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ABSTRACT

Manufacturing companies can achieve greater cotgetadvantage by building and
developing their own brand. A well known brandegva company greater visibility in
the market and potential customers are more wiliingccept new products from a brand
they are already familiar with. Understanding bréoghlty and the factors influencing
brand loyalty is therefore a key element in thecpes of growth and profitability for any
organization and especially manufacturing compameseloping and maintaining brand
loyalty becomes a must for the organization inrthést of a market where there are new
entrants offering the same product. The purpogbeoftudy was to determine the factors
influencing brand loyalty amongst buyers of Bat@esttompany products within the
Nairobi central business district. The study addpéedescriptive research design in
which questionnaires were used to collect dataewvtiédscriptive statistics and content
analysis was used in analyzing data. The findimgsvsthat majority of the customers of
Bata shoe stores were satisfied with the wide taé shoe products available. They
indicated that there needed to be improvement & dbality of material used in
manufacturing the shoes. Customers also agreedB#tatshoe products were available
in different sizes that the customers required.wds established that product quality,
guality of service and store layout were key coasations when deciding whether to be
legal to a brand or not. It was also established #&fthough price of shoes was a key
consideration in maintaining brand loyalty, it wast enough reason for the customers to
switch to other brands when price of shoes ine@as
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CHAPTER ONE: INTRODUCTION

1.1 Background of the study

Brands play a central role in marketing and havaeted the attention of practitioners
and academia for many a year (Aaker, 1991). Bragdlty is a key consideration when
placing value on a brand that is to be bought &, d8rand loyalty is a composite of a
number of qualities; it is driven by customer datifon, yet it also involves a
commitment on the part of the customer to makestaged investment in an ongoing

relationship with a brand.

As the current economic environment becomes monepetitive and introducing new
brands becomes costly, companies must find newegtes to increase their capacity and
competitiveness (Lipponen et al, 2004). Brand lgy&las been proclaimed to be the
ultimate goal of marketing (Reichheld and Sass@90)] A brand has been defined as “a
name, term, design, symbol or any feature thattifien one seller’'s good or service a
distinct from those of other sellers”(Bennet,199%)cording to this approach, the brand
is viewed as part of a product, and the main fnctf the brand is to distinguish a
firm’s product from competing products. Bata Shoampany is one of such brands.
Wearing of shoes is a basic need for the entireulptipn in Kenya. Apart from
protecting the feet, shoes are a fashion statetnanany and also seen as an extension of
ones personality. Bata Shoe Company has been iadelicand in the country for many
years and is easily recognized by many as it iy veible. Even with the wearing of
shoes being a necessity, this has not kept conguetitvay from the industry. For Bata
shoe products to remain competitive in the indugtrust develop and maintain brand

loyalty and how it does that is what is of intertesthe researcher.
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1.1.1 The Concept brand loyalty

To retain brand loyalty is a more efficient stratetipan attracting new customers.
Customers have become more confident and more akngarThey want products and
services that satisfy them and have no time fasehehich do not. To leap the benefits of
brand loyalty Bata Shoe Company must not only managglty for its shoe products but
must also enhance it. In marketing, brand loyattysists of a consumer’s commitment to
repurchase or otherwise continue using the brandaasbe demonstrated by repeated
buying of a product or service. Brand loyalty ishajnl because consumers perceive that
the brand offers the right product futures, imagesevel of quality at the right price.
Sufficient knowledge on the determinants of braogalty for Bata Shoe company
products is therefore necessary. This study seeldlstermine the factors that have led to
a sustained and growing brand loyalty for Bata stwrapany products by its customers
and the areas of improvement that need effectigagement in order to exceed current
customer figures. This study also seeks to determaw these brand loyalty factors can
be effectively managed in order to keep the brastinguishable from the rest of local

brands, in the foreseeable future.

1.1.2 Factor sinfluencing brand loyalty

In this case, the factors influencing brand loyatg service quality, product quality,

price and the store environment. These factorsuatally the independent variables
while brand loyalty is the dependent variable asused below.

First is service quality,. Service quality involveisect interactions between sales people
and potential buyers. Quality service is that smrhat corresponds to the customers’
expectations and satisfies their needs and wantsn(Gos, 1990). Customer like to

2



purchase good and services at specific places bechay like the services provided and

are assured of specific privileges.

Second is product quality. Russell and Taylor (9@f#ine product quality as “fitness for
use” or “conformance to requirement”, they holdttheoduct quality encompasses the
features and characteristics of a product or sernviat bears on its ability to satisfy stated
or implied needs. Consumers may make repeat pweshassingle brands or switch to
other brands due to the exhibited tangible qualitthe product sold. Third is pricBrice

is a most important factor to a consumer as condperejuality, brand name or service
guality when faced with a choice on where to puseha particular brand or not. Evans,
(1996); Keller, (2003) observe that customerse@ladigh regard to the price and value
of their favorite brand such that they would congpand evaluate prices with other
brands. Consumers reactions to a price differestedrly depend on the magnitude of
the differential as well as the brand names consdldf perceived values of the product
are greater than most, it is observed that cus®mirpurchase that product.
Fourthly,there is the store environment. Positittelautes of a store, such as location,
store layout and in store stimuli, affect brandaliby to some extent. According to Omar
(1999) the store environment was the single mogomant factor in retail marketing
success. The stimuli in the store as such storeutaynoises, smells, salespeople,
displays, sign, colors, temperature, charactesisbic other shoppers and merchandize,
affect consumers and serve as elements of apptri#lutes (Abraham and Littrell,
1995). According to Evans (1996) highly accessibtere make loyal customers

afterwards. Having a good store environment couateib to establishing customer



loyalty which n turn yields favorable operatingstoadvantage for retailers over their

competitors as indicated by Huddleston (2004).

1.1.3 Theshoeindustry in Kenya

The shoe industry in Kenya has experienced sigmfigrowth in the last several years as
is evidenced by the increased number of shoe metouiiag companies that have been
established in the country especially in Nairobhe3e companies include acumen,
Afrolite industries, C & P shoe industries, Easyedy Macquin shoes, Shoe wind

industries, Tex palace, Tiger shoes and Umojaeulavw.yellowpagesofafrica.con

The above mentioned companies manufacture thesss siral then distribute them to
other retail sellers within the country who own slsiores or sell shoes as part of their
merchandise. There exists many individual shoe sioenya in the form of stores and
individualized shops bearing a proprietory name.example is 'House of Leather' in
Nairobi which sells leather products, mostly shedsch are usually a collection of
different brands. Boutiques also sell shoes whieh wsually a collection of different
brands including imported ones. Second hand sh@ealso available in plenty all over
the country and can be soled in open air marketgpaces where store space is not an
essential consideration and therefore not a limmatThese second hand shoes can be
bought at a cheaper price as compared to thosel soleither the shoe stores or
boutiques. Even with the above mentioned playerghan shoe industry, Bata shoe
company remains the only brand in kenya that nbt manufactures shoes but sells them
under its own brand name which is Bata and furthstributes their shoes under their

own bata stores which other manufacturers in cguddrnot do.



1.1.4 Bata Shoe Company in Kenya

Bata Shoe Company is unique in that it is the atlpe company in Kenya which
produces shoes for all categories of consumersruade brand. Today Bata shoe
company products is the market leader in shoesugtmh over seventy(70) countries but
faces stiff competition locally from other manufaetrs, second hand shoes and other
imported brands. Bata Shoe Company was begun id b§9three siblings namely,
Thomas, Anna and Atonnin bata in Zlin, Czech RepuBinna and Antonnin eventually
left and Thomas was left to manage the companyealBata Shoe Company is currently
in five (5) continents and runs twenty seven preidacfacilities (27) across twenty (20)
countries. It operates over seventy countries asdadver five thousand stores across the
world. It has over twenty in house brands of shoekiding the Safari boot which has
remained a best seller world wide. Bata Kenya wegib in nineteen thirty nine (1939)
by setting up a plant in Limuru which has a capatat produce over sixty thousand
(60000) pairs of shoes daily. Bata Kenya has a taghdnd eleven stores in the country.
The company has been offering very innovative desighich have been popular with
the consumers which have seen an improvement in $hées. The company has also
been offering a fifteen percent discount at itddacshop in Limuru. In addition, it has
been offering its customer’s gift vouchers which t& redeemed at any retail shop in the
country. It also has an on-line shop that targé&nts outside Kenya. Bata Kenya sells
over thirty million pairs of shoes every year. ta world wide structure Bata Kenya is
governed under a business unit termed as emergargets. This is an indication that
even with its world wide presence Bata Kenya isveié as a growing market meaning
that there is a room for expansion and growth. Bgleustanding the factors influencing
loyalty amongst buyers of their products, they Wi able to know the areas needing

improvement and strategy change.



1.2 Research problem

Brand loyalty is a key consideration when placirdue on a brand that is to be bought
and/or sold, because the highly loyal customer lsanexpected to generate a very
profitable sales and profit stream.(Aaker,1996)nkilahoe distributors in Nairobi, Kenya
want to retain their competitive advantage by ajmgiythe right marketing techniques.
The core element in the marketing mix is the comgjgaproduct because it provides the
functional requirements sought by customers. Margahanagers develop their products
into brands which help to create a unique positiorihe minds of customers, brand
superiority lead to high sales, the ability to gepremiums and the power to resist
distributor’s power. The shoe industry in Kenydaigye, shoes being a significant part of
the entire population in Kenya. The shoe indusay therefore become competitive with
second hand shoes, locally manufacture shoe bramdsother imported brands being
available in plenty. This being the case, Bata stoyepany has had to re-brand itself as a
brand of choice in this competitive industry. Thadls for innovation and employing the
right marketing mix for it to develop brand loyaland for the company to remain

profitable.

Many scholars have carried out various studiesha drea of brand loyalty. Kwena
(2001) conducted a research on “Impact of brandmgonsumer choice;The case of new
domestic sugar brands.” He observed that brandirtigeosugar product did enhance the
perceived quality of sugar. Wambugu (2002) in higlg “Factors that determine store
loyalty - The case of large supermarkets in Naitdie concluded that, availability of all
types of merchandize, location of supermarketsnveoient operating hours, prompt

service, courtesy of employees, price of produabragrother factors were found to be the
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five most important. Mwangi (2005) researched ohéTactors determining the choice
of milk store brands by consumers in Nairobi.” Heserved that the most important
factors were, quality, packaging, trust in retaslerame, and low price offered. Mwangi
(2007) carried out a research on “Factors thatroete brand loyalty: the case of
toothpaste users in Westlands, Nairobi.” He found tbat the most important loyalty
factor as that of preventing tooth cavities. Mwanik011) researched on “Factors
affecting brand loyalty of toilet soaps in Keny&He observed that product quality was a
most important factor before purchasing, whereasigequality affected commitment to
purchasing of brand, and that the price and stawr@nment did not hinder purchase
intentions. Inspite of the above studies and atler brand loyalty, there has not been
one that touches on the shoe industry to understdrat influences brand loyalty of
customers to a particular brand or shoe store. fHpigesents a knowledge gap which the
research proposal seeks to fill. This study wiklséo answer the following question;

what are the factors that influence brand loyattyagst buyers of Bata shoes in Kenya.

1.3 Resear ch objective

To determine the factors that influence brand lgyamongst buyers of Bata shoe

products in Nairobi, Kenya.

1.4 Valueof the study

Bata Shoe Company will know what factors affect tteice of shoe brands by
consumers so that they can make improvements an pheducts and service and
increase target market for their products. Othaygis in the shoe industry need to know
whether consumers are aware of their brands anttiwya need to do to increase market

share in this competitive industry. Bata Shoe Camgpand other players in the shoe



industry can use the findings to increase salabaf shoe brands or launch other shoe
brands. Marketers will become aware of how to mtarbrand loyalty especially in a
market slightly dominated by bata shoe company ystsd Scholars can use this research
as a basis of further research in the area ofdbi@ralty of a manufactured products and
their impact on consumer choice (it will be of metst and useful to them). The study will
be of great significance to various manufacturerd shoe traders in developing and
building brands through brand loyalty. Brand mamage Kenya interested in increasing
sales through enhancement of brand loyalty maythuseesearch findings as a basis of

making effective and efficient decisions for impeovent.



CHAPTER TWO: LITERATURE REVIEW
2.1 Introduction
This chapter is a blue print of other related infation on brand loyalty and the factors
influencing it. It gives a summary of the infornmatifrom the available literature in the
same field of study. There are various factors théitence brand loyalty, and the
conceptual framework indicates the relationshipveen the various factors influencing

brand loyalty.

2.2 Theoretical foundation

There are various theories on brand loyalty thahfa foundation of brand loyalty in any
organization. Brand loyalty according to (Aaker9&®is part of brand equity. As a third
asset, a brand’s value to a firm is largely crestethe customer loyalty it commands. As
an asset, brand loyalty encourages and justifigaltyp building programs which then
helps create and enhance brand equity. Brand tyoigah key consideration when placing
value on a brand that is to be bought or sold, lexhighly loyal customer base can be
expected to generate a very predictable sales aofit ptream (Aaker, 1996). Aaker
points out that loyalty can be categorized inte figvels although not all the five levels
may be represented in a specific product classaat éevel represents a different
marketing challenge. These categories are statiedvb€ommitted customers who are
proud of being users and/or discovering a brankled ithe brand, these are buyers who
consider the brand a friend which could be based sBt of use experiences or a high
perceived quality. Satisfied buyer, who abide bseanf being satisfied with the product,
they have switching costs in terms of time, mormyperformance risk associated with

switching. The habitual buyer, one who is satisféedl has no reason to switch. Non-



loyal buyer (switcher) where the buyer is completeidifferent to the brand and

perceives each brand as inadequate.

Kotler on the other hand, points out that brandfeidfrom other assets such as patents
and copyrights which have expiration dates. Hehmrtholds that a brand is a complex
symbol that can convey upto six levels of meamamely: attributes, benefits, values,
culture, personality and user (Kotler , 2003). Kptoints out that buyers can be divided
into four groups according to brand loyalty stateisstly, hard core loyals, who are the
consumers who buy to one brand all the time. Sdgpsdlit loyals who are consumers
loyals to two or three brands, thirdly there ariftisiy loyals who shift from one brand to
another, fourthly there are switches, who are ffeat show no loyalty to any brand.
According to Moorman et al (1992) brand loyaltyaken to include purchase loyalty and
attitudinal loyalty, purchase loyalty being the lmigness of the consumer to repurchase
the brand while attitudinal loyalty is the level cdmmitment as an enduring desire to

maintain value relationship.

2.3 Branding
Murphy (1990) sees a brand as a complex thingishaiot only the actual product, but it

also the unique property of a specific owner. Andraccording to him, is a product or
service of particular supplier that is differentidtby its name and presentation. He adds
that the brand is developed over time so as to amsba set of both tangible and
intangible values and attributes which meaningfudliyd appropriately differentiate
products which are otherwise very similar. He farthtates that a brand acts as a gestalt
in that it is a concept which is more than the sims parts and which takes a long time

to establish in the minds of consumers. Accordmgim a gestalt needs to be credible,
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coherent, attractive, supported and developed iowertand not subject to rapid

fluctuations in message quality, positioning oe@l mood.

Jones (1998) defines a brand as a product thaida®vunctional benefits that some
consumers value enough to buy. Keeler (1998) iflestihe source of the word “brand”
as having been derived from the old norse wordandts’ which means ‘to burn’, as
brands were and still are the means by which ownmenk their livestock in order to
identify them. He holds that branding has been radofor centuries as a means to
distinguish the goods of one producer from thosanafther. What distinguishes a brand
from its unbranded commodity counterpart and giitegquity is the sum total of
consumer’s perceptions and feelings about theyattsdattributes and how they perform,
about the brand name and what it stands for, andtahe company associated with it.
There exists manufacturer’s brand, such as batesslstanton (1991) refers to producers
of such brands as packaged good manufacturersme fimand consumer companies.
This is because some of these brands are prodegezhally and cannot be limited to a

national level.

Distributors and retailers can also exist as lsandhemselves. Keller (1998)states that
retailers can create their own brand images byclittg unique associations to the
quality of service, pricing, product assortmengdit policy. The appeal and attraction of
brands can permit higher price margins, improvésssand higher profits. These brand
name products may come from external sources, otlagufacturers or from the store
itself. Retailers can introduce their own bramdeg their store names, creating new

names or a combination of the two.
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Aaker (1996) defines a brand as a distinguishimgenand/or symbol (such as log, trade
mark or package design) intended to identify thedgoand services of either one seller
or a group of sellers and to differentiate thosedgoand services from those of the
competition. Kotler (1999) states that a brand sseeatially a seller's promise to

consistently deliver a specific set of features)dfigs and services to the buyers. Brands
do not have a physical presence or any objectiisgance but they do provide a mass of
values and promises that act as powerful stimulcémsumer decisions leading them to
buy or perhaps not to buy. He further states tHatad can either be an asset or liability
depending on the attitude of the customer toward8rand equity is a set of assets
(liabilities) linked to a brand’s name and symbwttadds to (or subtracts from) the value
provided by a product or service to a firm and tlaat firm’s customers. These assets
include: brand loyalty, brand awareness, percegquelity, brand associations in addition

to perceived quality and other proprietary brassess, for example product attributes, a
particular symbol and channel relationships. Ia study, focus shall be on brand loyalty
which is the basis of this research. The study gk at the factors that customers hold

in high esteem in becoming loyal to Bata shoe petsdu

2.4 Brand loyalty

Brand loyalty is often considered the core of anbdimequity. If customers are indifferent
to the brand name and purchase only on the basiprafuct features, price and
convenience, little equity is guaranteed. On theeiothand, if consumers continue to
purchase the brand even in the face of competioasting superior features, price and
convenience, it can be comfortably construed th&t brand has substantial value

(Dorothy, 2006). Brand loyalty therefore is a dgepéld commitment to re-buy or re-
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patronize a preferred product /service consistentlihe future, thereby causing repeat
purchasing of the same brand, despite situatiorfiaieinces having the potential to cause
one to switch (Oliver, 1999). According to Day (9960 be truly loyal, the consumer
must hold a favorable attitude towards the brandddition to purchasing it repeatedly.
Brand loyalty is taken to include purchase loyailtyl attitudinal loyalty, purchase loyalty
is the willingness of the average consumer to @mase the brand while attitudinal
loyalty is the level of commitment as an endurirggice to maintain valued relationship

(Moorman et al, 1992).

2.4.1 Value of brand loyalty
Aaker (1996) holds that brand loyalty is a strateagset which has and generates value.

Several ways through which this happens has be#imen below. First, are reduced
marketing costs: retaining current customers ishmeass costly than obtaining new ones.
Existing customers are relatively easy to holchdyt are not dissatisfied. Gains from a
satisfied and loyal customer base are less subtepdi competitive activity. In addition,
customer loyalty represents a significant entryribarto competition. Second is;ade
leverage: a brand that enjoys strong brand loyaity ensure preferred self space in
stories since the retailers understand that thadovall always be in demand (Aaker,
1991). Third is, attracting new customers: A popuaawell known brand has a higher
chance of being selected by new customers. A gatististomer base provides an image
of the brand as accepted and successful, this atan assurance to prospective
customers (Aaker, 1991). Fourth is, time to respmmndompetitive threats: it is unlikely
that a satisfied customer will intentionally seeknproducts. The brand therefore enjoys

the benefit of having time to improve and develdmtegies to counter a competing
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brand being developed. (Aaker, 1991). Anothertignables the company to diversify.
Brand loyalty means that the brand has strong mestoelationships. Loyal customers
are more likely to pay a premium for a product &nid also easier to introduce a new
product to a loyal customer than acquiring new orsichfield(1996) observes that
customer switching behavior especially in the sErwndustry is more often attributable
to inadequate and indifferent customer service thatter products for prices. This
suggests that experimental rather than physicalbati¢ are more important for

facilitating customer retention and loyalty.

2.4.2 Developing brand loyalty

A brand should develop deep relationships withdhstomer base it serves, where the
brand becomes a meaningful part of the customiéesahd/or self concept. To achieve
loyalty a product must go beyond visibility andferentiation (Kotler, 2003). A pattern
of re-purchasing must have been established inr dodeonvert a customer into a client.
A loyal customer becomes one who has a commitnoedd tbusiness with a company on
an ongoing basis (Christopher, 1995). Accordinghebster (1994) customers remain
loyal to the company that serves their needs aetemnces with a total set of related
products and services, while on the other handpmess demonstrate and maintain their
loyalty to the customers by becoming knowledgeableut them and responding to them
with enhanced product offerings. Some basic roléschv if followed according to
Aaker(1996) would develop and maintain a loyal costr base are outlined below.
Firstly, company must treat the customer right.tGuers who are treated well in terms
of respect, being listened to and being politenent, will have no reason to switch.

Customers should be treated with respect and pesitteraction maintained all the time
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in addition to the product or service functionirg expected (Aaker, 1991). Another is,
staying close to the customer. Another way of mgkinstomers know that they are
valued is to have the company and its people imcguids top executives keeping contact
with the customer house their products (Aaker, 19%hird, is to create switching costs.
This can be achieved through several ways, oneha¢hnis to create a solution for a
customer problem that may involve redefining thesibess. Another way is to reward
loyalty directly. A good example is that of Safame’s Bonga points promotion which
gives an opportunity to customers to redeem bowngagpand get either free airtime or a
phone. Fourth is, managing customer satisfactiegular surveys are recommended to
understand customers’ levels of satisfaction/disisetion in order to know how they feel
about your product or service. These surveys shbaldimely and comprehensive to
enable the company to measure satisfaction and nedessary changes where necessary

(Aaker, 1991).

To develop new customers, innovation is key. Chamge¢he market place and customer
taste make it necessary for companies to make pte®dund services that not only meet
but also exceed customer needs and wants. NowdisSanonsen (1996) observe that
successful new brands are typically more distiggthovel and superior in comparison to
established brands. Rand must ensure that addiionsew products are not so different
from the mature brand for customers to make a propenection and accept the new

product.
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2.5Measuring brand loyalty

According to Aaker (1991) there are several apgread¢o measuring loyalty. Preference,
according to him should be given to behavior messuvhich include, repurchase rates,
percent of purchases as well as the number of branthased. In addition, other factors
exist including switching costs. High switching toss an indication of high degree of
loyalty. This means that the manufacturer of a thraimould ensure that it becomes very
expensive for a consumer to switch to another bsanthat loyalty remains high. Price
premium is another indicator of loyalty. It refdosthe amount a customer is willing to
pay for the brand in comparison to another brandichvimay offer higher, similar or
fewer benefits. Loyal customers should be wilingoay the premium and if not then
loyalty is low. Comparison in this case must be enadth respect to a competitor or a
group of competitors (Aaker, 1996). Customer satisbn or dissatisfaction is another
current representative of brand loyalty. Measutiengls of satisfaction is essential in
determining why a customer would want to switchnbisa It also means that the more a
customer is satisfied with a brand the less likedyshe to leave. Another measure, is
liking of the brand. Liking of a brand is importaio a customer and leads to a higher
degree of loyalty if liking develops to feelings ofspect and trust. It is therefore
important to know whether the customers likes trent), whether it is just a general
feeling of liking or liking that leads to loyalty positive effect can result in resistance to
competitive entries. Commitment is another measha&er (1991) defines commitment
as the extent to which the brand is important feeson in terms of his or her activities
and personality as indicated through interactiod aommunication with the brand.
Frequent use of the product and recommending ibtheers are some indicators of

commitment (Reichfield, 1996).
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2.6 Review of studies previoudy carried out

This is a summary of the studies previously caraetlin relation to brand loyalty.

There is no study which has been specifically edrrout in regards to Bata shoe
company product loyalty. However, some relatedassiiave been studied as indicated
below. Kwena (2001) conducted a research on “Impabtanding on consumer choice”,
A case of new domestic sugar brands”. He obsevadhranding of the sugar product
did enhance the perceived quality of sugar. Waml@@02) in his study, “factors that
determine store loyalty - The case of large supeketa in Nairobi”, concluded that,
availability of all types of merchandize, locatiohsupermarkets, convenient operating
hours, prompt service, courtesy of employees, wigaroduct among other factors were
found to be the five most important. Mwangi (200®searched on “The factors
determining the choice of milk store brands by coners in Nairobi” . He observed that
the most important factors were, quality, packagingst in retailer’s name, and low price
offered. Mwangi (2007) carried out a research oactbrs that determine brand loyalty:
the case of toothpaste users in Westlands, Nairblafound out that the most important
loyalty factor as that of preventing tooth cavitidsvanika (2011) researched on “Factors
affecting and loyalty of toilet soaps in Kenya”.eSbbserved that product quality was a
most important factor before purchasing, whereasigequality affected commitment to
purchasing of brand, and that the price and stawr@nment did not hinder purchase
intentions. From the above literature review, iewgdent that there is no study done that
specifically deals with shoe loyalty and thus thexésts a knowledge gap which this

study will seek to fill.
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CHAPTER THREE: RESEARCH METHODOLOGY

3.1 Introduction

This chapter outlines the research methodologyrasearch design that was used in the
study. It describes the source of data, populasampling method and data collection
method. The chapter also discusses the type oftdatavas gathered and how the data
was collected alongside the methods of analysispaesentation techniques used in the

study.

3.2 Research Design

This was a descriptive survey based on Bata Showaoy stores within the Nairobi
business district. The research aimed at answepuegtions covering brand loyalty with
the purpose of determining the factors influendmand loyalty amongst buyers of Bata
Shoe company. A descriptive research design aplprwas used as it involves gathering
data that describes events and then organizedatabudepicts and interprets the data. It
uses description as a tool to organize data irepettthat emerge during analysis. The
design was most a appropriate in describing thefaénfluencing brand loyalty of Bata

Shoe company products in Nairobi, Kenya.

3.3 Population of the study

The target population was all the customers tlsit &ll the Bata stores within the central

business district as at August 2013, who numbeutafdee thousand weekly. This is as

per www.batakenya.comThe accessible population was numbered to betlumesand
people. It was from the accessible population thatresearcher got his sample. This

study targeted the thirteen Bata stores withinNthgobi Central Business District.
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3.4 Data Collection

The target population of this study was all thersigkat buy from all the thirteen Bata
shoe company stores within the Nairobi Central Bess district, weekly. The researcher
used a representative sample of one hundred andy\E20) respondents where eighty
percent (80%) of the respondent filled the quesidamre. Stratified sampling was applied
when issuing questionnaires so that equal numbguestionnaires could be given at all
the thirteen Bata shoe company stores within theoNiecentral business district.

The study collected data information from respaosi®n the factors influencing brand
loyalty amongst buyers of Bata shoe company pradncNairobi, Kenya. Primary data
was gathered directly from the customers and fas #®tudy the researcher used
guestionnaires which consisted of close and opelecmuestions. Data was collected
using questionnaires since it enabled the reseaodilect information more easily and
within reasonable time.

3.5 Data analysis and Presentation

Both quantitative and qualitative data was colléctéfter collecting data, the
guestionnaires were edited for completeness andistency before processing. Excel
sheets were used to code the questionnaires angp grdormation for analysis.
Information was then grouped into meaningful sulsjeand analyzed using descriptive
statistics and Statistical Package for Social 2@s(BPSS).Pie charts, bar charts,
frequency tables, percentages, mean and deviattwa used to display the results of
data analysis for better presentation and anal@stent analysis was used to analyze
data collected from open ended questions that &safalitative nature. Content analysis
used a set of categorization for making valid alicable inferences from data to their

context.

19



CHAPTER FOUR
DATA ANALYSISAND INTERPRETATION

4.1 Introduction

The purpose of this chapter is to describe theltesi the study based on the research
methodology steps followed in chapter three. Thaptdr is divided in to two sections.
The first section deals with demographic informatabout the respondents. The second
section deals with the analysis and discussionabh drom the questionnaire. Of the

hundred and twenty (120) customers provided withghestionnaires, ninety six (96) of

them, completed the document representing an 88ponse rate.

4.2 Demogr aphic Information

Table4.1: Gender of respondents

Frequency Per centage
Male 64 66.67
Female 32 33.33
Total 98 1000

Table 4.1 illustrates the distribution of resportdein terms of gender. According to the

findings, 66.6% of the respondents were male w8l83% were female.

Table 4.2 Age of the Respondents

Frequency Percentage
Between 21 to 30 years 64 66.67
Between 31 to 40 years 19 20
Between 41 to 50 years 13 13.33
Over 51 years 0 0

96 100
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The respondents were requested to indicate their Brgm the findings, 66.67% of the
respondents were aged between 21 to 30 years. 308te orespondents were aged
between 31 to 40 years and 13.33% of the respondesre between 41-50 year. None

of the respondents were over 50 years.

Table4.3: Marital status of the Respondents

Frequency Percentage
Matrried 51 53
Single 45 a7
Total 96 100

Table 4.3 illustrates the marital status of th@oeslents. According to the findings, 53%

of the respondents were married while 47% of tepaadents were single.

4.2.1 Bata Shoe Brand
Table 4.4: Extent to which the product was successful to meet the respondents

needs.

Frequency Percentage
To the fullest extent 6 6.67
More than 80% 58 60
Less than 50% 32 33.33
Total 96 100

The study sought to find out the extent to which plmoduct was successful to meet the
respondents needs. From the findings, 60% of theoredents indicated that the product
was successful to meet the respondents needs atthmeon 80% extent, 33.33% of the
respondents indicated that the product was suttdesmeet the respondents needs at
less than 50% extent and 6.67% of the respondewlisaied that the product was
successful to meet the respondents needs taullestf extent.
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Table 4.5: Duration in which the respondent had been using the brand

Frequency Percentage
Less than 1 year 13 13.33
2 to 5 years 19 20
6 to 9 years 13 13.33
10 years and above 51 53.34
Total 96 100

The study sought to find out the duration in whibk respondents had been using the
brand. From the illustration, 53.34% of the respond had been using the brand for
more than 10 years. 20% of the respondents had Umeg the brand for 2 to 5 years,
13.33% of the respondents had been using the lhoaGdto 9 years while 13.33% of the

respondents had been using the brand for lessltlgaar.

Table 4.6 How would you rate your self in terms of loyalty to the bata shoe brand?

Frequency Percent
Very loyal 32 33.33
Moderately loyal 32 33.33
Alittle loyal 26 26.67
Not loyal at all 6 6.67
Total 96 100

Table 4.6 illustrates the distribution of studypesdents according to their loyalty levels.
33.33% of the respondents indicated that they werg loyal to the Bata shoe brand.
33.33% of the respondents indicated that they wsoderately loyal to the Bata shoe
brand. 26.67% of the respondents indicated that Weze a little loyal to the Bata shoe
brand. 6.67% of the respondents indicated that Wexe not loyal at all to the Bata shoe
brand.
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4.3 Factorsinfluencing Brand loyalty amongst buyer s of Bata shoe
productsin Nairobi.
4.3.1 Product quality

The study sought to find out whether the respotsdeonsidered the quality of the shoes
before buying. According to the findings, 100 peaicef the respondents considered the

quality of the shoes before buying.

Table 4.7: Respondents agreement level with statementson product quality

Factorsof product | Srongly | Agree | Neutral Disagree | Srongly | Mean | Sd
quality agree disagree deviation
The shoes brand {s33.33 13.54| 6.25 19.79 27.09 4.0 1.4
available in a

variety of colours

The materials used19.79 19.79 | 19.79 27.09 13.54 3.9 0.6
to make team is of

high quality

The size of the 33.34 19.79| 7.29 19.79 19.79 4.1 1.8
shoes serves me

well

The study sought to find out the respondent’s agese level with statements on product
guality. From the findings, 33.55% of the resporidetrongly agreed that the shoe brand
is available in a variety of colours while 27.09%o08gly disagreed. The respondents
agreed that the materials used in making up thedongere of high quality and they liked

them as shown by a mean of 3.9. The respondewisghragreed that the size of shoes

serves them well as indicated by a mean of 4.1
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4.3.2 Service quality
The study sought to find out whether the resporgl@oinsidered service quality in

considering to purchase the shoe brand. Accordinthe findings, 100 percent of the
respondents considered service quality in makirgpramitment to purchase the shoe

brand.

Table 4.8 Extent to which service quality affected attitude and commitment in
purchasing the brand

Frequency Percent
Very great extent 45 46.67
Great extent 38 40
Moderate extent 13 13.33
Total 96 100

Table 4.8 illustrates the extent to which servioaliy affected attitude and commitment
in purchasing the shoe brands. From the findid§%67% of the respondents indicated
that service quality affected attitude and committria purchasing the show brand to a
very great extent. 40% of respondents indicatetidbevice quality affected attitude and
commitment in purchasing the shoe brand to a gea#tnt, while 13.33% of the

respondents indicated that service quality affeaetétlde and commitment in purchasing

the shoe brand to a moderate extent.
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Table 4.9: Extent to which factors of service quality influenced the brand loyalty of

bata shoe products.

Factors of service quality No | Little Moderate | Great | Very Mean | Std
extent | extent | extent extent | great deviation

extent

| am okey with my shoel3.54| 13.54 | 27.09 27.08 18.75 3.8 0.9

brand

| can get the show | wantl3.54| 6.25 33.34 33.33 1354 39 1.9

anytime | need it

The staff at the shop areé.25 | 6.25 13.54 40.63 33.33 4.0 2.0

very polite and welcoming

Table 4.9 illustrates the extent to which factdrseyvice quality influenced brand loyalty

of bata shoe products. From the findings, to a tgeedent, customers were very

comfortable with the shoe brand in terms of itsligbto influence brand loyalty as

indicated by a mean of 3.8. The respondents inglictiiey could get the shoe brand any

time they wanted, as indicated by a mean of 3.8.réspondents indicated that the factor

of quality service where the staff at the shopsvarg polite and welcoming, influenced

brand loyalty to a very great extent as shown mean of 4.0.
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4.3.3 Pricing

Table4.10: Respondents a great level with starts on the effects of price on brand
loyalty

Theeffect of price Srongly | Disagree | Neutral | Agree | Srongly | Mean | Sd
disagree agree deviation

Increase price may33.33 19.79 13.54| 13.54 19.80 3.6 1.1
not hinder the

purchase intentions

U

Obtain good valu¢ 0 19.79 40.63 | 26.04 13.54 3.8 2.0
from the brand

I switch to othen 26.04 19.79 33.33| 7.30 13.55 2.5 1.4
brands when price

increases

Price is a major 19.79 26.04 26.04| 7.3 20.83 3.3 1.1
factor for me but
remain loyal to one
brand

Table 4.10 illustrates the agreement level withest@nts on the effects of price on brand
loyalty as indicated by the respondents. Accordinthe findings, the respondents agreed
that an increase in price may not hinder purchatiions as shown by a mean of 3.6.
The respondents indicated that they generally nbthgood value for money from their
brand as shown by a mean of 3.8. The respondemesiveaitral, that they always switch
to other shoe brands from other stores whenevepribe increases as shown by a mean
of 3.5. The respondents generally disagreed tleat ¢bnsider price as a major factor in
any of their purchases but their loyalty toward$aBshoe brand remains the same even in

change of price as shown by a mean of 3.3.
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Table4.11: Extent to which price was a factor when buying shoes

Frequency Percentage
Very great extent 38 40
Great extent 32 33.33
Moderate extent 19 20
Little extent 7 6.67
Total 96 100

The study sought to find out the extent to whioh tespondent considers the price of the

shoe brand before buying. According to the findjigf3% of the respondents indicated

that they considered the price to a very greatrgéx83.33% of the respondents indicated

that they considered the price of the brand to emtgextent. 20% of the respondents

indicated that they considered the price of theespoce to a moderate extent while

6.67% of the respondents indicated that they censttthe price of the shoe brand to a

little extent.

4.3.4 Correct store environment

Table4.12 leve of satisfaction of the respondentswith the aspects of store

environment to retail Bata stores.

Aspect of store Not Alittle Moderately | Satisfied | Very Mean | Sd

environment satisfied | satisfied satisfied satisfied deviation
at all

Sales people thatl3.55 |19.79 27.08 19.79 19.79 3.7 0.6

serve you %

Store layout 6.25 6.25 33.33 40.63 13.5 1.9

Displays signs and6.25 6.25 40.63 33.33 13.54 4.0 1.8

others

General cleanliness19.8 19.8 6.25 33.33 19.8 3.8 1.3

of product and shop
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Table 4.12 illustrates the level of satisfactioriteé respondents with the aspects of store
environment in retail Bata shoe stores within thairdbi Central business district.
According to the findings, the respondents weresfadl with the layout of the store as
indicated by a mean of 4.1. The respondents inelicttat they were satisfied with the
displays signs within the store as indicated byemmof 4.0. The respondents indicated
that the general cleanliness of products and shexp satisfactory. The respondents also
indicated that the service from the sales peopd¢ $krve at the Bata stores within the
Nairobi central business district was moderatelystactory as indicated by a mean of
3.7

Table4.13. To what extent does the store environment affect you loyalty towards a

give shoe brand.

Frequency Percentage
Very great extent 7 6.67
Great extent 57 60
Moderate extent 19 20
Little extent 13 13.33
Total 96 100

Figure 4.13 illustrates the extent to which theestenvironment affected brand loyalty
towards a given shoe brand. According to the ifigsl 60% of the respondents indicated
that the store environment influenced their loyaiwards a shoe brand a great extent,
20% of the respondents indicated that the stordramwent affected their loyalty
towards a shoe brand by a moderate extent, 13.338%eorespondents indicated that the
store environment affected their loyalty towardshme brand to a little extent, while
6.67% of the respondents indicated that the storérament affected their loyalty

towards a shoe brand to a very great extent.
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CHAPTER FIVE
SUMMARY OF FINDINGS, CONCLUSIONS AND
RECOMMENDATIONS

5.1 Introduction

This chapter presents summary, conclusions andmaemdations of the study based on
the objectives of the study which was to deterntireefactors influencing brand loyalty
amongst buyers of Bata shoe company products withenNairobi Central business

district.

5.2 Summary of findings

This study sought to determine factors influendangnd loyalty amongst buyers of Bata
shoe company products in Nairobi. The researchentiited four major factors that

contributed greatly to brand loyalty amongst buyer8ata shoe company products. A
summary of how each factor influenced brand loyatgongst buyers of Bata shoe

products within the Nairobi central business distis outlined below.

The study found that all the respondents consideled quality of shoes before
purchasing them. The respondents strongly agreg¢dtita shoe company products were
available in a variety of colors from which one lwbohoose their favorite, as shown by a
means of 4.0. The respondents generally agreedhéwntbelieved that the material used
to make the product was of good quality as indat&tg a mean of 3.9. Majority of the
respondents strongly agreed that Bata shoe proawets available in well fitting sizes

that served them well as indicated by a mean of 4.1
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From the study, it was found out that, all of tespondents indicated that service quality
influenced attitude and commitment in purchasing #ihoe brand of their choice. In
addition, 46.67% of the respondents indicated $batice quality influenced attitude and
commitment in purchasing the shoe brand of theiicgh to a very great extent.
Respondents indicated that they agreed with thierstnt that indicated they are okay
with the brand as indicated by a mean of 3.8. Hspandents seemed to agree with the
statement that said they can get their productsiraaythey need it. In addition, the
respondents seemed to generally agree that pdiaf were among factors that

contributed to their loyalty of a shoe brand asdatéd by a mean of 4.0

From the findings, the respondents agreed thatased price would not hinder their
purchase intention as indicated by a mean of 3. fEspondents were neutral on the
statement that said that they obtain good valuetlieir money as indicated by a
percentage of 40.63%. The respondents were aldoahetth the statement saying that
they always switch to other brands when price a®es as shown by a percentage of
33.33. The respondents generally agreed that pvee a major factor for them in

remaining loyal to one brand but they still remaih@yal as shown by a mean of 3.3.

The study found out that the respondents werefigatiwith the way sales people at the
Bata stores served them as indicated by a mean/offBe respondents also indicated
that they were satisfied with the store layouth&f Bata stores and that the products were
well displayed inside the stores. The respondenlisated that they were satisfied with
the general cleanliness of the product and shoghawn by a mean of 3.8. From the
respondents, the researcher found out that 60%hein tindicated that the store

environment influenced their loyalty towards a giwwhoe brand to a great extent.
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5.3 Discussion

From the findings, majority of the customers of @ahow company products can be said
to be loyal. This was indicated by their intenttorcontinue buying Bata Shoes even with
an increase in price. The customers displayed tbgaity by indicating that they would
not switch to other shoes brands from other manwurfacs whenever price increased even
though they considered the price of shoes befoynbuto a great extent. According to
Kotler (2003) such display of loyalty is attributemlhardcore loyals and shift loyals who

form a major part of Bata Shoe company customers.

Bata majority of Bata shoe company customers dyspla high level of commitment as
indicated by their willingness to repurchase thankr as shown in the findings.
According to Moorma et al (1992), such a commitnterepurchase is a good indication

of brand loyalty.

Majority of the customers indicated high that thegre satisfied with service given to
them at the stores and that their products werdadl@ in a variety of colors and sizes
which fitted. It was observed that they need toriomp on the quality of the shoes. Such

a level of satisfaction is a strong indicator cdrmt loyalty according to Aaker (1996).

5.4 Conclusions

From the findings, customers indicated that thegsatered the quality of the shoes
before purchasing them. Majority indicated thateBsthoes were available in a variety of
colors that one could choose from and the avaitglof shoes in all sizes contributed to
serving them well. The respondents only made argeagreement on the statement on
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product quality. From the findings, service qualitas seen to influence attitude and
commitment in purchasing the shoe brand to a vesatgextent. Majority of the

respondents as indicated by individual percentapesvn that they were okay with the
brand, they could get the shoes anytime they nettted and that the staff at the Bata

stores were very polite and welcoming.

From the findings, we set that the increased psioald not hinder customers purchase
intention for Bata shoe products. The respondeeteiglly agreed that they would not
switch to other shoe brands from other manufactwfgsnever price increased although

they considered the price of the shoes before lguygira great extent.

From the findings, we see that majority of the onstrs considered the layout, display
signs and general cleanliness of products and shap great extent. The customers
indicated that they were satisfied with the way $laées people served them when they

came to buy shoes at the Bata stores.

5.5 Recommendations

The study recommends that Bata shoe company impravehe quality of the materials
used in making their products. From the findindthaugh a slight majority agreed that
the product quality was good, the others seemaeHiné otherwise indicating that they
needed to improve on the quality of their producterder to increase brand loyalty and

to gain more loyal customers.

The study recommends that Bata shoe company cuh @owproduction cost so as to
reduce the prices of their shoes. From the findirgstomers indicated that although

they may not switch to other shoe brands even wdtease in price, they still considered
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price a major influence in being loyal to a brafths will also go a long way in
increasing sales and potential loyal customers mvhy discouraged by the high prices of

Bata shoes.

The study recommends that shoe manufacturers oeeke a variety of shoes for the
various consumers in the market, use high qualdatenal in making the shoes and make
shoes in a variety of sizes. The shows should beengasily available at designated
stores where the customers can easily access 8aes persons at the stores should be
well trained and knowledgeable on brand be friendurteous and willing to help
customers out. Stores should also be well laidwith, visible and good display signs. In

addition there should be a high level of cleanknelproduct and stores.

5.6 Recommendationsfor further research.

The study confined itself to Bata shoe company tathiand the findings may not be
applicable in other firms operating in the industtyis therefore recommended that the
study is replicated in other shoe manufacturingndiin Kenya to determine factors that

influence brand loyalty for their products.

5.7 Limitations of the study

The study touched on several factors influencibgand loyalty of buyers of Bata Shoe
products. Some of the respondents sitting time tdinon refused to fill in the
guestionnaires (20%) twenty percent. If they hadedso, the results might have been

different.

33



The sample size was limited to those frequentimegtiirteen Bata shoe stores within the
Nairobi Central Business District due to finanaahstraints of the researcher. A broader

study touching on the wider Nairobi area might hpraduced different results.

The study focused on one brand, Bata Shoe Compastudy of more brands would

have led to more indicative results of the factmffuencing brand loyalty amongst

buyers of shoes that commonly affect the diffeteands in the country.
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Appendix I1: Questionnaire

Instruction
This questionnaire consists of two parts. Pleasevanall the questions by ticking on the

spaces provided or use the spaces left for you.

Section A: General information
Indicate your gender. Tick ( ) one.

1 Male [ ] Female [ ]

2 Indicate your age group below. Tick () one
21 — 30 years [ ] 31-40years|[ ]

41 — 50 years [ ] over 51 years [ ]

3 What is our marital status?
Single [ ] married [ ]

Any other specify ..........ccoiii i,

4 Please state your Nationality..........c.oovviiiiiin i e e reeaeaes

5 To what extent has the product been successfuket your needs?

To the fullest extent [ ]
More than 80% [ ]
Less than 50% [ ]

Can't say [ ]



6 How long have you been buying the brand?
Less than 1 year [ ] 2to5years [ ]

6to 9 years [ 1 10 years and above [ ]

7 How would you rate yourself in terms of loyalty the Bata brand?

Very loyal [ ]

Moderately loyal I
A little loyal [ 1]

Not loyal at all [ ]

Part B: Factorsinfluencing brand loyalty of bata shoes
a) product quality
8. Do you consider the quality of shoe brandsmiingying?

Yes [ ] No.[ ]

9. What is your level of agreement with the follagistatements on product quality?

Rate where 1 is to strongly agree and 5 is tongfily disagree

Factorsof product quality 1 2 3 4 5
The shoe brand is available in a variety of colours

The material used to make them is of high quality

The size of the shoes serves me well

Others SPECITY ..ov it e e



b) Service quality
10. Does the quality of service affect your comneitinin repurchasing the shoe brand of
your choice?

Yes [ ] No.[ ]

11. If yes to what extent?

Very great extent [ ]
Great extent [ ]
Moderate extent [ ]
Little extent [ ]
Not at all [ ]

12.To what extent do the following factors of seeviquality affect brand loyalty of

shoes? Use a scale of 1-5 where | is To no extehbas To a very great extent

Factorsof quality of service 1 2 3 4 5
| am very okay with my shoe brand

| cant get the shoe | want any time | need it

The staff at the shops are very polite and

welcoming

Others SpPecCify.......coviiiiiii e



c) Pricing
13. What is your level of agreement on the follogvistatements of price on brand
loyalty? Use a scale of 1-5 where 1 is stronglagliee, 2 is disagree, 3 is neutral, 4 is

agree and 5 is strongly agree

Effectsof price 1 2 3 45
The increased price may not hinder my purchasatiotes

| obtain good value for money from the brand

| switch to other brands when price increases

Price is a major factor for me but | remain loyabhe brand

Other (SPecCify) .....oveiiii

14. To what extent do you consider price as afaethen buying shoes

Very great extent [ ]
Great extent [ ]
Moderate extent [ ]
Little extent [ 1]
Not at all [ 1]



Correct store environment.
15. To what extent are you satisfied with thedwihg aspects of store environment in
the retail outlet? Where 1 is not satisfied agaalll 5 is very satisfied.
Aspects of storage environment 1 2 3 4 5
Sales people that serve you
Store layout
Displays sings and others

General cleanliness of product and shop

16. To what extent does the store environment @affear loyalty towards a given shoe

brand
Very great extent [ ]
Great extent [ ]
Moderate extent [ ]
Little extent [ 1]
Not at all [ 1]

Vi



