Some FMCGs such as meat, fruits and vegetables, dairy
products and baked goqdwe highly perishable. Other goods such as al¢dbitetries,
pre-packaged foods, soft drinks and cleaning products have high turnover rates (Tiwari,
2012168).

The FMCG industry primarily deals with the production, distribution and marketing of
consumer packaged goods (MolaardSequeira, 2012; Qasm andAgarwal, 20152041)

and is often referifeéd ghovabumeofiliomwdumsarrgyi I
perspective (KPMG, 2015; Mohanand Sequeira, 2012). Price competition between
retailers can be intense within FMCG product categories, edyeasaihey are often near
identical. To boost profitability, companies use marketing and other techniques to establish
loyalty to some FMCG categorief®( exampledrinks, milk, bread, meat, vegetables, soap,
soup, maize meal, beans, cool drinks, papedymts, pharmaceuticals, packaged food
products, household products). Thestivitiesenable companies to charge higher prices.
Another important characteristic of the FMCG sector is that it generally does well in an
economic downturn, with consumers beimgre willing to cut back on luxury products

and channel their spendiingo essentials sucls EMCGs.

EMS (M. BUS. ADMIN. DEGREE) JUNE 2016 15



The competition among FMCG manufacturers is growing, probably due to increased
investment in the FMCG industry. India for example, has seen a renmaxkabith their
FMCG industryis regarded a®ne ofthe largestin the worldwith total market sizen
excesof US$20.1 billionannually The FMCG industry growth in India is driven by the
availability of key raw materials, the presence of cheap labouwelkestablished
distribution network, intense competition between orgahiand unorgased segments

and low operational cost The FMCG industry is also regarded as one of the largest
sectos in New Zealand and accounts for 5% of Gross Domestic Prq¥Maishnani,
20112; QasimandAgarwal, 20152042).

2.3 The Global FMCG Industry

In the past, very little attention wasidto FMCGs as there was a common belief that its
margins were too low for the investment and effort required (Moolla,:28I Sucess

in the I ndian market, however, soon drew
industry.Siagand Choudhary (2018) state that FMCG Industry is projected to grow by
12% and reach a size of US$43 billion by 2048d US$74 billion by 2018 in tha. A
booming Indian population, particularly the middle class and rural segments, presents an
opportunity tomarketersof branded products to convert ordinary consunrdsbranded

FMCG product consumers (QaseandAgarwal, 20152042). The FMCG industrys also
growing elsewhergespecially in the United States, where it is by far the largest sector of
the economySome of the most weknown global FMCG companies are Sara Lee, Nestlé,
Reckitt Benckiser, Unilever, Proctand Gamble, Coc&Cola, CarlsbergKleenex, General

Mills, Pepsi, Mars, Nirma, DabuandHimani (Vaishnani, 201:8; David, 2013).
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The extensive range of consumable goods offered by the FMCG industry involves a huge

amount of money, while the contest among FMCG manufacturersongnuously

intensifying Consumers are presented with hundreds of brands on a daily basis and are

therefore spoilt for choice (Pillay, 2002). The objective of most marketers of FMCGs is
to maximee the wealth of their shareholders by increasing turndvewugh innovative

marketing campaigns. Top FMCG global companies are characterised by their ability to

produce items in highest demand by consumers and, at the same time, develop loyalty and

trust towards their brands. The branding of FMCGs has becomategral partof
attracting and retaining consumers globally. Daand Govender (2014.63) state that the
branding of FMCGs involv&positioninga product correctly and ensuring that the brand is
well communicated. Regular market research is also needést prieserving the heritage
of the brand.

2.4 The FMCG Market in Africa

The KPMG 2015 Sector Report provided a World Bank 2010 report on household FMCGs
speningi n Africa (See Figure 1). The Worl d
indicates that thetotal household expenditure on FMCG gaodlased ora sample of 39
African countriesreached almost US$240bn in 2010 (KPMG, 2()5 The report further
highlights that household FMCG expenditure was highest in Nigeria (US$41.7bn),
followed by Egypt (US87.6bn), South Africa (US$23bn), Morocco (US$20.1bn) and
Ethiopia (US$19.2bn).

EMS (M. BUS. ADMIN. DEGREE) JUNE 2016 17

B



Figure 2.1: 2010 household FMCG Speridg ($bn) for 39 African countries

Household FMCG Spend 2010 ($bn)
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Source: KPMG (2015, p. 2)

The World Bankod6s data suggest ented thealdrgest er e a |
share of household spending on FMCG products, reaching US$64.5bn in 2010. Beverages
accounted for a much smaller share of total household spending on FMCGrgédritsa.

In nominal value terms, household spending on beverages reacl$22.Us in 2010,

with $18.1bn of this being spent on raltoholic beverages. Dairy (3%), personal care

(2.9%) and tobacco (1.8%) represented fairly small shares of household expenditure on
FMCG goods irAfrica during2010.
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Figure 2.2: 2010 houshold FMCG spendng according to product categories across
39 African countries

Household FMCG Spend 2010 (% of Total)
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Source: World Bank

Source: KPMG (2015, p. 5)

Some of the merits of FMCG industry, which made this industry so attréctAfica, are
low operational cost strong distribution networkandthe presence of renowned FMCG

companies. Population growth is another factor behind the success of$MCG

2.5 The FMCG Market in South Africa

South African consumers seek quality, reliability and consistency in the performance of the
products they cadume on a daily basis. The South African market is highly fragmented
and charactesed by a diversity of cultures, traditions and beliéfactors influencing the
fragmentation includaistorical imbalances in consumer purchasing power, illiteracy and a

wide variety of soci@conomic challengg®illay, 20071).

EMS (M. BUS. ADMIN. DEGREE) JUNE 2016 19



Steenkamp (201R5) state that the FMCG market in South Africa was worth about ZAR

350 Billion in 2009 and mainly driven by Massmart, Metcash, Shoprite Checkers group,

Pi ck 0n Pay ogpr NawpClicksSapca Woolworths. These retailers and
wholesalers sell directly to the public in the South African market and are mainly supplied

by multi-nationals such ablestlé Par mal at , Coca Col a, Si mba
Unilever. Some of the bigge South African suppliers are Tiger Brands, Pioneer Foods,

AVI Limited and Clover.

There are a huge number of categories in the South African FMCG industyyobaties
toiletriesand confectionary (GTC) contribute a significant amount (Steenkamp,:281.0

The Gauteng GT@narket is the biggest of all the regions. Gautaisg showshe highest

growth yearon-year. FMCG in South Africa saw a 1% drop in value growth in 2012 as a
result of price deflation due to price decreases from market leaders mtorstemulate

sales volumes after the economic downturn. Consumer spending also dropped as a result of

theresultanteconomic crisis (David, 20138).

The supermarket sector in South Afriltas howevecontinued to grow, with a share of the
food retail marketreachinga worth of ~ ZAR 35@® bhillion for the 2014 financial year
(Trade Intelligence Corporate Comparative Performance Report, 2015). Four major
companies account for 97 % of salasthe South African formal food retail sector. In
2012, ShopriteCheckers controlled around 38 % of the formal food retail market, followed
by Pick n Pay at 31 %, Spar with 2Q &d Woolworths with 8 % (BatterstandPeyton,
2014155). Collectively these retail groups have stores located throughout South Africa
and caer for the needs of the vast majority of South African consurmbesstores stock a
wide variety of fast moving googsirchased bgouth African consumers (Pillay, 20QY.

Figure 2.4 show the degree to which various retailers service the South Africket.ma
The figure shows that Shoprite domirchthhe South African market with a 62.48%
penetration leveh the 2014 financial year
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The Trade Intelligence Corporate Comparative Performance Report (2015) reveals that the
Shoprite group, SPAR, Pick n PaydakVoolworths service more than 80% of South
African FMCG consumers.

Figure 2.3: Total penetration of retailers servicing South African consumers

Total SA Penetration by Retailer
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Food Food

Source: Trade Intelligence Corporate Comparative Performance Report 2015

The Shoprite group had the largsstre footprint in South Africduring 2014with 2 032

stores and a store footprint share of 31% of all the stores in South Africa. The SPAR group
had 1 870 stores and has a store footprint share of 25%. Pick n Pay gi@ugttr@count

of 1 048 and atere footprint share of 15%. Woolworths groupaastorecount of 621,

and a store footprint share of 15% of the stores in South Afiimeompanied by a high
growth rate These major supermarkets are expanding into rural areas andinooe

urban ares previously without supermarkets. The expansion camdsly attributed to
growing disposable income among South African consuméis.disposablencome has
effectively opened new markets to supermanettilersand their subsidiaries such as

Boxer owned by Pick n Pgyand Sentra owned by Shoprite (Mkhabela, 209%

In addition to entering new markets, the supermarkets are expanding through the opening
of new store formats. Pick n Pay, for example, recently announced a partnership with BP to
build 120 new convenience stores on petrol station forecourts. Woolworths have 45 such
stores in partnership with Engen (BattersingiPeyton, 2014.56).

EMS (M. BUS. ADMIN. DEGREE) JUNE 2016 21



The South African retailers also operate out of the country. Shoprite for example, opened
its first nonSouh African store in 1995 and by the end of 2012, had 13}Suwth
African supermarkets in 16 African countries (BatterabgiPeyton, 2014.56).

2.6 Growth Drivers in the FMCG Market

Key drivers of growth in the FMCG industrgccording td&KPMG (20153); Nayyab, et al.,
(2011807, and Siag and Choudhary(20152), especially across Africa include the

following:

2.6.1 Population size

In addition to income per person which informs the types of FMCG products to be offered
to a specific market, FMCGs offeringgeaalso dependent on population size. The
consumer spending trend in FMCGs is monitored to secure maximum retailer benefit from

the biggest segments of the population (Nayyab, et. al.,202)1

2.6.2 Spending power

The KPMG 2015 sector report on FMCGs in i8d distinguishes between four household
consumption segments for multilateral organisations. The segments are classified
according to income thresholds, as follows:

0) Lowesti below US$2.97 per capita a day

(i) Low i between US$2.97 and US$8.44 per capitaya da

(i)  Middlei between US$8.44 and US$23.03 per capita a day

(iv)  Higheri above US$23.03 per capita a day

While one would expect the highest spand on FMCGs to come from the higher income
level,the KPMG (2015) sector reposurprisinglyshows that the highestlfout 59% pf

2010 household speimg) was accounted for by thiiowesbincome groupA total of 44%
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came from thé&dwodincome group, 26% from thee mdledincome group but only
approximately 8% came from tldeigherbincome group of total household expénre in

2010 for the 39 countries surveyed. See Figure 3

Figure 2.4: 2010 household FMCG spendg by income group for 39 African

countries
Household FMCG Spending by Income Group 2010
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Source: KPMG (20156)

2.6.3 Population density

Population density refers to the number of individuals locatedosecproximity to one
another. A large population scattered over a large territory does not represent a particularly
appealing prospect from an FMCG perspective as the logistics costs to semica
populationwould be extensive (KPMG, 201%). It is moe beneficial for FMCG retailers

to have a localised market with a large enough size and close proximity purchasing their
products on a daily basis. In simpler terms, markets with higher urbanisation rates usually

offer better FMCG prospects.

During 2010there were 53 urban agglomerations with a population of more than one
million eachin Africa (KPMG, 20153). These agglomerations, in order of population size,

are Cairo, Lagos, Kinshasa, Johannesburg, Luanda, Khartoum, and Dar es Salaam. These
cities ardarge markets for FMCGs

EMS (M. BUS. ADMIN. DEGREE) JUNE 2016 23



2.6.4 Infrastructure development

A lack of quality infrastructureremains a key constraint to higher levels of foreign direct
investment in a number of African countries. Weak infrastrustuveéh special reference
to electricitysuppies and road networks adversely impact on FMCG seaatarparticular
country(SiagandChoudhary20152).

Roads account for 80% of goods and 90% of passenger transport on the African continent.
Yetfewof Afri cads roads ar mralpfacarns tave aacesd to-blle s s
season road According to the World Bank, only 18 African countries had a capital stock

of more than US$5bn in 2013, with South Africa being in this fortunate group &8dg
Choudhary, 2012).

2.6.5 Downstream industry effectiveness

A large number of firms in the FMCG sector depend on downstream domestic industries
such as manufacturing, agpoocessing and agriculture to deliver quality products in high
volumes to FMCG consumer Certain FMCG productBaveby nature very tsort shelf

lives, especially certain foods and dairy products. It is often necessary for retailers to rely
on local supply chains to ensutleat product wastage is kept to a minimum (KPMG,
20153; Nayyab, et. al., 201807).

Downstream industries do notways exhibit the necessary degree of efficiency and
flexibility required to keep customers satisfied while simultaneously driving financial gains
on the bottom line. As a result, many FMCG retailers opt to vertically integrate businesses
where possiblefor exampleby buying a stake in a local packaging store or establishing a
wholly-owned manufacturing plant in close proximity to the local market they are aiming
to service. In some cases, the costs associated with establishing an effectively functioning
supply chain may outweigh the benefits on the sales side, resulting in some firms
potentially not investing despite markabssibilitiesexhibiting adequate FMCG demand

potential.
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2.6.6 Policy and business legislature

Economic policies and legislation in relatido foreign direct investment, trade barriers,
property and | abour also represent key det e
economic policies, quality of institutions and prevailing legislatiamea big influence on

FMCG markets and the bussgeenvironment. Regulatory trade barriers which simply aim

to protect inefficient local producers can be harmful to the economy. Even slight changes

to input costs could have major implications in the FMCG landscape, potentially resulting

in a loss of marét share (Nayyab, et. 22011:807).

Property and labour laws also impact the business environment. Labour laws and the
power of unionsbear significant influence on the productivity, flexibility and cost of
labour in a country. FMCG retailers relyimg local supply chains could thus be directly
influenced by these factors. Legislation and incentive schemes pertaining to foreign direct
investment might also make certain markets more attractive from an investment point of

view.

2.7 Key SuccessStrategies in the FMCG I ndustry

The KPMG (201%B) report identified certain strategies that likely drive companies to
succeed in Sulbaharan Africa. The strategiegich characterissuccessful firmsare
effective marketing to attract consumesstablishingbrard loyalty, and refining supply
chairs to ensure appropriate pricing and commercial viability. sEhstrategies are

discussed below.
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2.7.1 Focussing on country clusters

FMCG retailersare advised to focus on country clusters (i.e. a region that contains more
than one viable market) rather than on individual countries. Another stiategfocus on
regions with cultural similarities, supported by political stability and good quality road
infrastructure across borders (Siagnd Choudhary, 2018). Typical vable FMCG
clusters identified were West Africa (Nigeria, Ghana and Ivory Coast), Southern Africa
(South Africa, Namibia, Botswana and Angoland East Africa (Kenya, Ethiopia, Uganda

and Tanzania).

2.7.2 Localising the product offering

FMCG retailersshould ensure that theyare properly informed about the needs and
lifestyles of consumers in targeted African countries. This should influence their decisions
about products, pricing and marketingand their strategiesshould besupported by
appropriate resear¢diagandChoudhary, 2018). It was reported that African consumers
were brand and quality conscious but affordability remaiadey consideration with
purchasing decisions. Unilever understood this principle when the company sought to
lower prices andnmprove affordability by reducing pack sizes and thus allowing them to
target low income households. FMCG retailars also advised to target multiple price
points thereby spreading the risk over affluent and lower income households whilst relying

on consmerswho buyFMCG products daily (SrivastawadSharma, 201:392).

2.7.3 Making communication media relevant

Brand awarenesss improved by retailerswho leverageappropriate communication
strategies. FMCG companiase advised to resist the automaticusdaof adi t i e n al
thel i ne b r o a dandansteéadtaonapplyi moré resources to physical and digital
marketing. Coc&Cola understood this concept and resorted to supplying fridges to local
retail outlets. Nestlé also demonstrated this by using loctdrtainers to market the
companyé6és prodwcts (KPMG, 2015
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2.7.4 Creative supply chain usage

FMCG retailers are advised to carefully consider supply chain models in Africa.
Companies should be mindful of import tariffs when importing products. They shoald als
be mindful of the fact that products are often delayed at ports ¢iddg_houdhary,
20154). Incentives are often found for FMCG manufacturers who consider sourciAg in

market, for example, Unilever investing in South African manufacturing site

Thereis a trend among consumers to demand more from the FMCG bwvarids are

traditionally consumed. Consumeatso seekmore convenience produgtgroducts with

packaging thakeepproducts fresher for longer and which offer protection for its contents,
advetising thatkeepsthem aware of new product developmeraad distribution that

keepspr oducts within ar moss Al artigs ihvolvedfin theo n's u me
marketing and distribution of FMCGs needed to be aware of these andcotisemrmer

demandsd supply suitable market offeriag

The values and benefits consumers obtain from FM@@salso important. The next

section discusses thevalues and benefits

2.8 Reported Values / Benefits consumers get from FMCGs

Chaudhuriand Holbrook (200185) report that consumers could enjoy utilitarian and
hedonic benefits from the consumptiafi FMCGs. Hedonic valuesre the pleasure
potential of a product class and utilitarian valaes the ability of products to perform
functions in the everyday life @ consumer (Zeeman, 20%3).

Chitturi, et al. (20089) view utilitarian benefits as the functional, instrumental and
practical benefits of consumption offerings, whilst hedonic benedits aesthetic,
experiential, and enjoymen¢lated. Consumersiosty tend to attach greater weight to

utilitarian dimensions as opposed to hedonic dimessionlessthey believe they have

EMS (M. BUS. ADMIN. DEGREE) JUNE 2016 27



Afearned the right to indulgeo. The consump
evokes greater promotion emotions of cheerfess and excitement, whereas the
consumption of superior utilitarian benefiesvokes greater prevention emotions of

confidence and security (Chitturi, et al., 2008.

Most consumer decisiemaking processeare heavily influenced by the utilitarian vs.
hedonic properties of the products or servitesy acquire (Dharand Wertenbroch,
200062). Attitudes and levels of satisfaction specifically tend to be associated to the
relative weight of both these dimensions (Mamal Oliver, 1993451). For FMCGs, do
Vale and Duarte (20130) found that consumers tend to more likely value utilitarian
benefits. The utilitarian and hedonic benefitsf consumer productsould satisfy the

following consumption goals:

2.8.1 Prevention goals and utilitarian benefits vs Pranotion goals and hedonic

benefits
Prevention goalsaret hose t hat ought to be met, such
manner o0 and fAbeing responsible. o Fulfil ment

consumption eliminate or significantly redudhe probability of painful experierxe
Consumersthus experience positive emotions which result from the fulfilment of

prevention goals.

Promotion goalsarethose that a person asgteo meet , such as dl ooki
sophi st i c a ttefdpromotidhugbafsiin theecontext of product consumption
significantly increase the probability of a pleasurable experience, thus enabling consumers

to experience emotions that result from the fulfilment of promotion goals (Chitturi, et al.,
200850).
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2.8.2 Utilitarian benefits and confidence/security vs hedonic benefits and
excitement/cheerfulness

It has been shown that utilitarian beneft® perceived as being closer to necessities or

needs that helped to fulfil prevention goals (Chitturi, et.2810850). If prevention goals

are however not fulfilled customers experience increased pain in the form of negative

feelings. On the other end of the spectrtinh e fitaereg@e tr@& nat ure of pro

increasec ust omer sd f oc us itsooha ptotuet. Theendfolfimert ofb e n e f

promotion goalss perceived as a loss of pleasure rather than an increase in paims This

due to hedonic benefits being perceived as clos#rettuxuries or wants that promotion

goalsfulfil .

2.8.3.  Utilitarian benefits and satisfaction; hedonic benefits and delight

Utilitarian benefitsulfil prevention goals and alleviated pain, whilst hedonic benefits fulfil
promotion goals and enhance pleasure. However, to delight customensotitsufficient
simply to avoid pai by meeting prevention goals. i important that the fulfilment of
prevention goals by the consumption of utilitarian benefits be complemented with the
enhancement of pleasure by the consumption of hedonic benefits that fulfil promotion
goals (Jones, @l., 2006975).

2.8.4.  Prevention goals and anger; promotion goals and dissatisfaction

Failure to meet utilitarian expectat®typically leads to anger; whilst the failure to meet
hedonic expectatiamerely led to dissatisfaction. Consumers consider tHénieht of
utilitarian expectations a necessity. When a producttfaineet a necessity (i.e., utilitarian
expectation), consumeeselikely to experience intense negative emotions éhahigh in
arousal. In contrast, failure to meet hedonic expectatiand aspireo-meet promotion
goalsarelikely to evoke low arousal feelings of sadness and disappointment, whitsh le
to dissatisfaction (Chitturi, et al., 2082). Consumers approach shopping for FMCGs
having utilitarian and hedonic shopping motigat, with prevention and promotion goals
in-mind (Zeeman, 20187).
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2.8.5 Categories of utilitarian and hedonic shopping motivations
Zeeman (20137) summarise the categories of utilitarian shopping motivations as

follows:

) Achievement

Consumers with ttarian motivations evaluate a shopping experience with reference to
the achievement of the planned shopping goal (Zeeman;3013ones et al. (200874)
state that the acquisition of produddmportant to these consumersthsy aretypically

norremotional consumerfocused on completing a specific task.

(i) Efficiency

The motivation of efficiencys a typical situation whereby a consumer ssit@ swiftly
satisfy projected needsA retail store typically offes convenience when theris a
reduction in time spent by the consumer to acquaeproduct, accompaniedwith

maximised shopping opportunities (Zeeman, 2688

For hedonic shopping motivations, Zeeman (28&Bprovides the following categories:

0) Gratification shopping

Evans et al. (20095, cited in Zeeman, 20136) describe gratification shopping as
consumers using shopping to treat themselves, to get rid of stress, or to lighten a foul
mood. Wagner and Rudolph (2010, cited in Zeeman, :26)3emarksthat consumers
motivated by gratificatin wish to treat themselves to achieve an outcome of feeling special

and positive.
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(i) Adventure shopping

Zeeman (201:36) definesadventure shopping aonsumer shoppingn orderto have a
feeling of being in another universe and to feel a sense of tadgear stimulation.
Consumersvho wish to attain sensory stimulation along with expressing their own identity

aremotivated by other adventure shoppers.

(i) ldea shopping

Zeeman (20137) categoriseidea shoppers asonsumerswvho attempt to keep up with
newfashions and trends and trying to find new products and innovalibese consumers
want to be knowledgeable about current developments, new proalidisew ways to use

a product.

(iv)  Social shopping

Zeeman (201:37) definessocial shoppers as consumetsowseek opportunities to interact
or socialise with other individuals with interests similar to their oledonic shoppers
typically view shopping with friends and family as a social excurgissael 2004:51
cited inZeemar2013:37.

(V) Role shopping
Zeeman (20138) definesrole shopprsas consumergho attainpleasure when shopping

for others, for example gift shopping.

(vi)  Value shopping

Value shoppersare consumers who connected emotionally with targeted brands and
products whilst enjoying the process negotiating with sales people for the purpose of
obtaining a bargain. When these consumers recebadtardiscount, theyeel ingenious

about their shopping (Zeeman, 285).

Irrespective of the type of value consumers seek, the level of shoppues \abtained

affect the level of satisfaction, which in turn affect loyalty attitudes and other outcomes.
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Other variables such as trustie flexibility of the supplier,the age of the relationshimr
switching costs could moderate these relationshipsegl et a].2006977).

Radder (2002)cited in aMatarid, Youssef and Alsoud (20145) studyfound that brand

loyalty exist within selected South African FMCG segmewsere a brand has become a
consumer 6s pr ef er r dsih deepiyoeld coenmitmerd to ehymgtlee t her e
particularbrand or service. Latently loyal consumers typically exhibit low patronage levels

but high emotional attachment to providers (Radder, vanaagSwiegelaar, 201303).

By viewing brands as assets, comparaes better able to put their brand building
expenditurs in context with the value thahe brands deliver througlattainedbrand

loyalty (David, 201321). The bond connectirsgconsumer t@ brandis critical as it result

in behaviours that cultivate branmofitability and create brand loyalty (Schiffmamd

Kanuk, 2007239, cited in David, 20121).

Chaston (cited in Zineldin, et al., 202% argue that théigh volume salesature of the
FMCG market isassociated witHarge numbes of customers and lowrpfit margins
making theestablisiment oflong-term relationshipgxpensive Research however shew

that loyalty can be built by focusing on trust and commitment

2.9 Conclusion
The nature of the FMCG market with high volume sales, large nsmobeugomers and

low profit margins, makes it very expensive to retain and establishtéongrelationships

with consumers. Since consumers enjoy some benefits from the consumption of FMCGs,
marketers and retailers should understand the benefits consumerfsogaiem With

this knowledge, marketers can use relationship management tools such as the developing
of trust and commitment strategies to develop loyalty to their products. Loyalty

programmes and loyalty cards can further aid this strategy (Zineldal. e20143).
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3. DRIVERS OF BRAND LOYALTY

3.1 Introduction

Chapter 2 examined the nature, contribution and marketing of FMCG products. It also
delved into the question of whether consumers can build brand trust, brand affect and
brand satisfaction with FMCGsyhich are reported to be drivers of brand loyalty. This
chapterexamines the concept and drivers of brand loyalty. It starts by discussing the two
philosophical viewpoints of brand loyalty, namely the stochastic vs deterministic
perspectives, and the bel@awist vs the attitudinal perspectives. The chapter thereafter
highlights the benefits of building and maintaining brand loyalty. It reviews reported
drivers of brand loyaltgndconcludes with a proposed model for this study, which aims at
examining anaxplaining brand loyalty to FMCGs in South Africa.

3.2 Definition and Conceptualisation of Brand Loyalty

Before defining brand loyalty, it is important to understand what a brartbtker and
Keller (2006274) define a brand as

a product or service # adds dimensions that differentiate it in some way from other
products or services designed to satisfy the same need. These differences may be
functional, rational, or tangiberelated to product performance of the brand. They may

also be more symboliemotional or intangibk& related to what the brand represents.
These qual it i addto orfsubtaact ramahe dalue mavided by a product or

service t o a firm and/ or t o t hat firmobs

1996103-104). Amongst the factors contributing to brand equity, brand loyalty is a major
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factor since it embraces or is an important mediator between other factors and brand equity
(KhanandMahmood, 20133). Whatthenis brand loyalty?

3.21 Definitions of Brand Loyalty

Loyalty is one of the most researched topics (Moalid Bisschoff 2013)and defined in
various ways (see Moisesc@014; Moolla 2010; and Pillay, 2007 for the various
definitions). For example, Jacoby and Kyner (12)23lefine brand loyaltysthe biasd
behavioural response expressed over time by some decision making unit with respect to
one or more alternative brands out of a set of such hrahéy describe brand loyalty as a
function of psychological decision making & anevaluative processeélong the same

line of thinking, brand loyalty islefined by Oliver (19934) asa deeply held commitment

to rebuy a preferred product or service consistently in the future, thereby causing repetitive
purchasing of the same brand or brand set despite sitahiitfluences and marketing

efforts being able to cause switching behaviour

The most elaborate and commonly referenced definition of brand loyalty is presented by
Jacobyand Kyner (1973) and is appropriatéen this study because the FMCG industry
conssts ofmany alternative brands. Whethar notthe biased repurchase of a particular
FMCG brand over time is a function of some psychological processes as the definition

suggests, is one of the questions this study aims to answer.

Since Day (1969) suggest a composite definition of loyalty, researchers (Jacoiy
Kyner, 1973; DickandBasu, 1994; Assael, 1998, Jensen Hansen, 2006) have viewed
loyalty in terms of two dimension$ behavioural and tatudinal. The crux of this
composite definitionis the addition of psychological processes This means that repeat
purchase is nanerelyan arbitrary response, but the resulsomeprecedingfactors {or
examplepsychological, emotional or situational factors). Daskd Basu (1994) point out
that even a ftatively important repeat purchase may not reflect true loyalty to a product

but may merely result from situational conditions such as brands stocked by the retailer.
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This position is further supported by HofmeyrdRice (200087), who postulate that isi

possible for a brand to beyally bought without commitment, especially

1 by force of circumstancesvhen consumers cannot buy the brand they want,
resulting in them loyally purchasing the second or third best brand, or

1 by choice when consumerdo notcare what they buy, resulting in them loyally

purchasing the markétading brand by default.

Mellens et al. (199609511) suggest the following six requirements to achieve brand

loyalty:

1) Biased behavioural response: This implies that there is most dksygtematic
tendency to buy a certain brand or group of brands.

2) Actual purchase of the brand: Brand loyalty is not possible unless the actual
purchase of the brand occurs.

3) Expressed over time: An incidental bias towards a brand does not guarantee
brand byalty. Some consistency is needed during a certain time span of brand
purchases. One should not only consider the number of times a specific brand is
purchased during that period, but also the purchase pattern over successive
purchase occasions.

4) Decisionmaking unit: Brand loyalty is defined by the purchase pattern of a
decisionmaking unit which may be an individual, a household or a firm. The
decision unit does not have to be the actual purchaser.

5) Selection of brands: One or more brands are selecteaf autet of brands. This
condition implies that consumers may actually be loyal to more than one brand,
a phenomenon observed by other researchers, especially for low involvement
goods where the consumer often does not evaluate brands on a continuous scale
but classifies them discretely as acceptable or unacceptable.

6) Function of a psychological process: Brand loyalty is a function of psychological
(decisionmaking, evaluative) processes. Brands are chosen according to internal
criteria resulting in a comnmient towards the brand which is an essential
element of the brand (Mooll2010).
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According to Moolla (2010), brand loyalty is built over time through a collection of
positive experiences that requires consistent effort and attention to detail. Logahexsst

are repeat customers who choose a brand or company without even considering other
options. They buy more, they buy more regularly, and they frequently recommend the

brand to others.

3.2.2 Philosophical viewpoints oforand loyalty
Fournier and Yao (1997451) identify three fundamental viewpoints that split loyalty

researchers:
(1) The stochastic versus deterministic / purposive nature of repeat purchasers.
(i) The behavioural versus the attitudinal / hybrid attitudbetiavioural

operationalisation of the bratalyalty concept.
(i) The psychological (cognitive) versus anthropological / sociological (emotional)
research orientations.
Most brand loyalty researcis mainly conceptualized under the first two opposing
philosophical views, i.e., the stochastic versus datestic view of repeat purchasesnd
the behaviourist versus attitudinal view of brand loyalty operationalisation (Foamier
Yao, 1997).

3.2.2.1 Stochastic versugleterministic nature of repeat purchases

The stochastic group typically focuses onraggte repeat purchase patterns (Fouamer

Yao, 1997). Brand loyalty from a stochastic / coincidence approach is considered
equivalent to repeat purchasing arat grounded on isolated factors which determines this
behaviour. It is thus impossible to tdet antecedents of stochastic repeat purchases,
resulting in companies gaining no understanding of how to build brand leygaiyding to

this approaci{Uncles, Dowlingand Hammond, 2002297). According toSharma (1981)

the stochastic viewpoins held by many contributorsKuehn (1962, cited in Sharma
1981364), Ehrenberg (1959, cited in Sharh881364) and Bass (19749). The crux of

the theoryis that consumers repeat purchase brands in random faslmimh can be
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predicted by assessing the knownghase frequency or probability distribution (Krend
Walker, 2001112) via basic variables. The theory of stochastic preference implies that
deterministic predictions of individual behaviour would achieve very limited success
becausefeven if behaviours caused, the bulk of the explanation lies in a multitude of
variables which occur with unpredictable frequen@nox andWalker, 2001113).

The stochastic approach seems useful for explaining consumer purchase behaviour of fast
moving consumegoods for example detergerg andtoothpaste (Kabiragnd Shanmugan
2011287; Jensemnd Hansen 2006442). There is however evidence to show that, even

for frequently purchased consumer goods, the purchase decisions are rarely made on a

purely arbitrary basis.

The deterministic group typically focuses on a theoretical explanation of loyalty as a biased
expression of individual preference (Jacalyl Chestnut, 19780). Unlike the stochastic

view which holds that loyalty is predicted lymultitude of variabls, the deterministic

view holds that for a given brand and type of consumer, repeat purchase behaviour is
impacted by some determined number of independent variables. Jensen and Hansen
(2008442) for example state that, by examining relative attitude ast@cedent of repeat
purchasing, a determinist approach to brand loyalty is assumedmeéhissthat, from a
determinist approach, brand loyalty is predicted by a limited number of causes or
independent variables for a given brand and set of consumersalGasearch carried out

by the deterministic school has however met with only partial success @udi/alker,
2001113), because the repeat purchase nature of brand loyalty could be due to multivariate
factors (Maheshwari, Lodorfoand Jacobsen201416). The message here is that the
concept of brand loyalty is complex and may require psychological (commitment)

measures, behavioural measymesa composite of the two measures.
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3.2.2.2 Behavioural versusattitudinal operationalisation of the loyalty concept
Behaviourists consider brand loyalty a behavioural construct. They believe that the number
of times consumers repurchase a specific hramd given time period after experiencing

it, can be measured (Fourniand Yao, 1997). Rundlghiele and Mackay (2001532)
however call fora distinction between brand loyalty and repeat purchasing. Behavioural
measurements are seen as inadequate for good repressmnétfature behaviour and
havebeen criticised for a lack of conceptual basis and a narrew of what is in fact a
dynamic and complex aspect of consumer behaviour (Blo@meiKasper 1995314;
Suhartanto, 2019).

Attitudinal loyalty is based on stated preferences, commitments or purchase intentions

(Mellens Dekimpeand Steenkamp, 199613; RundleThiele and Mackay 2001:532).

Kwong and Candinegara (20141) provide three measurement variables for attitudinal

loyalty, namely:

0] Relative attitude- when consumers evaluate a product or service relative to the
degree of differentiation it offefsom alternatives.

(i) Willingness to recommendwhen the consumers recommend or share their good
experience toward the product or serwdth other consumers.

(i) Altruism - when consumers express their willingness to assist the company or other

consumers in #effective delivery o product or service.

Mellens, Dekimpe and Steenkamp (199612) note that attitudinal measuresn
distinguish brand loyalty from repeat buying as the measures are based on commitment of
purchase intentions with emphasis on thendoge element of brand loyalty. Attitudinal
measures also give insight into the motivations for consumer behalvahices which

are less likely to be influenced by random / stochastic short run fluctuations. Suhartanto et
al. (20119) however highlightthat the attitudinal approach is criticised for its lack of
predicting powenf actual purchase behaviour. They further report that measuring only one
facet of brand loyalty may result in measuring spurious attitudes, i.e. unstable attitudes that

do notfully explainsubsequent behaviour.
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Oliver (199935) and Nyanga (2018) argue that consumers become loyal at each
attitudinal phase relating to different elements of the attiniddevelopment structure.
Specifically, consumers are thesail to becomeolyal in a cognitive sense firgindlater in

an affective senséater again in a conative manner, and finally in a behavioural manner,

which is described as actianertia.

0] Cognitive isused todescribethe weakest phase of loyalty based on factual
informat i on about the company or ipisoduct G
when the customer is still easily persuaded by competitor communication
(Oliver, 199935).

(i) In the affective phase, the customer has developed a positive attitude and some
emotional alachment after using the product for some time, but is still
vulnerable to competing brands (Oliy@99935).

(i) Real loyalty to a brand begins in the third phase of conative loyelitgnthe
customer has formed a strong desire to repurchase the brand.

(iv) The consumer then gets to the mature phase of action loyalty, pogsesth
the intention and motivation to repurchase the brand (QM89935; Nyanga
20158).

Consideringthat brand loyalty is a complex construct, Mellens Dekirapd Steenkamp
(1996513) propose thatt should be measuredly a compositeembodiment of both
behavioural and attitudinal measures. Dick and Basu (12%% contend that the
composite behavioural and attitudinal measuremehtoyalty create better avenues for
explaining brad loyalty. Theysee brand loyalty as a favourable attitude towards a brand
over othercompetingbrandsand repeated patronage. Chaudhuri and Holbrook (288

also examine two linking aspects of brand loyalty, namely purchase loyalty and attitudinal
loyaty. A loyal customer is viewed as one who buys only one brand in a particular
category over time and has a strong positive attitude towards the brand (N3@158;
Bandyopadhyayand Martell, 2007; Brijbal] 1993364). Keller (2013120) also view
brandloyalty in the two dimensions of behavioural and attitudinal loyalty. He describes
these dimensions in terms of how often and how much customers purchase a brand as well

as how they see a brand as something special, loyeabl@ favourite.

EMS (M. BUS. ADMIN. DEGREE) JUNE 2016 39



3.3 Brand Bendits leading to Brand Loyalty

Consumer brand knowledge can be defined in terms of the personal meaning kalstand

stored in consumer memory. It relates to the cognitive representation of the brand (Keller
2003596). Different kinds of information magecome linked to a brand, including the
benefits (value and meaning) that consumer
existing literature (Huang et aR0153; Keller, 2003596; Park et al.1986136) proposes

three categories of brand bengfinamely functional, symbolic and experiential benefits
derivedfrom purchase or consumption (Kell@003596).

Park et al. (198835) report that the lontgrm success of a brand depends on marketers'
abilities to select a brand meaning or benefitmigomarket entry. They operationalise the
meaning in the form of an image and propose that this insagaintained over time. A
firm-selected brand meaning is derived from basic consumer needs, namely functional,

symbolic, and experiential, which aredissed below.

34.1 Functional

Functional benefits can be defined as those that motivate the search for products that solve
consumptiorrelated problems (Huang et,&0153). It is linked to product attributes of a
consistent and reliable quality. A brandtlwia functional concept is designed to solve
externally generated consumption needs.

3.4.2 Symbolic

Symbolic benefits are defined as the desires for products that fulfil internally generated
needs based onselfenhancement, occupying a role position, attainiaggroup
membershipor egeidentification (Huang et gl20153). They correspond to neproduct

attributes and relate to intrinsic needs for emotional enjoymentexgaléssion and social
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approval. A brandbased ora symbolic concept is designed to asate the individual with

a desired group, role, or séthage.

3.4.3 Experiential

Experiential benefits are defined as desires for products that provide sensory pleasure,
variety, and/or cognitive stimulation. It relates to what customers feel when thelyeuse t
product or service, assuring that their experiential needs such as sensory, variety and

cognitive stimulatioraresatisfied

It is common practice for researchers to assign products to one of these three benefit
categories on the basis of product clasembership for instancelawnmowers are
typically seen as functional products, cars are seen as symbolic, and food is experiential). It
should however be noted that the terms functional, symbolic and experiential refer to the
image created in a brand andt a product clas§Park et al. 1986136). A brand is a
cluster of functional and emotional values which offers a mixture of symbolic, functional
and sensory benefits to consumeRark et al.,1986). Consumers have a regular
relationship with a brand asserves these important roles (Langer, 1997), and are willing

to pay a premium for their bragdf choice (Davis, 2002Brand loyaltyandbrand equity

will be enhanced whilsbrand paritywill be combatted fi brand owners and managers
clearly understath and communicate the needs satisfied by their brands and develop
appropriate brandtrategies(Fournier, 1998). Despite the importance of knowing the

benefitswhich variousFMCG brands provide, knowledge of the benefitstil$ lacking.
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3.4 Benefitsof Brand Loyalty

A major objective of my marketing strategy is to motivate the process of consumer
repurchasing a brand offering (Knoand Walker, 2001112). Repeat purchasing is
important to marketing management since the action of retaining custoftesrsemuires
less marketing resources than recruiting new customers, thus making it economically
desirable. There are however three salient faotdrieh contribute to the difficulty of
retaining customers (see KnardWalker, 2001112):
0] Understanding meeat purchase behaviour requires behavioural data. Collecting
such seHreport survey data is often expensive, especially in the FMCG arena.
(i) The termsrepeat purchagedbrand commitmeritanddrand loyaltphave been
used interchangeably in researchut@sg in differing reference points.
(i) Having two opposing thoughts on the nature of repeat purchase results in
assumptions abodifferences irdependent variables
If these complications in brand loyalty research can be addressed, the results wowd yield
better understanding of brand loyalty and consunagrdmake it possible to best leverage

the benefits of this interaction. Some ofgtbenefits are detailed below:

3.4.1 Reduced marketing costs and its affects

Tuominen (19994) repors that the most imprtant results of brand loyalty are reduced
marketing costs which lead to greater presence fwand in the market place. This leads
to greater brand awareness with resultant positive ‘wbrdouth testimonials by
consumers to their networks, allowiagbrand to better defend itself against competition
and generate greater revenues (ChaudaodiHolbrook 200185; Bandyopadhyaynd
Martell, 200737).
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3.4.2 Strategic barrier to entry for competitors

Significant resources are required for a brand to entearketsinceexisting customers
must be convinced to try the new brand as opposed teamniéttusted brands which they
are loyal to (Dickand Basy 1994107). The difficulty of enteing the market and
compeing with a brand whose loyalty has been eksaled automatically reduces the
profit potential for the new entrant (PhiZ0O0720).

3.4.3 Trade leverage

Brands with higher brand loyalty and equity result in preferred -spelfe in
supermarkets. Brand loyalty thus leads to trade leverage sapdrmarke support
Consumers treat these supermarkets as destination shops, resulting in higher revenue for
bothsupermarketand brands (Terblanch200271).

3.44 Attracting new consumers

A new consumer to a brand wikperienceisk and uncertainty in purchasitige brand. A

satisfied consumer base can reduce uncertainty and risk as it provides proof that a brand is
accepted, successful and enduring. A customer base can also provide brand awareness.
Seeing a brand on the supermarket shelf, in action or beingoysad acquaintancean
generate brand awarenesghich can attract new consumers (Rundilgele and Mackay,
2001:530).

3.4.5 Time to respond to competitive threats

Having customers that are loyal to a brand creates breathing space for a brand
manufacturer whethe new brand has entered the market (CackiBasy 1994107). The

brand loyalty exhibited by consumers allows an organisation the time needed to assess the
benefits of the new brand, allowiran existing brand to be updated or to neutralise the
attack fom the new brand (Tuomingb99975).
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3.4.6 Higher revenue and profitability for the brand owner

Moolla (201093) reports that loyal customers tend to buy more types and volume of
products / services from their preferred brand, resulting in enhanced revedue an
profitability over the life of the relationship.

3.4.7 Higher sales volume

Reducing customer loss through harvesting brand loyalty can dramatically improve
business growth. Brand loyalty leads to consistent and improved sales since the same brand
is purchase repeatedly (Moollg201093).

3.4.8 Premium price ability

As brand loyalty increases, consumers tend to be less sensitive to price changasdDick
Basy 1994107). Consumers are thus willing to pay more d@referred brand because
they perceive value ithe brandvhich other alternatives do not provide (Aak&996145).

3.4.9 Retain rather than seeking new consumers

Brand loyalists are willing to search for their favourite brand, resulting in less sensitivity to
promotions from competing brands. This phenonareleads to lower costs for advertising,
marketing and distribution (Mooll201093). Some research shows that it can cost four to
six times as much to attract new customers compared to what it costs to retain existing
consumers (MoollandBisschoff 2012:71).
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3.4.10 Creating positive brand perceptions

Most consumers accept the brand premise that a price premium is an indicator of quality.
GreggandWalczak (201€L19) postulate that the price and quality of a product are two of

the most important strategvariablesin the marketing mix. Understanding the price

quality interdependence is valuable for the positioning lmfand in the hearts and mind of
consumers (Dickand Basy 1994108). Aaker (1998.49) shows that perceived quality is
thesinglemosimpor t ant contri butor to a companyds |

3.4.11 Increased usage
Perceived quality, resulting in repeat buying and the brand loyalty it attracts, has been
shown to positively affect customer usage. Consumers tend to continue buying beands t

reward them with a good experience (Agk€96149).

3.4.12 Reducing ongoing expenses

Moolla (2010194) reports that loyalty can be a strategy for reducing ongoing exfikase
loyalty effect). A company that retains customers is one that could reduogetstment in
customer replacement (Ambler et 200218, cited in MoollaandBisschoff 201273).

With the heightened difficulty in building and sustaining loyal customers because of
increased competition, marketers are putting brand loyalty develé@nédrsustenance at

the heart of their brand building activities (Fourraexd Yao, 1997). The management of
consumer brand loyalty however dependsaosnar ket er 6 s abi l ity to m
and leverage brand loyalty, which according to FournieryYaml (1997), should be guided

by conceptual and empirical research relevant to understanding how arsiietihyyalty

exiss. Chaudhuriand Holbrook (2001) note that there are still conceptual and empirical
research gaps in the study of brand loyallyspie its managerial importance. The next

section reviews previous conceptual and empirical research wiasistexamined the

drivers of loyalty, especially brand loyalty.
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3.5 Drivers of Brand Loyalty

Researchers have uncovered several drivers of brand loyatiygh studies which
examineloyalty from behavioural, attitudinal and muttimensional perspectives. Moolla
(201Q126) hasreviewedapproximatelythree decades of research on the drivers of brand
loyalty. Table 3.1 provides a list of 26 possible brangliy driversidentified by Moolla

Table 3. 1: Mooaad |dyalty dsivers #2000 hi@ jeview of three decades of

research
BRAND LOYALTY INFLUENCES
Price Worthiness Switching costs
Emofional Value Image
Social Value Relationship
Brand Trust Reputation
Satisfaction Involvernent
Commitment Experience
Repeat Purchase Relevance
Brand Affect Functional Value
Attitude Habit
Market Share Awareness
Cognitive Conviction Perceived Value
Brand Credibility Performance
Culture Religion

Source: Moolla (2010126)
A further reviewof the latest studies, including those in South Africa on brand loyalty

driversin various industrieswas conducted. A summary of the updated studies on brand

loyalty drivers is presented in Table 3.2.

EMS (M. BUS. ADMIN. DEGREE) JUNE 2016 46



Table 3.2: Reported drivers of brand loyalty

Author(s) Year Brand Loyalty drivers Countryand
Industry/product
category
Nyanga, 2015 | Perceived quality, durability, bran¢ Low incomeearners in
M.G.H. experience, brand trust, price / Gauteng, South Africa.
(page 77) affordability), positive worebf- Products studied are
mouth, guarantee, satisfaction, | consumables or
fashionable, relevance, status, groceries, durable
reliability, availability, social goods and branded
acceptance, brand name. services.
Lourens, 2014 | Customer satisfaction, switching | Studied branded
A.P.L. (p. costs, brand trust, relationship groundnuts in Gauteng
20) proneness, involvement, perceivel and NorthWest
value, ommitment, repeat provinces in South
purchase, brand affect, brand Africa
relevance, brand performance,
culture.
Laubser, L. 2014 | Price, product quality and Studied FMCGs within
performance the ageig population in
the Western Cape of
South Africa
Basson S. (p; 2014 | Switching costs, brand trust, Studied pet food brand
55) involvement, perceived value, (Eukanuba) distributed
commitment, repeat purchase, in Souh Africa.
brand affect, brand relevance,
culture
Simay A.E. 2013 | Consumer satisfaction, consumer| Hungarian mobile
(p. 68) trust telecommunications
market.
Thurn E.and | 2012 | Relationship marketing, Total FMCG market in
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Gustafsson

quality, customer satisfaction

Vaxjo, Sweden

D. (p. 50)
Ramona L.G.| 2012 | Quality, value, satisfaction, trust, | FMCG and durable
(p. 29) risk perception, switching costs, | goods in the alba
variety search, knowledge about t county of Romania
brand (price, benefits), brand
identity (image, credibility, equity)
situational features (location,
environment, customeernd store
schedule, state of mind before
purchase), consumer characterist
(age, education, gender, income)
Ismail R., 2012 | Brand experience, brand Study conducted in
Boye C.L. satisfaction, kand trust Véaxjo, Sweden
andMuth A. regarding the retalil
2012 (p. 16) industry in general.
Forsido, 2012 | Brand image, brand experience, | Sweden for
M.Z. (p. 8) customer satisfaction, brand smartphoes
quality, brand switching cost,
customer product involvement
du Plooy, H. | 2012 | Customer satisfaction; brand trust Studiedpharmaceutical
(p- 28) switching costs; involvement; industry with
commitment; perceived value; participants from
repeat purchase; brand affect; various provinces
relationship proneness; brand included Gauteng,
relevance; branderformance and | Kwazulu-Natal, North
culture West, Free State,
Limpopo, Mpumalanga
and the Eastern Cape,
South Africa
Moolla, A.l. 2012b | Customer satisfaction; switching | Studied the FMCG
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(p. 111)

cost, brand trust, involvement,
commitment; perceived value;
repeat purchase; brand affect,
relationship proneness, brand
relevance, brand performance,
culture, brand reputation, brand

experience

category. irDurban,
Johannesburg, Cape
Town, Port Elizabeth,
East London,
Bloemfontein,
Polokwane and
Potchefstroom, South

Africa

Kim, Morris 2008 | Cognitive convictions, brand Undergraduate US
andSwait (p. credibility, attitude strength, students
104) affective convictions, brand
commitment
Chitturi, R. 2008 | Hedonic benefits, utilitarian Survey questionnaires
Rajagopal, benefits, promotion emotions, with student
R.and prevention emotions, delight, participants and
Mahajan, V. satisfaction automobile owners of
(p. 49) cell phones, laptop
computers, and cars at
North Ameican
university.
Punniyamoor, 2007 | Involvement, functional value, Indian cities of
thy andRaj price worthiness, emotional value| Chennai, Bangalore an
(p- 226) social value, brand trust, Trichy for the
satisfaction, commitment, repeat | newspapeindustry.
purchase
Musa (p. 46),/ 2005 | Product and seller performance, | Kuala Lumpur,
cited in product and seller satisfaction, Malaysia in the beauty
Moolla 2010 perceived value, overall satisfacti( and healthcare industry
and trust
Chaudhuri 2001 | Utilitarian value, hedonic value, | Study conducted in the
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and brand affect and trust US for a number of
Holbrook (p. product categories,
145) including FMCGs
Manoand 1993 | Utilitarian product evaluations, USA for FMCGs
Oliver hedonic product evaluations,

arousal, negative eftg positive
effect, satisfaction, dissatisfaction

Source: Adapted from (Moolla 2010136)

Rai andMehda (2013L41) report that the antecedents of loyalty can be grouped into four

categories, namely:

(i)

(ii)

(iii)

(iv)

Characteristics of the environmentcompetitive attractiveness and perceived
switching costs (Jones et al., 20@0B), technological changes and legal,

economic, culture or environmental changes.

Characteristics of the dyadic relationshighared norms (such as solidarity,
mutuality, flexiklity, and conflict/complaint resolution), equity, spatial
proximity and relationship duration (Price et al., 1995).

Characteristics of consumer tendenciagglationshiptendenciesor proneness,
deal proneness and involvement in the categorydRéMehda, 2013).
Characteristics of the consumer perceptions of the relationship with the
marketing firm- overall product or service satisfaction, performance trust and
benevolence trust, depth or value of communication, firm or brand image,

relationship qualityand relationship satisfaction (RemdMehda, 2013).

For FMCGs, whichare the focus of the current study, Mooléand Bisschoff (20133)
tested the explanatory power of twelve brand loyalty drivers related to FMCG brands.

Their selected drivers emanateorfr characteristics of the environmerfor( example

culture and switching ca®t characteristics of consumer tendencidésr (example

relationship proneness and involvement) and the characteristics of consumer perceptions of

the relationship with the markeg firm (for examplecustomer satisfaction, brand trust,
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brand performance). Table 3.3 provides the results of the explanatory power or strength of

brand loyalty drivers.

Table 3.3: Explanatory power of FMCG brand loyalty drivers

Loyalty driver Strength of impact
Commitment 0.809
Brand affect 0.793
Brand relevance 0.770
Perceived value 0.769
Relationship proneness 0.701
Repeat purchase 0.683
Involvement 0.675
Switching cost 0.597
Culture 0.587
Brand trust 0.461
Brand performance 0.455
Customersatisfaction 0.337

Source:Moolla and Bisschoff (20136)

MoollaandBi sschof f 6s

explains brand loyaltywhile customer satisfactionasthe lowest influence. Bisschadind

Salim (2014302) further tested the impact of drivers on brand loyalty to financial
institutions in South Africa. They found tham the financial service industry, brand trust
and custmer satisfaction had the greatest explanatory power, while culture had the lowest
influence. These results suggest that the impact of brand loyalty drivers vary according to
industry. Thus, different models of brand loyalty should be used for differeugtnnes and

product categories.

(2013) r eostoflthe svelie driveéFsaob | e
brand loyalty in the FMCGS industry in South Africa, commitment to the brand best
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3.6 Brand Loyalty Models

The previous section presented tables of general drivers of brand loyalty in various
industries. The models and constructs differ according to the product category investigated
and the sociecultural context of thestudy. This section presents previous conceptual
model whichhasbeen used to explain brand loyalty and which can guide the development

of this studyds conceptual model

3.6.1 Chitturi eroded!l . 6s (2008)

Figure 3.1:Chi t t ur 00&8rmodeh | . 6 s

Positive or
Negative
Consumption
Experience

;  Design : i - g P Customer :
i Benefits | i Postconsumption Emotions ' | !
: ! : ! : Loyalty |

. 1 1 1
| Superior ' | 1] Promotion Delightor |} i| Wordof |i
| hedonic i i1 emotions ] dissatisfaction th '
1| benefits |1 |1 i ] _mou :
l E . :
1 1 1 1
1 1 I 1 1
1 1 I I~ 1
1 1 : 1 1
i | Superior |V |! o i
g utilitarian ! i | Prevention N Satisfaction 1__uJRepurchasel] |

I 0 T . ]

E benefits E : emotions or anger : E intentions E
1 1 ! P 1
1 1 | 11 1

Source: Chitturi et al. (2008:49)

Chitturi et al. (2008) examined how hedonic versus utilitarian product benefits lead to
customer satisfaction versus delight and loyalty. They found that the type and intensity of
the emotional experiencarising from the consumption of hedonic benefits are different

from those of utilitarian benefits. This difference in emotional experience resulted in
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significantly different levels of customer delight, satisfaction, and customer loyalty (in

terms of wordof-
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Figure 3. 2: Chaudhur i and Holoyalty and bbrdarel ( 200 1

performance.

Product-Level Controls
Utilitarian value
Hedonic value

Brand N Purchase Market
" Trust v Loyalty — Share —
»  Brand R Attitudinal Relative

Affect v Loyalty — Price

1

Brand-Level Controls
Differentiation
Share of voice

Source: Chaudhuri and Holbrook (2001:83)

Even thoughChaudhuriandHo | br ook (2001 : 8 2 )thedvidirignesseof br an d
the average consumer to rely on theandbi | it
brand affectasia br ands potenti al to elicit a posi
consumer as a theg didinot testohbw thesestwo lcanstracts impact on
satisfaction before they affect brand loyaMoreoverthey did not separatibe results of

the variable relationships for different product categories. It was thus not clear how the
results of the relationships apply tbhe FMCGs category. This study ®llthis gap by

examining brand satisfaction as one of the drivers of braradtjognd focuses on FMCGs

brands, especiallsinceMusa (2005) suggests a relationship between satisfaction and both

attitudinal and behavioural loyalty.
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3.6.3 Musabds (2005) model

Musa (200546) proposs that perceived value from both direct seller perforemrand
product performance (which can thee utilitarian value) leads to direct seller and product
satisfaction, andhat overall satisfaction leads to both behavioural and attitudinal loyalty.
Musa (2005) also proposed that trust modertite satisfactin-loyalty relationship. Even
thoughhe did not empirically testhis model, he suggestbat there areauseandeffect
drivers of both attitudinal and behavioural loyalties. Uni®é a u d h ur i and
(2001) model, Musa (2005) suggest satisfactionloyalty relationship, even though he
doesnot emphasisehe importance of affectvhich Chaudhuri and Holbrook (2001) and
Moolla andBisschoff (2013) foundo be animportant driver of brand loyalty

Figure 3.3: Musa (2005)model of brand loyalty

Direct seller »/ Direct seller
Performance

Source: Musa (200547)

3.6.4 MoollaandBi sschof fés (2013) model

Reviewing three decades of previous studies on the drivers of brand Idyalilia and
Bisschoff (2013L) could not find a studwhich focuses on FMCGs.In their review, they
identify twelve importan drivers andexamine how these twelve factors influence brand
loyalty in the FMCG industry as depicted in Figure 3.4. Their results revealetret
though all twelve factors are significant drivers of brand loyalty, bcamimitment, brand
effect, brandrelevance perceived valueand relationship pronenesBave the greatest
impact on brand loyalty Customer satisfaction, brand performanaed brand trust

howeverhave the least impact on brand loyaEyen though MoollandBisschoff (2013)
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examined thempact of a wide range of brand loyalty drivers, they did not test how these
factors intewrelate to impact on brand loyaltivloreoverthey did not examine the two
dimensions (behavioural and attitudinal) of brand loyalty. The current study not onky view

brand loyalty in two dimensions, but also examines how some of Maoti8 i sschof f 0s
(2013) variablesfér examplebrand trust and affect) predict brand satisfaction before both

brand loyalties are explained.

Figure 3.4: MoollaandB i s s ¢ h o f5) bbasd IdyatynioBel

Brand Trust

)

gl

Relationship ¥
Proneness
a4
Involvement
A
Perceived Value

Source: Moolla and Bisschoff (201%); Moolla (2010:144)
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3.6.5 This studyoés conceptual mo d el

Figure 3.5: This studyodés conceptual model

Utilitarian Behavioural

value

Brand

Brand trust

Loyalty

Consumer

Satisfaction

Attitudinal

Brand affect Brand

Hedonic
Loyalty

value

This studyproposes a conceptual model (Figure 3.5) to achieve itstolge, guided by

thefollowing concepts

1 FMCGs can provide both utilitarian and hedonic benefits or values (Dcavidle
Duarte, 2013),

1 Both utilitarian and hedonic values drive brand trust and brand affect (Chaudhuri
andHolbrook, 2001),

1 Brand trust (omprevention emotion) and brand affect (promotion emotion) lead
to brand satisfaction and delight respectiv€ituri et al., 2008)and

1 Brand satisfaction can in turn drive brand loyalkjoblla and Bisschoff, 2013)
or both attitudinal and behaviouralyialty (Musa, 2005)

The variables and the relationships between them are discussed in the following section.
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3.6.5.1 Utilitarian and hedonic values

Utilitari an fundionalfinsttureental,eafidenactidaldenefits of consumption
offering® ; whi |l st hedo naesthetih expesidntiall and enjeyinesiitedt o i
benefit® (Okada, 200%14; Chitturi et al., 20089). Hedonic consumption generally has an
intrinsic motivation, leading to an inherent reward that is sought afterstwitilitarian
consumption tends to have an extrinsic motivation that does not comprise a reward in itself
but accomplishes more pleasurable and emotional goals ébdavertenbroch, 20069;

Do ValeandDuarte 201330).

Consumers experience both utilian and hedonic valuewhile shopping(Zeeman,
201332). Zeeman (2013) alsor eports t hat consumersoé util.i
motivations significantly predict and influence their behaviour and is therefore important

for retailers and marketets understand in order to gain maximum financial benefit. A
consumer may perceive a shopping experience as valuable when planned goals are
achieved, which is known dise utilitarian value However when a shopping experience is

valued because a consumghaving fun and enjoys the shopping tthen theconsumer

is motivated by hedonic value (Zeeman, 23B3.

(1 Utilitarian consumption needs

Utilitarian consumption experiences tend to be described as more functional, instrumental,
sensible or practicalna are usually associated to a simple justificatiwrsatisfying needs

that demand a clear solution (Do ValedDuarte 201330; Okada, 20084). A consumer

with utilitarian shopping motivations wants to attain a useful benefit or fulfil an economic
neal during the shopping trip (Zeeman, 2012). According to Hawkins and
Mothersbaugh (201014), utilitarian consumers see shopping as an effidiey are
therefore of the opinion that, when marketing to obtain the interest of utilitarian consumers,

the furction and the value of the product or service should be highlighted.
Zeeman (201:33) highlights two categories of utilitarian shopping motivati@fficiency

and achievement. Efficiency refersfio h e ¢ o nshoppimgnees Go save time and

resourceswhi | st ac hi e thecorsunter shoppimged® achieve dispecific
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g o aThésuggesbn isthat with utilitarian shopping, success only occurs when a specific
product, planned for at the outset of the shopping igifound. A shopping tripnitiated

from a mission or task represents utilitarian motivation. The mission is completed when the
economic need is satisfied or the useful benefit is obtained. The driving force of a

utilitarian shopping is thus necessity (Zeeman, 28)13

(i) Hedonic corsumption needs

Do Vale and Duarte (2013)report that hedonic consumptioneeds wereconceptually
introduced more than twenty years agoaiseminal workby Holbrook and Hirschman
(1982) and are often described as entertaining, pleasant, exciting, spauanand
sensory. Hedonic consumption at elevated levels may eventually be assodifited
feelings of guilt due to its pleasurable nature. Many academic works refer to hedonic
consumption as designating those facets of consumer behaviour that relate to the

multisensory, fantasy and emotive aspects of c u s texpariencedwsth products.

Zeeman (20136) arguesthat hedonic shopping motivations can be divided into

gratification shopping, adventure shopping, idea shopping, social shopping, role shopping

ard value shopping.

1 Gratificato n s h o pgorisumgrs usisg shopping to treat themselves, to get rid
of stress, or to lighten a foul mood

1 Advent ur e adomspmeishogping te hafie a feeling of being in another
universe and to feel a sense denture or stimulatiai .

1 | d ea s h ocpnpumarg attemptingito keep up with new fashions and trends
and trying to find new products and innovations as idea shappers

1 Soci al s lcanpumérsnsgekingsoppdrtunities to interact or socialise with
other individuals with interests similar to their own or bond with friends and
familyo .
Rol e s h accpnpumergattaingg pheasure when shopping for aihers
Val ue s h oopsumensgonmestingfemotionally and enjoying the process of

negotiating withsales people for the purpose of obtaining a baégain
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Viewing hedonic shopping as hedonisikaul (200783) suggest that it pertains to
experiencebased aspects of consumption. Consumers driven by hedonism, according to
Hoyer and StokburgetrSauer (2012), search for products and services that provide the
satisfaction of feeling good.

(i) Choice of utilitarian versus hedonic benefits

The choice of whether utilitarian or hedonic or both consumption goalseing satisfied
depends on the type of product ¢y, whether durable or nedurable goods are
consumegdand culture (Aviv, 2002; LinandAng, 2008; Chitturi et al., 2008; Do Va#and
Duarte, 2013 For FMCGs, for example, Do ValendDuarte (2013) found that consumers

actmoreon utilitarian than hedao values.

For the consumption of durable consumer goods such as $ajgs and cell phones,
Chitturi et al. (200818) found thatustomers derivledonic benefitsnot only utilitarian
needs satisfactigrirom these productsThey delight consumersna positively affect the
two key measures of loyaltynamely repurchase and woif-mouth promotion The
feelings of cheerfulness and excitement tragefrom the fulfilment of promotion goals
by hedonic benefits are higirousal feelings (Chitturi et.a00852; Manoand Oliver,
1993452).

Regardingcultural differencs, Lim and Ang (2008)suggest thatonsumers irShanghai

China are culturally conditioned towards utilitarian consumption as opposed to
Singaporean consumers who are culturally conutib towards hedonic consumption.
They found that Shanghai consumers view brands of utilitarian prodsctsore
sophisticated, competent, exciting, and sincere than hedonic products, unlike Singaporean

consumers, who preféne hedonic benefits of products

Utilitarian benefits generally fulfil prevention goals and alleviate pain whilst hedonic
benefits fulfil promotion goals and enhance pleasure. However, to delight customers, it is
not sufficient to simply avoid pain by meeting prevention goals. Deighest achieved

by fulfilling prevention goals through the consumption of utilitarian benefits,

complemented by the enhancement of pleasure through the consumption of hedonic
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benefits thatfulfil promotion goals (Chitturi et al200851). Attitudes anddvels of
satisfaction tend to be associated to the relative weight of both these dimensions (Mano
and Oliver, 1993453) The leve$ of intensity of the emotional experience from hedonic
benefits differfrom utilitarian benefits, ultimately leading to diffmt levels of customer
delight, satisfaction and loyalty. Utilitarian and hedonic val@sudhuriand Holbrook
(2001) suggest, lead to brand trust and brand affect. Thus,

Hi: Utilitarian value is positively related to both (a) brand trust and (b) brand

affect.
H>: Hedonic value is positively related to both (a) brand trust and (b) brand

affect.

3.6.5.2 Brand Trust

Veloutsou (201%107) assestt hat t rust exi sts when one part
reliability and integrity. Trust, he conties, is delicate and subjectjve is based on

consumer beliefs rather than hard facts. Consumers trust brands which they lieel

secure and reliable and believe that these brands act in their best interests (Delgado

Ballester, MunuerdlemanandYagueGuillén, 200337).

Chaudhuriand Holbrook (200137) and Matzler Grabnédfrauter and Bidmon (200677)

view brandtrusias t he willingness of the average

brand to perform its stated functionDelgadeBallester (201114) identifies two

dimensions of brand trust, namely:

(1 Reliability: Relates to the technical or competebesedability / willingness
projected by the brand keep promises and satisfy consumers' needs

(i) Good intentions of the brand / dependabilRglates to concern forconsumers'
interests and welfangrojected by the brand

Brand trust development is a letgym processanda trustworthy brandeedso show that

it cares about customer expectations, fulfilling promises and valuing customers (Kiyani et

al., 2012 491).
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Fournier and Yao (1997) state that marketers should understand the trust factors in the
relationship. Baumann, Hamiand Chong (2012 9 ) report t hat At he
marketing is to generate an intense bond between the consumereabichitd, and the

main ingredient ofaddthtiags HKdmrd sits Itiresstad. tThlee

concepto.

Trust appears to be essential in the process of building and maintaining relationships with
brands and to build partnerships witbnsumers (Veloutsou, 204®9; Yoo and Bali,
2013167). A stable brand personality and consistency in goods or service attributes will
reduce emotional risk for purchasers and increadmand credibility (Veloutsou
2015407). This can result in the devetopnt of trust and satisfaction, especially when
customers believe that the brand supports their needs. Kiyani et al:42012uggest that

trust plays an important role in customer repeat purchase de@sidriong term consumer
satisfaction. Thus,

Hs: Brand is positively related to consumer satisfaction

3.6.5.3 Brand Affect

Chaudhuri et al. (20027) define brand affect as h @otertial in a brand to elicit a

positive emotional response in the average consumer as a result ofdits us€ er cei v e
differences in brands in terms of quaktydreliability lead to a higher perceptiaf the

brand when selected fronthat product categorywhich inturn leads to greater
commitment tothat chosen brandgreater brand trustand / or greater brand affect
(ChaudhuriandHolbrook 200238).

Moolla andBisschoff (201279) declare that brand affect is normally characterised by two
independent dimensionsiamely positive and negative. It can be generally stated that
people strive to experience positive and avadative effect (Moolla, 201033). There is
thus a positive relationship between positive affect experienced in a retail context and
willingness to buy. Brand affect is seen as affective commitment espewaiaéiye a

customer experiences a favourabletadi towards brands that they purchase regularly.
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Customers therefore can be said to form a satisfaction judgement of the brand and can
substantiate why they became loyal to the brand (Basson;44)18Basson (20141)

further repors that brand affect sees as a predictor of consumer behayjiatnle hedonic

value and personality traitgeseen as two drivers of brand affect. Mano and Oliver (1993)
assert thaaffect is an antecedent to, and necessarysatisfaction.In a retail setting

where there i@ large assortments and choice overl@&uhssovandlsen (2013) suggest

that sitive affectshifts people's attention from the difficulty of the choice taskl
providesatisfaction. Thus,

H4: Brand affect positively affects consumer satisfaction

3.6.5.4 Consumer Satisfaction

Customer satisfaction depends@pr oduct 6 s percei vedbwpyerf ®dg ma
expectations (Mazibuk@01Q1 3 ) . I f t h emapae talts short of expegtatiand, o

the customer is dissatisfied. If performance matches expectations, the customer is satisfied.

If performance exceeds expectations, the customa@gidy satisfied or delighted (Kotler

and Armstrong 201Q37). Schiffman and Kanuk (201029) affirm that customer

sati sfiascttiheen immdi vi dual consumer 6s percepti
service in relation to his or her expectatidons

Thurn and Gustafsson (20120) report that the benefitsf high customer atisfaction are
decreased price elasticity, increased customer loyalty, decreased future transactions costs,
reduced charges imposed on attracting new custoraedsimproved reputatiofor the

company. Punniyamoortignd Raj (2007225) declare that custen satisfaction helps to

explain posipurchase behaviours, including complaining, wofanouth, repurchasing

intention and product usage.

Product satisfaction is characted by an attitudelike postconsumption evaluative
judgment. Both affect and cotjive product attributes are posited to influence satisfaction
simultaneously (ManandOliver, 1993454). Customer satisfaction is deemed to be one of
the most important determinants of customer loyalty ((iok Basy 1994104; Olives
199933).
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Custaner satisfaction, Chitturi et al. (20@8) report, does not necessarily translate into
customer loyalty because consumers seek more than just being satisfied. Alghough
customer is satisfied, the creation of customer loyalty differs among productdyiexius
and situations (Zineldin et al20142). Sahin, Zehirand Ki t a p - 2290] 2 1 1
satisfaction as a proxy or an antecedanloyalty. Brand satisfaction is relative to each
brand's position in the market at any given time (Mo@@1.Q128). According to Kiyani
(2012497), brand satisfaction is the most commyonked variable to measure brand
loyalty, especially as an increase in satisfaction generally leads to an increase in loyalty.
Musa (2005) proposes that customer satisfaction leads to both behavioural and attitudinal
loyalty. Thus,

Hs: Customer satisfaan is positively related to (a) behavioural brand loyalty

and (b) attitudinal brand loyalty.

3.6.5.5 Behavioural loyalty and attitudinal loyalty

This researchieviewedthe behavioural and attitudinal nature of brand loyalty, including
the definitions, @ r i ous researchersd views on each of
these concepts differ

The crux of the composite nature of brand loyadtyhe psychological process whereby
repeat purchas&hich characterise behavioural loyalty notmerelyanarbitrary response
but the result of some proceedipgychological, emotionand situational factorslt is
argued that dth the behavioural and attitudingiaracteristic®f consumersrenecessary

in measuring brand loyalty to get a full picture oé ttoncept (Nyang&0158; Yoo and
Bai, 2013167; Bandyopadhyaynd Martel, 2007; Dick and Basy 1994; Jacobyand
Kyner, 1973; Oliver 1999). This study therefore not only investigatehether both
behavioural and attitudinal loyalties are developed forCad, but also proposes a
conceptual model which attempts to explain both loyalties.
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3.7 Conclusion

This chapter discusdehe driversof brand loyalty. It explom@the benefits of building and
maintaining brand loyalty. The two philosophical viewpoints, elgnthe stochastic vs
deterministic perspectives of brand loyaltgnd the behaviourist vs the attitudinal
perspectives of brand loyalty were discussed. The chapter also eeweawous studies

which haveinvestigatedthe drivers of brand loyalty. The ghter presemd important

brand | oyalty models which guided the deve
enkdby presenting this studyds conceptual m
model and the relationships that exist between the variabtee model. The next chapter

discusses the methodology used tottess t udy 6 s proposed model
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4. RESEARCH METHODOLOGY

4.1 Introduction

Chapter 3 reviewed studies and models which examined the drivers of brand [Blysity.
studyds conc edevteloperdrasen ordtkese raviaw&his chapter discusses
the methods usedtotéhkest udy 6 s conceptual model . |t spe
methods used to collect and analyise data, descriing the sampling technique and the

composition of tk sample. It starts by recapping the research objectives.

4.2 ResearchObjectivesand Question

As stated irChapter 1this studyaimed to achievéhe following research objectives:

0) To investigate whethein addition tothe utilitarian benefits consumenjoy
from the consumption of FMCGs, they also enjoy hedonic benefits.

(i) To investigate whether consumers can be loyal to FMCGs.

(i) To examine how the utilitarian and hedonic benefits consumers enjoy from some
selected FMCG brands affect their brand trbsind affectandsatisfaction with
the brand, and howhis satisfaction in turn affestbehavioural and attitudinal
brand loyalty.

Considering these objectives, the main research question to be ansasred

How do utilitarian benefits, hedonic benefits,ahd trust, brand affect and brand
satisfaction of selected FMCG brands in South Africa affezbrandloyaltiesof Western
Cape consumers?

The next section discusses the research delgigmed to bappropriate for the answering

of this question.
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4.3 Reseach design

Sekaran (20029) views a research design as a framework for conducting market research.
Such aframework guides the collection, analyses and reporting of information needed to
structure and solve a research problem or answer a researchmqueskaran (20039)

further stateshata research design is set up to decide on issues such as how to collect data,
analyse and interprethe datg and provide answsrto problens or questios. Marketing
research can be broadly classified into threedygfegesearch designs, namely exploratory,
descriptive or causal (Kotleand Keller, 2006104). These different types are used to

address different types of research objectives

Figure 4.1. Types of primary research designs, according to Kotler and Keller
(2006109

discovering ! Exploratory | | Descriptive : |  Causal E causa

Source: Kotler and Keller (2006104)

4.3.1 Exploratory research

This type of research design empbesithe discovery of ideas and insighdaad often
seeksto generate possible explanations for new or ambiguous occurrences whilst
attempting to Eminate impractical ideas (KotleandKeller, 2006). It often represents the

initial step of the research process and helps to narrow and trefiressearch questions.
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4.3.2 Descriptive research

This design marks the midpoint akknowledge spectrum betweemrploratory and causal

or explanatory designs. It provides a detailed account of a social setting or a situation
(Kotler and Keller, 2006).Descriptive design is used whenstudy aims to describe a

market phenomenon (Malhotra, 2012).

4.3.3 Causal research

This design focuses on identifying cawssedeffect relationships via experimental testing.
It is the most robust research typad relies orinference of probabilistic relationship
between variables (KotlemdKeller, 2006).

Considering that this gtly aims at describing a market phenomenon of htlitarian
benefits, hedonic benefits, brand trust, brand affect and brand satisfaction of selected
FMCG brands in South Africa affe¢dhe brand loyalty of Western Cape consumers,
descriptive desigis mog appropriatanethodologyfor this study.

The descriptive studwasexecuted following Zikmuneé t  @01068)sesearch process

as presented in Figure 4.2. According to the process, studies which are not exploratory start
with the setting of objectivedollowed byselecting aresearch design, all of whichas
reportedn sectiors 4.2 and 4.3. The next stefasthe selection o data collectiormethod

andanalyticalapproach, addressedsaction4.4.
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Figure 4.2: Zikmund e t

20106B)gesearch process
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4.4 ResearchM ethod

Two main types of data collection methods exist in research, namely gqualitative and

guantitative.

Wilson (2012103) defines qualitative research metblogy asfiresearch undertakersing

an unstructured approach with a small number of carefully selected individuals to produce
beha0l2:1®3 r
defines quantitative research as research metltomy i under t a k structuneds i n g

nonquanti fiable insights into mo

a
approach with a representative sample to produce quantifiable insights into behaviour,

motivations and attitudeso.
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Mbuyazi (2012127) differentiates between quantitative and qualitative research methods

as presented in Table 4.1.

Table 4.1: Comparison between qualitative and quantitative research methods

Qualitative methods Quantitative methods
Provides depth of understanding Measures level of occurrence
Studies motivations Studies actions
Asks fAwhy?0 Asks fAhow many?0 at
Enables discovery Provides proof
Is exploratory Is definitive
Allows insights into the behavior and tren( Measures levels of actions and trends
Interprets Describes

Source: Mbuyazi (2012127)

Sekaran (2003) repors that quantitative research can battier subclassified into

inferential, experimental and simulation research approaches:

1 The inferential quantitative research approach aims to form a data base from
which to inferthe characteristic®f or relationshipsn a population. This usually
involves researchurveyswhere a sample of population is studied or observed to
determine its characteristics, which is then used to infer that the poputaipn
havethe same characteristics.

1 The experimental quantitative research approashcharacterised byreater
control over the research environment with some variables being manipulated to
observe their effect on other variables.

1 The simulation quantitative research approach involves the construction of an
artificial environment within which relevant infmation and data can be
generated. This permits observation of the dynamic behaviour of a system under

controlled conditions.
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Considering the naturenamely testing relationships between mulariables of this
studyds resear ch pntiativd researctamethodg weeedused to coklect q u a
and analge thedata.

A surveymethodusing questionnaires was specificallgsigned tacollect data. Surveys
provide a quick, inexpensive, efficient and accurate means of assessing information about a
popuhktion. Most surveys attempt to portray representative -w@stsors of particular

target populatios(Zikmund et. al., 201:0.86).

For this study, crossectional data was collected using s&lfninistered questionnaires.
The instrumentswere tested andproved to bereliable and valid to testhest udy 0 s
variables. The data was collected through mall intercepts at significantly big malls

identifiedin Cape Town, which is in the Western Cape province of South Africa.

4.5 Sampling Technique andProcedure

A common goal of survey research is to collect data representative of a population. Kothari
(20041 58) defines a sample population as fdan
trait or traitso In other words, a sample population is a complete group ofitmout

which knowledge is sought. Sampling involves any procedure that draws conclusions
based on measurements of a portion of the population. The researcher uses information
gathered from a survey to genesalfindings from a drawn sample backthe population

(Zikmund et al., 2010).
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45.1 Target population

A target population is the group of peopte which a study wishes to genersdi its
findings. It must be carefully defined so that the proper sources from which thes data
collected can be idenigfd (Zikmund et al., 201806). For this study, the target population

is all the purchasers and consumers of FMCG brands in South Africa, capable of reporting
the benefits, brand trust, brand affect, brand satisfaction and brand loyalty to selected
FMCG biands.

45.2 Sample frame

A sample frame is a set of source materials from whishmple is selected. It can also be
defined as members of the target population that are to be surveyed. In a household survey,
more than one set of materials may be necessartypidlly drawn from area framesr

may be selected either from an areaadlist frame (Zikmund et al., 201006) See

subsections below on area and list of frames.

It is good practice to make sure that members from each stratum or distinct graaigyare f
represented in a sample framlich represerd a population. For a stratified sample, the
population is divided into strata and a random sample is drawn from each stratum. The
number chosen from each stratum has to be in the right mix (Waer£89). For this

study, as perKnox and Walker (2001), a stratified random sampling metlad used

since it enablg the recruitment of respondents from different strata of the population.
According to Galpin (2002:54), the common stratifying variables foplegeare age, sex,

race, income group, occupation, and education

This studyods ntansistedos Whitg, Indian,fCimared eand Black South
African shopping centre patrons. They were seledteth Nyanga (to obtain Blacks
patrons, most of whorare lower incomeonsumers Mi t ¢ h e | (tobobtainPriddle n
income Coloureds and Blacks patrgrem)d Century City (to obtain high income Whites,
Coloureds and Black patrons). The stnatre more specificallyconfinedto the shopping

malls in these aas (i.e. Nyanga Junction on the outskirts of Nyanga, Westgate Mall and
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Promenade Mall iMi t ¢ h e |, lar@ an® MWalk in Century City), all of which had
either SPAR, Pick n Pay and Shoprite/Checkers retailbish sold FMCGs. The reason

for focusingon these big retailers, as explained in Chaptes Pecausevarious sources
indicatke that at least 80% of all South Africans purchase some FMCGs from these large
formal retailers. This means that a planned random-imtellcept sample in these stores

was expectedo yield awell distributed, randomised sample.

45.3 Sample size

In a quantitative survey design, determinthg sample size and dealing with nrogsponse

bias is essential (Hair et al., 1998). For this stitdyas envisaged that the targetethpée

size would be 450consumersbased on 150 respondents being sought from the three
targeted shopping malls in the Western Cape, South Afbce to the difficulty of
collecting data through mall interceptdata washowever onlycollected from 272
repondent s. According to Hair et al.os (199
adequate as the number of respondents sheyicesenta ratio of 14 observations per
variable studied for multivariate analyses. This study had seven variables and when
multiplied with the recommended 14 observations, a suggested minimum sample size of 98
wasobtained.For structural equation modelling (SEM) however, Hoe (2008) recommends
thata sample size of about 200 respondevasid provide credible datal'hus the saple

size of 272 for this studwasadequate to conduSEM.

4.6 Data Collection

As previously indicated, this study employed a quantitative method with a survey
guestionnaire to gather data from respondents via mall intercepts at three malls in the

Westen Cape.
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4.6.1 Survey questionnaire development

Previously tested scales from seminal authors on the subject, such as Mano and Oliver
(1983) Chaudhuri and Holbrook (2001) and Chitturi et al. (2008) were used as instruments
for data collection. The instrumentgere adapted to selectbdandedFMCG categories

such as washing powdespap, juice, milkand breakfast cereals brands as indicated in
Figure 4.3.

Figure 4.3: FMCG brands investigated in this study

Examplesof washing powder brands in South Africdarss
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Examplesof soap brands in South African stores

Examplesof juice brands in South African stores

Examplesof milk brands in South African stores
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