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Abstract  

This bachelor thesis studies the impact of social networking on customer loyalty. Customer 

loyalty is defined as a commitment to re-buy a specific product or service in the future, 

despite external influences. There are several influencers of customer loyalty that must be 

taken care of, e.g. core offering, demographics, elasticity level or share of wallet. 

 

The objective of this thesis is to investigate the factors that influence customer loyalty 

through social networking on Facebook. In order to achieve that, the author has reviewed 

academic literature on the topic of customer loyalty, as well as on social networking and the 

ways in which Facebook is used as a marketing tool. 

 

► Key words: customer loyalty, social networking sites, Facebook   
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1. INTRODUCTION 

1.1. Background 

Currently, the marketing industry is facing different challenges and risks. The conventional 

channels and means of influencing and convincing the consumers, regarding the advantages 

of the products or services offered and marketed by the company, are losing efficiency and 

effectiveness. Nowadays, consumers are considering advertisements played on television and 

radio as an irritation and interruption between good music, discussions and their favourite 

programs. In addition brand building based on cable channels is perceived to lack the appeal 

and motivation, which could drive the consumers to customer loyalty. Cookie filters block 

much of Internet-based advertising and commercials and most direct mailings are being 

placed directly in the trash bin (ul-Haq, 1998). 

Social Networking Sites (SNSs) are a very important part of Web 2.0. SNSs have become a 

powerful force in shaping public opinions on virtually every aspect of commerce. SNS imply 

word-of-mouth marketing, and have an increasing influence on customers’ purchase 

decisions and in turn affects customer loyalty. According to Stern (2008), there are more than 

875 social network sites in the world; however the exact number is not known. SNSs provide 

a means of communication as well a platform to exchange information. Marketing literature 

explains that the customer loyalty can be built from the value a customer perceives with a 

particular brand. This ‘value’ is developed by the exchange of information, online or offline 

(Kotler and Keller, 2007). Exchange of information can influence customer’s loyalty by 

influencing the customer’s image about a particular brand. 

1.1.1. The World’s biggest Community 

Social networking is expanding rapidly worldwide. Surveys by ComScore (2009) pointed that 

UK is the leader in social networking, accounting for 80% of the social network users online. 

UK is followed by Spain and Portugal where the proportion is 70%. Social Networking Sites 

(SNSs) are online communities of people, who typically share common interests or activities. 

These SNSs provide ways of communicating for their members – blogs, e-mails, instant 

messaging and newsfeeds. This communication contains information that is valuable to 

people in the member’s network. SNSs are a powerful means of communication and have the 

ability to facilitate and influence others in one’s network. The most popular examples of 

SNSs are Facebook and professional networks like LinkedIn. These sites allow users to create 

a unique profile, displaying their activities and interests. Once the profile is the set, the users 

http://thinkingbookworm.typepad.com/blog/2012/02/computer-jobs-industry-questionnaire.html
http://thinkingbookworm.typepad.com/blog/2012/03/competative-advantages-and-challenges-of-capital-market.html
http://thinkingbookworm.typepad.com/blog/2012/02/organization-theory-and-design-of-aquarius-advertising-agency.html
http://thinkingbookworm.typepad.com/blog/2012/03/internal-analysis-of-fox-television-network.html
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can connect to other users or friends. Once the users are linked it is simple to communicate 

within the set group and pass information. Thus the SNSs can be useful for word-of-mouth 

marketing strategy. Because users tend to self-organise by affinity, life stage and 

psychographics, these networks offer a unique opportunity for highly targeted marketing 

(Consumer Trust: Word of Mouth rules, 2007). 

Among all the social networking sites, Facebook is the biggest, with more than 900 million 

users. More than half of them log in on daily basis according to the official data of the 

company (Facebook, 2012). The average Facebook user has approximately 130 friends, 

spend 55 minutes on the site per day and writes 25 comments per month. More than 70% of 

them come from the US and Europe. Additionally, more than 1.5 million local businesses 

have their own pages which have 5.3 billion fans altogether. Despite the huge numbers, an 

easy calculation shows that each business on an average has 3533 fans. Of course the 

variance is significant, as Coca Cola has more than 5 million followers, while Kobalt 

computers have less than 200.  

1.1.2. Power of Word-of-mouth and their influence 

A study by Sernovitz (2008) revealed that word-of-mouth is the best marketing tool for 

businesses to increase their profits. However marketing managers do not have a control over 

it and it is impossible to measure or track it. But companies can keep track of consumers’ 

opinions, satisfaction or complaints on the Internet. Studies have shown that people exchange 

substantial information about products and services online. The role of word-of-mouth has 

increased extensively, giving a completely new dimension to the marketing strategies adopted 

by the companies. SNSs provide a readymade platform for word-of-mouth marketing by 

creating connections between consumers and potential consumers and help them make the 

right purchasing decisions. 

Research by Nielsen Online (2009) points that 92% of the SNSs users get influenced by the 

recommendations of the people they know in their online networks. However word-of mouth 

can have a positive as well as negative effect on the SNSs users (LeBoeuf, 2000). A negative 

effect of the word-of-mouth can stop potential consumers from even approaching the 

company to test its product. However a company can also acquire new potential consumers, 

who are influenced by a single satisfied consumer who shares his/her positive experiences 

about the company with their online network. Every user on the SNSs is an ‘influencer’, in 

one way or the other. He either influences his SNSs online network positively or negatively. 
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Influencers exist across age, gender and income breakdowns. Influencers tend to share more 

information about a product or service they have recently used through the newsfeed section 

provided on the SNSs. These influencers start the word-of-mouth phenomenon and advertise 

the products that are of personal interest to them. Thus influencers are early adopters and 

companies need to monitor them on the SNSs.  

1.1.3. People tend to engage, buy and share 

Besides sharing one’s experience about products and services, the SNSs are also used as a 

platform to be informed about special offers, new products and their features or to become 

fans and followers of a particular brand. A joint study by Marketing Sherpa and Survey 

Sampling (2010) examining the reasons for the fan to follow a particular brand revealed that 

two thirds of the SNSs users are interested in new promotions and products or services. And 

one third of the SNSs users are attracted by the extent to which a company takes on cultural 

and environmental responsibilities. Research by Morpace consultancy (2009) suggests that 

there are some motivational factors for this user behaviour in the SNSs. 41% of the 

respondents in Morpace’s survey claimed that they sign up for particular brand to show their 

friends which products they support.  

From the company’s point of view it is crucial to collect fans and predict their possible 

reactions to the product or the service offered by the company. Word-of-mouth and customer 

loyalty are interrelated in online networking. A study by Moderate Research technologies and 

CMB (2010) revealed that 60% of the Facebook users tend to promote and buy the products 

and services of the brands that they follow. Thus collecting more fans on the SNSs creates a 

positive word-of-mouth, with increased customer loyalty to the company. 

The increasing popularity of the SNSs is making it hard for companies to achieve and 

maintain customer loyalty for their brand. Customer loyalty is considered as one of the most 

vital factors, explaining the brand choice of consumers (Jensen & Hansen, 2006). Research 

suggests that a large group of loyal customers offers companies the competitive advantage, 

giving them a large market share. Loyal customers mean that the company gets high rates of 

return on investment (Reichheld & Sasser, 1990, cited in Jensen & Hansen, 2006). Customer 

loyalty also helps to drive positive word-of-mouth and greater resistance competitive 

strategies among the loyal customers (Dick & Basu 1994). 
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1.2. Online Social Media 

Human beings are social animals that love to talk, share and interact with each other through 

different mediums possible. The extensive use of Web 2.0 has enabled people to connect and 

share with their offline social networks also online. People can use blogs, pictures, personal 

websites, videos or audios to express themselves. Thus they have access to the mainstream 

media. As a consequence marketing, education and journalism have changed (VizEdu, 2009). 

As with Web 2.0, researchers define online social media in different ways. However for this 

thesis the online social media is defined as: ‘Online social media is the category of online 

media where people talk, participate, share, network and bookmark online. Most of the social 

media services encourage discussions, feedbacks, and voting, commenting and sharing 

information from all the interested parties’ (Owyang, 2010). Thus online social media is 

fusion of technology and social behaviour. Online social media encourages people to interact 

also with people from other communities. They provide platforms for brands to engage with 

prospective new customers, advocate branding, as well as built brand awareness among the 

different communities. As discussed earlier, companies can track the insights of the 

consumers thinking which was once available only through market research. Thus online 

social media help brands to identify consumers’ preferences, their opinions and perceptions 

of the brand (Abedniya et al. 2010). The users of online social media also voluntarily share 

their preferences online, thus unknowingly giving real insights into the brand choice. Online 

social media can be divided into two categories: social networks and communities (Correa et 

al., 2010) 

1.2.1. Online Social Networks 

As said earlier, every human being is a social animal and has his/her network online as well 

as offline. This social network comprises family, friends, colleagues and all other people the 

individual interacts with. Social networking sites make these relationships visible within the 

online Web 2.0 environment. Relations on the social networks are existent from the first and 

are built one at a time. Social networking sites allow users to maintain the current 

relationships and expand their network with new leads (Gillmore & Erdem, 2008).  

1.2.2. Social Communities 

In contrast to the social networks, social communities consist of people who do not 

necessarily have a personal relationship. People from these social communities, have 

something in common, like hobbies, professions, lifestyles, etc. People stay as a part of the 



11 
 

community either because they want to contribute to the topics discussed or because to get 

benefitted from being a part of it (Gillmore & Erdem, 2008). 

1.3. Facebook Fever 

Facebook was founded in 2004 and it is a social utility that helps people connect with their 

friends, colleagues and family worldwide. Facebook users share their thoughts and actions; 

they post links or comment on posts of others. Facebook is a hope but also a challenge for 

marketing today. It is the most impactful online social media channel, measured by the 

number of people involved. In 2011 Facebook reached 500 million active users worldwide. 

50% of the active users log on Facebook every day. An average Facebook user is connected 

to 130 ‘friends’. More than 2.5 million websites have been integrated with Facebook 

(Facebook, 2012).  

1.3.1. Success of Facebook Marketing 

Facebook marketing can be executed by two ways – paid (e.g. targeted ads) and unpaid (e.g. 

Facebook Page). Key success factors will be outlined for Facebook page marketing (Owyang, 

2010). Facebook page is a page that companies can create on Facebook domain for their 

brands. It serves as a profile of a brand and offers a space to share news, inform about special 

discounts or discuss with customers. A Facebook page builds community of fans around the 

brand; furthermore it helps the brand to show up higher in search engines. With this 

knowledge, it is certain that traditional one-way communication must be put aside and new 

online social media strategies need to be applied to Facebook advertising i.e.:  

 

 Setting Community Expectations  

The company needs to set clear expectations of the relation setting between the brand and 

its fans at the outset, so the fans know what they can expect from the Page. Companies 

can set expectations towards their fans by creating community guidelines. They can 

execute that by outlining the purpose of their page and posting it there. It can be co-

created with fans, which can be asked to comment on the expectations and give their 

input. As a result, the openness to set the expectations in cooperation with fans may build 

proximity.  

If needed, companies can set their usage policy in order to prevent abuse. Although easy to 

implement, a lot of brands neglect this key success factor (Eley & Thilley, 2009).  
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 Providing Cohesive Branding  

The brand presence on Facebook needs to be distinctive from other brands, hence a 

unique experience, fitting the brand, should be created. It starts with filling in the page 

profiles, upload of logos and relevant pictures. Customized applications, landing page, 

discussions or integration of videos might help to create powerful brand experience for 

new as well as returning visitors (Chaffey, 2006).  

 Staying up to date  

It is essential to be up to date and keep fresh and timely interactions with the visitors. For 

new visitors it is important to see that the brand is alive, while already existing followers 

need to have a reason to engage. A publishing plan may be highly valuable to deliver 

fresh content regularly, which above all ensures the right balance of conversational and 

promotional posts.  

 

 Living Authenticity  

Interaction of the brand with the visitors should personalize. That is the reason why the 

most successful brands are the ones that will write their posts on Facebook in first person, 

using a conversational tone. A study by Silverman (2011) stated that deeper relationships 

and brand loyalty can be developed by allowing fans to have conversations with real page 

administrators to make them feel that a real person is talking to them. At the moment only 

a couple of brands reveal identity of people being in charge of their Facebook pages. A 

company that well demonstrates authenticity is AXE (Facebook AXE-Info, 2012).  

 

 Support of Word of Mouth  

Word of mouth is the most difficult among all marketing objectives, because the brands 

do not have clear control over their contributors (Sernovitz, 2009). From the perspective 

of consumer advocacy, a Facebook page is a platform to enable fans to tell their story to 

their friends but they need to see the value and have reasons to share. New customers 

trust existing customers rather than official marketing messages. 

 

 Deliver A Call To Action  

Facebook, like the other online social media investments, are intended to generate 

positive returns. Many brands fail to communicate a clear call to action that would lead 

from pure Facebook interaction to purchases. Call to action such as to ‘like’ the page, 
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sign up for newsletter or buy an exclusive deal must be clearly stated on the Facebook 

page. 

1.4. Problem Discussion 

Social media has enabled people to communicate with hundreds of people at a time. 

Moreover, people have welcomed social networking sites as it allows them to interact and 

remain in touch with each other regardless of their geographic location and how busy they are 

in their lives. With the increasing use of social media by people, businesses have also started 

focusing on social media to market and promote their products and services. However some 

marketing managers believe social media to be just another marketing channel and do not 

focus on it to the extent they should. Different information, promotional campaigns, discount 

offers are posted on the social media websites by companies. However they have not been 

directly interacting and are not getting highly engaged with people through social media. 

According to a research conducted by Colloquy/dma in the year 2011 it has been found that 

only one fourth of the companies are using social media to increase the customer loyalty and 

engage the existing customers. In this survey, 37 companies were involved.  

On one hand, businesses are not capitalizing social media as a tool to engage customers and 

to increase their loyalty; on the other hand, Goldman (2011) has found that the budget 

allocated by businesses for social media has increased by 293% in the last 12 months. 

Therefore the problem that can be identified is that businesses are able to recognize the 

importance of social media but they are not able to capitalise on this marketing and 

promotional medium. Moreover, the problem is that businesses are not sure how to use social 

media to good effect and this has been the major dilemma.  

As people are shifting their focus from traditional advertisements and social media has been 

considered as one of the most powerful marketing tools today by Mangold and Faulds (2009), 

therefore businesses need to focus on the social media sites to engage customers and increase 

the customer loyalty level. Facebook is one of the leading social media sites and this media 

cannot be ignored by marketers considering the number of time people spent on social media 

websites and the number of active users it has. People spent more time on Facebook per day 

on an average than other sites like Google, Yahoo, YouTube, Wikipedia and Amazon 

combined (Owyang, 2010). Today, businesses and marketers need to understand that the 

trend has changed. Moreover, the role of social media is significant in shaping the consumer 

behaviour and in purchasing decision of the consumers. Dunay & Krueger (2010) said that 
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people become fans of different brands and they are more likely to suggest and recommend 

people to go for these brands. So, the main idea of this research study is to analyse how social 

media affects customer loyalty and how businesses are using social media in increasing the 

customer loyalty and whether businesses are making appropriate use of social media 

websites.  

1.5. Purpose 

This thesis will study how social networking, particularly Facebook, affect the building of 

customer loyalty. 
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2. THEORITICAL FRAMEWORK 

In this chapter we start with the different presentation of the theories that have contributed in 

the elaboration of the thesis. The customer loyalty is the beginning point a model on the 

loyalty framework is then describe. 

The chapter is closed with a state of the art followed by the research question. 

2.1. Customer Loyalty 

Studies on customer loyalty have interested marketers as well academics for more than 

twenty years. Today customer loyalty represents an important part of marketing strategies. 

Companies consider customer loyalty as a strategy? To generate additional profits and 

acquire maximum market share to fight the intensity of competition. According to Oliver 

(1999) loyalty can be defined as “a deeply held commitment to repurchase or re-patronize a 

preferred product/service consistently in the future, thereby causing repetitive same brand or 

same brand-set purchasing, despite situational influences and marketing efforts having the 

potential to cause switching behaviour.” 

Many market researchers have concluded that acquiring new customers is more expensive 

than retaining the existing ones. According to Hallberg (1999) - customer loyalty is governed 

by Pareto’s principle, known as “80/20”. The principle states that in virtually every category 

a relatively small group of buyers are responsible for majority of sales and profit in the 

category. Thus that particular small group of buyers hold the key for the majority of sales and 

profit opportunity for any brand. Hallberg (1999) suggested that marketers should fish where 

the fish are and place an appropriate larger share of marketing on these high profit 

consumers. Thus direct communication with these potential customers through Internet or 

interactive TV will be of prime benefit to the brand (Hallberg2, 1999). This kind of brand 

advertising would allow companies to count the people they reach. However in reality, 

companies are still investing major parts of their budgets in TV and print advertising, where 

they do not get exact figures of people they reach. 

Over the past decades many brands have began monitoring their customers by introducing 

customer relationship management (CRM). The main aim of CRM is to be a tool for 

customer loyalty programs. The customer loyalty programs were first introduced into 

retailing, airline industry, banking and telecommunication. The first goal of these loyalty 

programs was to increase sales to the existing customers and to create a bonding between the 

brand and the customers.  
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Figure 1: Loyalty Framework (Wothington et al., 2010) 

2.1.1.  Loyalty Framework 

Worthington et al. (2010) explained the loyalty concept as a tri-dimensional framework. This 

approach to loyalty is a combination of the customer’s thoughts (cognitive loyalty) and 

feelings about a brand (attitudinal loyalty) about a brand, which are consequently expressed 

in actions (behavioural loyalty).  

 

 

 

 

 

 

 

 

 

 

 

It is important studying this loyalty framework, because academic researchers on loyalty 

concludes that it would not be correct to interpret loyalty solely on repetitive purchase 

patterns, but that consumer beliefs, intentions and attitudes also need to be assessed. 

Concept 1 – Attitudinal Loyalty 

As the name suggests, this kind of loyalty is an attitude that leads to commitment to a 

particular brand. “Attitudinal Commitment” is a strong set of positive beliefs about a 

particular brand or product. Past studies has shown that attitudinal loyalty makes loyal 

customers more immune to negative word of mouth than the non-loyal customers.  

  

Concept 1 

Attitudinal Loyalty 

Concept 3 

Cognitive Loyalty 

 

Concept2 

Behavioral Loyalty 
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Concept 2 – Behavioural Loyalty 

Behavioural loyalty is usually measured by the repetitive purchase, retention rate or volume 

per purchase (Ehrenberg & Scriven, 1999). Studies have revealed that some customers are 

monogamous (100% loyal) to a set of brands or products in a certain product category. These 

customers are usually lazy to search for better alternatives and thus keep a behavioural 

loyalty through perceived satisfaction and high switching costs. 

Concept 3 – Contingency Loyalty  

This type of loyalty is driven by the individual’s character, circumstances or purchase 

situation. However, these factors are weak for predicting if the product will be purchased the 

next time. 

All three concepts of loyalty can be strengthened by different marketing strategies. The 

managers who believe in attitudinal loyalty would aim to develop the image of their brand or 

product and try to build a strong emotional commitment from customers. They are likely to 

impose persuasive advertising, loyalty programs or service-oriented actions.  

Consumers within the behavioural concept of loyalty are assumed to perceive marketing 

communication as a common awareness building, rather than a persuasive action. Hence 

these consumers would hardly change their behaviour based on advertising or their level of 

engagement with the brand. In this case, marketers are able to achieve growth via increased 

distribution and share of shelf.  

The last concept applies mainly to products with very low differentiation and reflects 

consumers that are influenced by a set of different circumstances. Therefore, to boost loyalty, 

it is important to put emphasis on basic factors, such as the right portfolio mix, customer 

service, long opening hours and special offers. (Worthington, 2010) 

2.2. Main Influences of Customer Loyalty 

It is important to analyze the factors that drive customers towards being loyal to a particular 

brand. Customer loyalty can be determined by direct or indirect factors. They depend on the 

type of industry, competitors and bargaining power of suppliers and buyers (Selivanova, 

2010). As this thesis investigates the building of customer loyalty through Facebook, six 

main influencers will be analysed core offerings, demographics, marketplace, and share of 

wallet, elasticity level and satisfaction (Clark, 2006). The thesis plans to investigate if these 
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six influencers are also important for building customer loyalty through SNSs, particularly 

Facebook.  

2.2.1.  Core Offerings  

Brands that attract most loyal customers have a proper understanding of the customer’s needs 

and desires. These brands invest in mapping their customers. They deliver appealing and 

differentiated products by studying the market. The data gathered through CRM helps 

companies to improve their core products/services by tailoring them to their customers’ 

needs. Thus it can be concluded that customer loyalty is directly proportional to the products 

offered (Coyles & Gokey 2002). The competitive advantage of unique products will also 

prevent consumers from switching to other products. 

2.2.2.  Demographics 

Demographics i.e., gender, age, religion, place of living, occupation or salary are also 

important influencers of consumer loyalty. Geographic location of customers or their place of 

living may play a role in strengthening or lessening of customer loyalty. An undisclosed US 

insurance company found evidence that its customers, who lived in rural areas, showed much 

more loyalty than those, who lived in cities and were more ready to switch. They also found 

that single customers were less loyal than married customers. Older customers were less 

likely to switch, than their younger counterparts (Selivanova, 2010). Richer and well-

educated consumers are less likely to be loyal to a brand. It is considered so, as they can take 

risk of costs of trying a new product. Older consumers are more loyal in comparison to 

younger consumers, who are less risk averse. The intensity of loyalty can also depend on 

nationality or on family status.  

It is essential for marketing managers to define the importance of demographic influencers to 

drive consumer loyalty for the brand (Fournier, 1998). 

2.2.3.  The Market Place 

The influencer called marketplace relates to the number of suppliers, accessibility of products 

or products ‘quality and other factors that determine consumer loyalty. If there are many 

different competitors offering products with similar quality, service and price, then 

consumers are very likely to switch in between brands. On the contrary, a low number of 

competitors offering a particular product will reflect higher probability for consumer loyalty 

(Fournier, 1998).   
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2.2.4.  Share of Wallet 

Share of wallet – the term describes the percentage of customer‘s total spending for buying 

products or services from the particular company (Bodet, 2008). Markets are becoming 

flooded with many different products hence consumers have so much to choose from and 

share of wallet becomes more important than before. In general, it is cheaper to increase a 

share of what customers spend within the category than to gain new customers. Super-loyal 

customers would spend 100% share of what they spend in the category on the brand 

(Fournier, 1998). 

2.2.5.  Elasticity Level 

Elasticity expresses the importance and weight in purchasing decisions – effectively, the level 

of involvement or indifference (Clark, 2006). Customer loyalty depends on customer 

involvement in the category. The more time customers spend on decision-making about the 

purchase (e.g. cars, home appliances), the more likely they are to remain loyal to a particular 

brand. It means that commoditized businesses cannot count on high customer engagement 

and need to build loyalty differently. The reason is that commodities have more or less 

similar characteristics, so customers do not need to spend much time on decision-making. In 

these cases customers decide mainly based on price, appearance, availability or convenience 

(Fournier, 1998).  

Businesses offering frequency products face many challenges in building customer loyalty. 

They can achieve higher sales by differentiating their products, building brand awareness or 

creating unique consumer experience rather than offering a core product. Then the products 

stop being commodities and may enjoy benefits of customer loyalty and even charge a 

premium price (Selivanova, 2010). 

2.2.6.  Satisfaction 

Customer satisfaction depends on expectations and the actual experience the consumer is getting 

from the product. Satisfaction is essential for driving consumer loyalty but it is not a good 

measure of loyalty. Low satisfaction will never generate customer loyalty. However, high 

satisfaction does not need to be reflected simultaneously in high loyalty. Even satisfied customers 

may have the intentions to switch to competitive products for various reasons. To summarize, 

high level of satisfaction is needed to generate consumer loyalty, but is not enough on its own 

(Fournier, 1998). 
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2.3. Online social media influence on Customer Loyalty 

Online social media have become an important tool for building customer loyalty, as they 

create a community around the brand. As the CRM software records the history, as the 

customer who once approaches a particular brand does these communities. The community 

can be perceived as a customer relationship that the company can work with. Online social 

media are built on the natural connections that create customer loyalty. With its focus on 

social sharing, word-of-mouth, expression of opinions, online social media provide tools to 

strengthen core loyalty principles such as customer service, relationship building, or data 

collection (Goldman, 2011). Therefore forward-thinking marketers take actions beyond 

common consumer promotion and in-store activities; they get involved in the online social 

media world with the aim of strongly influencing the consumer loyalty (Kumar, 2008).  

But, online social media bring several challenges to consumer loyalty. Companies struggle to 

keep themselves updated about fast changing trends in online social media and rapid 

technology advancements, they struggle to measure returns on investment connected to their 

loyalty actions and above all they struggle to track word-of-mouth activities and customers 

experience sharing. Companies get trapped in their traditional marketing thinking and 

communicate the same message that they apply for traditional marketing channels (Shankar 

& Balasubramanian, 2009) 

2.3.1. Loyalty through Trialogue 

The power of online social media creates the opportunity for marketers to expand their 

consumer dialogue to achieve a pro-active three-way conversation – Trialogue – from 

company to customer, from customer to friends. Trialogue leverages customers’ ability to 

share opinions with others, thanks to online social media. Only companies that are able to 

combine ―trialogue with innovations will achieve long-term customers’ loyalty (Goldman,  

2011).  

Online social media offers many links to loyalty that opens up opportunities for a long-term 

gain. Two main directions that will bring companies needed loyalty were identified 

(Goldman, 2011):  

 Storytelling and story-sharing through “trialogue” leveraged by online social 

media. Traditional marketing channels are using a two-way form of 

communication. New media like Facebook, YouTube or blogs capitalize on tools 

that provide space for consumers to communicate with companies and also to 

share their feedback, opinions and stories with others. These are the essential parts 
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of enterprise-trialogue. To get to a higher level of customer engagement, 

marketers work hard to encourage customers to join their Facebook fan pages, to 

follow them on Twitter, to watch their YouTube videos, or to read their blogs by 

offering them different kinds of incentives.  

However, companies should still keep in mind that Facebook ‘likes’ remain far behind from 

the proper consumer trialogue. Online social media are flooded with top brands with 

thousands or millions of followers that do not engage with their fans at all. Every company 

needs to find its own right way to encourage trialogue. Some companies can deliver that e.g. 

by personal experience sharing from the CEO via tweets, some use customers ideas 

generation as My StarbucksIdea (Facebook, 2012). 

 

An example - Red Bull  

Red Bull is a brand that is capitalizing on online social media ―trialogue, by 

understanding needs and interests of its target group – mainly adventure sports 

lovers. Red Bull offers interactive content that corresponds with interests of its 

consumers, therefore its Wall posts receive more than hundreds of ‘likes’ and 

comments on their Facebook fan page (Goldman, 2011). 

 

 Fundamental loyalty factors are harnessed by new platforms for engagement. 

Constantly evolving tools and platforms are changing the online social media 

universe. New platforms are harnessing fundamental loyalty factors in a new way. 

They are building on customers’ desire for status and they play with people‘s 

interest in soft benefits. Using the online social media, companies offer special 

discounts while receiving useful data from customers and analysis that generate 

new options for loyalty building (Goldman, 2011).  

 

 An example - Groupon  

Groupon is a daily deal website linked to local communities. Deals become active 

and can be purchased only if specified number of people signs up for it. It 

expanded through online social media where they encourage friends to sign up for 

it too. Recently it also started with loyalty offers to prevent an expansion of 

competition (Groupon, 2012) 
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2.3.2.  Impact of social network on customer 

Most people today logged on their social network sites constantly, the business sector have 

realized this and have seen a potential market that could be gain. Businesses also have 

acknowledge that social networks have contribute to explore customer experience new 

(Cheung, 2009). It is evident that social media is changing customer loyalty programs. This 

change occurs because business and companies are using the social networks to identify the 

problems through the constant checking on their customers’ opinion about a brand.   The 

social networks also avail information to the customers with regard to new developments in 

the business such as new products, new brands, and updates. According to Coyles (2002), 

social networks give opportunity to the business to keep track of their customer’s behaviours’ 

and patterns. The sites allow the customers to communicate with their service and product 

providers and thus they can communicate openly just like in an open market place. 

2.4. Typology of online customer loyalty 

Bain (2011) built the typology of online customer loyalty. It contains four stages, which are 

based on the degree of the customer’s commitment towards a brand. First is the low level of 

commitment when the user adopts contents like bookmarking, tagging and joining to a group, 

but does not play active role. Medium engagement presumes a collaborative person of the 

social network with basic activities such as rating, voting commenting and favouritising. 

Highly committed people are referred as content creators. They create and upload contents 

and become fans of brands. Members of the social sites with the highest degree of 

engagement are called as social. These users create fan communities and networks restlessly. 

As only the last two groups are involved in brand following; therefore, they are advised to be 

the primary target of Facebook related customer loyalty activities. 

2.5. Word-Of-Mouth 

In Carl’s (2005) explanation about peer-to-peer conversation, word-of-mouth 

recommendations are the most trusted forms of communication. According to Westbrook 

(1987), word-of-mouth can be defined as an informal communication directed at other 

consumers about the ownership, usage, or characteristics of particular goods and services 

and/or their sellers. The positive word-of-mouth is recognised in particular as a valuable tool 

for promoting a firm’s product or services. Considering its non-commercial and unpaid 

nature, this way of personal recommendation is viewed with less scepticism that firm-

initiated promotional efforts (Herr, 1994). It can be very influential in case of many purchase 
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decisions; therefore single recommendation as the only source of information is sufficient to 

convince a person to buy or subscribe for a service (Gremler, 1994). However, it supposed 

that potential customers do not react on a recommendation with immediate purchase. 

Therefore, it is expected that word-of-mouth plays role in raising positive or negative 

awareness about a product or service (Herr, 1991). Herby, personal recommendation is 

considered as a motivating factor, which starts the customer engagement process on SNSs, 

like Facebook and leads further in life-long customer loyalty towards a particular brand.   

 

2.6. Traditional Communication Paradigm and New Communication 

Paradigm 

The communication paradigm has changed with the introduction of social media. In the 

traditional communications paradigm, the Integrated Marketing Communication (IMC) 

strategy has been developed by considering and coordinating the promotional mix. 

Organizations traditionally are the ones that are dictating the frequency, timing and medium 

of communication, by collaborating with the advertising agents. Traditionally, there have 

been restricted communication mediums that could spread the message of the organization, 

except the word of mouth from one individual to another. However in the new 

communication paradigm in the period of social networking and social media, the marketing 

managers of the organizations do not have control over the timing, frequency and content of 

the company as people can easily share information and their experience on social media so 

marketing managers have little control now. In the new paradigm, information and details 

about the products and services of the organization can be created by anyone in the market. 

People today are now sharing their experiences, information and their reviews about the 

products and services that different organizations are offering on different social networking 

websites. Therefore the marketing managers do not have sufficient power to control the 

messages spread by people (Mangold and Faulds, 2009).  

The new era of marketing has brought several changes and the marketing managers need to 

realise the power that people have now with the introduction of social media. The following 

image reflects the new communication paradigm and in this communication paradigm, 

consumers can directly interact with the organization, which was not possible in the 

traditional communication paradigm.  
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Figure 1: New Communication Paradigm 

(Mangold and Faulds, 2009) 

Rashtchy, Kessler, Bieber, Shindler, & Tzeng (2007) have claimed that the Internet has 

expanded a lot in the recent years and more than 60% of the consumers are reached by 

internet. Moreover, they have claimed that the Internet has become the number one source of 

media for people at offices and the number two source for people who are at their homes. In 

addition to this, they have claimed that the traditional means of marketing are no longer as 

effective as they used to be. Because consumers are today looking for more control over 

media, and what media presents, and this is fulfilled by the social media. Vollmer & Precourt 

(2008) have also added to the findings as they have claimed that today consumers are using 

social media to do research and know about product and get more information about different 

products before making their buying decision. Foux (2006) has said that the social media 

today has become one of the most trust-worthy sources for consumers to get reviews and 

information about the products and services.  

Mangold and Faulds (2009) have said that with the changes in the communication paradigm, 

organisations need to make certain adjustments in the IMC strategies. First of all, it is 

important for marketing managers to comprehend the fact that consumers are communicating 

and discussing about the products and services of the organisation on a regular basis. 

Moreover, the consumer behaviour will be influenced by the information communicated by 

people. Also people will be expressing whether they are satisfied or dissatisfied after using 
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the products or services. Therefore, it is important to satisfy each and every consumer today 

so businesses need to focus on every customer today. Furthermore, the consumers have 

started reducing their dependency on the traditional advertising medium and therefore the 

role of social media will be important in the new communication era. Therefore, the 

marketing managers need to understand the role of social media in the new era.  

2.7. E-Loyalty 

Gommans, Krishnan and Scheffold (2001) have come up with a model to describe the loyalty 

of the customers with the online businesses and they have named it as “e-Loyalty”. They 

have proposed the e-Loyalty model, which has five drivers: 

1. Value Propositions 

2. Brand Building  

3. Trust and Security  

4. Website & Technology  

5. Customer Service 
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Figure 2: Model of e-loyalty 

(Gommans, Krishnan and Scheffold, 2001) 

1. Value Propositions 

According to this model, customization of products and interactivity are two important value 

propositions that increase the loyalty of the customers with online businesses. Moreover, 

traditional brands that have been successful are also the ones that have enjoyed success on the 

online market. Furthermore, quality of products particularly successful traditional brands 

have also important role in increasing the customer loyalty with online businesses. The prices 
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also an important value proposition in increasing the customer loyalty as people can easily 

search for product information along with prices on the Internet.  

2. Brand Building 

Brand building is the second driver that has been identified in this model. Two major factors 

contribute in this regard and these are; the brand image and its involvement with the 

community, and how involve the brand is with the community.  

3. Trust 

Trust is another important driver that increases the customer loyalty. Customers do not trust 

websites and online stores easily therefore different third party security and approval, privacy 

and other techniques are helpful in increasing the trust that helps in loyal customers. 

Moreover, the reputation of the brand and company, reliability and authenticity also play 

important roles. 

4. Website and technology 

Another important driver that increases the customer loyalty is the website and technology. 

Different factors influence this driver such as how fast the website is, how user-friendly the 

website is, how is the website presented and what the content of the website portrays. There 

are more factors like how customized the website is, how quick and effective the shopping 

cart of the website is, how easily people can search for products etc. 

5. Customer Services 

Customer services of online store or online businesses are the other important driver. There 

are different features of the website that contribute to the customer services and the most 

important features include how quickly the company responses to the customers’ queries, the 

payment methods, how easily the representatives of the company can be contacted, delivery 

options etc. 

These are the important drivers that contribute to the e-loyalty. Therefore it is important for 

the managers to understand how customers would be able to become loyal customers to 

online business. The online company needs to recognise and understand all these factors at 

the same time to make sure that they are able to build loyal customers. They need to make 

sure that they offer good price and good quality product and still have their website easy 
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enough for customers to find the products easily and reply to their queries quickly and at the 

same time give the customer the trust so that they can make their transaction. Moreover the 

online businesses need to contribute back to the society and involve with the community. 

Therefore a manager of an online business needs to consider all these aspects to build loyal 

customers.  

2.8. State of the Art 

The theories about online social media presented by Gilmore & Eden (2008), Evans (2010) 

and Goldman (2011) are mostly speculative. Many arguments have been made about the 

online social media, without any empirical validation. The Colloquy /DMA (2011) study 

states that online social media increase loyalty and engagement of existing customers. The 

conclusion is that this is still a gap because of the limited number of studies validating these 

proposals. 

Fournier (1998) has elaborated the factors influencing customer loyalty, which is generally 

accepted by peers and validated by empirical research. There have been several studies that 

have validated this theory, and some of them include Chaudhuri & Holbrook (2001), See & 

Bhattacharya (2001), Keller (2003), and Coyles (2002). Therefore this theory can be 

considered as a dominating theory.   

Silvanova’s (2010) concept on building customer loyalty through six main influencers are 

also validated, but with a relative small number of empirical studies, which is probably due to 

the fact that the concept is relatively new. Therefore the conclusion is a proposal to fill a gap. 

Goldman (2011) created a concept called “loyalty through dialogue” and states that it tends to 

achieve long-term customer loyalty and also give the ability to share opinion. This concept is 

then as a proposal to fill a gap. 

Herr, P.M., Kardes, F.R. & Kim, J. (1991) came up with the theory related to effects of word 

of mouth and the research findings have been validated by a number of researchers, including 

Wangenheim & Bayón, (2004), Gremler, Gwinner, & Brown, (2001), Stokes, &Lomax, 

(2002), Sweeney, Soutar, & Mazzarol, (2008), Fong, & Burton, (2006) and others. Therefore 

this theory can also be considered as a dominant theory.   

Mangoldand Faulds (2009) have come up with a new communication paradigm and they 

have defined how the new communication paradigm has changed from traditional 

communication paradigm. The model that has been presented has been cited by different 

authors in their research studies and some of the researchers include: Muñiz Jr, & Schau, 
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(2011), Parent, Plangger & Bal (2011), Yu, Chen& Kwok (2011), Rothschild (2011), and 

Norris, &Porter (2011). However the theory is relatively new, and can only be considered as 

emerging. 

Gommans, M., Krishnan, K., & Scheffold, K. (2001) have presented the concept of e-loyalty, 

in which they have described five important drivers that lead to customer loyalty with online 

businesses. A model has been presented to define e-loyalty, and  different researchers that 

have cited them include Anderson, R. E. and Srinivasan, S. S. (2003), Yang, Z. and Peterson, 

R. T. (2004), Marko Merisavo, Mika Raulas, (2004), Isabelle Szmigin, Louise Canning, 

Alexander E. Reppel, (2005), Dina Ribbink, Allard C.R. van Riel, Veronica Liljander, Sandra 

Streukens, (2004). Pura (2005) and Zee-Sun Yun, Linda K. Good, (2007) have validated the 

findings of the concept of e-loyalty. Therefore the model presented can be said as emerging.  

2.9. Hypotheses 

The researcher would investigate the set of hypothesis in this research study are as follows: 

H0: “Social media results in increasing the customer loyalty” 

H1: “Social media does not have any impact on customer loyalty” 

The objective of this research study therefore would be to analyse whether social media helps 

businesses to increase the level of customer loyalty or not. Customer loyalty has been 

considered as one of the most important success factors for businesses and therefore it is 

important for businesses to make sure that their customers are loyal. To customers loyal, 

organizations use different tools and social media is also one of these tools. So, this research 

study will analyze whether social media results in increasing the loyalty of the customers or it 

does not have any impact on the customer loyalty.  The result of the hypothesis will be 

generated by the data collected through survey and then the researcher would analyze with 

the help of the regression analysis that whether null hypothesis should be accepted or 

rejected.   
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3.  METHODOLOGY 

 This chapter will present the research design, the discussion on the sampling and 

population, the data collection reliability and validly of the study. 

The aim of this research is to find the impact of social networking, especially Facebook on 

customer loyalty. The objectives of this chapter are to establish an appropriate research 

strategy for the given problem. The research strategies must be applicable to the nature of the 

problem. The assumption will be made that the nature of the research problem, the objectives 

of the research problem and the methodology of the research focus on the quantitative 

approach. As said earlier this research aims to be descriptive thus measuring the sample at a 

moment in time, quantitative approach would be the best for this research (Creswell, 2003). 

3.1.  Introduction and context 

The business and management research widely uses Qualitative and Quantitative research 

approaches to differentiate both data collection and data analysis (Saunders, 2003). They can 

be differentiated as numeric (numbers) and non-numeric (words) data. According to Saunders 

(2003), quantitative research method is “predominantly used as a synonym for any data 

collection technique (such as a questionnaire) or data analysis procedure (such as graph or 

statistics) that generates or use numerical data.” contrast, qualitative research method is “used 

as a synonym for any data collection technique (such as an interview) or data analysis 

procedure (such as categorising data) that generates or uses non – numerical data. Hence 

qualitative research can refer to data other than words, such as pictures and video clips.” 

(Saunders, et al., 2003). 

Often secondary data is collected before the primary data to get a general idea about the past 

research as well as to lower the cost of collecting primary data. Also secondary data is the 

data, which can be collected by having access to someone’s primary data, collected by 

researchers who have worked with a similar topic. Primary data can be collected by the 

means of structured interviews, data surveys, focus groups, structured observations and many 

more (Bryman & Bell, 2003). To study the impact of Facebook on customer loyalty, primary 

data will be collected and analysed. As the main purpose of this research was to find the 

impact of social networking specially, Facebook, on customer loyalty, collection of the 

primary data was a very important step. 
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3.2.  Research Design and Data Collection 

Qualitative method was used to collect and analyse data in this particular research. There are 

various factors that influenced this decision. One of the main reasons for using the 

quantitative approach was the nature and aim of this research. This research is exploratory in 

nature as it is focuses on finding the influence of social networking especially Facebook on 

customer loyalty. Also the research is not limited to a particular group of people in a specific 

area or country; hence it needs to cover a wide spectrum of individuals from various 

backgrounds. 

Quantitative research usually is one of the two types: experimental or descriptive. 

Experimental research tests the accuracy of a theory by determining if the independent 

variable(s) (controlled by the researcher) causes an effect on the dependent variable (the 

variable being measured for change) (Campbell & Stanley, 1963). Often, surveys, correlation 

studies, and measures of experimental outcomes are evaluated to establish causality within a 

credible confidence range. 

According to Bryman and Bell (2003) in quantitative research methodology data collection is 

through surveys and self-administered questionnaires. A structured questionnaire formed the 

basis of data collection for this research. Using self-administered questionnaire allowed the 

researcher to collect data from different respondents and thus, the data can better represent 

the population. Therefore this is one of the most important reasons for selecting the self-

administered questionnaire as the data collection method.  

Also the self-administered questionnaire allowed the respondents to maintain their 

anonymity. The self-administered questionnaire was created with the help of online portal 

Survey Monkey. The website: http://surveymonkey.com was used to design and form the 

survey questionnaire. The link for this questionnaire was circulated among the researcher’s 

network (email-link), and published on the Facebook profile to get large number of 

responses. The account created allowed the research to upload the survey questionnaire. The 

respondent received a mail with a link to the questionnaire form. With just one click the 

respondent have access to the survey, and once the respondent is there, the survey is done 

within five minutes. And with just one click the responses are sent back to the researcher. The 

researcher can collect, summarize analysed and download the data for the study. It also 

provides statistics in tabular and graphical format. The survey was conducted between 28 of 

http://surveymonkey.com/
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June to 28 of July. The link for the questionnaire was sent to different people in the 

researcher's, networks, and through emails and 194 responses were generated.  

3.3  Sample and population 
In this thesis the case of Facebook would be examine when talking about the social network 

and their impact on customer loyalty. Case study is the best method to use when there is not 

enough time to carry out a large study (Merriam 1998). 

The need to sample is one that is almost invariably encountered in quantitative research 

(Bryman & Bell 2007). Hewson & Laurent (2008) suggests that when there is no sampling 

frame, which is normally the case with sample to be drawn from the general population with 

online survey. The main approach taken to generating an appropriate sample is to post an 

invitation to answer a questionnaire, on relevant newsgroup, message board, to suitable 

mailing list, or web pages. The result then would be a sample of the entirely unknown 

representativeness.  

In this thesis as it was difficult segmented the population to be used. The population is those 

that have Facebook account and an email addresses.  Hence, the sample is the writer’s social 

network that was used regardless of the geographic location, sex, age and other. The survey 

link was posted on user pages on Facebook, and on my profile page. The web link for the 

survey also was send through email.  This choice limited the survey to a small part of the 

million users of Facebook. 

Literature suggests that a convenient sample is the one that is simply available to his 

researcher by the virtue of its accessibility and that (Bryman & Bell 2007:190) with a 

convenience sample it is impossible to generalize the finding, because it is impossible to 

determine the representative of the sample population. 

The researcher has used the method of convenience sampling and has selected the target 

respondents from the social circle, who can be easily reached and contacted to. This will 

allow the researcher to easily gather the data required for the research study. However, this 

sampling method has resulted in reducing the generalization of the result findings as it the 

sample selected is not the true representative of the whole population.  

3.4 Sampling size time and cost 

Bryman & Bell (2007:187) state that increasing the size of a sample would likely increase its 

precision, meaning that as a sample size increase the sample error decrease. However a large 
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sample still cannot guaranty precision. Hence, small size sample are important as well. Time 

and cost become very relevant in this context, consideration of sampling are likely to be 

profoundly affected by matters of time and cost which was the case in the accomplishment of 

this work. In this research study the target respondents are selected from the social circle of 

the researchers and in order to make sure that less time and cost is involved in sampling. The 

sampling method selected by the researcher has helped in reducing overall time and cost of 

the research study. 

3.5 Operationalization 

The questionnaire was designed in such a way the respondents would answer the questions 

freely, without any knowledge of the subject of this study. This was done to ease the pressure 

of the respondents, which could then allow them to answer the survey questionnaire truly. 

Table 1: Survey Questions 

 

Question 

Number 

 

Survey question 

 

Theory Connection 

 

Purpose 

 Classification by Demographics & Social Characteristics 

Q1 Do you have a Facebook 

account? 

Control question. No 

connection with the 

theory 

To see actually if they 

have a Facebook account 

since the survey was 

conducted through email 

link. 

Q2  Gender Demography influencer 

Fournier (1998) 

The researcher indented 

to research the social 

characteristics of the 

respondents. 

Q3 What is your age? Importance of gender. 

Grand (2010) & Bain 

(2011) 

This question to know the 

dominated age group of 

social network 
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Q4 

How often do you, 

bookmark tag, join, or a 

company on Facebook? 

One way trialogue, Bain 

(2011) 

To determine the type of 

communication the 

respondent believe in? 

Classification by social and economical factor 

Q5 What is the factor that 

makes you “like”or 

“join” a company page 

on Facebook. 

Selivanova (2010) 

 

 

Main factor that influence 

the loyalty on Facebook 

Q6 What is the most 

important reason for you 

to get attached with a 

brand on Facebook? 

Satisfaction, 

Fournier(1998) 

Find out about their 

relation with a particular 

brand in regard to the 

customer loyalty 

Q7 

 

How often do you 

comment or share your 

view about the activities 

carried out by the 

company you like on 

Facebook? 

Online media, Golaman 

(2011). 

Contribution to the brand 

in regard to customer 

loyalty 

Q8 How do you publicize a 

particular brand among 

the network on 

facebook? 

Behavioural loyalty, 

Ehrenberg & 

Scriven(1999). 

Wothington et al. (2010) 

Find out about their 

relation with a particular 

brand in regard to the 

customer loyalty 

Q9 Do you share you 

positive experience 

about a particular brand 

with your network on 

face book? 

Behavioural loyalty 

Loyalty frame work 

(Wothington et al. 2010), 

Herr (1994) 

Find out about their 

relation with a particular 

brand in regard to the 

customer loyalty 

Q10 Do you share you 

positive experience 

Loyalty framework, 

Wothington et al (2010),                                                                                                                                                                      

Find out about their 

relation with a particular 
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about a particular brand 

with your network on 

Facebook? 

Fournier (1999), Herr 

(1994) 

brand in regard to the 

customer loyalty 

Q11 Do you recommend any 

brand to your network? 

Herr, Kardes& Kim 

(1991)  

Find out about their 

relation with a particular 

brand in regard to the 

customer loyalty, and also 

the motivating factors 

3.6 Sampling Strategy: 

Convenience sampling has been adopted by the researcher in collecting data. The survey was 

conducted from 28 of June to 28 of July and the link of the questionnaire was sent to different 

people. However 194 respondents respondent and filled the survey. 

3.7 Hypothesis Testing: 

In order to test the hypothesis the researcher has used the regression analysis. For this 

purpose three questions are used to generate the values for the usage of social media, 

facebook in this case, and four questions used to generate the values for the customer loyalty. 

The questions and assigned weightage, on the basis of their relevance with the concerned 

variables, for them has been presented in the Appendix 3.  

3.8.  Reliability 

The reliability has an important role to play in any research study (Sekaran, 2006). Reliability 

of research study is the measure of generalization i.e. the results of the research study can be 

applied to general population apart from the sample and that other researcher will get similar 

results using the same methods and techniques. While conducting this research the researcher 

has focused on the maintaining high reliability, and formulated the questionnaire with 

interlinked and opposite questions to make sure that the respondents will provide accurate 

responses. Apart from this the researcher tried to reduce the data collector biasness by 

reducing the sources of measurement. As in this research study the researcher was only 

involved in the collection of data therefore there was minimum data collector biasness. 
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3.9.  Validity: 

To make sure that the validity of the research instrument the researcher has used the 

technique of pre-testing. In this way the researcher has been able to check the concurrent and 

content validity i.e. the questionnaire developed are valid enough to collect the information 

and data related to the topic being investigated. The questions included in the questionnaire 

have been written in a simple manner so that the respondents are able to understand them 

easily. Moreover, to make sure that the responses of the respondents are valid, some of the 

responses from the respondents that did not fill most of the questions of the survey have been 

eliminated.  

3.10.  Ethical Considerations 

In the research context, ethics can be best described as a method, procedure or a perspective 

in order to decide how to act and react while analyzing complex social or business issues. 

Basically it is the standard decent behaviour, which is supposed to be followed regardless of 

any discipline. Saunders et al. (2007) defines ethics as the aptness of one’s conduct with 

regard to those people who are either the involved focus of a person’s work, or are influenced 

by the same. 

Authors Bryman & Bell (2007) believe that the most debatable topic within business research 

ethics is the issue of lack of informed consent. Every participant involved in the data 

collection was informed about the purpose of the research. All the responses were solely used 

for the research purpose. No problems in respect of the privacy were encountered, as the 

questionnaire was designed just to answer the important problems pertaining to the research. 

As a result all the participants had given a formal consent knowing that they could withdraw 

at any given time. 

3.11.  Limitations & future implications 

The main limitation to this research was the small sample group available for data collection 

within the researcher’s network. As a result of this fact, the research could not be claimed to 

be a generalized view. Also the literature to describe the exact impact of social networking 

through Facebook on customer loyalty was as good as negligible. Hence the literature on the 

influencers of customer loyalty in an offline environment was used as the foundation for this 

study. Another limitation, which influenced this research, was the cost and the time 

constraints. These have caused a major setback. The only aspect under the researcher’s 
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control was to consider all the known respondents and request them to the questionnaire link 

shared within their network. 

Since this research is relatively new of its kind to explore the impact of social networking, 

especially Facebook, on customer loyalty; the finding and analysis are simple and convey 

basic information to the readers. The size of the samples, used is also very miniscule if 

compared to the size and population of users on Facebook worldwide. The findings that have 

been gathered through this research are just a drop in the ocean. This can be marked as a 

starting point and further research can be done. If a brand wants to keep up with its loyal 

customers and increase its market share, this research can be carried on a larger scale with the 

help of resources such as time, money and a team of researchers.    
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4. EMPIRICAL STUDY 
This chapter deals with the details of the responses to the questionnaire. Tables, graphs and 

charts have been used to interpret the data collected. As this research is comparatively new 

hence the researcher had to establish the basic information to take elementary discussions. 

This could be well established by using convenience-sampling technique. Also the use of 

convenience sampling helped the research to remain in control of the costs assigned for this 

research and also collecting responses was less time consuming. (Saunders et al., 2003). 

4.1.  Questionnaire Analysis 

An extensive survey of the Facebook users among the researchers offline and online 

networks was conducted and 194 responses were collected. The questionnaire is developed as 

per the enclosed Appendix I to collect the primary data needed for this research. The 

questionnaire contains the systematic series of questions based upon the research objectives. 

All the questions in the questionnaire were close ended for the ease of the researcher without 

defeating the research aims. The pie chart presentation is followed with proper labels of data 

for easy understanding of the responses. As some of the respondents did not answer all the 

questions, therefore the researcher has calculated the percentage and valid percentage.  

The questionnaire is divided into two parts: 1. Demographics and Social Characteristics and 

2. Social Factors.  

4.1.1.  Classifications by Demographics & Social Characteristics 

In the first phase demographical questions were posed. The respondents were required to 

indicate if they have an account of Facebook, their gender, age group and social 

characteristics.  

  



39 
 

Figure 3: Gender Distribution amongst the collected responses 

 

FACEBOOK ACCOUNT 

Table 2: FACEBOOK ACCOUNT 

  Frequency Percentage 

Valid 

Yes 192 99.0 

No 2 1.0 

Total 194 100.0 

 

Interpretation 

The above table answers the questions if the respondents had a Facebook account. All the 194 

answered this question. Out of the 194 respondents, 192 respondents (99%) had a Facebook 

account whereas only 2 respondents (1%) did not have a Facebook account. 

GENDER 

Table 3: GENDER 

  Frequency Percentage 

Valid 
Male 83 42.8 

Female 108 55.7 

Invalid Skipped 3 1.5 

 Total 194 100.0 
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Figure 4: Age Distribution amongst the collected responses 

 

 

Interpretation 

The gender posed question was answered by only 191 respondents (98.5) out of the 194 

responses. 3 respondents (1.5%) skipped this question and decided not to reveal their gender. 

Out of the 191 respondents who answered this questions, 83 (43.5%) were males and 108 

(56.5%) were females.  

 

AGE 

Table 4: AGE 

  Frequency Percentage 

Valid 

 

16-20 15 7.7 

21-25 40 20.6 

26-30 71 36.6 

30-35 54 27.8 

35+ 14 7.2 

 Total 194 100.0 
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Interpretation 

The question about age has been answered by all respondents. Five age groups were 

distinguished based on the literature reviewed. Young aged people between the age group of 

21-25, 26- 30, and 30 – 35 were more dominant on Facebook by representing 20.6%, 36.6% 

and 27.8% respectively. The age of 16 – 20 just had 15 respondents (7.7%) and only 14 

respondents (7.2%) were in the age group of 35+.   

 

LOGINING IN FREQUENCY 

Table 5: LOGINING IN FREQUENCY 

  Frequency Percentage 

Valid 

Everyday 91 46.9 

Every  Other Day 41 21.1 

Every Week 33 17 

Once a Week 23 11.8 

Never 3 1.5 

Invalid Skipped 3 1.5 

 Total 194 100.0 

 

 

Interpretation 

Only 191 respondents of the 194 respondents answered this question. 91 respondents (47.6%) 

logged into their Facebook everyday whereas 41 respondents (21.5%) and 33 respondents 

17.3%) logged in every other day and every week respectively in their Facebook accounts. 

The respondents who never logged into their Facebook account was negligible (1.6%) 

whereas the once who logged in once a week was 12% 

SOCIAL BEHAVIOUR 
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Table 6: SOCIAL BEHAVIOUR 

 
 Frequency Percentage 

Valid 

Percentage 

Valid 

Always 15 7.7 8.0 

Often 43 22.2 22.9 

Rarely 107 55.1 56.9 

Never 23 11.9 12.2 

Invalid Skipped 6 3.1  

 Total 194 100.0 100.0 

 

 

 

 

 

Interpretation 

Only 188 respondents (96.9) of the respondents answered this question. 107 respondents 

(56.9%) said that they rarely book-marked, tagged or joined a company page on Facebook. 

Followed were 43 respondents (22.9%) who often bookmarked, tagged and joined a company 

page on Facebook. A very small percentage of people i.e. 8 per cent (15 respondents) always 

book-marked, tagged and joined a company page. 

Figure 5: Social Behavior of the Respondents 
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4.1.2.  Classification by Social Factors 

The second phase of the survey intended to find the factors that motivate users to join a 

company page on Facebook and what describes the group behaviour of the member. During 

the survey, questions were posed related to both social and economic factors. The sequence 

of the questions followed the logical and actual flow of customers’ loyalty towards a 

particular brand in case of a company page on Facebook. The first step was to check the 

factors that make the users like a company page on Facebook. The second step was to engage 

with the particular brand online and prove their loyalty towards that brand. The third step is 

to check the way these users use the functions of Facebook and if they contribute to the 

community or not.  

REASONS TO ‘LIKE’ or ‘JOIN’ A COMPANY PAGE 

Table 7: REASONS TO ‘LIKE’ or ‘JOIN’ A COMPANY PAGE 

  Frequency Percentage 

Valid 

Experience with 

the Product 
134 69.1 

Consistent 

Purchase 
12 6.2 

Emotional or 

Rational 

Attachment 

13 6.7 

Common Interest  28 14.4 

Attachment with 

Fellow customers 
3 1.5 

Invalid Skipped 4 2.1 

 Total 194 100.0 
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Interpretation: 

Experience with the product in real was the most important factor for the respondents to 

‘Like’ or ‘Join’ a company page on Facebook and contributed to 70.5% (134 respondents out 

of the 190 respondents. Another important factor, which influenced the decision of joining 

the company page, was to join people with a common interest as the user (14.7 %). 

Consistent purchase, emotional or rational attachment with the brand or attachment with the 

fellow customers were the least decision making factors contributing only 6.3 %, 6.8 % and 

1.6% respectively.  

 

 

REASONS FOR ENGAGEMENT  

Table 8: REASONS FOR ENGAGEMENT 

  Frequency Percentage 

Valid 

Promotional 

Offers 
31 16 

Information 22 11.3 

Experience with 

the product 
113 58.2 

Figure 6: Factors influencing user’s decision to ‘Like’ or ‘Join’ a company page on Facebook 
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Reasons of Engagement  

Promotional Offers

Information

Product Experience

After Sales Service

  Frequency Percentage 

Valid 

Promotional 

Offers 
31 16 

Information 22 11.3 

After Sales 

Service 
23 11.6 

Invalid Skipped 5 8.7 

 Total 194 100.0 

 

 

 

 

 

 

 

 

 

Interpretation 

189 respondents out of 194 respondents chose to answer this question. Out of the 189 

respondents, 113 respondents (59.8%) said that the reason for their engagement with a brand 

on Facebook is their personal product experience. Followed were the promotional offers, 

Information and after sales services at 16.4%, 11.6% and 12.2% respectively.  

GROUP ACTIVITY FREQUECNY  

Table 9:GROUP ACTIVITY FREQUECNY 

  Frequency Percentage 

Figure 7: Reasons for Engaging with a Brand on Facebook 
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10% 

24% 

62% 

4% 

Group Activity Frequency 

Always

Often

Rarely

Never

Valid 

Always 18 9.3 

Often 45 23.2 

Rarely 116 60 

Never 8 4.1 

Invalid Skipped 7 3.6 

 Total 194 100.0 

 

Interpretation 

Only 187 respondents out of the 194 respondents answered this question. The responses 

showed that almost all the respondents used the social functions within Facebook at some 

point of time. Only 8 respondents (8%) said that they are passive and never contemplate to 

take part in the life of the group. Also a large group of respondents 62 % (116 respondents) 

used the social function rarely however nearly 34% respondents (18 + 45) said that they 

always or often contribute to the group activities on the company page.  

 

 

 

  

Figure 8: Group Activity Frequency on the Facebook 
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Sharing

Liking

Suggesting

Commenting

Posting on profile

Uploading link

Subscribing

SOCIAL FUNCTIONS 

Table 10: SOCIAL FUNCTIONS 

  Frequency Percentage 

Valid 

Sharing 78 40.2 

Liking 40 20.6 

Suggesting 33 17 

Commenting 17 8.8 

Posting on profile 12 6.2 

Uploading a link 7 3.6 

Subscribing to 

company page 
4 2.1 

Invalid Skipped 3 1.5 

 Total 194 100.0 

 

Interpretation 

191 respondents out of the 194 respondents answered this question. Sharing was the most 

popular social function among the respondents and contributed to 40.8% of the social 

activities on Facebook. Followed was ‘liking’ and ‘suggesting’ the company page to the 

friends at 20.9% and 17.3% respectively. However commenting, posting on the profile, 

uploading the link to one’s profile and subscribing to a company page were less popular 

social activities amongst the respondents and only contributed to 21% in total. 

 

  

Figure 9: Group Activity Frequency on the Facebook 
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Positive Word-of-Mouth 

Always

Often

Rarely

Never

POSITIVE WORD-OF-MOUTH 

Table 11: POSITIVE WORD-OF-MOUTH 

  Frequency Percentage 

Valid 

Always 14 7.2 

Often 44 22.7 

Rarely 126 64.5 

Never 5 2.6 

Invalid Skipped 5 2.6 

 Total 194 100.0 

 

Interpretation 

189 respondents out of the 194 respondents answered this question. Almost all the 

respondents agreed to the fact that they share their positive experience about a brand at some 

point or the other; except the 5 respondents (2.6%) who said that they never share their 

positive experience within their online network. Also as said earlier 5 respondents (2.6%) 

chose not to reveal their opinion on this. 14 respondents (7.4%) said that they always share 

their positive experience within their network, 44 respondents said that they often share their 

positive experience and 126 respondents (66.7%) said that they rarely share their responses. 

 

  

 

Figure 10: Positive Word-Of-Mouth on the online Facebook network 
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Negative Word-Of-Mouth 

Always

Often

Rarely

Never

NEGATIVE WORD-OF-MOUTH 

Table 12: NEGATIVE WORD-OF-MOUTH 

  Frequency Percentage 

Valid 

Always 15  

Often 30  

Rarely 132  

Never 9  

Invalid Skipped 8  

 Total 194 100.0 

 

Interpretation 

186 respondents out of the 194 respondents answered this question. Almost all the 

respondents agreed to the fact that they share their negative experience about a brand at some 

point or the other; except for the 9 respondents (4.8 %) who said that they never share their 

negative experience within their online network. Also as said earlier 8 respondents (%) chose 

not to reveal their opinion on this. 15 respondents (8.1%) said that they always share their 

negative experience within their network, 30 respondents (16.1%) said that they often share 

their negative experience and 132 respondents (66.7%) said that they rarely share their 

responses. 

  

Figure 11: Negative Word-of-Mouth within the online Facebook network 
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Recommend Brand on 

Facebook 

Always

Often

Rarely

Never

RECOMMEND BRAND ON FACEBOOK 

Table 13: RECOMMEND BRAND ON FACEBOOK 

  Frequency Percentage 

Valid 

Always 4  

Often 30  

Rarely 103  

Never 56  

Invalid Skipped 1  

 Total 194 100.0 

 

Interpretation 

193 respondents out of the 194 respondents answered this question. Almost all the 

respondents agreed to the fact that they recommend a particular brand at some point or the 

other. 56 respondents (29%) said they never recommend a particular brand within their online 

network. However 30 respondents (15.5%) said that they often recommend a particular brand 

to their Facebook network and 4 respondents said that they always recommend. Majority of 

respondents - 103 respondents (53.4%) said that they rarely recommend a particular brand 

within their Facebook network. 

 

  

Figure 12: Recommend a particular brand on Facebook 
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5.  ANALYSIS 

5.1.  Evaluation of Demographic and Social Characteristics 

According to the analysis of the collected data from 194 respondents from the researchers 

online and offline network, the following results were achieved in regards to the first phase of 

the questionnaire: Demographical and Social Characteristics. 

5.1.1.  Demographic Characteristics 

This part of the analysis will analyse the responses of the respondents regarding the questions 

that have been aimed at finding out the demographics characteristics. The respondents were 

required to indicate if they have a Facebook account. 192 respondents (99 %) of the 194 

respondents answered yes that they had a Facebook account. The link of the survey 

questionnaire was sent through email to friends and other people in the network. Also the link 

of the questionnaire was posted on Facebook as well to gather more responses; therefore the 

responses collected were not only from the Facebook users and other people as well. The 

findings revealed that only 2 respondents were not using Facebook however others were 

having a facebook account. The findings are in accordance with the survey conducted by 

ComScore (2009), reflecting that majority of the users use social media websites. However, 

as the survey was conducted in 2009 and with the passage of time the number of users has 

increased. Thus, the overall situation reflects that the number of users of social media and 

social networking websites has been increasing, as the survey of ComScore (2009) showed 

more than 80% in the year 2009 and it has increased up to almost 99%. Thus, with the 

increasing number of users, it is high time for the marketers to understand the importance of 

social media and how social media can be beneficial in promoting their products and 

increasing its sales.  

The age of the social media users has always been considered as an important aspect for 

marketer because by analysing the age group of the users of social media, marketers can 

identify the kind of products and services they need to promote through social media. 

Moreover, the marketing messages communicated through social media can also be modified 

according to the age group of the users of social media. Five different age groups were 

identified: 16-20, 21-25, 26-30, 30-35 & 35+. The responses gathered during this survey 

backed up the research conclusions of Grant (2010) that the SNS, Facebook, is dominated by 

young people between the age of 18-30. 71 respondents (36.6 %) of the 194 respondents who 

answered this question belonged to the age group of 26-30. Followed were the age group 
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between 30 -35 and 21-25 contributing to 27.8% (54 respondents) and 20.6% (40 

respondents) respectively. Although, one of the limitations of this analysis can be that most of 

the people in the network are of the same age group and this could influence the findings. 

However, the link of the survey questionnaire was also emailed to people of different ages as 

well and thus it would have allowed the researcher to gather details from people of different 

ages. Though, the findings are very much similar to the findings of other researchers like 

Bain (2011) had argued the facts stated by Grant (2010) that the SNSs are dominated by the 

young people between the ages of 18-30 years. However through this research it is evident 

that the most active age group dominating Facebook is between the ages of 21-30. So from 

this question, marketers need to understand the age group of the users and try to promote 

products that are more targeted to the young generation in order to good response from social 

media campaign.  

Another important finding for the marketers from this survey is the frequency of users 

logging to their social media websites. Logging in frequency helped the researcher to find out 

the frequency at which the respondents accessed their Facebook account. 91 respondents 

(47.6 %) logged into their Facebook account every day. As earlier discussed in the literature 

review, Facebook is the biggest social networking site, with more than 900 million users and 

more than half of them log in on Facebook on a daily basis (Facebook, 2012). This finding 

can be helpful for the marketers in understanding and in explaining how important this form 

of media is as almost half of the people would be using these websites on a daily basis and 

thus there would be high chances that they are likely to see the message communicated. 

Besides the basic demographical data, the social characteristics of the respondents were also 

researched. It helps to see the social composition of the membership and to determine the 

level of customer loyalty by using the typology of online customer loyalty table and theory, 

as discussed in the theoretical background chapter. According to that typology, characteristics 

of four different social behaviours were asked to the respondents. The names of the social 

types were hidden for this purpose in order to avoid leading the respondents by asking them a 

simple question which could tell the researcher about their social character, In other words, 

all the social types were decoded in the questionnaire and recoded after the survey was 

closed. The classification was as follows:  
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 The respondents who responded ‘Always’ – were classified as SOCIAL – who 

network actively and communicate with other group members. 15 (8%) of the 194 

respondents were Social in this research. 

 The respondents who responded ‘Often’ – were classified as CREATOR - .who 

are active in one-way communication but they do not take part in social activities 

in general. This group compromised of 22,9 % (43 respondents) and was the 

second biggest group.  

 The respondents who responded ‘Rarely’ – were classified as ADOPTERS – who 

are considered as passive communicators. It turned out that vast majority of 

respondents, i.e. 107 (56,9%) of the 194 respondents, were adopters. 

 The respondents who responded ‘Never’ – were classified as COLLABORATIVE 

– who use this form of communication rarely and rather do not share their opinion 

in the written form.  

Thus ‘adopter’ was the largest group, comprising of 56.9% whereas the ‘social type’ was just 

8% in regards. Although, the percentage of respondents considered as the social type is low, 

but still almost one fourth of the respondents often participate in different activities on social 

media, and more than half of the respondents participates sometimes. Thus, if the marketers 

can capitalize and come up with good social media strategies they are likely to attract good 

chunk of social media users towards their campaign.  

As Mangold and Faulds (2009) have presented the model in which they have defined that 

with the introduction of social media, the communication paradigm has changed and now 

consumers are directly able to communicate with the organisation. Thus, this reflects that 

marketers need to adjust their strategies and come up with effective strategies and this is in 

accordance with what Mangold and Faulds (2009) have suggested that organizations need to 

make adjustments in how they communicate and spread their marketing message to the 

consumers.  

5.1.2.  Evaluation of Social Factors 

The second part of the questionnaire analyses the social behaviours of the people. This part of 

the questionnaire analyses some of the important social behaviours that could be used by the 

marketers. The findings of the survey reveal that experience with the product in real is the 

only factor, which makes the Facebook user ‘like’ or ‘join’ the company page on Facebook. 

This is unlike real life market scenario, where customer loyalty is influenced by six factors; 
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core offerings, demographics, marketplace, share of wallet, elasticity level and satisfaction 

(Clark, 2006). Satisfaction with the use of the product is the only decisive factor for customer 

loyalty when it comes to SNSs, like Facebook. Gommans, Krishnan and Scheffold (2001) 

have defined the loyalty of customers with online businesses and among different drivers 

they have defined, product was one of the drivers that would influence the customer loyalty 

with online businesses.  

The findings also reveal that experience of the product proved to be the most important 

reason for the users to get engaged with the brand’s activity on Facebook. Promotional offers, 

which are a part of CRM programmers in the real market scenario, attract customer loyalty 

for a particular brand. Gommans, Krishnan and Scheffold (2001) identify that the branded 

products have higher chances of being success and getting better response from the customers 

and thus more renowned brands that are going online would receive more loyal customers 

and would have more loyal.   

Evaluation of the demographics data revealed that this group of respondents was passive or 

adopters on Facebook as 107 respondents (56.9%) said that they rarely bookmark, tag or join 

a company page on Facebook. However the group activity frequency in comparison to the 

adopter respondents was better. 34% of the respondents contributed to the social activities 

carried out by the company page they ‘liked’ or ‘joined’ on Facebook. Thus it shows that 

customers have been loyal to a certain extent to the brands they like or prefer and it can be 

related to the findings of Goldman (2011) that customers are interested in listening about the 

stories related to the brands they like. Moreover, through social media as proposed by 

Goldman (2011) businesses can also target friends of the existing customers by encouraging 

them also to participate. 

The usage of the social function was measured in detail, which helped the researcher to find 

out what the people prefer during social interactions and how they express themselves. As 

already known the respondents were adopters in this particular survey; however the majority 

of respondents chose the ‘share’ and the ‘like’ function to publicise a particular brand within 

their Facebook network. Also ‘suggesting’ the particular brand of the most used social 

function after ‘sharing’ and ‘liking’. The social functions chart points that the respondents 

preferred to use those functions, which drew the attention of their friends to the company 

page or where they expressed their support towards a particular brand. Bain (2011) have 

defined the typology of online customers and he referred people who share and create content 
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to promote the company as highly committed people. Also people are more likely to respond 

to different activities on social media if their friend refers them rather than going directly to 

any page or community and participating in it. Thus, marketers need to understand this and 

encourage brand loyal customers to share such links and activities to attract more 

participants. Kumar (2008) added that participating in such online social media activities 

influences the consumer loyalty as they more involved with the organization.  

Word-of-Mouth is very important form in defining and recommending people to go for a 

product or a service as described by Carl (2005). When it comes to marketing on SNSs like 

Facebook, word of mouth has its own importance, as people tend to share their experiences 

with the product, services and company. A single positive word-of-mouth helps companies 

attract potential customers and thereby increase their market share. Through this survey, it’s 

quite evident all respondents contributing to 97.4%, except 5 respondents (2.6%), shared their 

positive experiences either always, often or rarely within their Facebook network. Kumar 

(2008) claimed that businesses need to use social media and get more involved in social 

media as activities on such sites influences the consumer behaviour as well as consumer 

loyalty. Moreover, Foux (2006) have claimed social media sites play important role in the 

buying-decision, as people tend to use these sites for information and getting reviews about 

the product and services. This is also in accordance with the findings Vollmer & Precourt 

(2008) as they said that people use social media to know more about the product before they 

buy the product.   

People not only share their positive experiences on social media sites, but they also tend to 

share their bad experiences. A negative word-of mouth also has a vast impact on the 

company’s reputation in the market, its products and services. Majority of the respondents, 

95.2%, said that they share their negative experiences about a particular brand within their 

Facebook network. Though this is less compared to the respondents who said they share 

positive respondents (97.4%) however companies should not take this casually. As Gremler 

(1994) has said that one recommendation could influence the purchasing decision of the 

customer and therefore a negative word of mouth can also stop the consumer from buying the 

goods and services of the company. Moreover, Foux (2006) said that social media has 

become an important platform for consumers to get information including reviews about any 

product or services. So, marketers need to make sure that every customer today is satisfied 

and with the new communication paradigm as described by Mangold and Faulds (2009), 

customers can directly interact with the representatives of the company and it can reduce the 
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dissatisfaction level of the consumers and thus reduce if not eliminate the negative word of 

mouth.  

Lastly, 71% respondents said that they recommend a particular brand within their network on 

Facebook, which is a high percentage to study for companies and generate leads for their 

future potential customers and increase customer loyalty for their brand. Considering the 

positive results of this question, the findings can be directly related with what Carl (2005) has 

suggested that word of mouth recommendations are the most trusted form of communication 

and as Gremler (1994) has suggested that the recommendation of one individual is at times 

good enough for a consumer to buy the product. So, the marketers need to understand this 

difference and advantages of word of mouth. As Herr (1994) has said that such advertising 

medium looks less scepticism therefore companies can use this mode to promote and 

encourage consumers to buy the product.   

5.2.  Empirical and Statistical Analysis: 

The researcher has adapted two different techniques to test and analyse the hypothesis i.e. 

whether there is a relationship between customer loyalty and social media or there is no 

relationship between the variables under study. The technique used is the regression analysis. 

5.2.1 Regression Analysis: 

Regression analysis has been used and applied using the data collected through the survey. 

The regression analysis equation is as follows: 

Y= c + x 

In this analysis,  

Y= Customer Loyalty 

c = Constant 

x= use of social media 

So with these variables, the regression analysis equation can be modified accordingly: 

Customer Loyalty = Constant + Use of social media 

Regression analysis has been applied with the help of Microsoft Excel (results in Appendix 4) 

and following equation has been generated: 
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Y = 0.546 + 0.6325 * x 

or 

Customer Loyalty = 0.546 + 0.6325 * Use of social media 

The above equation shows that there is a positive relationship between the two variables i.e. 

customer loyalty and use of social media. Moreover, the value of R-square in the regression 

analysis has found to be 0.46, which is acceptable. This value reflects that the regression 

analysis model or the equation is able to predict 46% of the variability of the dependent 

variable.  

In order to test the hypothesis, p-value is used to define whether the relationship is significant 

or not. The p-value is less than the significant level, which is 0.05 and therefore the null 

hypothesis would be rejected. Moreover, in such a scenario, the results are termed to be 

statistically significant.  

So from the regression analysis, it has been found that the null hypothesis which is “Social 

media does not have any impact on customer loyalty” is rejected and the alternate hypothesis 

is provisionally accepted which is “Social media results in increasing the customer loyalty” 

has been accepted. 

5.2.2 Types of errors. 

Curwin & Slater (2002) state that since sample only gives a partial view of population they 

will always be some chances that the true population value really does lay outside of the 

confidence interval or that we will come to the wrong decision when conducting a significant 

test.        This probability is specifying in the 95% confidence interval and a text of a 5% level 

of significance both implies 5 chances of being wrong. This number has been accepted in the 

business research.  This is due to the fact that people don’t often tell the true; hence we have 

to consider the significance test a little further by using the two type’s errors text. 

 

Possible result of hypothesis text Kevin J & Slater R(2002). 

 Accept Ho Reject Ho 

If Ho is correct Correct decision Type I 

If Ho is not correct decision Type II error Correct 
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The type I error is the rejection of the null hypothesis when it is true, and the probability to 

know this is at the significant level of the test which was set at 5%. This case the sampling 

decision assume the null hypothesis to be correct.( social media does not increase the 

customer loyalty.) hence we could  say the type I hypothesis is rejected however this errors 

can be control in this case it  should be set before the test is conduct. 
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6.  CONCLUSION 

Face book is one of the widely used social networking websites around the world. The 

number of users of social media is increasing with the passage of time however youngsters 

are more inclined towards using of social media than people of other ages. Moreover most of 

the people are logging their accounts on a daily basis and thus, it has encouraged businesses 

to use social media to convey their marketing messages as well. Social media websites are 

used for different purposes, one of them is that people do research and gather information 

about the products and services. Vollmer & Precourt (2008) have said that people research 

for product information on social networking websites and also look for reviews of the 

products and buying decision is influenced by the information gathered from these websites. 

Moreover, Foux (2006) has said that people look to gather reviews and experiences from 

social networking websites before buying products and services and thus their buying 

decisions are influenced by these reviews. This reflects that word of mouth is one of the most 

important tools to promote the products. Sernovitz (2008) has also claimed word of mouth is 

the best marketing tool and effective use of this tool can increase the profitability of the 

company.In addition to this, Nielsen Online (2009) research has shown that buying decision 

of 92% of the consumers are influenced by reading and knowing the experiences of others on 

social networking websites.  

With the passage of time, businesses have also started focusing a lot on social networking 

websites. Most companies are maintaining Facebook fan pages that are joined by different 

people. Thus, through these pages businesses can easily share information with their fans or 

people who have joined these pages. In the modern communication paradigm as defined by 

Mangold and Faulds (2001), customers can directly interact with the organization and 

organizations can also directly with the consumers and social media has played an important 

role in this regard. There are different factors that influence the level of customer loyal. 

Gommans, Krishnan and Scheffold (2001) have defined a model in which they have 

explained the most important drivers that influence the loyalty of the customers. Value 

propositions, brand building, trust, website and technology and customer services are these 

five drivers that influence the customer loyalty with online businesses. As traditional 

businesses have also started their online operations, therefore it has been said that these 

businesses also need to follow these drivers in order to increase the customer loyalty. 

Customer services are one of the drivers as explained by this model, social media allows 

businesses to directly interact with the customers and thus it helps in increasing the customer 
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loyalty. Moreover, businesses keep their potential customers informed about the product and 

its features and benefits, thus it makes it easier for customers to know about the products and 

services and it also reduces the stress that people face in finding the product information and 

thus helps in increasing customer loyalty. It has been claimed by Silverman (2011) that the 

level of customer loyalty can be further increased by communicating with the customers and 

by allowing fans to communicate with the company’s representatives directly on the fan 

page. Therefore, as the representatives of the company communicate with the potential as 

well as existing customers, there are higher chances that the queries of the clients are solved 

and it results in higher customer loyalty.  

In order to test the hypothesis, the researcher in this research study has applied regression 

analysis. The results generated from the regression analysis have shown that there is 

relationship between the customer loyalty and use of social media. Moreover, the relationship 

has found to be significant as the p-value of the model is less than the significant level, which 

in this case is 0.05. Moreover, the value of R square is 46%, which also signifies the 

importance of the relationship between the variables understudy. Thus, from the results of 

regression analysis it can be said that the null hypothesis has been rejected and alternate 

hypothesis is accepted. So according to regression analysis, there is relationship between 

customer loyalty and use of social media. Thus, it can be concluded that there is a positive 

relationship between customer loyalty and the use of social media.  
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6. Reflection 

The study of this topic has been really interesting due to the image that the social media 

portray in the society. Although there was not so much time and mean I managed to have 

convenient samples for a small case study, which is thus a hindrance to generalize the result 

of the finding. However convenient sample could provide springboard for further research 

(Bryman & Bell 2007). 

The work could have been easier if only the questionnaire has been done based on the theory 

chapter. Due to some misunderstanding some theories were not letter consider as to be one 

hence some theories has to be included latter. So the challenge was to make sure that the new  

7.1. Proposal for Further Research 

Sampling a whole population would be interesting to further the research on customer 

loyalty; the greater the sample is the more the result can be generalized.  

Also it will be interesting to give the scale of measurement with a model. And this has to be 

considered away in advance before designing the survey for the research.  



62 
 

8.  References 

Aaker, D.A. (1996). Building Strong Brands. New York: Press Free. 

Abedniya, S. & Mahmouei, S. (2010). The Impact of Social Networking Websites to 

Facilitate the Effectiveness of Viral Marketing. International Journal of Advanced 

Computer Science and Applications. Vol. 1, No. 6, pp. 45 – 89. 

Ackroyd, S.& Hughes, J.A. (1981). Data Collection in Context. Longman.  

Anderson, R. & Srinivasan, S. (2003). ‘E-satisfaction and e-loyalty: A contingency 

framework, Psychol. Mark., vol. 20, pp. 123–138.  

Arnould, E.&Thompson, C. (2005). ‘Consumer Culture Theory (CCT): Twenty Years of 

Research’, Journal of Consumer Research, Vol. 31, No. 4, pp. 868-882 

Best, J.W. (1970). Research in Education. 2
nd

 Edition. Englewood Cliffs. N.J: Prentice Hall, 

Inc. 

Bodet, G. (2008). Customer satisfaction and loyalty in service: Two concepts, four 

constructs, several relationships. Journal of Retailing and Consumer Service, Vol. 15, 

pp. 156-162. 

Bryman, A. &Bell, E. (2007) Business Research Methods, 2
nd

 edition, New York: Oxford 

University Press. 

Campbell, D.T. & Stanley, J.C. (1963). Experimental and Quasi-Experimental Designs for 

Research. Boston: Houghton Mifflin Company. 

Chaffey, D. (2006). Internet Marketing: Strategy, Implementation and Practice. Financial 

Times. Prentice Hall.  

Chaudhuri, A. &Holbrook, M. (2001). ‘The Chain of Effects from Brand Trust and Brand 

Affect to Brand Performance: The Role of Brand Loyalty’, Journal of Marketing, 

Vol. 65, No. 2, pp. 81-93 

Clark, P. (2006). The 30 Major Factors behind a Successful Customer Loyalty Programme. 

[Online] Available at <http://www.thewisemarketer.com/features/read.asp?id=89> 

[Accessed on 10 July 2012]. 

http://www.thewisemarketer.com/features/read.asp?id=89


63 
 

Correa, T. Hinsley, A.W. & Zuniga, H.G. (2010). Who Interacts on the Web?: The 

Intersection of Users’s Personality and Social Media Use. Computers in Human 

Behaviour, journal 26,(2) pp.247-253 Available at: 

http://www.sciencedirect.com/science/article/pii/S0747563209001472> [Accessed on 

21 May 2012]. 

Coyles, S & Gokey, T.C. (2002). Customer Retentions is not enough. McKinsey Quarterly. 

Vol. 2, pp. 80 -89.  

Creswell, J.W. (1994). Research Design: Qualitative and Quantitative Approaches. 

Thousand Oaks, California: Sage Publications. 

Creswell, J.W. (2003). Research Design: Qualitative, Quantitative and Mixed Methods 

Approaches. 2
nd

 Edition. Thousand Oaks, California: Sage Publications.  

Dunay, P. & Krueger, R. (2010). Facebook Marketing for Dummies. New York: Wiley 

Publishing. 

Ehrenberg, A.S.C. & Scriven, J.A. (1999). Brand Loyalty. The Elgar Companion to 

Consumer Research and Economic Psychology. pp. 53 – 63. 

Eley, B. & Thilley, S. (2009). Online Marketing Inside Out. NJ: SitePoint. 

Facebook (2012). Facebook Axe – Info. [Online] Available at: 

<http://www.facebook.com/axe?sk=info> [Accesses on 10 July 2012]. 

Facebook (2012). Statistics [Online] Available at:  

<http://newsroom.fb.com/content/default.aspx?NewsAreaId=22> [Accessed on 10 

May 2012]. 

Fong, J.& Burton, S. (2006). ‘Online word-of-mouth: a comparison of American and Chinese 

discussion boards’, Asia Pacific Journal of Marketing and Logistics, Vol. 18, no. 2, 

pp.146 – 156.  

Fournier, S.(1998). Consumers and their Brands: Developing Relationship Theory in 

Consumer Research. Journal of Consumer Research. Vol. 24, pp. 343 – 373.   

Foux, G. (2006). ‘Consumer-generated media: Get your customers involved’, Brand Strategy, 

pp. 38—39. 

http://www.sciencedirect.com/science/article/pii/S0747563209001472
http://www.facebook.com/axe?sk=info
http://newsroom.fb.com/content/default.aspx?NewsAreaId=22


64 
 

Gillmore, W. & Erdem, S.A. (2008). The Future of Online Internet Marketing: A Solution to 

Behavioural Using Biometrics. Journal of Business and Economics Research. Vol. 6, 

No.2, pp. 23 – 26. 

Goldman, S. (2011). Trialogue: The Intersection of Social Media and Loyalty. Colloquy: The 

Art and Science of Building Customer Loyalty. Vol. 19, No. 1 [Online] Available at: 

<http://www.colloquy.com/article_view.asp?xd=7928> [Accessed on 10 July 2012]. 

Gommans, M., Krishnan, K.& Scheffold, K. (2001). ‘From Brand Loyalty to E-Loyalty: A 

Conceptual Framework’, Journal of Economic and Social Research, vol. 3, no. 1, pp. 

43 -58 

Gremler, D., Gwinner, K., & Brown, S. (2001). ‘Generating positive word-of-mouth 

communication through customer-employee relationships’, International Journal of 

Service Industry Management, Vol. 12, no. 1, pp.44 – 59 

Groupon (2012) About Groupon UK [Online] Available at:  

<http://www.groupon.co.uk/about-us> [Accessed on 10 July 2012]. 

Hallberg, G. (1999). All Consumers are not created Equal: The Differential Marketing 

Strategy for Brand Loyalty and Profits. New York: John Wiley and Sons. 

Herr, P.M., Kardes, F.R. & Kim, J. (1991). Effects of Word-of-mouth and Product-attribute 

Information on Persuasion: An Accessibility-Diagnosticity Perspective.’ Journal of 

Consumer Research. Vol. 17, pp. 454 – 62. 

Jensen, J.M. & Hansen, T. (2006). An Empirical Examination of Brand Loyalty. Journal of 

Product and Brand Management. Vol. 15, No. 7, pp. 442 – 449.  

Keller, K. (2003), ‘Brand Synthesis: The Multidimensionality of Brand Knowledge’, Journal 

of Consumer Research, Vol. 29, No. 4, pp. 595-600 

Kotler, P. & Keller, K.L. (2007). Marketing Management. (International Edition). Upper 

Saddle River, New Jersey: Prentice Hall. 

Kumar, V. & Rajan, B. (2009). Profitable Customer Management: Measuring and 

Maximizing Customer Lifetime Value. Management Accounting Quarterly. Vol.10, 

No. 3.  

http://www.colloquy.com/article_view.asp?xd=7928
http://www.groupon.co.uk/about-us


65 
 

Kumar, V. (2008). Managing Customers for Profit. New Jersey: Pearson Education Inc., p. 

320. 

LeBoeuf, M. (2008) How to win Customers and Keep them for Life. Revised Edition. 

Cambridge: Berkley Trade. 

Mangold, G. &Faulds, D. (2009). ‘Social media: The new hybrid element of the promotion 

mix.’ Business Horizons, vol. 52, pp. 357—365. 

Mangold, G., Miller, F.& Brockway, G. (1999). ‘Word-of-mouth communication in the 

service marketplace’, Journal of Services Marketing, Vol. 13, no. 1, pp.73 - 89 

MarketingProfs (2010). Email and Facebook Dominate Sharing of Online Content. [Online] 

Available at: 

<http://www.marketingprofs.com/charts/2010/3945/email-and-facebook-dominate-

sharing-of-online-content> [Accessed on 5 May 2012]. 

Maylor, H.&Blackman, K. (2005). Research Business & Management. Basingstoke, UK: 

Palgrave Macmillan. 

McEwen, W. (2005). Married to the Brand.  New York: Gallup Press. 

Merisavo, M.& Raulas, M. (2004). ‘The impact of e-mail marketing on brand loyalty’, 

Journal of Product & Brand Management, Vol. 13, no. 7, pp.498 – 505 

Muñiz Jr., A.&Schaub, H. (2011). ‘How to inspire value-laden collaborative consumer-

generated content’, Business Horizons, vol. 54, no. 3, pp. 193–207. 

Nielsen Online (2009). Nielson Global Online Consumer Survey. [Online] Available at: 

http://www.nielsenbookdataonline.com/bdol/ [Accessed on 10 July 2012]. 

Norris, S.E. &Porter, T.H. (2011). ‘The changing face of leadership: Making an impression in 

the technically mediated landscape’, Journal of Leadership Studies, vol. 4, pp. 69–73. 

Oliver, R.L. (1999). Whence Consumer Loyalty? Journal of Marketing. Vol. 33, pp. 63. 

Owyang, J. (2010). Altimeter Report: Social Marketing Analytics (Altimeter Group & Web 

Analytics Demystified). [Online] Available at: 

http://www.marketingprofs.com/charts/2010/3945/email-and-facebook-dominate-sharing-of-online-content
http://www.marketingprofs.com/charts/2010/3945/email-and-facebook-dominate-sharing-of-online-content
http://www.nielsenbookdataonline.com/bdol/


66 
 

<http://www.web-strategist.com/blog/2010/04/22/altimeter-report-social-marketing-

analytics-with-web-analytics-demystified/> [Accessed on 12June 2012]. 

Parent, M., Plangger, K., & BAL, A. (2011). ‘The new WTP: Willingness to participate’, 

Business Horizons, vol. 54, no. 3, pp. 209–217. 

Popper, K. (1959). The logic of Scientific Discovery. Reprinted (2004) by Routledge,Taylor 

& Francis.  

Pura, M. (2005). ‘Linking perceived value and loyalty in location-based mobile services’, 

Managing Service Quality, Vol. 15, no. 6, pp.509 – 538 

Rashtchy, F., Kessler, A.M., Bieber, P.J., Shindler, N.H.&.Tzeng, J.C. (2007). The user 

revolution: The new advertising ecosystem and the rise of the Internet as a mass 

medium. Minneapolis, MN: Piper Jeffrey Investment Research. 

Reston,V.A. (2009). Facebook Ranks as Top Social Networking Site in the Majority of 

European Countries. [Online] comScore Inc. Available at: 

<http://www.comscore.com/jpn/Press_Events/Press_Releases/2009/4/Facebook_Top_

Social_Network_in_Spain> [Accessed on 10 July 2012].  

Ribbink, D., Riel, A. Liljander, V.& Streukens, S. (2004). ‘Comfort your online customer: 

quality, trust and loyalty on the internet’, Managing Service Quality, Vol. 14, no. 6, 

pp.446 – 456. 

Rothschild, P. (2011). ‘Social media use in sports and entertainment venues’, International 

Journal of Event and Festival Management, Vol. 2, no. 2, pp.139 – 150. 

Saunders, M., Lewis, P. & Thornhill, A. (2009). Research Methods for Business Students.(5
th

 

ed). Essex, England: Pearson Education Limited. 

Sekaran, U. (2006). Research Methods for Business. NJ: John Wiley & Sons, Inc. 

Selivanova, O. (2010). Building Loyalty in Consumer Market, Prague. Diploma Thesis. 

University of Economics. 

http://www.web-strategist.com/blog/2010/04/22/altimeter-report-social-marketing-analytics-with-web-analytics-demystified/
http://www.web-strategist.com/blog/2010/04/22/altimeter-report-social-marketing-analytics-with-web-analytics-demystified/
http://www.comscore.com/jpn/Press_Events/Press_Releases/2009/4/Facebook_Top_Social_Network_in_Spain
http://www.comscore.com/jpn/Press_Events/Press_Releases/2009/4/Facebook_Top_Social_Network_in_Spain


67 
 

Sen, S.&Bhattacharya, C. (2001). ‘Does Doing Good Always Lead to Doing Better? 

Consumer Reactions to Corporate Social Responsibility’, Journal of Marketing 

Research, Vol. 38, No. 2, pp. 225-243. 

Sernovitz, A. (2009) Word of Mouth Marketing: How Smart Companies Get People Talking? 

Kaplan Publishing.  

Shanker, V. & Balasubramanian, S. (2009). Mobile Marketing: A Synthesis and Prognosis. 

Journal of Interactive Marketing. Vol. 23, No. 2, pp. 118. 

Silverman, D. (2011). Qualitative Research: Issues of Theory, Method and Practice, Third 

Edition. London, Sage Publications. 

Silverman, G. (2011). The Secrets of Word-of-Mouth Marketing: How to Trigger 

Exponential Sales through runaway Word of Mouth. AMACOM. 

Stern, A. (2008). How many Social Networking Sites are there Today? [Online] 

CentreNetworks. Available at: <http://www.centernetworks.com/number-of-social-

networking-sites>[Accessed on 03
rd

 May 2012]. 

Stokes, D.& Lomax, W. (2002). ‘Taking control of word of mouth marketing: the case of an 

entrepreneurial hotelier’, Journal of Small Business and Enterprise Development, Vol. 

9, no. 4, pp.349 – 357 

Sweeney, J., Soutar,G., & Mazzarol, T. (2008). ‘Factors influencing word of mouth 

effectiveness: receiver perspectives’, European Journal of Marketing, Vol. 42, no,. 

3/4, pp.344 – 364. 

Sweeney, J., Soutar, G., & Mazzarol, T. (2008). ‘Factors influencing word of mouth 

effectiveness: receiver perspectives’, European Journal of Marketing, Vol. 42, no,. 

3/4, pp.344 – 364 

Szmigin, I.,Canning, L.& Reppel, A. (2005). ‘Online community: enhancing the relationship 

marketing concept through customer bonding’, International Journal of Service 

Industry Management, Vol. 16, no. 5, pp.480 – 496 

Ul-Haq, R. (1998). Marketing and Social Networking.’ Qualitative Research: An 

International Journal. Vol. 10, No. 1, pp. 167 – 185. 

http://www.centernetworks.com/number-of-social-networking-sites
http://www.centernetworks.com/number-of-social-networking-sites


68 
 

VizEdu(2009). What is Social Media? [Online] Available at: 

<http://vizedu.com/2009/03/what-is-social-media/> [Accessed on 6 May 2012]. 

Vollmer, C.& Precourt, G. (2008). Always on: Advertising, marketing, and media in an era of 

consumer control. New York: McGraw-Hill. 

Wangenheim, F.&Bayón, T. (2004). ‘The effect of word of mouth on services switching: 

Measurement and moderating variables’, European Journal of Marketing, Vol. 38, 

no. 9, pp.1173 – 1185 

Weber, L. (2009). Marketing to the Social Web. Hoboken, New Jersey: John Wiley & Sons 

Inc.  

Worthington, S., Bennett, R.&Charmine, E.J. (2010). A Tri-Dimensional Approach for 

Auditing Brand Loyalty. Journal of Brand Management. Vol. 17, No. 4, pp. 243 – 

253. 

Yang, Z.&Peterson, R. (2004). ‘Customer perceived value, satisfaction, and loyalty: The role 

of switching costs’, Psychol. Mark., vol. 21, pp. 799–822.  

Yu, B., Chen, M.&Kwok, L. (2011). ‘Toward Predicting Popularity of Social Marketing 

Messages’, Social Computing, Behavioral-Cultural Modeling and Prediction, vol. 54, 

no. 3, pp. 219–229. 

Yun, Z.& Good, L. (2007). ‘Developing customer loyalty from e-tail store image attributes’, 

Managing Service Quality, Vol. 17, no. 1, pp.4 – 22. 

http://vizedu.com/2009/03/what-is-social-media/


69 
 

9.  APPENDIX 

9.1.  Appendix 1: Online Questionnaire Invitation 

Dear Participants,  

I am undertaking a Thesis as part of my exam in the International Sales and Marketing 

Program at Linnaeus University, Sweden. The preliminary title of my thesis is ‘Impact of 

SNS (Facebook) on Customer Loyalty.’ 

The study aims to understand the impact of social network sites, like Facebook on customer 

loyalty. The study also aims to study the different activities on Facebook, affecting the 

buying  behavior and the decisions of the customers.  

Any information given will be kept confidential.  

The questionnaire is send in a form of a link where you would only have to click the given 

link and reply to the question and click send back.. It would not take more than 10 minutes of 

your time. Any queries regarding the same can be addressed to me at sintsets@yahoo.com.  

Thank you in anticipation of your co-operation.  

Regards  

Sintset Sylviane 

  

mailto:sintsets@yahoo.com
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9.2.  Appendix 2: Online Questionnaire 

Classification by Demographics & Social Characteristics 

 Do you have a Facebook Account?  

Yes   No 

 Gender 

Female   Male 

 Age     

- 16 – 20  

- 21 – 25 

- 26 – 30 

- 30 – 35 

- 35+  

 How often do you login on the Facebook Account? 

- Everyday 

- Every Other Day 

- Every Week 

- Once a Week 

- Never 

 How often to you bookmark, tag or join a company page on Facebook? 

- Always 

- Often 

- Rarely 

- Never 

Classification by Social and Economical Factors 

 What is the factor that makes you to ‘LIKE’ or ‘JOIN A COMPANY PAGE’ on 

Facebook? 

- Experience of the Product 

- Consistent purchase of same the brand within a product class 

- Emotional or Rational Attachment with a brand 

- Join people with common interest in the brand on the company page 

- Try and get attached with Fellow Customers which follow that particular brand 
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 What is the most important reason for you to get attached (either emotionally or 

rationally) with a particular brand on Facebook? 

- Promotional Offers 

- Information  

- Your experience with the product 

- After Sales Service 

- Communication with the fellow customers 

 How often do you comment or share your view about the activities carried out by the 

company that you LIKE on Facebook? 

- Always  

- Often 

- Rarely 

- Never 

 How do you publicize a particular brand amongst your network on Facebook?  

- By sharing 

- By liking 

- By suggesting 

- By commenting 

- By posting on your profile 

- By uploading the link of the company page 

- By subscribing to the company page 

 Do you share your positive experience about a particular brand with your network on 

Facebook? 

- Always 

- Often 

- Rarely  

- Never 

 Do you share your negative experience about a particular brand with your network on 

Facebook?  

- Always  

- Often 

- Rarely 

- Never 
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 Do you recommend any particular brand to your network on Facebook? 

- Always 

- Often 

- Rarely 

- Never 
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9.3.  Appendix 3: Coding for Regression Analysis: 

 

Everyday 5 

every other 
day 

4 

every week 3 

once a week 2 

Never 1 

  

Always 4 

Often 3 

Rarely 2 

Never 1 

 

Face book usage  

Question 1 (20%) Question 4 (30%) Question 5 (50%) Final Value for X 

1 2 1 1.3 

1 3 1 1.6 

1 2 1 1.3 

1 4 1 1.9 

1 2 2 1.8 

1 4 2 2.4 

1 3 2 2.1 

1 4 2 2.4 

1 5 2 2.7 

1 4 3 2.9 

1 5 2 2.7 

1 5 3 3.2 

1 5 2 2.7 

1 5 2 2.7 

1 4 3 2.9 

1 5 2 2.7 

1 4 1 1.9 

1 5 2 2.7 

1 5 2 2.7 

1 5 2 2.7 

1 5 2 2.7 

1 5 3 3.2 

1 5 2 2.7 

1 5 2 2.7 

1 5 2 2.7 

1 5 3 3.2 

1 5 3 3.2 
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1  2 1.2 

1 5 1 2.2 

1 5 2 2.7 

1 5 2 2.7 

1 4 2 2.4 

1 4 2 2.4 

1 4 1 1.9 

1 4 1 1.9 

1 5 2 2.7 

1 5 2 2.7 

1 5 1 2.2 

1 5 2 2.7 

1 3 2 2.1 

1 5 2 2.7 

1 4 3 2.9 

1 3 3 2.6 

1 4 2 2.4 

1 5 3 3.2 

1 5 3 3.2 

1 5 2 2.7 

1 5 3 3.2 

1 3 2 2.1 

1 3 2 2.1 

1 5 2 2.7 

1 5 2 2.7 

1 3 3 2.6 

1 5 2 2.7 

1 5 3 3.2 

1 4 3 2.9 

1 5 3 3.2 

1 5 4 3.7 

1 4 3 2.9 

1 5 3 3.2 

1 2 2 1.8 

1 5 3 3.2 

1 4 2 2.4 

1 5 3 3.2 

1 5 3 3.2 

1 3 2 2.1 

1 5 4 3.7 

1 5 3 3.2 

1 4 3 2.9 

1 3 2 2.1 

1 5 4 3.7 
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1 4 3 2.9 

1 5 3 3.2 

1 5 3 3.2 

1 4 3 2.9 

1 2 2 1.8 

1 4 3 2.9 

1 5 4 3.7 

1 5 3 3.2 

1 4 3 2.9 

1 5 4 3.7 

1 3 3 2.6 

1 2 2 1.8 

1 2 2 1.8 

1 3 3 2.6 

1 4 3 2.9 

1 5 4 3.7 

1 5 2 2.7 

1 4  1.4 

1 5 2 2.7 

1 5 3 3.2 

1 3 2 2.1 

1 4 2 2.4 

1 5 2 2.7 

1 5 2 2.7 

1  1 0.7 

1 5 2 2.7 

1 5 2 2.7 

1 5 4 3.7 

1 5 4 3.7 

1 5 4 3.7 

1 5 4 3.7 

1 5 4 3.7 

1 5 4 3.7 

1 5 4 3.7 

1 5 4 3.7 

1 5 4 3.7 

1 5 3 3.2 

1 5 3 3.2 

1 5 3 3.2 

1 5 3 3.2 

1 5 3 3.2 

1 5 3 3.2 

1 5 3 3.2 

1 5 3 3.2 
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1 5 3 3.2 

1 5 3 3.2 

1 5 2 2.7 

1 5 2 2.7 

1 5 2 2.7 

1 5 2 2.7 

1 5 2 2.7 

1 5 2 2.7 

1 5 2 2.7 

1 5 2 2.7 

1 5 2 2.7 

1 5 2 2.7 

1 5 2 2.7 

1 5 2 2.7 

1 5 2 2.7 

1 5 2 2.7 

1 5 2 2.7 

1 5 2 2.7 

1 5 2 2.7 

1 5 2 2.7 

1 4 2 2.4 

1 4 2 2.4 

1 4 2 2.4 

1 4 2 2.4 

1 4 2 2.4 

1 4 2 2.4 

1 4 2 2.4 

1 4 2 2.4 

1 4 2 2.4 

1 4 2 2.4 

1 4 2 2.4 

1 4 2 2.4 

1 4 2 2.4 

1 4 2 2.4 

1 4 2 2.4 

1 4 2 2.4 

1 4 2 2.4 

1 4 2 2.4 

1 3 2 2.1 

1 3 2 2.1 

1 3 2 2.1 

1 3 2 2.1 

1 3 2 2.1 

1 3 2 2.1 
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1 3 2 2.1 

1 3 2 2.1 

1 3 2 2.1 

1 3 2 2.1 

1 3 2 2.1 

1 3 2 2.1 

1 3 2 2.1 

1 3 2 2.1 

1 3 2 2.1 

1 3 2 2.1 

1 3 2 2.1 

1 3 2 2.1 

1 3 2 2.1 

1 3 2 2.1 

1 3 2 2.1 

1 2 2 1.8 

1 2 2 1.8 

1 2 1 1.3 

1 2 1 1.3 

1 2 1 1.3 

1 2 1 1.3 

1 2 1 1.3 

1 2 1 1.3 

1 2 1 1.3 

1 2 1 1.3 

1 2 1 1.3 

1 2 1 1.3 

1 2 1 1.3 

1 2  0.8 

1 2  0.8 

1 2  0.8 

1 1  0.5 

1   0.2 
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Customer Loyalty  

Question 8 

(20%) 

Question 10 

(20%) 

Question 11 

(20%) 

Question 12 

(40%) 

Final Value 

for Y 

2 2 2  1.2 

2 2 2 1 1.6 

2 2 2 1 1.6 

2 2 2 2 2 

2 3 3 1 2 

1 3 3 2 2.2 

2 2 2 2 2 

2 3 3 2 2.4 

3 3 3 2 2.6 

3 3 2 2 2.4 

3 3 3 2 2.6 

3 3 2 2 2.4 

2 3 2 2 2.2 

2 3 2 2 2.2 

2 2 2 2 2 

3 2 2 2 2.2 

2 2 2 2 2 

3 2 2 2 2.2 

2 2 2 2 2 

2 2 2 2 2 

2 2 2 2 2 

3 2 2 2 2.2 

4 2 2 1 2 

2 2 2 2 2 

2 2 2 2 2 

2 2  2 1.6 

3 2 2 2 2.2 

2 2 2 2 2 

 1 2 1 1 
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1 2 2 2 1.8 

3 2 2 2 2.2 

2 3 2 2 2.2 

2 2 2 2 2 

2 2 2 2 2 

2 2 3 2 2.2 

2 2 2 2 2 

2 2 2 2 2 

4 3 4 4 3.8 

2 3 3 2 2.4 

 2 2 2 1.6 

3 3 3 3 3 

3 3 3 3 3 

2 2 2 2 2 

2 2 2 2 2 

4 2 3 2 2.6 

2 2 2 2 2 

2 2 2 2 2 

2 3 2 2 2.2 

2 2  2 1.6 

3 3 2 2 2.4 

3  2 2 1.8 

4 4 4 3 3.6 

2 2 2 1 1.6 

1  1 1 0.8 

3 3 3 3 3 

3 4 4 3 3.4 

3 3 3 3 3 

4 4 4 3 3.6 

3 3 2 3 2.8 

3 2 2 2 2.2 

3 2 2 2 2.2 
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3 3 4 3 3.2 

3 3 3 3 3 

4 4 4 3 3.6 

4 4 4 4 4 

3 3 3 3 3 

4 4 4 4 4 

3 4 4 3 3.4 

3 3 4 3 3.2 

2 2 2 2 2 

4 3 4 3 3.4 

3 3 4 3 3.2 

4 4 4 4 4 

4 4 4 3 3.6 

3 3 3 2 2.6 

 3 3 3 2.4 

3 3 3 3 3 

4 4 3 2 3 

4 3 3 3 3.2 

3 3 3 3 3 

 4 3 3 2.6 

3 2 2 2 2.2 

2  2 2 1.6 

2 2 2 2 2 

2 2 2 2 2 

3 3 3 2 2.6 

3 3 3 3 3 

2 2 2 2 2 

3  2 2 1.8 

3 3 2 3 2.8 

3 3 3 3 3 

2 2 2 3 2.4 

2 2 2 2 2 
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2 2 2 2 2 

3 4 3 2 2.8 

1 3 4 2 2.4 

2 3 2 2 2.2 

2 2 2 2 2 

4 4 3 3 3.4 

4 4 3 3 3.4 

4 3 3 3 3.2 

4 3 3 3 3.2 

4 3 3 2 2.8 

3 3 2 2 2.4 

3 3 2 2 2.4 

3 3 2 2 2.4 

3 3 2 2 2.4 

3 3 2 2 2.4 

3 2 2 2 2.2 

3 2 2 2 2.2 

3 2 2 2 2.2 

3 2 2 2 2.2 

3 2 2 2 2.2 

2 2 2 2 2 

2 2 2 2 2 

2 2 2 2 2 

2 2 2 2 2 

2 2 2 2 2 

2 2 2 2 2 

2 2 2 2 2 

2 2 2 2 2 

2 2 2 2 2 

2 2 2 2 2 

2 2 2 2 2 

2 2 2 2 2 
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2 2 2 2 2 

2 2 2 2 2 

2 2 2 2 2 

2 2 2 2 2 

2 2 2 2 2 

2 2 2 2 2 

2 2 2 2 2 

2 2 2 2 2 

2 2 2 2 2 

2 2 2 2 2 

2 2 2 2 2 

2 2 2 2 2 

2 2 2 2 2 

2 2 2 2 2 

2 2 2 2 2 

2 2 2 2 2 

2 2 2 2 2 

2 2 2 2 2 

2 2 2 2 2 

2 2 2 2 2 

2 2 2 1 1.6 

2 2 2 1 1.6 

2 2 2 1 1.6 

2 2 2 1 1.6 

2 2 2 1 1.6 

2 2 2 1 1.6 

2 2 2 1 1.6 

2 2 2 1 1.6 

2 2 2 1 1.6 

2 2 2 1 1.6 

2 2 2 1 1.6 

2 2 2 1 1.6 
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2 2 2 1 1.6 

2 2 2 1 1.6 

2 2 2 1 1.6 

2 2 2 1 1.6 

2 2 2 1 1.6 

2 2 2 1 1.6 

2 2 2 1 1.6 

2 2 2 1 1.6 

2 2 2 1 1.6 

2 2 2 1 1.6 

2 2 2 1 1.6 

2 2 2 1 1.6 

2 2 2 1 1.6 

2 2 2 1 1.6 

2 2 2 1 1.6 

2 2 2 1 1.6 

2 2 2 1 1.6 

2 2 2 1 1.6 

2 2 2 1 1.6 

2 2 2 1 1.6 

2 2 2 1 1.6 

2 2 2 1 1.6 

2 2 2 1 1.6 

2 2 1 1 1.4 

2 2 1 1 1.4 

2 2 1 1 1.4 

2 2 1 1 1.4 

2 2 1 1 1.4 

2 2 1 1 1.4 

2 2 1 1 1.4 

1 2  1 1 

1 2  1 1 



84 
 

 1  1 0.6 

 1  1 0.6 

   1 0.4 
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9.4.  Appendix 4: Regression Analysis: 

 

No. of 
observations 

X Y 

1 1.3 1.2 

2 1.6 1.6 

3 1.3 1.6 

4 1.9 2 

5 1.8 2 

6 2.4 2.2 

7 2.1 2 

8 2.4 2.4 

9 2.7 2.6 

10 2.9 2.4 

11 2.7 2.6 

12 3.2 2.4 

13 2.7 2.2 

14 2.7 2.2 

15 2.9 2 

16 2.7 2.2 

17 1.9 2 

18 2.7 2.2 

19 2.7 2 

20 2.7 2 

21 2.7 2 

22 3.2 2.2 

23 2.7 2 

24 2.7 2 

25 2.7 2 

26 3.2 1.6 

27 3.2 2.2 

28 1.2 2 

29 2.2 1 

30 2.7 1.8 

31 2.7 2.2 

32 2.4 2.2 

33 2.4 2 

34 1.9 2 

35 1.9 2.2 

36 2.7 2 

37 2.7 2 

38 2.2 3.8 

39 2.7 2.4 

40 2.1 1.6 
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41 2.7 3 

42 2.9 3 

43 2.6 2 

44 2.4 2 

45 3.2 2.6 

46 3.2 2 

47 2.7 2 

48 3.2 2.2 

49 2.1 1.6 

50 2.1 2.4 

51 2.7 1.8 

52 2.7 3.6 

53 2.6 1.6 

54 2.7 0.8 

55 3.2 3 

56 2.9 3.4 

57 3.2 3 

58 3.7 3.6 

59 2.9 2.8 

60 3.2 2.2 

61 1.8 2.2 

62 3.2 3.2 

63 2.4 3 

64 3.2 3.6 

65 3.2 4 

66 2.1 3 

67 3.7 4 

68 3.2 3.4 

69 2.9 3.2 

70 2.1 2 

71 3.7 3.4 

72 2.9 3.2 

73 3.2 4 

74 3.2 3.6 

75 2.9 2.6 

76 1.8 2.4 

77 2.9 3 

78 3.7 3 

79 3.2 3.2 

80 2.9 3 

81 3.7 2.6 

82 2.6 2.2 

83 1.8 1.6 

84 1.8 2 
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85 2.6 2 

86 2.9 2.6 

87 3.7 3 

88 2.7 2 

89 1.4 1.8 

90 2.7 2.8 

91 3.2 3 

92 2.1 2.4 

93 2.4 2 

94 2.7 2 

95 2.7 2.8 

96 0.7 2.4 

97 2.7 2.2 

98 2.7 2 

99 3.7 3.4 

100 3.7 3.4 

101 3.7 3.2 

102 3.7 3.2 

103 3.7 2.8 

104 3.7 2.4 

105 3.7 2.4 

106 3.7 2.4 

107 3.7 2.4 

108 3.2 2.4 

109 3.2 2.2 

110 3.2 2.2 

111 3.2 2.2 

112 3.2 2.2 

113 3.2 2.2 

114 3.2 2 

115 3.2 2 

116 3.2 2 

117 3.2 2 

118 2.7 2 

119 2.7 2 

120 2.7 2 

121 2.7 2 

122 2.7 2 

123 2.7 2 

124 2.7 2 

125 2.7 2 

126 2.7 2 

127 2.7 2 

128 2.7 2 
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129 2.7 2 

130 2.7 2 

131 2.7 2 

132 2.7 2 

133 2.7 2 

134 2.7 2 

135 2.7 2 

136 2.4 2 

137 2.4 2 

138 2.4 2 

139 2.4 2 

140 2.4 2 

141 2.4 2 

142 2.4 2 

143 2.4 2 

144 2.4 2 

145 2.4 2 

146 2.4 1.6 

147 2.4 1.6 

148 2.4 1.6 

149 2.4 1.6 

150 2.4 1.6 

151 2.4 1.6 

152 2.4 1.6 

153 2.4 1.6 

154 2.1 1.6 

155 2.1 1.6 

156 2.1 1.6 

157 2.1 1.6 

158 2.1 1.6 

159 2.1 1.6 

160 2.1 1.6 

161 2.1 1.6 

162 2.1 1.6 

163 2.1 1.6 

164 2.1 1.6 

165 2.1 1.6 

166 2.1 1.6 

167 2.1 1.6 

168 2.1 1.6 

169 2.1 1.6 

170 2.1 1.6 

171 2.1 1.6 

172 2.1 1.6 
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173 2.1 1.6 

174 2.1 1.6 

175 1.8 1.6 

176 1.8 1.6 

177 1.3 1.6 

178 1.3 1.6 

179 1.3 1.6 

180 1.3 1.6 

181 1.3 1.4 

182 1.3 1.4 

183 1.3 1.4 

184 1.3 1.4 

185 1.3 1.4 

186 1.3 1.4 

187 1.3 1.4 

188 0.8 1 

189 0.8 1 

190 0.8 0.6 

191 0.5 0.6 

192 0.2 0.4 
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SUMMARY OUTPUT 
       

         Regression Statistics 
       

Multiple R 
0.67830
8 

       
R Square 

0.46010
2 

       Adjusted 
R Square 0.45726 

       Standard 
Error 

0.47779
6 

       Observati
ons 192 

       

         ANOVA 
        

  df SS MS F 
Significan
ce F 

   Regressio
n 1 

36.96420
189 

36.96420
189 

161.9182
493 

3.14465E
-27 

   
Residual 190 

43.37496
478 

0.228289
288 

     
Total 191 

80.33916
667       

   

         

  
Coefficie
nts 

Standard 
Error t Stat P-value 

Lower 
95% 

Upper 
95% 

Lower 
95.0% 

Upper 
95.0% 

Intercept 
0.54592
7 

0.128954
413 

4.233487
547 

3.5798E-
05 

0.291560
694 

0.8002
93 

0.2915
61 

0.8002
93 

X Variable 
1 

0.63259
4 

0.049713
852 

12.72471
018 

3.14465E
-27 

0.534532
39 

0.7306
56 

0.5345
32 

0.7306
56 
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