
JOURNAL OF SOCIAL SCIENCES
Interdisciplinary Reflection of Contemporary Society

ISSN 0971-8923

© Kamla-Raj 2012 J Soc Sci, 32(3): 341-355 (2012)

Empirical Evaluation of a Model That Measures the Brand
Loyalty for Fast Moving Consumer Goods

Ahmed I. Moolla1,2 and Christo A. Bisschoff 2

1Management College of Southern Africa, 26 Aliwal street, Durban, 4000 South Africa
Telephone:  27 31 300 7200; Email:  AIM@mancosa.co.za

2Potchefstroom Business School, North-West University, Private bag X6001,
 Potchefstroom, 2520 South Africa

Telephone:  27 18 299 1411; Fax:  27 18 299 1416; E-mail:  christo.bisschoff@nwu.ac.za

KEYWORDS Managerial Tool. Business Model. Competiveness. Marketing. Brand Management. Brand Loyalty
Influences. Brand Research

ABSTRACT The objective of this paper is to evaluate the model to measure brand loyalty. This is achieved by
using the model to measure three  fast moving consumer goods (toothpaste, bread and coffee) and apply the model
to measure the brand loyalty influences and their measuring criteria. If the model remains valid when applied to
different FMCG products, and measures brand loyalty of the three products successfully, it implies that the model
is a generic rather than specific managerial tool in the FMCG industry. The results obtained from the research in
this article shows that the model to measure brand loyalty were successful and remained valid in the case of all three
the products. The results are promising, showing that the model to measure brand loyalty strives towards a generic
tool that can be applied in the FMCG industry in different products. However, the model needs to be scrutinised
further by exposing it to a wide range of FMCG products to ensure that it really is applicable to all FMCG products.
Managers will find the model valuable because they can apply the model to determine which specific influences are
the most important for their products or services, while also identifying where their brand loyalty fails. This
research paper is an exploratory study of brand loyalty in the FMCG market which sets a scientific base for
academia who wants to further research the concepts of brand loyalty and brand management. In addition, the
model sets a scientific base for academia who wants to further research the concepts of brand loyalty and brand
management.


