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ABSTRACT 

 

The South African breakfast market consists of several brand products for cereal products, and some 

of the products are produced locally while others are imported. Cereal products are classified under 

fast moving consumer goods (FMCG). The majority of the cereal products are easy to serve. The 

following brands are common in South Africa and have been listed according to their popularity with 

consumers: Kellogg’s Corn Flakes, Kellogg’s Special K, Jungle Oats, Cheerios and Weet Bix. 

Kellogg’s Corn Flakes are made from maize (corn) and provides guidelines daily amounts (GDA) for 

each of the nutrients.  

 

Branding may consist of building an emotional response or cultural response. As consumers are 

bombarded with a variety of products to meet the same needs, branding provides a way for 

consumers to reduce their decision-making to consider only those products that they feel are relevant 

to them or that have met their needs acceptably in the past. If brand loyalty were a random event, 

there would be no purpose in making it the object of applied scientific enquiry. Verbal reports are 

insufficient for defining brand loyalty. Such loyalty requires that statements of bias be accompanied by 

biased purchasing behaviour.  

 

The study was conducted to determine factors that influence the consumers to constantly use a 

particular brand, and prefer it above other cereal products. A literature and empirical study form part of 

this study. Questionnaires were used as a measuring instrument to determine which factors the 

consumer considers important in choosing a particular cereal product. Data analysis was done by 

means of a factor analysis.  

 

A brand loyalty framework developed by Moola was used in classifying the brand loyalty influences. 

To a large extent the research concluded that brand loyalty in the cereal market is similar to that found 

in bread, coffee and toothpaste (as per mentioned model).  However, some differences with regard to 

the brand loyalty influences have been found. This study did not determine if these differences are 

related to cereal as FMCG, or the specific consumer market that was analysed. 

 

Key words:  brand loyalty, marketing of cereal, purchasing behaviour, branding, FMCG 
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CHAPTER 1 

 

INTRODUCTION 

 

 

1.1 INTRODUCTION 

 

A “cereal” is a family breakfast food, designed to be a convenient and quick nutritious meal 

that requires minimum preparation time. It can also be taken as an in-between snack or for 

lunch or dinner. Its versatile nature provides options to enjoy it hot or cold, usually mixed with 

milk, water or yogurt. (It can even be eaten as it is packaged – dry.) Cereals are produced 

from a wide range of grains such as maize (corn), wheat, rice, oats and barley. Product 

differentiation plays an important part in the marketing strategies of cereals. Typical strategies 

that are employed by the cereal market are: 

 

• Flavouring:  In addition to the plain cereal, a variety of flavours are used to 

create a differentiated product offering. Kellogg’s Rice Crispies are 

flavoured to create Kellogg’s Strawberry Pops, Kellogg’s Coco 

Pops and Kellogg’s Choc-Caramel Pops. 

• Sugar coating:  The base cereal is sugar coated and marketed as competitor to its 

original cereal. Kellogg’s Corn Flakes is coated to be marketed as 

a competitor (Kellogg’s Frosties).  

• Product form: Cereals are presented in various product forms such as porridge, 

flakes, pops and compressed bars. It is even presented as a 

ready-mix porridge meal.  

 

Cereals provide nutritious breakfast and energy needed to perform at full potential, and the 

common ingredients for different brands are iron, vitamins, carbohydrates, magnesium and 

protein.  
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The majority of the cereal products are easy to serve. The following brands are common in 

South Africa and have been listed according to its popularity with consumers: Kellogg’s Corn 

Flakes, Kellogg’s Special K, Jungle Oats, Cheerios and Weet Bix. Kellogg’s Corn Flakes are 

made from maize and provide guidelines daily amounts (GDA) for each of the nutrients. 

Kellogg’s Corn Flakes is recommended as for both younger children and adults. Kellogg’s 

Special K is made from light crisp flakes of rice and wheat with succulent red berries and it is 

a recommended dietary allowance for persons 10 years of age and older. The Kellogg’s 

Special K cereal is for people intending to lose weight and those wanting to increase fibre 

intake. Weet Bix cereal is made from whole grain and can be enjoyed by both young and old. 

Jungle Oats is made from oats and is recommended for children and older persons.  

  

Several cereal products are available in the South African market, and these products are 

available easily nationally in the market. Some companies promote their products for the 

health benefits from eating oat-based and high-fibre cereals. The great variety of prepared 

cereals displayed in our grocery stores indicates the favour in which they are held. Through 

the ingenuity of the millers, barley, corn, oats, rice, rye, and wheat are prepared in many 

different forms. 

 

In South Africa breakfast cereals are marketed to all ages. For adults, companies such as 

Kellogg's, Quaker Oats, Post, Nestlé, and General Mills promote their products for the health 

benefits gained from eating oat-based and high-fibre cereals. Manufacturers often fortify 

breakfast cereals with various vitamins. Cereals with relatively high sugar content are also 

produced. The breakfast cereal industry is highly profitable, with gross profit margins around 

40-45%, 90% penetration in some markets, and steady and continued growth throughout its 

history (Supromma, 2010). 

 

The study intends to determine factors that influence the consumers to constantly use a 

particular brand, and prefer it above other cereal product. As required by the human body, 

and also encouraged by health practitioners, breakfast is an important meal for the healthy 

body. People use different cereal products for their breakfast meals. 
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A process of buying starts in the minds of the consumer, which leads to the finding of 

alternatives between products that can be acquired with their relative advantages and 

disadvantages. This leads to internal and external research.  

 

Then follows a process of decision-making for purchase and using the goods, and then the 

post-purchase behaviour which is also very important, because it gives a clue to the 

marketers whether their product has been a success or not.  

 

In today’s competitive environment, improving consumers’ loyalty to brands permits marketers 

to maintain a comfortable and lasting position in the marketplace. 

 

 

1.2  PROBLEM STATEMENT 

 

The focus of the study is to measure the brand loyalty of the consumers in the cereal market. 

This research also reveals the attitude and beliefs of people about the brand they prefer as 

well as the cereal product they do not prefer. It will also assist in finding out the contributing 

factors in their choices as well as the decisive factors in this regard.  

 

The research attempts to get the answer as to why consumers become loyal to certain cereal 

brands, whether they are influenced by the status, price or advertising. The composite 

measures of brand loyalty involve an integration of behavioural and attitudinal approaches. 

Most of these measures are of more recent origin, which partially explains why there are 

relatively few of these described in the published literature (Jacoby & Chestnut, 1978:52).  

 

The reasons for preferring various cereal products may differ from factors such as: 

• Habit;  

• Healthiness/ healthy lifestyle; 

• Influence or peer pressure; 

• Status; 

• Belief; 

• Environment; 
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• Product performance; 

• Price; and 

• Advertising. 

 

Consumers want a quick and easy way to be informed about the product nutrition choices, 

and that has the influence in the decision-making process regarding the product choice.  

 

 

1.3 OBJECTIVES OF THE STUDY 

 

The aim of this study was to investigate the reasons for consumers to choose a particular 

cereal brand and the factors influencing their choices. There are two types of objectives: 

primary and secondary objectives. The primary objective results in the formulation of the 

secondary objective (Struwig & Stead, 2001:23). 

 

1.3.1 Primary objective 

 

The primary objective of this study was to measure brand loyalty of cereal products.  

 

1.3.2 Secondary objectives 

 

The specific objectives of this study were to: 

 

• Identify the contributing factors for consumers to prefer a certain brand; 

• Measure the importance of these factors of the brand loyalty in the cereal market; 

• Compare the results of the findings of similar brand loyalty studies; and to 

• Evaluate whether the cost is being taken into account when consumers are loyal to 

certain brand products. 
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1.4 RESEARCH METHODOLOGY 

 

The research includes both sexes, various ages, statuses, background and representativity of 

the South African population. The sample population is based in Northern Gauteng. 

 

A measuring instrument designed by Moola (Moola & Bisschoff, 2010:21) was utilised, and 

consists of questionnaires measuring the attitudes of participants towards cereal products. In 

the first part of the questionnaire, participants were required to complete questions regarding 

the demographic information in order to assist in descriptive data analysis. 

 

The questionnaires were phrased in English as it is believed that the level of literacy is high, 

as the majority are middle and high class community. Secondary data analysis using the 

existing records of various brands companies in terms of their sales during various periods of 

the year was used. 

 

Participants were requested to complete the questionnaire. The questionnaire comprises of a 

five-point Likert-scale type questions (Marczyk, 2005:145; Diamantopoulos & Schlegelmilch, 

2005:29). Permission was obtained from the respondents to indicate their willingness to 

participate in the study. The respondents were assured that the information received would be 

treated as confidential and that the results will be used for research purposes only. 

 

A hybrid of sampling methods were used to identify the sample.  These methods included 

both probability and non-probability sampling methods as well as convenience sampling. This 

method seems most appropriate to provide a representative sample in the specific application 

setting (Leedy, 2005:77). 

 

One of the sampling techniques that were used is the convenience sampling. Convenience 

sampling was chosen purely on the basis of availability. Respondents were selected because 

they were accessible and articulate (Struwig & Stead, 2001:111). The sample population 

consisted of the potential customer base, including the general public eligible to buy cereal 

products. The sample size was 150, and a minimum response of 100 completed 

questionnaires was set. 
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Quantitative research was conducted by processing and analysing the literature studies and 

statistics. This information was analysed and used as supportive data for the structure of the 

study.  

 

 

1.5  LAYOUT OF THE STUDY 

 

Chapter 1 sets the scene of the study and introduces the cereal market. It consists of the 

introduction, the problem statement, and the research proposition formulated for the research 

project. This chapter elaborates on the research methodology and introduces the reader to 

the dynamics of the cereal product by means of an overview thereof.  

 

Chapter 2 presents the literature review of the study. The chapter focuses on the concept of 

brand loyalty within the cereal market and presents the brand loyalty model and its twelve 

influences to be tested. 

 

Chapter 3 consists of the research methodology and the empirical results obtained in this 

study. 

 

Chapter four is the final chapter of the study. It presents the conclusions and 

recommendations of the research based on the literature and empirical research of Chapters 

2 and 3. Following the conclusions and recommendations, the final chapter reports the 

problems encountered during the research and then conclude the research by means of a 

summary. Additional material relevant to the research is attached as an appendix at the end 

of the research report. 
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1.6  SUMMARY 

 

Chapter 1 serves as an introduction to the research project, to put the reader in the picture of 

cereal products as the focus of the research. The chapter also presented the problem 

statement and set the objectives of the study.   

 

The next chapter, namely chapter two, forms lays the literature foundation of the research. It 

provides the literature review on the twelve influences in the brand loyalty conceptual 

framework. These influences are empirically tested in chapter three to see the relevance in 

the cereal market of the specific study sample. 
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CHAPTER 2 

 

BRAND LOYALTY 

 

 

2.1 INTRODUCTION 

 

A literature review has been conducted to determine which factors are regarded as important 

in creating brand loyalty in cereal products. The literature review focuses on the successful 

brand positioning and factors important in creating a brand for cereal products. 

 

According to Sondoh et al. (2007:86), defining a successful brand image enables consumers 

to identify the needs that the brand satisfies and to differentiate the brand from its 

competitors, and consequently increases the likelihood that consumers will purchase the 

brand. A company or its product/services which constantly holds a favourable image by the 

public, would definitely gain a better position in the market, sustainable competitive 

advantage, and increased market share or performance. In addition, several empirical 

findings have confirmed that a favourable image (i.e. brand, store/retail) will lead to loyalty. 

 

Branding may consist of building an emotional response or cultural response. As consumers 

are bombarded with a variety of products to meet the same needs, branding provides a way 

for consumers to reduce their decision-making to consider only those products that they feel 

are relevant to them or that have met their needs acceptably in the past (Hislop, 2001:6). 

  

If brand loyalty were a random event, there would be no purpose in making it the object of 

applied scientific enquiry. Verbal reports are insufficient for defining brand loyalty. Such 

loyalty requires that statements of bias be accompanied by biased purchasing behaviour 

(Jacoby & Chestnut, 1978:81).  
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2.2 THE NATURE OF THE CEREAL PRODUCTS IN SOUTH AFRICA 

   

The South African market consists of several brand products for cereal products, and some of 

the products are produced locally while other are imported. Cereal products are classified 

under fast moving consumer goods (FMCG). The majority of the cereal products are easy to 

serve. The following brands are common in South Africa and have been listed according to its 

popularity with consumers: Kellogg’s Corn Flakes, Kellogg’s Special K, Bokomo Weet Bix, 

Bokomo Corn flakes, Jungle Oats, and Nestlé Cheerios. Kellogg’s Corn Flakes are made 

from maize and provide guidelines daily amounts (GDA) for each of the nutrients  

 

The table (Table 2.1) below shows different ingredients and nutrition information for different 

cereal products: 

 

 

 

 

 

 

Table 2.1 follows on next page 
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Table 2.1: Map positioning for different cereal products ingredients 

 
Cereal products Protein 

per 100 g 

Vitamins Energy 

per 100 g 

Carbohydrate 

per 100 g 

Fibre per 

100 g 

Sodium 

per 100 g 

Iron per 

100 g 

Bokomo Corn Flakes  7,9 A;B1,2,12 1 569 81,3 3,8 882 9 

Bokomo Oats Regular 12 - 1 567 54 10,3 <6 4 

Bokomo Right Start 9 A,C,D,E and 

B1,2,6,12 

1 579 77 1,3 347 6,8 

Bokomo Weet Bix 10,7 B1,2 1 422 64,8 10,7 332 11 

Future life 20,5 A,C,D,E,H and 

B1,2,3,5,6,9,12 

876 67,5 3,23 283,85 14 

Jungle Oats 14,4 B1,2,6 1 528 52,5 12,3 18,8 4 

Kelloggs All Bran 11 A,C and 

B1,2,5,6,9,12 

1 163 151 18 705 7 

Kelloggs Corn Flakes 7,5 A;C and 

B1,2,3,5,6,9,12 

1 511 81 3 898 7 

Kelloggs Special K 14 B1,2,6,12 1 586 76 2,5 450 11,6 

Nestlé Cheerios 7 C and B1,2,6,12 1 596 79,9 4,5 419 11,9 

Nutrific 11,3 B1,2,3,9 1 320 65,0 11,4 279,2 16,1 

Oats Mueske Plus 11,1 - 1 510 70,8 - 31 - 

Original Instant 7,4 - 1 480 64 13 7,1 - 

Pro Nutro 15,5 A;B;C;E and 

B6,12 

1 466 60,7 - - 9.24 
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Breakfast cereals are marketed to all ages. For adults, companies such as Kellogg's, Quaker 

Oats, Post, Nestlé, and General Mills promote their products for the health benefits gained 

from eating oat-based and high-fibre cereals (Supromma, 2010). 

 

 

2.3 BRAND LOYALTY 

 

Brand loyalty in consumer preferences can be a significant source of incumbent advantage. 

Brand loyalty is a consumer’s preference to buy a particular brand in a product category, and 

occurs because consumers perceive that the brand offers the right product features, images, 

or level of quality at the right price. This perception becomes the foundation for a new buying 

habit. Basically, consumers initially will make a trial purchase of the brand and, after 

satisfaction, tend to form habits and continue purchasing the same brand because the 

product is safe and familiar (Giddens & Hofmann, 2002:1). 

 

A brand goes beyond the tangible elements of a product or service to include the special 

bond the marketers establish in the minds and hearts of the customers. This leads to a unique 

kind of loyalty, and it is referred to as brand loyalty. Brand loyalty is enjoyed by such revered 

names as Hallmark cards, Panado, Coca-Cola, and Tide laundry detergent, amongst others 

(Czerniawski & Maloney, 1999:2). 

 

Brands are more than just names and symbols. It is a key element in the company’s 

relationships with consumers. Brands represent consumers’ perceptions and feelings about a 

product and its performance – everything that the product or service means to consumers. A 

powerful brand has high brand equity. Brand equity is the differential effect that knowing the 

brand name has on customer response to the product and its marketing. It is a measure of 

the brand’s ability to capture consumer preference and loyalty. A brand has positive brand 

equity when consumers react more favourably to it than to a generic or unbranded version of 

the same product. It has negative brand equity if consumers react less favourably than to an 

unbranded version (Kotler & Armstrong, 2010:260).   
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The measuring of brand loyalty, and the influences regarded to be more important has been 

extensively researched by Moola (2010:21), (see Figure 2.1 for the detailed influences on 

brand loyalty).   

 

FIGURE 2.1: CONCEPTUAL BRAND LOYALTY FRAMEWORK 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Source: Moola (2010:21) 
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According to the study by Moola (in Moola and Bisschoff, 2010), the more important brand 

loyalty influences are regarded to be the following:   

 

2.3.1 Customer satisfaction 

 

The product’s past ability to satisfy consumer needs and its widespread distribution play an 

important role in consumption; however, constant advertising has been successful in 

reinforcing past positive associations between the brand and consumers (Molly, 2001:6).  

 

Customer satisfaction depends on the product’s perceived performance relative to the buyer’s 

expectations. If the product’s performance falls short of expectations, the customer is 

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

exceeds expectations, the customer is highly satisfied or delighted (Kotler & Armstrong, 

2010:37). Because customers buy satisfaction, not just parts, marketing managers must be 

constantly concerned with product quality. Quality means a product’s ability to satisfy a 

customer’s needs or requirements. Quality and satisfaction depend on the total product 

offering (Perreault & McCarthy, 2010:276).  

 

According to Robinson and Etherington (2006:10) conventional models of customer 

satisfaction are implicitly or explicitly variations of the met-expectations model also known as 

the “gap model” or “disconfirmation of expectations”. Achieving delight and engendering the 

loyalty that ostensibly follows in the expectations model can be elusive for two reasons. First, 

there is the obvious assertion that most customers do not feel especially delighted or become 

loyal when an organisation is merely delivering the basics of the service promise.  

 

When the customers do not want to be loyal, it is normally for one of the following three 

reasons. First, the customer may believe that there is always a better deal or better service or 

product around the corner. This characteristic may be a function of a customer’s personality; 

they may be constantly driven to find the best. Second, customers may not be loyal to a brand 

because actually that brand cannot meet their needs. Third, customers leave because 

something has gone wrong in the relationship. Customers today do not leave because they 
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are dissatisfied, but more because they are not overwhelmingly satisfied and have other 

choices (Robinson & Etherington, 2006:3) 

    

2.3.2 Switching costs/risk aversion 

 

Risk is defined as the nature and amount of uncertainty or consequences experienced by the 

consumer in contemplating a particular purchase decision. Uncertainty is subjective and 

comes from identifying buying goals and matching these goals with product or brand offering. 

Consumers search for information to deal with uncertainty and improve the consequences of 

a purchase decision that is perceived to be risky. The success of an external search relies on 

the amount of information, and that of an internal search on the extent of prior experience with 

the product or brand (Park & Stoel, 2005:150). 

 

When the consumer decides to use a certain product for the first time there is a risk involved 

as the buyer is not sure whether the item will satisfy his or her needs and ultimately create 

loyalty to that particular brand. Park and Stoel (2005:150) indicate that the degree of 

uncertainty or risk consumers feel about their ability to judge the outcome of purchasing the 

product may be considered the inverse of the buyer’s confidence in making that purchase. As 

familiarity with the brand increases, a consumer’s confidence about that brand increases, 

suggesting that consumers perceive less risk when they are more familiar with a brand. 

 

2.3.3 Brand trust 

 

Brand trust is defined as the willingness of the average consumer to rely on the ability of the 

brand to perform its stated function. Brand trust is simply the trust a consumer has in that 

specific brand. Brand trust leads to brand loyalty or brand commitment because trust creates 

exchanges in relationships that are highly valued. The concept of brand commitment is 

related to the loyalty of consumers towards a particular brand in a product class and is 

gaining increasing weight in consumer behaviour (Ha, 2004:326). 

 

The concept of trust is used in social sciences to describe relations over time between two 

sides: a trustor, the side that places trust; and a trustee, the side being trusted. When trust 
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occurs, there is no empirical way for the trustor to verify the intention or character of the 

trustee. With the rise of consumer review sites and price aggregation portals, consumers no 

longer have to trust the brand promise when they can read documented experiences of 

hundreds of consumers before making a choice (Koskovich, 2010). Trust is generally 

regarded as an expectation about the behaviour of others. It is as a state involving confident 

and positive expectation, and also considered as a generalised expectancy held by an 

individual or group that the word, promise, verbal, or written statement of another individual or 

group can be relied on (Hsu & Cai, 2009:4). 

 

One of the major aims of building brand trust is to achieve a sustainable competitive 

advantage and thereby enhance a business performance. Brand trust is extremely important 

for increasing customers’ loyalty towards brands. A low brand trust may counterbalance high 

brand satisfaction to reduce the probability of purchase of a product or service; in contrast, a 

high level of brand trust may ultimately convert a satisfied customer into a loyal one (Ha, 

2004:329). 

 

2.3.4 Repeat purchase  

 

Repeat purchase behaviour for a high-involvement product is the indicator of brand loyalty. If, 

after the purchase and use of the product the customer is satisfied, he is happy and goes in 

for repeat purchases or recommends the same to his friends and acquaintances. If, however, 

the customer is dissatisfied, he discontinues further purchase of the product and builds a 

negative attitude towards it, which may be harmful to the company (Khan, 2006:177). Repeat 

purchase is subdivided into purchase patterns and purchase frequency. According to Jacoby 

and Chestnut (1978:81), the term loyalty connotes a condition possessing some temporal 

duration, and it is therefore necessary to have the purchase act occur at least two different 

points in time. 

 

There is a decision-making process taking place for the consumer to become loyal to a 

product. The decision-making process consists of a series of steps which the consumer 

undergoes. First of all, the decision is made to solve a problem of any kind. The constant use 

of the product leads to the satisfaction or dissatisfaction of the consumer, which leads to 
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repeat purchases, or to the rejection of the product. Satisfaction of the consumer, after the 

sale has been effected is important for repeat purchase (Khan, 2006:150). 

 

At any given point in time, a brand’s market share is generally composed of those people, 

who are repeat purchasers of that brand, those people who are only occasional purchasers of 

that brand, and those who are trying that brand for the first time. Form the marketer’s 

perspective, it is important to consider what makes people repeat purchasers of the brand 

and what makes people switch either from or to his brand (Jacoby & Chestnut, 1978:102). 

 

2.3.5 Involvement 

 

Self-concept, needs and values are the three personal factors that influence the extent of 

consumer involvement in a product or service. The more product image, the value symbolism 

inherent in it and the needs it serves are fitting together with the consumer self-image, values 

and needs, the more likely the consumer is to feel involved in it (Babu, 2001:7). 

 

Product involvement and brand loyalty are two important concepts believed to explain a 

significant proportion of consumer purchase choices. Involvement refers to the subjective 

importance of the purchase and is a function of financial and functional importance, perceived 

risk, emotional value and sign value (Babu, 2001:7-8). Alternatively, many decisions can be 

based on habit, habit formation being a prerequisite of brand loyalty. Babu continues to argue 

that depending on the degree of involvement and whether a habit has been formed or not, 

four types of buying decisions emerge: complex decisions, brand loyalty, limited decisions, 

and inertia. 

 

A consumer who is highly involved with a product would be interested in knowing a lot about it 

before purchasing. Hence he reads brochures thoroughly, compares brands and models 

available at different outlets, asks questions, and looks for recommendations. Thus consumer 

involvement can be defined as a heightened state of awareness that motivates consumers to 

seek out, attend to, and think about product information prior to purchase (Hoffmann, 2008:6). 
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Product involvement and brand loyalty are two important concepts believed to explain a 

significant proportion of consumer purchase choices. The central premise of the literature 

examining the relationship between loyalty and product involvement is that consumers who 

are more involved with a particular brand, are more committed and hence, more loyal to that 

brand. High involvement has also been suggested as a precondition to loyalty (Quester, 

Karunaratna & Lim, 2001:1). 

  

2.3.6 Perceived value 

 

Studies show that as brand loyalty increases, consumers are less sensitive to price changes. 

Generally, they are willing to pay more for their preferred brand because they perceive some 

unique value in the brand that other alternatives do not provide. Additionally, brand loyalists 

buy less frequently on cents-off deals – these promotions only subsidise planned purchases 

(Giddens & Hofmann, 2002:2). Attracting and retaining customers can be a difficult task. A 

customer buys from the firms that offer the highest customer-perceived value (Kotler & 

Armstrong, 2010:37). Perceived value is subdivided into price and quality; and social and 

emotional.  

 

Virtually all the brand loyalty programs from leading consumer marketers have one thing in 

common: relevant and useful information. The information may be brand specific, about the 

brand itself, or value added, about that aspect of the consumer’s life into which the brand fits 

(Hallberg, 1995:142). 

 

Li and Green (2010:3) define customer perceived value as “the consumer’s overall 

assessment of the utility of a product based on perceptions of what is received and what is 

given”. Two essential conceptions are established with customer perceived value (CPV). 

First, CPV is a result from the consumers’ pre-purchase perception (expectation), evaluation 

during the transaction (expectation versus received), and post-purchase (after-use) 

assessment (expectation versus received). Second, CPV involves a divergence between the 

benefits received and sacrifices given. The benefits include customers’ desired value, for 

example, quality. Sacrifices, on the other hand, include monetary (price) and non-monetary 

(time, effort) considerations. Buyers’ perceptions of value represent a tradeoff between the 
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quality and benefits they perceive in the product relative to the sacrifice they perceived by 

paying the price. Furthermore, non-monetary sacrifice includes customers’ time and effort in 

acquiring products. Therefore, to maximise customers’ perceived value, a firm must either 

increase customers’ perceived value, for example, quality, and/or decrease their sacrifice, for 

example, price paid, time and effort to purchase. 

 

2.3.7 Commitment 

 

According to Quester et al. (2001:2), the general convention in the literature is that one’s 

involvement in a product class is directly related to one’s commitment (or loyalty) to a brand 

within that product class. It is argued that the more focal a product class is to an individual’s 

ego or sense of identity, the stronger the psychological attachment to a particular brand within 

that product class. Conversely, the more peripheral the product class is to the individual’s 

ego, the lower the attachment to the brand. 

 

A brand loyal or a committed customer is attached to the brand emotionally. He believes in 

the firm and trusts the brand. Brand loyalty increases if the performance of the brand is more 

than the expected performance. In case of committed customers, they believe and have faith 

in line extension and brand extension of the firm. Committed customers also promote the 

product by positive word of mouth (Khan, 2006:170). 

 

Three different types of commitment are distinguished: affective commitment, calculative 

commitment and normative commitment. Affective commitment can be defined as “a party’s 

desire to continue a relationship because of the enjoyment of the relationship for its own sake, 

apart from the instrumental worth and because they experience a sense of loyalty and 

belongingness”. Calculative or continuance commitment can be defined as “the degree to 

which channel members experience the need to maintain a relationship, given the significant 

perceived termination of switching costs associated with leaving”. It is the cold calculation of 

costs and benefits, including investments and available alternatives to replace or make up for 

foregone investments. And normative commitment is reflected in “the (moral) obligation to 

stay in a relationship”. The use of global commitment measures intention to continue a 

relationship without consideration of the underlying motivation – could confound or mask 
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different, and possibly even opposite effects (Bloemer, Odekerken-Schrőder & Martens, 

2002:6). 

 

2.3.8 Relationship proneness 

 

Brands and brand equity as intangible assets are one of the most valuable assets that 

companies have. In this context, brand equity is essentially driven by the customer and 

her/his loyalty to the brand. With the intensified fragmentation, sophistication and competition 

of markets, traditional manufacturers of brands are forced to be more concerned with the 

development and maintenance of long-term relationships with their consumers and therefore 

seeking to adopt relationship marketing (Hofmann, 2008:2). 

 

Bloemer and Odekerken-Schrőder (2002:69) define consumer relationship proneness as a 

consumer’s relatively stable and conscious tendency to engage in relationships with retailers 

of a particular product category. Consumer relationship proneness refers to the stable 

tendency of a consumer to engage in relationships with retailers and can therefore be 

considered as a part of a consumer’s personality. The concept of proneness is focused on the 

tendency to engage in relationships as opposed to the tendency to maintain or enhance 

relationships. 

 

Trust is deemed to be important in consumer contexts as well, because consumers will only 

be committed to a relationship with a brand and become loyal when they trust the brand. The 

stronger commitment, the more likely the buyer is to overcome potential obstacles in the 

buyer-seller relationship, resulting in brand loyalty. 

 

Consumers tend to remember best the last experience: thus one positive experience may be 

sufficient to alter perceptions of more than one preceding negative experience, and vice 

versa. This suggests the important influence that experience can have on customer 

satisfaction and, the more satisfied the customer, the more durable is the relationship. 

Relationship depends on a consumer’s experience. Similarly, brand trust can be related to 

experience. In the model of trusting behaviour, experience is also an important variable as it 
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plays a role in trust by making it possible to compare the realities of the firm with 

preconceived expectations (Ha, 2004:329). 

 

2.3.9 Brand affect 

 

Consumers tend to remember best the last experience: thus one positive experience may be 

sufficient to alter perceptions of more than one preceding negative experience, and vice 

versa. This suggests the important influence that experience can have on customer 

satisfaction and, the more satisfied the customer, the more durable is the relationship. 

Relationship depends on a consumer’s experience. Similarly, brand trust can be related to 

experience (Ha, 2004:330). 

 

The different brand assets have the potential to create value to both the company and its 

customers. Customer value is created by enhancing the customer’s confidence in the 

purchase decision, simplification of the purchase decision and enhancing the use satisfaction, 

while company benefits include increased price/margins, efficiency and effectiveness of 

marketing programs, sustainable competitive advantage and potentially more effective 

product development through brand extension (Breivik, 2000:4).    

 

2.3.10 Brand relevance 

 

Brand relevance is the alignment of a brand, its brand attributes, brand identity and brand 

personality with the primary needs and wants of the target audience. Brand involves more 

than just getting better advertising agency creative or better leveraging marketing spending. A 

commitment to brand requires a philosophical commitment to putting the customer – his/her 

evolving needs, connection to the company, reason for believing in what the brand stands for 

– at the centre of all company actions and its culture. Brand provides not only strong 

protection against competition, but insulation against conditions. It is a key tool to gauge 

customer circumstances and recalibrate to remain relevant (Dunn, 2001:1). 

 

For business to succeed it needs to adapt with market pressures. According to Factory 

(2010), social media allows business to gain insight to understand the industry and target 
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demographics. This will allow companies within a specific industry to analyse gradual trends, 

so business can meet new demands. These demands will help create and shape brand 

relevance and be able to implement with a multi service approach to different segments of 

specific target groups. To incorporate brand relevance, companies should stick to a simple 

premise, which is within all industries; clients/consumers are receptive to an interactive 

(communication) and creative/entertaining approach that is easy to understand. This can be 

broken up into a few categories that will help companies better understand how to develop 

brand relevance. 

 

Methodological breakdown of brand relevance: 

 

• Content: is at the centre of developing and expressing quality and purpose of brands. 

• Interaction: Developing a message of value that clients and customers can identify with 

and share. 

• Identity: to create a clear message that clients are able to place personal value to. 

• Practical: Focusing on a solution based branding message. 

 

2.3.11 Brand performance 

 

Brand performance measurement is of paramount importance for any marketing organisation. 

Various methods and models have been developed to assess performance of a brand most 

accurately and objectively. Each of the different methods and models takes a particular 

perspective based on which the performance is measured, broadly either financial or 

marketing perspectives. Usually a brand’s performance is measured and denominated in 

value terms on the occasion of sale of a brand or while reporting it in the balance sheet as an 

intangible asset. It is seen that performance of a brand is measured only on the basis of 

returns, royalty, earnings, cash flows on one hand, or on the basis of awareness, 

identity/image, retention/advocacy, and perceived quality on the other (Trivedi et al., 2010:2).  

 

Brands are multidimensional entities, whose success requires matching a firm’s functional 

and emotional values with consumers’ performance and psychosocial needs. Corporate 

branding thus relies heavily on an organisation’s members holding congruent perceptions 
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about the nature of their brand. However, with corporate branding, the teams responsible for 

managing brands are becoming larger and the composition of their members more diverse 

(Harris & Chernatony, 2001:445).  

 

Brand trust recognises that brand value can be created and developed with management of 

some aspects that go beyond consumers’ satisfaction with functional performance of the 

product and its attributes (Ha, 2004:330). 

 

According to Jacoby and Chestnut (1978:92), brand loyalty can be measured in terms of the 

percent of purchases devoted to a given brand during a finite time period, and by the length of 

run of consecutive purchases of that brand during that same time period.  

 

2.3.12 Culture 

 

Culture is that complex whole which includes knowledge, belief, art, law, morals, customs and 

any other capabilities and habits acquired by humans as members of society. Culture 

influences the pattern of living, of consumption, of decision-making by individuals. Culture is 

acquired. It can be acquired from the family, from the region or from all that has been around 

us while we were growing up and learning the ways of the world. Culture forms a boundary 

within which an individual thinks and acts (Babu, 2001:45). Culture is used to describe what 

people within a group have in common. The value and the norms of the surrounding culture, 

family and reference groups are influential factors.  

 

The three major aspects of culture that have important effects on consumer behaviour are 

regional, ethnic, and religious differences. Firstly, consumption patterns may differ in various 

regions of India and the world, and marketing strategy can sometimes be tailored specifically 

to these regions. Secondly, our country has a number of different ethnic groups, and 

population trends will dramatically alter the demographic profile of the country in the next 50 

years. The very diverse Asian American subculture is described as young and having higher 

socioeconomic status, placing strong value on the family and the group, and being strongly 

brand loyal. In spite of its diversity, marketing strategies can be developed for this group. 

Finally, religious beliefs and values can influence consumers. Many marketers are now 
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becoming multicultural in their marketing activities by trying to appeal to a variety of cultures 

at the same time. Although the diversity of the Indian melting pot may be unique, there are 

many important ethnic groups in other areas of the world (Babu, 2001:50). 

 

2.4 SUMMARY 

 

In this chapter the concept of brand loyalty was discussed by using the newly developed 

Moola Model of Brand Loyalty. The model as well as its influences has been used to provide 

a literature framework to analyse the concept of brand loyalty in the FMCG market. 

 

The next chapter uses the validated research instrument, as developed by Moola (Moola & 

Bisschoff, 2010:18) to gather brand loyalty data in the breakfast cereal market.  
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CHAPTER 3 

 

RESEARCH METHODOLOGY AND RESULTS 

 

 

3.1 INTRODUCTION 

 

This chapter reports the empirical research of the study. The chapter sets off by explaining 

the research methodology where after the results obtained are discussed.   

 

The results consist of firstly providing an overlook on the demographic profile of the 

respondents, then assessing the mean values and other descriptive statistics relating to the 

different influences of brand loyalty. Finally, the analysis pertaining to the validation of the 

questionnaire by Moola (2010) is performed. 

 

 

3.2 RESEARCH METHODOLOGY 

 

The research methodology (as presented in Chapter 1) refers. The content analysis technique 

gathers all the information from the responses received, and analyse these responses 

accordingly. The content analyses aims to compare the content of responses to the questions 

posed from the interviews. Brand loyalty influences questionnaires were based on the model 

developed by Moola (Moola & Bisschoff, 2010). 

  

The sample size was 170.  As such 170 questionnaires were distributed.  A total of 58 

completed questionnaires was received, signifying a satisfactory response rate of 34%. The 

majority of the questionnaires were distributed through email. The questionnaires indicated as 

received exclude those received without being completed. Questionnaires which were 

personally distributed were almost all received, and seven of the questionnaires were 

received without being completed. 

 



 25 

 

3.3 RESULTS 

 

3.3.1 Demographic profile 

 

The profile of the respondents includes age, gender, province, income and ethnicity. This 

information is summarised in figures below.  

 

FIGURE 3.1: GENDER 

 

Sex

40%

60%

Male

Female

 

 

Figure 3.1 contains the results in terms of males and females who completed the survey 

questionnaires. The majority of respondents were female at 60%, and males at 40%. 
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FIGURE 3.2:  AGE GROUP 

 

Age group

17%

62%

21%

0%

0%

20 – 30

31 – 40

41 – 50

51 – 60

61 +

 

 

Figure  3.2 contains the results in terms of age group for respondents who completed the 

survey questionnaires. Approximately a 62% of the respondents fall into the category of 31 to 

40 years of age, followed by 41 to 50 years at 21%, and lastly 20 to 30 years at 17%.  
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FIGURE 3.3:  ETHNICITY 

 

Ethnicity

84%

9%

5%
2%

Black

White

Coloured

Asian

 

 

Figure 3.3 contains the results in terms of age ethnicity for respondents who completed the 

survey questionnaires. A total of 84% of the respondents are blacks, followed by whites at 

nine percent, and the remaining percent of five and two are coloureds and Asians 

respectively.  
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FIGURE 3.4:  PROVINCE OF RESIDENCE 

 

Province of residence

88%

0%

2%

0%

2%

0%0%
3%

5%

Gauteng

Kwa-Zulu Natal

Eastern Cape

Western Cape

Northern Cape

North West

Limpopo

Mpumalanga

Free State

 

 

Figure 3.4 contains the results in terms of provinces for respondents who completed the 

survey questionnaires. The questionnaires were allocated randomly and 88% of the 

responses received were from Gauteng and followed by Northern Cape at 5%, North West 

response is 3%, and two other provinces (Eastern Cape and Free State) at 2% each.  
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FIGURE 3.5  INCOME SEGMENT 

 

Income segment

9%

34%
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0%

Less than R100,000
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Figure 3.5 contains the results in terms of income segment for respondents who completed 

the survey questionnaires. One statistic that is noticeable from the response is that the 

majority of respondents were at the middle income level between R 250k – R 500k at 44%, 

followed by incomes between R 100k – R 250k at 34%, R500 – R1 million is at 13%, and 

lastly less  than R 100k is at 9%. Five respondents did not indicate their income levels. 
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FIGURE 3.6:  INDUSTRY 

 

Industry
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Other

 

 

Figure 3.6 contains the results in terms of industries for respondents who completed the 

survey questionnaires. The majority of respondents were from the education industry at 25%, 

followed by financial and other at 24% and 22% respectively. 

 

A summary of the responses recorded are shown in Table 3.1 below. 
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TABLE 3.1: RESPONSE TABLE 

No Code 

Strongly 

Agree Agree 

Agree 

some-

what 

Un-

decided 

Disagree 

somewhat Disagree 

Strongly 

Disagree No missing Mean ST Dev 

1 CUS01 24% 64% 12% 0% 0% 0% 0% 0 1.88 0.595 

2 CUS02 23% 58% 12% 5% 2% 0% 0% 1 2.05 0.854 

3 CUS03 51% 40% 4% 2% 2% 2% 0% 1 1.74 1.173 

4 CUS04 54% 25% 12% 0% 0% 5% 4% 1 1.96 1.558 

5 CUS05 41% 43% 9% 2% 2% 3% 0% 0 1.90 1.135 

6 SCR01 28% 34% 10% 3% 7% 9% 9% 0 2.88 1.992 

7 SCR02 21% 28% 22% 16% 2% 10% 2% 0 2.88 1.601 

8 SCR03 16% 14% 22% 21% 9% 17% 2% 0 3.52 1.709 

9 SCR04 12% 10% 14% 5% 12% 33% 14% 0 4.48 2.037 

10 SCR05 9% 22% 17% 7% 16% 19% 10% 0 3.97 1.937 

11 BTS01 31% 55% 7% 2% 2% 2% 2% 0 2.00 1.155 

12 BTS02 33% 57% 7% 2% 2% 0% 0% 0 1.83 0.775 

13 BTS03 52% 29% 12% 5% 2% 0% 0% 0 1.76 0.979 
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TABLE 3.1: RESPONSE TABLE (continued) 

No Code 

Strongly 

Agree Agree 

Agree 

some-

what 

Un-

decided 

Disagree 

somewhat Disagree 

Strongly 

Disagree No missing Mean ST Dev 

14 BTS04 28% 42% 19% 2% 9% 0% 0% 1 2.21 1.145 

15 RPR01 24% 49% 15% 9% 4% 0% 0% 3 2.20 1.026 

16 RPR02 16% 36% 19% 10% 9% 5% 5% 0 2.97 1.665 

17 RPR03 10% 43% 22% 12% 7% 3% 2% 0 2.79 1.348 

18 RPR04 10% 40% 24% 9% 10% 3% 3% 0 2.93 1.485 

19 INV01 17% 57% 10% 5% 3% 5% 2% 0 2.43 1.378 

20 INV02 9% 48% 24% 10% 2% 7% 0% 0 2.69 1.245 

21 INV03 12% 31% 28% 9% 5% 14% 2% 0 3.12 1.623 

22 INV04 3% 21% 14% 7% 14% 19% 22% 0 4.53 1.993 

23 PVL1 36% 53% 7% 0% 3% 0% 0% 0 1.81 0.847 

24 PVL02 19% 26% 28% 3% 7% 16% 2% 0 3.07 1.746 

25 PVL03 21% 33% 22% 2% 3% 7% 12% 0 3.03 1.982 
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TABLE 3.1: RESPONSE TABLE (continued) 

No Code 

Strongly 

Agree Agree 

Agree 

some-

what 

Un-

decided 

Disagree 

somewhat Disagree 

Strongly 

Disagree No missing Mean ST Dev 

26 PVL04 5% 39% 26% 11% 12% 5% 2% 1 3.09 1.405 

27 COM01 12% 31% 16% 12% 9% 16% 5% 0 3.41 1.836 

28 COM02 12% 14% 17% 5% 14% 21% 17% 0 4.26 2.082 

29 COM03 10% 47% 7% 19% 7% 10% 0% 0 2.97 1.521 

30 COM04 24% 55% 14% 2% 3% 2% 0% 0 2.10 1.021 

31 COM05 21% 31% 16% 10% 3% 12% 7% 0 3.09 1.904 

32 RPS01 7% 33% 25% 11% 7% 12% 5% 1 3.35 1.695 

33 RPS02 9% 26% 10% 10% 10% 17% 17% 0 4.09 2.080 

34 RPS03 9% 24% 14% 2% 12% 24% 16% 0 4.19 2.098 

35 RPS04 7% 26% 31% 7% 9% 16% 5% 0 3.52 1.719 

36 RPS05 2% 23% 26% 4% 11% 23% 12% 1 4.16 1.869 

37 BAF01 11% 40% 25% 9% 7% 7% 2% 1 2.89 1.460 
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TABLE 3.1: RESPONSE TABLE (continued) 

No Code 

Strongly 

Agree Agree 

Agree 

some-

what 

Un-

decided 

Disagree 

somewhat Disagree 

Strongly 

Disagree No missing Mean ST Dev 

38 BAF02 23% 46% 12% 5% 7% 7% 0% 1 2.49 1.453 

39 BAF03 18% 23% 28% 2% 9% 18% 4% 1 3.28 1.849 

40 BRV01 14% 46% 14% 9% 13% 4% 0% 2 2.70 1.374 

41 BRV02 25% 56% 9% 4% 5% 2% 0% 1 2.14 1.109 

42 BRV03 11% 60% 16% 7% 4% 2% 2% 1 2.46 1.181 

43 BRV04 26% 39% 21% 5% 7% 0% 2% 1 2.35 1.289 

44 BPF01 9% 46% 25% 4% 5% 7% 5% 1 2.93 1.602 

45 BPF02 14% 18% 23% 14% 9% 13% 9% 2 3.59 1.876 

46 BPF03 19% 32% 12% 11% 9% 11% 7% 1 3.18 1.910 

47 CUL01 4% 14% 7% 14% 11% 23% 27% 2 4.91 1.910 

48 CUL02 5% 46% 9% 0% 11% 16% 14% 1 3.68 2.089 

49 CUL03 4% 9% 11% 5% 7% 26% 39% 1 5.37 1.886 

50 CUL04 11% 25% 19% 12% 11% 12% 11% 1 3.67 1.902 
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Table 3.1 contains the results pertaining to a variety of the respondent’s habits.  The 

percentage of each Likert choice is given as well as the mean and standard deviation for 

each question. The table also includes a column for the missing responses per 

questionnaire. 

 

3.3.2 Mean values 

 

The research calculated the mean value for each brand loyalty model, as well as the 

standard deviation. The mean values are presented in the average format after the 

responses on the 5-point Likert scale have been converted to averages. The Likert scale 

has been used to measure attitude, providing a range of responses to the questions. 

 

The results of the average mean are shown in the table below. 

 

TABLE 3.2: SUMMARIES OF MEAN AND STANDARD DEVIATION AVERAGES 

Descriptive Statistics 

Code    
N Minimum Maximum Mean 

Std. 

Deviation 

CUS Customer Satisfaction 58 1.00 4.25 1.8908 .64610 

SCR Switching Costs 58 1.40 7.00 3.3517 1.31939 

BTS Brand Trust 58 1.00 4.50 1.9483 .73413 

RPR Repeat Purchase 58 1.00 6.50 2.7198 1.07511 

INV Involvement 58 1.00 6.00 2.7471 1.01511 

PVL Perceived Value  58 1.00 5.00 2.6494 .98808 

COM Commitment 58 1.00 6.00 3.1655 1.25608 

BAF Relationship Proneness 58 1.00 6.00 2.8937 1.30103 

BRV Brand Affect 57 1.00 5.75 2.4079 .96897 

BPF Brand Relevance 57 1.00 7.00 3.3684 1.57980 

CUL Brand Performance 57 1.75 7.00 4.4006 1.47250 

RPS Culture 58 1.00 7.00 3.8448 1.36970 

   57         

 

Table 3.2 contains the results for average mean and standard deviation pertaining to a 

variety of study habits. According to the average mean values calculated above the 

majority of the respondents are agreeing with the statement regarding customer 

satisfaction ( =1.89) and brand trust ( =1.94). Customer satisfaction is the highest level 

obtained as described by the model above. The driving force behind satisfaction is due to 

the product’s ability to satisfy customer needs (Molly, 2001:6). 
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Respondents were somehow agreeing towards the switching costs ( =3.35) and 

commitment ( =3.16) with the statement. Again, respondents were somehow agreeing 

regarding repeat purchase ( =2.72), involvement ( =2.75), perceived value ( =2.65), 

relationship proneness ( =2.90), brand relevance ( =3.36) and brand affect ( =2.41).  

 

Respondents were undecided about the culture ( =3.84), and somehow disagreeing to 

brand performance ( =4.40). Culture influences the pattern of living, of consumption, of 

decision-making by individuals, whereas brand performance refers to meeting the 

expectations of the consumer. 

 

In summary, the study method followed showed by this sample of consumers indicate that 

about 66% of the respondents were somewhat agreeing to brand loyalty, 16% agreeing, 

8% undecided and 8% somewhat disagreeing.  

 

The mean values of each influence are shown in Figure 3.7. Clearly, Switching cost, Brand 

relevance and Culture are the more important loyalty influences, while Customer 

satisfaction and Brand trust seem to fare less well as an influence. 

 

 

 

 

 

 

 

 

 

Figure 3.7 follows on next page 
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FIGURE 3.7: BRAND LOYALTY INFLUENCES 

 

 

3.3.3 Validity of questionnaire 

 

The validity of the questionnaire is tested by employing exploratory factors analysis to 

confirm that the questions formulated to measure each of the brand loyalty influences, 

actually do load (statically group) together. The questions used to measure each influence 

are tested by means of their reliability (Du Plessis, 2009). The factors are then also tested 

for reliability by using the Cronbach Alpha correlation coefficient (Field, 2007:640). The 

minimum reliability coefficient is set at α ≥ 0.70 (Boshoff & Hoole, 1998:77). However, 

Kline (1999) in Field (2007:668) reasons that with attitudinal or behavioural constructs, an 

Alpha coefficient of 0.58 is sufficient and that such data is suitable to use for subsequent 

analytical scrutiny.  

 

The validation of the questions appears in the table below. The first column referring to 

Cronbach Alpha is when all the questions are entered into the factor analysis. If the 

reliability is low, the individual low reliability coefficients of the questions are considered 

and case-wise deleted. The improved reliability coefficients are shown in the last column 

where the target reliability coefficient is 0.70. However, as this is exploratory research, the 

lower value as suggested above by Kline of 0.58 is also regarded to be acceptable. Take 
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note that question numbers in the table below, correspond with the question numbers in 

the questionnaire (see Appendix A). Questions referred to in brackets in the table are 

those ones deleted to obtain better reliability. For example, with regard to customer 

satisfaction: the reliability coefficient is 0.483 (unsatisfactory). As a result, questions 

number 4 and 5 have been deleted. The reliability then increases to an acceptable 0.650.  

The other influences are interpreted in a similar manner in the table.    

 

TABLE 3.3: VALIDATED QUESTIONS PER INFLUENCE 

INFLUENCE 

CRONBACH 

ALPHA (ALL 

QUESTIONS) 

QUESTIONS 

VALIDATED 

CRONBACH 

ALPHA (AFTER 

DISCARDING 

QUESTIONS) 

Customer Satisfaction 0.483 
Q1, Q2, Q3, (Q4), 

(Q5) 
0.650 

Switching Costs 0.752 Q6, Q7, Q8, Q9 0.752 

Brand Trust 0.687 
Q11, Q12, Q13, 

Q14 
0.687 

Repeat Purchase 0.735 
Q15, Q16, Q17, 

Q18 
0.735 

Involvement 0.303 
Q19, Q20, Q21, 

(Q22) 
0.516 

Perceived Value 0.174 
Q23, Q24, (Q25), 

Q26 
0.522 

Commitment 0.785 
Q27, Q28, Q29, 

Q30, Q31 
0.785 

Relationship 

Proneness 
0.496 

Q32, (Q33), (Q34), 

(Q35), Q36 
0.738 

Brand Affect 0.753 Q37, Q38, Q39 0.753 

Brand Relevance 0.787 
Q40, Q41, Q42, 

Q43 
0.787 

Brand Performance 0.431 (Q44), Q45, Q46 0.562 

Culture 0.751 
Q47, Q48, Q49, 

Q50 
0.751 

Note: The deleted questions are shown in brackets 
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From the table it is clear that the influences Switching cost, Brand trust, Repeat purchase, 

Commitment, Brand effect, Brand relevance and Culture are reliable as is and these 

influences have been measured by all the questions. There is no alteration required on 

these sections of the questionnaire. 

 

Regarding individual questions, it is evident that the removal of Q22, Q25 and Q44 

showed a markable improvement in reliability in the influences Involvement and Perceived 

value, respectively. These questions negatively influence the brand loyalty influences and 

should be removed from the questionnaire.  These questions were found to be valid by 

Moola when he studied brand loyalty in coffee, toothpaste and bread as a basket of 

FMCG’s. 

 

Involvement, Perceived value and Brand performance are all slightly below the 0.58 lower 

limit of reliability set in this study. Although Cortina (1993) in Field (2007:668) has set a 

much lower limit for exploratory research (well below 0.50), a warning is heeded that the 

results of repeat studies may be different than the results obtained here. Cortina did, 

however, point out that that low Alpha coefficients simply imply that the same results is 

less likely to present itself in similar studies if repeated, and that it is important to note that 

the results obtained in this study remains relevant and important to this application setting.  

 

The brand loyalty influences Customer satisfaction and Relationship proneness shows 

multiple failure of questions to measure the influences reliably, and should be further 

researched to determine if these failures are limited to this study only, limited to breakfast 

cereal as a FMCG specifically, or a general failure with regard to the developed FMCG 

questionnaire by Moola (2010). 
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3.4 SUMMARY 

 

This chapter serves as the backbone of the empirical study. The literature review was 

analysed, and from this research, flowed the design of the empirical research. The data 

was collected via a measuring instrument administered to members of the public.  

 

Chapter four is the final chapter of this report, and it consists mainly of conclusions and 

recommendations. Chapter four concludes the research project. The chapter offers, apart 

from the final conclusion and recommendations, insight on the acceptance and rejection of 

the research propositions. It mentions the problems encountered during the research and 

finally, provides a summary of the research. 
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CHAPTER 4 

 

CONCLUSIONS AND RECOMMENDATIONS 

 

 

4.1  INTRODUCTION 

 

The chapter outlines the conclusions and recommendations relating to the findings of 

Chapter three. Conclusions are made based on the findings of the factor analysis that 

forms part of the research results. The recommendations offered is a result of conclusions 

drawn in the research. The chapter aims to provide an advisory framework for the 

producers and retailers to assist them with what consumers need in a cereal product. The 

framework can be applied to assist the producers and retailers to formulate their business 

strategies to improve sales and turnover in future business operations. 

 

4.2 CONCLUSIONS AND RECOMMENDATIONS 

 

Both conclusions and recommendations are dealt with in this section.  First a conclusion is 

made, followed by the recommendation that is based on that specific conclusion. This 

study explored the factors of importance to the consumers when buying a particular brand 

for a cereal product. Several conceptions and misconceptions exist with regard to different 

brands and reasons for purchasing particular brand of a cereal product. The study 

indicated the factors relevant, and which ones are of less importance to the consumer. 

 

4.2.1 Customer satisfaction 

 

4.2.1.1 Conclusions 

 

• With the discarded questions, customers perceived customer satisfaction of the FMCG 

brand more important in comparison with other brands, and therefore somewhat 

agreeing to become loyal if they are satisfied. If not satisfied and not having attained 

pleasure from the brand they do not purchase the product.  
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• Consumers regarded distinctive product attribute as keeping them loyal to the product 

as high, in comparison to satisfaction about the brand, and listed the brand they 

purchase.  

 

4.2.1.2 Recommendations 

 

• The response from consumers has shown that producers of cereal products need to 

ensure that their products are being easily distinguished from those of competitors. 

South Africa has seen an increase in a number of brands for cereal products recently, 

and the packagings for some products are becoming difficult to differentiate in terms of 

packaging, colour, ingredients and size. 

 

• Because customers buy satisfaction, not just parts, marketing managers must be 

constantly concerned with product quality. Quality means a product’s ability to satisfy a 

customer’s needs or requirements. Quality and satisfaction depend on the total product 

offering (Perreault & McCarthy, 2010:276). 

 

• When consumers are not loyal, it is because they believe there is a better deal, better 

service or product somewhere. Manufactures must ensure that they improve the quality 

so that customers can believe that the product can satisfy their needs, and ultimately 

will become loyal. 

 

4.2.2 Switching costs/ risk aversion 

 

4.2.2.1 Conclusions 

 

• The customers are agreeing that they are not comfortable to switch their loyalty 

towards  FMCG brands because of high cost implication, effort required to reach the 

level of comfort, or according to the prevailing economic condition.  

 

4.2.2.2 Recommendations 

 

• Customers will always be loyal to the cereal product, even if there is a change in 

economic conditions and cost implications, as long as they are familiar to the brand. 
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When the consumer decides to use certain products for the first time there is a risk 

involved as the buyer is not sure whether the item will satisfy his or her needs and 

ultimately create loyalty to that particular brand. The producer must ensure that 

changes and improvement to the product should not be of the nature that they will bring 

some uncertainty to the consumer.  

 

• Uncertainty is subjective and comes from identifying buying goals and matching these 

goals with product or brand offering. Consumers search for information to deal with 

uncertainty and improve the consequences of a purchase decision that is perceived to 

be risky. The success of an external search relies on the amount of information, and 

that of an internal search on the extent of prior experience with the product or brand 

(Park & Stoel, 2005:150). 

 

4.2.3 Brand trust 

 

4.2.3.1 Conclusions 

 

• The customers are agreeing to be having trust and confidence to a particular cereal 

product. Consumers have a trust in their brand because of consistent high quality of a 

product, reputation and a long-term relationship with the product. 

 

4.2.3.2 Recommendations 

 

• Brand trust leads to brand loyalty or brand commitment because trust creates 

exchanges in relationships that are highly valued. The concept of brand commitment is 

related to the loyalty of consumers towards a particular brand in a product class and is 

gaining increasing weight in consumer behaviour (Ha, 2004:331). 

 

• The consumer has trust to the brand offered. When trust occurs, there is no empirical 

way for the trustor to verify the intention or character of the trustee.  
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4.2.4 Repeat purchase 

 

4.2.4.1 Conclusions 

 

• The customers are somewhat agreeing to maintaining a relationship with the brand that 

they are loyal to.  

 

4.2.4.2 Recommendations 

 

• Repeat purchase is an indicator of consumer high involvement with the product and 

brand loyalty. If, after the purchase and use of the product the customer is satisfied, he 

is happy and goes in for repeat purchases or recommends the same to his friends and 

acquaintances. If, however, the customer is dissatisfied, he discontinues further 

purchase of the product and builds a negative attitude towards it, which may be harmful 

to the company (Khan, 2006:177).  

 

• The constant use of the product leads to the satisfaction or dissatisfaction of the 

consumer, which leads to repeat purchases, or to the rejection of the product. 

Satisfaction of the consumer, after the sales have been affected, is important for repeat 

purchase. (Khan, 2006:150). From the marketer’s perspective, it is important to 

consider what makes people repeat purchasers of a brand and what makes people 

switch either from or to a brand (Jacoby & Chestnut, 1978:102). It is therefore 

recommended that the marketer considers what makes people consider repeat 

purchase of FMCG brands as it contributes towards loyalty.   

 

4.2.5 Involvement 

 

4.2.5.1 Conclusions 

 

• Product involvement and brand loyalty are two important concepts believed to explain a 

significant proportion of consumer purchase choices. Involvement refers to the 

subjective importance of the purchase and is a function of financial and functional 

importance, perceived risk, emotional value and sign value. Little can be concluded 
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from the process as consumers differ in their response to be involved to the brand as 

long as the brand does not diminish or they are influenced by the others. 

 

4.2.5.2 Recommendations 

 

• A consumer who is highly involved with a product would be interested in knowing a lot 

about it before purchasing. The supplier must ensure that consumers are kept informed 

about the product they are involved with as that will ensure that they continue to be 

loyal to the brand of the cereal product they are using. 

 

• Product involvement and brand loyalty are two important concepts believed to explain a 

significant proportion of consumer purchase choices. The central premise of the 

literature examining the relationship between loyalty and product involvement is that 

consumers who are more involved with a particular brand, are more committed and 

hence, more loyal to that brand. High involvement has also been suggested as a 

precondition to loyalty (Quester et al., 2001:1). 

 

• It is therefore not possible to provide any recommendations on brand loyalty 

involvement. The responses differ widely on the question of considering other FMCG 

brands when the involvement with consumers’ FMCG brand diminishes. A new study 

would be recommended to explore the answer to the research question, as the results 

of repeat studies may be different than the result obtained here.  

 

4.2.6 Perceived value 

 

4.2.6.1 Conclusions 

 

• Very little can be concluded from the study of perceived value as reported in Chapter 

two. It seems respondents differed marginally in their responses.  

 

4.2.6.2 Recommendations 

 

• It is therefore not possible to provide any recommendations on perceived value. 

Respondents differed marginally on the emotional attachment with FMCG brands they 
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are loyal towards. A new study would be recommended to explore the answer to the 

research question, as the results of repeat studies may be different than the result 

obtained here.  

 

4.2.7 Commitment 

 

4.2.7.1 Conclusions 

 

• A brand loyal or a committed customer is attached to the brand emotionally. He 

believes in the firm and trusts the brand. Brand loyalty increases if the performance of 

the brand is more than the expected performance. In case of committed customers, 

they believe and have faith in line extension and brand extension of the firm. 

Committed customers also promote the product by positive word of mouth (Khan, 

2006:170). Respondents are agreeing to pledge and be loyal to a FMCG brand they 

consume. They also identify with the FMCG brands that they consume and feel as part 

of the brand community. 

 

4.2.7.2 Recommendations 

 

• Marketers should take the fact into consideration that when consumers are committed 

to an FMCG brand, they do not consider other brands, and they also remain committed 

to an FMCG brand even through price increases and declining popularity. The study 

has proven that commitment is important to the loyalty of the consumer towards an 

FMCG brand. It is therefore recommended that the marketer ensures continuous 

commitment of an FMCG brand.    

 

4.2.8 Relationship proneness 

 

4.2.8.1 Conclusions 

 

• With the discarded questions, the study showed that customers are concerned about 

the tendency to engage in a relationship with retailers of a particular product category. 

Trust is deemed to be important in consumer contexts as well, because consumers will 

only be committed to a relationship with a brand and become loyal when they trust the 
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brand. The stronger commitment, the more likely the buyer is to overcome potential 

obstacles in the buyer-seller relationship, resulting in brand loyalty. 

  

4.2.8.2 Recommendations 

 

• Emphasis should be placed on the relationship with the retailer of a particular product 

category. The marketer should ensure that there is a good relationship between the 

retailer and the consumer as good relations contribute towards brand loyalty for FMCG 

products. Relationship depends on a consumer’s experience. Similarly, brand trust can 

be related to experience. In the model of trusting behaviour experience is also an 

important variable as it plays a role in trust by making it possible to compare the 

realities of the firm with preconceived expectations (Ha, 2004:331). 

 

4.2.9 Brand affect 

 

4.2.9.1 Conclusions   

 

• Brand affect plays a very important role when a consumer purchases an FMCG brand 

for a cereal product. This will influence the decision for future when the consumer 

decides to repurchase the FMCG brand. This suggests the important influence that 

experience can have on customer satisfaction and, the more satisfied the customer, 

the more durable is the relationship. Relationship depends on a consumer’s 

experience. Similarly, brand trust can be related to experience (Ha, 2004:331). 

 

4.2.9.2 Recommendations 

 

• Marketers should take the fact into consideration that consumers tend to remember 

best last expenditure when purchasing the FMCG brand. The consumer considers the 

positive experience being sufficient to alter perceptions of more than one preceding 

negative. Marketers should conduct business positively with an honest and open 

approach as that will contribute to consumers becoming loyal towards the FMCG 

brand. 



 48

 

4.2.10 Brand relevance 

 

4.2.10.1 Conclusions 

 

• Brand relevance is the alignment of a brand, its brand attributes, brand identity and 

brand personality with the primary needs and wants of the target audience. Brand 

provides not only strong protection against competition, but insulation against 

conditions. It is a key tool to gauge customer circumstances and recalibrate to remain 

relevant (Dunn, 2001:1). The process concludes that alignment of a brand, its brand 

attributes, brand identity and brand personality are very important to the consumer. 

 

4.2.10.2 Recommendations 

 

• Brand relevance should be managed to grow the loyalty of the consumers towards 

FMCG product. For business to succeed in increasing brand awareness, marketers 

must pay attention to advertising and develop a message of value that clients and 

customers can identify with and share. Marketers must also be flexible enough to be 

able to adapt with market pressures.  

 

4.2.11 Brand performance 

 

4.2.11.1 Conclusions 

 

According to Jacoby and Chestnut (1978:92), brand loyalty can be measured in terms of 

the percent of purchases devoted to a given brand during a finite time period, and by the 

length of run of consecutive purchases of that brand during that same time period. The 

results for brand performance are slightly lower than the limit of reliability in this study, and 

therefore very little can be concluded from the study. Respondents differed marginally in 

their responses.  
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4.2.11.2 Recommendations 

 

It is therefore not possible to provide any recommendations on perceived value. 

Respondents differed marginally on the emotional attachment with FMCG brands they are 

loyal towards. A new study would be recommended to explore the answer to the research 

question, as the results of repeat studies may be different than the result obtained here.  

 

4.2.12 Culture 

 

4.2.12.1 Conclusions 

 

• Culture was also identified as a factor of importance to the market consumers of FMCG 

brands. Culture is used to describe what people within a group have in common. The 

value and the norms of the surrounding culture, family and reference groups are 

influential factors.  

 

4.2.12.2 Recommendations 

 

• Culture influences the pattern of living, of consumption, of decision-making by 

individuals. Culture is acquired. It can be acquired from the family, from the region or 

from all that has been around us while we were growing up and learning the ways of 

the world. Culture forms a boundary within which an individual thinks and acts (Babu, 

2001:45). Marketers need to be multicultural in their marketing activities so that they 

are able to appeal to a variety of cultures at the same time.  

 

 

4.3 PROBLEMS ENCOUNTERED 

 

The research was trouble-free with the exception of a few problems experienced with 

receiving the questionnaires back from the respondents, and historical sales data from 

companies producing cereal products.  
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Because most of the questionnaires were disseminated through the emails it was difficult 

to know the contact details of the respondents and the area where they stay, and therefore 

some of the questionnaires were not received back even after several reminders. 

 

The respondents had an option not to respond and the majority of them did not participate 

even after more reminders were communicated regarding the questionnaires which were 

sent to them either personally or electronically. 

 

A follow-up regarding the non response with some of the participants revealed that some 

were not able to open and respond to electronic questionnaires due to different 

programmes versions from the one they are using and the one in which the questionnaire 

was sent with. 

 

Two companies were consulted with regard to sales trends for cereal products they are 

producing and did not want to provide the information as they indicated that the 

information is confidential and cannot be provided. 

 

 

4.4 SUMMARY 

 

This study focused on the brand loyalty of cereal products, and the role played by the 

branding in the success of the product. Factors that are important in the success of the 

cereal products sales are explored. The current market for cereal products is very 

competitive with new products being introduced in the market, with some brands’ brand 

price remaining constant or even decreasing to be able to be competitive. 

 

The customer base prefer purchasing known brands instead of new and unknown, and it is 

therefore important for the market to focus on the factors that will contribute to the success 

of their business and brand. 

 

Switching cost, Brand trust, Repeat purchase, Commitment, Brand effect, Brand relevance 

and Culture are reliable as is and these influences have been measured by all the 

questions. There is no alteration required on these sections of the questionnaire. 
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The brand loyalty influences Customer satisfaction and Relationship proneness shows 

multiple failure of questions to measure the influences reliably, and should be further 

researched to determine if these failures are limited to this study only, limited to breakfast 

cereal as a FMCG specifically, or a general failure with regard to the developed FMCG 

questionnaire by Moola (2010). 

 

Involvement, Perceived value and Brand performance are all slightly below the 0.58 lower 

limit of reliability set in this study. Cortina did, however, point out that that low Alpha 

coefficients simply imply that the same results is less likely to be present itself in similar 

studies if repeated, and that it is important to note that the results obtained in this study 

remains relevant and important to this application setting. 
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ANNEXURE 1: QUESTIONNAIRE 

 

Research Questionnaire to determine brand loyalty influences in fast moving 
consumer goods (FMCG) 

 

 

 

Please place a cross in the appropriate column. 

 

Section 1 – Demographics 

 

   

  

  

 

 

 

 

   

 

 

  

 

 

  

 

   

 

 

 

 

 

Province of Residence 

Gauteng  

Kwa-Zulu-Natal  

Eastern Cape  

Western Cape  

Northern Cape  

North West  

Limpopo  

Mpumalanga  

Free State  

Age Group 

20 – 30  

31 – 40  

41 – 50  

51 – 60  

61 +  

Sex 

Male  

Female  

Ethnicity 

Black  

White  

Coloured  

Asian  

Income Segment (p.a) 

Less than R100,000  

R100k – R250k  

R250k – R500k  

R500k – R1m  

More than R1m  

Industry 

Arts & Crafts   Education  Health Care   IT & Telecommunications   

Banking   Fashion   Human 

Resources  

 Legal  

Construction  Financial   Insurance  Marketing  

Professional   Property  Retail   Safety & Security  

Tourism  Other (Specify):  

 



 57

No Code Question 
Strongly 
Agree 

Agree 
Agree 
some-
what 

Un-
decided 

Dis-
agree 
some-
what 

Dis-
agree 

Strongly 
Disagre

e 

1 CUS01 
I am very satisfied with the listed 
FMCG brands I purchase 

1 2 3 4 5 6 7 

2 CUS02 
Distinctive product attributes in FMCG 
keep me brand loyal 

1 2 3 4 5 6 7 

3 CUS03 

My loyalty towards a particular FMCG 
brand increases when I am satisfied 
about that brand 

1 2 3 4 5 6 7 

4 CUS04 

I do not repeat a purchase if I am 
dissatisfied about a particular FMCG 
brand 

1 2 3 4 5 6 7 

5 CUS05 
I attain pleasure from the FMCG 
brands I am loyal towards 

1 2 3 4 5 6 7 

6 SCR01 
I do not switch FMCG brands because 
of the high cost implications 

1 2 3 4 5 6 7 

7 SCR02 

I do not switch FMCG brands because 
of the effort required to reach a level of 
comfort 

1 2 3 4 5 6 7 

8 
SCR03 

 

I avoid switching FMCG brands due to 
the risks involved 

1 2 3 4 5 6 7 

9 
SCR04 

 

I switch FMCG brands according to 
the prevailing economic conditions 

1 2 3 4 5 6 7 

10 SCR05 

I prefer not to switch FMCG brands as 
I stand to lose out on the benefits from 
loyalty programmes 

1 2 3 4 5 6 7 

11 
BTS01 

 

I trust the FMCG brands I am loyal 
towards 

1 2 3 4 5 6 7 

12 
BTS02 

 

I have confidence in the FMCG that I 
am loyal to 

1 2 3 4 5 6 7 
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No Code Question 1 2 3 4 5 6 7 

13 BTS03 
The FMCG brands I purchase has 
consistently high quality 

1 2 3 4 5 6 7 

14 BTS04 

The reputation of a FMCG brand is a 
key factor in me maintaining brand 
loyalty 

1 2 3 4 5 6 7 

15 
RPR01 

 

I prefer to maintain a long term 
relationship with a FMCG brand 

1 2 3 4 5 6 7 

16 
RPR02 

 

I maintain a relationship with a FMCG 
brand in keeping with my personality 

1 2 3 4 5 6 7 

17 RPR03 

I maintain a relationship with an FMCG 
brand that focuses and communicates 
with me 

1 2 3 4 5 6 7 

18 
RPR04 

 

I have a passionate and emotional 
relationship with the FMCG brands I 
am loyal to 

1 2 3 4 5 6 7 

19 
INV01 

 

Loyalty towards a FMCG brand 
increases the more I am involved with 
it 

1 2 3 4 5 6 7 

20 INV02 

Involvement with a FMCG brand 
intensifies my arousal and interest 
towards that brand 

1 2 3 4 5 6 7 

21 INV03 

I consider other FMCG brands when 
my involvement with my FMCG brand 
diminishes 

1 2 3 4 5 6 7 

22 
INV04 

 

My choice of a FMCG brand is 
influenced by the involvement others 
have with their FMCG brand 

1 2 3 4 5 6 7 

23 
PVL1 

 

My FMCG brand loyalty is based on 
product quality and expected 
performance 

1 2 3 4 5 6 7 

24 PVL02 
I have an emotional attachment with 
the FMCG brands I am loyal towards 

1 2 3 4 5 6 7 
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No Code Question 1 2 3 4 5 6 7 

25 PVL03 
Price worthiness is a key influence in 
my loyalty towards FMCG brands 

1 2 3 4 5 6 7 

26 
PVL04 

 

The FMCG brands that  I am loyal to 
enhances my social self concept 

1 2 3 4 5 6 7 

27 COM01 
I have pledged my loyalty to particular 
FMCG brands 

1 2 3 4 5 6 7 

28 COM02 

I do not purchase/sample other FMCG 
brands if my  FMCG brand is 
unavailable 

1 2 3 4 5 6 7 

29 
COM03 

 

I identify with the FMCG brands that I 
consume and feel as part of the brand 
community 

1 2 3 4 5 6 7 

30 COM04 
The more I become committed to a 
FMCG brand, the more loyal I become 

1 2 3 4 5 6 7 

31 COM05 

I remain committed to FMCG brands 
even through price increases and 
declining popularity 

1 2 3 4 5 6 7 

32 RPS01 
My loyalty towards  FMCG brands is 
purely habitual 

1 2 3 4 5 6 7 

33 RPS02 
I do not necessarily purchase the 
same  FMCG brands all the time 

1 2 3 4 5 6 7 

34 RPS03 
I always sample new FMCG brands as 
soon as they are available 

1 2 3 4 5 6 7 

35 RPS04 
I establish a FMCG brand purchasing 
pattern and seldom deviate from it 

1 2 3 4 5 6 7 

36 RPS05 
Loyalty programmes are reason I 
repeat FMCG brand purchases 

1 2 3 4 5 6 7 

37 BAF01 
I attain a positive emotional response 
through the usage of a FMCG brand 

1 2 3 4 5 6 7 
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No Code Question 1 2 3 4 5 6 7 

38 BAF02 
The FMCG brands that I am loyal 
towards  makes a difference in my life 

1 2 3 4 5 6 7 

39 
BAF03 

 

I am distressed when I am unable to 
use/purchase a particular FMCG 
brand 

1 2 3 4 5 6 7 

40 BRV01 

The FMCG brands that I am loyal 
towards  stands for issues that  
actually matters 

1 2 3 4 5 6 7 

41 
BRV02 

 

The FMCG brands that I am loyal 
towards has freshness about them and 
portray positive significance 

1 2 3 4 5 6 7 

42 BRV03 

I know that an FMCG brand is relevant 
through the brand messages 
communicated. 

1 2 3 4 5 6 7 

43 BRV04 

The FMCG brands that I am loyal 
towards are constantly updating and 
improving so as to stay relevant 

1 2 3 4 5 6 7 

44 BPF01 
I evaluate a FMCG brand based on  
perceived performance 

1 2 3 4 5 6 7 

45 BPF02 

I will switch FMCG brand loyalty  
should a better performing FMCG 
brand be available 

1 2 3 4 5 6 7 

46 BPF03 
I am loyal only towards the  top 
performing FMCG brand 

1 2 3 4 5 6 7 

47 CUL01 

My choice of FMCG brands is in 
keeping with the choice made by other 
members in my race group 

1 2 3 4 5 6 7 

48 CUL02 

My loyalty towards an FMCG brand is 
based on the  choice of FMCG brand 
used by my family 

1 2 3 4 5 6 7 

49 CUL03 
Religion plays a role in my choice and 
loyalty of FMCG brands 

1 2 3 4 5 6 7 

50 CUL04 
Family used FMCG brands indirectly 
assure brand security and trust. 

1 2 3 4 5 6 7 

 


