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ABSTRACT
I hi* slrnh was conducted with the objective of finding out the factors that determine
hrand loyalty while buying tooth paste, and to find out the most important of these

Inciors

I he siuily was undertaken in the Westlands area of Nairobi A sample of 200 consumers
was targeted to answer the questionnaire and a response rate of 70% was achieved. A
Miruilinent guide was used to determine the loyal customers. The primary data was
collected using a semi-structured questionnaire, and were analyzed using frequency
distribution, mean scores and standard deviation. Ranking of factors was also done. The

data presentations were made using tables.

| he study findings revealed that there are many factors that customers consider important
i m making decision of which toothpaste to buy determine. Some of these factors were
Prevent tooth cavities. Fights bad breath. Reduce gum bleeding, Cleans between teeth.
Cleans between teeth. Keep fighting germs, Prevent exposed root cavities, Strengthen
weak tooth enamel, Prevent gums inflammation, Remove stains. Remove stains, Prevent

tartar. Whitens the teeth

Ranking of these factors was later done to determine the most important factor. The
ranking revealed that the most important factor that is mostly considered to be that of

preventing tooth cavities

The research was conducted in only in an urban setting and for that reason it would be
wise for a similar research to be done in rural areas so as to compare the findings. This

would give the findings a more generalized opinion on the whole issue.
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CHAPTER ONE

I. Introduction
[.1 Itninil ;iml Brand loyalty
Ih- American Marketing Association defines a brand as: a name, term, sign, symbol, or
design, or a combination ofthem, intended to identify the goods or services of one seller

oi group of sellers and to differentiate them from those of competitors® Kottler, 2004)

(Randall. 2000), brand Loyalty is the consumer's conscious or unconscious decision,
expressed through intention or behavior, to repurchase a brand continually. It occurs
because the consumer perceives that the brand offers the right product features, image, or
level of quality at the right price. Consumer behavior is habitual because habits are safe
and familiar. In order to create brand loyalty, advertisers must break consumer habits,
help them acquire new habits, and reinforce those habits by reminding consumers of the
value of their purchase and encourage them to continue purchasing those products in the

future.

The image surrounding a company's brand is the principal source of its competitive
advantage and is therefore a valuable strategic asset. Unfortunately, many companies are
not adept at disseminating a strong, clear message that not only distinguishes their brand
from the competitors', but distinguishes it in a memorable and positive manner The
challenge for all brands is to avoid the pitfalls of portraying a muddled or negative image,
and instead, create a broad brand vision or identity that recognizes a brand as something
greater than a set of attributes that can be imitated or surpassed. In fact, a company
should view its brand to be not just a product or service, but as an overall brand image
dial defines a company's philosophies. A brand needs more than identity; it needs a
peisonalily Just like a person without attention-grabbing characteristics, a brand with no
pcisonaliiy can easily be passed right over A strong symbol or company logo can also

help to generate brand loyalty by making it quickly identifiable.

i mm the design ofa new product to the extension ofa mature brand, effective marketing

strategies depend on a thorough understanding of the motivation, learning, memory, and



mn i.i>n processes that influence what consumers buy Theories of consumer behavior
have been repeatedly linked to managerial decisions involving development and
launching of new products, segmentation, timing of market entry, and brand
management Subsequently, the issue of brand loyalty has been examined at great length
branding is by far one of the most important factors influencing an item's success or
failure in the marketplace, and can have a dramatic impact on how the "company behind
the brand" is perceived by the buying public. In other words, the brand is not just a
representation of a company's product; it is a symbol of the company itself, and that is

when- the core of brand loyalty lies

1.1.2 Importance of Brand Loyalty

There are three main reasons why brand loyalty is important:

Higher Sales Volume - Many companies loses with customer with time which illustrates
the challenges companies face when trying to grow in competitive environments.
Reducing customer loss can dramatically improve business growth and brand loyalty,
which leads to consistent and even greater sales since the same brand is purchased

repeatedly.

I'rcmium Pricing Ability - Studies show that as brand loyalty increases, consumers are
less sensitive to price changes. Generally, they are willing to pay more for their preferred
brand because they perceive some unique value in the brand that other alternatives do not
provide. Additionally, brand loyalists buy less frequently on cents-off deals - these

promotions only subsidize planned purchases.

Retain Rather than Seek - Brand loyalists are willing to search for their favorite brand
and arc less sensitive to competitive promotions. The result is lower costs for advertising,
marketing and distribution. Specifically, it costs four to six times as much to attract a new

customer as it does to retain an old onee

*he assumption underlying marketing thinking seems to be that consumers are divided
mi" two distinct groups: Loyal buyers of a brand and loyal buyers of other brands. The

marketing lask is to keep existing loyal buyers happy and to tempt buyers ofrival brands



in become loyal buyers of our brand This is the rationale of most promotion activity:
Icmptmg people to buy our brand once by offering them some extra inducement, some

of them will become hooked and remain as new loyal buyers.(Randall, G 2000)

I'lie percentage level of buyers in a range of fields who claim to be loyal to one brand
vanes from 71% in cigarettes to 23% in rubbish bags. Toothpaste loyalty stands at 61%

(Kandall.2000)

A brand can only be strong if it has a strong supply of loyal customers (kapferer,
1099) This gives a brand stability of future sales. When a customer is loyal, he is likely to
speak well to others about the brand (Aaker, 2000) Loyalty is actually a manifestation of

deep relationship between the brand and the customer (Kotler, 2000)

Brand loyally comes when customers know that they will get the same features, benefits
and quality each time they buy the brand. This means that customers will become loyal to
particular toothpaste if they get the same experience or more from their preferred brand

(Roller. 1999).

1.2 Tin* toothpaste industry in Kenya

Toothpaste is a paste or gel dentifrice (a paste, liquid or powder used to help maintain
".nod oral hygiene) used to clean and improve the aesthetic appearance and health of
iceth It is almost always used in conjunction with a toothbrush. Toothpaste use can
promote ",ood oral hygiene: it can aid in the removal of dental plague and food from the
iceth it can aid in the elimination and or masking of halitosis; and it can deliver active
m*,ic(licnts such as fluoride to prevent tooth and gum (gingiva) disease Most people in
developed world consider toothpaste a necessity and use it at least once a day (The

\\ ikipendia encyclopedia, 2007)

Ilie kc\ players m the Kenyan toothpaste industry include Colgate-Palmolive East
Min a Unilrvci and (ilaxo SmithKline Colgate was the first major brand in the Kenyan

market Ilv the onset of the 1980s, East Africa industries (Unilever) had already



miioduced toothpaste manufacturing in their product lines, and StnithKline Beecham
(<>SK) liad introduced Aquafresh into the market Interestingly enough, there were more
valiants and line extensions o f toothpaste brands in the 80s than there were in the 90s.
I'his was mainly because of the following four reasons. First most of the brands were
being imported ready for distribution, there was Increased liberalization of trade, the fact
that it was a relatively new market, the demand for toothpaste and other products were
high and finally the factor of retailer infrastructure growth and increase in disposable
income Some of the most publicized brands in the 80s include: Colgate, Colgate MFP:
Aquafresh, McLean’s, Sensodyne; Close up, Close up Non-fluoride; and Pepsodent (The

Steadman Group, 2005)

Product promotion, which used to lean so much on chemical content or ingredients, has
also changed over time to be result-oriented. For example, Colgate was promoted as MFP
fluoride, close up (whitening) as Non-fluoride. This has changed to either close up white,
Colgate fresh confidence and so on. Competition in this sector seemed to have picked up
m the 80s where marketing activities were clearly visible on publicity channels.
Infiltration by cheaper foreign brands not withstanding, the original parent brands -
Aquafresh, Colgate and Close up still control over eighty per cent of the market. Their
new line extension control a further nine to twelve per cent while other smaller brands
(White dent, Cliden, Promise etc) take up the rest. Colgate still dominates the toothpaste
sector with the highest market share, followed by Aquafresh and close up respectively.
Ilowever, Aquafresh commands the highest growth per annum averaging between fifteen
in twenty five percent annually White dent toothpaste, the largest brand in Tanzania -
manufactured by Chemi-Cotex industries, was introduced into the Kenyan market four
years ago but has only managed to commend a five percent market share to date Twiga
Chemicals industries introduced Cliden toothpaste eight years ago but failed to capture

the anticipated market share (The Steadman Group, 2005)

t he year 2004/05 was a turning point in the toothpaste industry, as this witnessed the
mirnducinn ol various line extensions by the three major players Colgate-Palmolive

miioduccd Colgate Herbal. Colgate Triple Action, Colgate fresh Confidence, Colgate



Ininl < olgalc Sensitive Fresh (2006) in addition to the original Dental Cream. Unilever

( lose up llitra. Close up active gel (2006) in addition to Close up Tmgly red

Glaxo SmithKline- Aquafresh Herbal. Aquafresh Extreme, Lemon Mint, Mild n’ Mint
(Inmi-( otex introduced white dent Herbal besides the original White dent All the new
brands were targeted at the high end market segment. Parent brands remained in place to
light off the cheaper brands by mainly introducing smaller and affordable packaging.
Presently, other than the brands mentioned above, imported brands are readily available
in major super markets and retail outlets including pharmacies. Sensodyne, now owned
by (ilaxo SmithKline, still remain the largest ‘medicinal’ toothpaste available in Kenya
today |lowever, Colgate has introduced the Colgate sensitive fresh strip in year (2006) to

give Sensodyne arun for its market share (the Steadman Group, 2006).

The main competitive strategies adopted by almost all the players are essentially
advertising and sales promotions. Packaging for Colgate brands has remained more
generic, but Close up ultra white and Aquafresh Extreme have opted to create packaging
that is more appealing to the high end market that they are targeting. Nonetheless, the
packaging designs have remained basically the same. Predominant colours have been
retained for consistent brand identity; it is only the herbal brands that spot some green
color to symbolize the naturalness of the brands. The material texture for Aquafresh
Extreme and Close up ultra white has been altered slightly to enhance the visual
aesthetics of the brands by appearing to sparkle a bit (The Steadman Group, 2006).

Other competitive strategy adopted by the players is the brand line extension strategy and

pricing.

(diipled with all these competition, toothpaste manufacturers are slowly recognizing the
need to develop a sustainable competitive advantage strategy based on non price
compelition (Aaker.1991) The best identified means is by developing consumer loyalty to

a brand.



13 Ninlriiirnl of flu* Zrnhlcill

I In' toothpaste industry is a very important sub sector of the Kenyan economy. Far from
beiiiv . a major source of employment and revenue, its role in the promotion and
maintenance of oral hygiene cannot be understated (The Steadman Group. 2005). In the
wake of stiffening competition and the emergence of homogeneous products that are
perceived by consumers to be of the same functional quality and performance,
manufacturers have found themselves in a very tight spot: to differentiate their products,
attract and retain consumers. Besides, the present day marketer is confronted with a
lir>lily informed and enlightened consumer who demands value for money through
delivery of superior quality products and services. Moreover, there is an unparalleled
demand for information about certain brand issue such as content, ingredients, open

dating, directions for use and safety precautions among others (Baker, 1991).

Through the adoption of a distinctive pack and brand name, manufacturers are able to
differentiate their products at the point of sale and develop advertising and promotional

strategics designed to create consumer preference for their products (Kotler, 2003).

Aaker (1991), argues that if substantial value exists in the brand and perhaps in its
symbol and slogans, consumers will continue to purchase the brand even in the face of
competitors with superior features, price and convenience. In view of this, toothpaste
manufacturer must aim at building brand loyalty as a means of retaining and growing
market share This is important because, as brand loyalty increases, vulnerability of the

customer base to competitive action is reduced. ( Aaker, 1991)

\l pieseni Ihe Kenya economy has improved and is growing at 6.1% as compared to the
vesleryc.ii IIns will translate to higher cost of living as witnessed in the markets after the
‘ceoni budget was read All these coupled with high level of unemployment and
underemployment has prompted the customers to seek diligently for quality value for

their money and thus resulting to brand loyalty.



loothpastc firms have resulted to major advertisement of their brands in the recent past
which may be seen as strategic enhancement of brand loyalty This is in line with the fact
that retaining customers is a more efficient strategy than attracting new customers
(Rosenberg. I'W ) There has been many study done in the past about brand loyalty for
otliei brands However, there has not been a study done showing the factors that
determine brand loyalty for toothpaste and thus why the research becomes necessary. The
research therefore seeks to answer the following questions:
[ Are there factors that determine brand loyalty in toothpaste industry

ii What is the most important factor in determining toothpaste brand loyalty

U Objective of the study
I he main objectives of this study were:
[ To establish the factors that determines toothpaste loyalty

n To determine the most important factor in determining toothpaste loyalty

14 Importance of the study
This study will be of interest and useful to:

i Manufacturers who will get to know the factors that determine toothpaste
loyalty and thus they may improve on existing brands or they may come
up with new brands.

i Retailers who will be guided on which brands to stock in their limited
shelfspace
Academicians who may see this as a good basis for further research on

toothpaste loyalty especially on demographic dimensions.



CHAPTER TWO

20 LITERATURE REVIEW
21 Inli'odiirlion
I Ins chapter with llie review of the literature that is paramount to the study. It
addresses the concept of brand loyalty and the factors that affect it and also gives a brief
Ihnloiv of toothpaste products. The chapter also tries to find out the inherent value of
brand loyalty to the toothpaste industry and the possible factors that determine toothpaste

loyally.

2.2 1lie concept of brand and brand loyalty

221 What is a brand?

The American Marketing Association defines a brand as a name, term, sign, symbol or
design or a combination of them, intended to identify the goods or services of one seller

or group of sellers and to differentiate them from those of competitors (Kotler 2003).

Koller points out that brand differ form other assets such as patents and copyrights which
have expiration dates. He further states that a brand is a complex symbol that can convey

up to six levels of meaning namely: attributes, benefits, valves, culture, personality and

user (Kotler 2003)

Masters (2005) argues that “ customers buy products but choose brands. While product,
satisfy a customer’s functional needs. Brands provide the emotional benefits that connect
with ilu-ir hearts and minds. A brand is a promise of benefit, it is a combination of

perceptions in customer's minds about who you are, what you do and what value you

*»iins' to them

Kotler (2003) suggests that the ‘Art of marketing is largely the art of brand building.
When something is not a brand, it will probably be viewed as commodity’ Customers

always evaluate commodity on the basis of affordability and availability. This makes it



crucial to move an offering away form being considered as a basic commodity so as to
have a chance of making satisfactory profit.

Doyle (1997) argues that successful brands create wealth by attracting and retaining
customers and thus brands are at the heart of marketing. He advocates for

dccommoditizing of a company’s offering.

Ad cock 1) (2001) points out that brands don’t have a physical presence or any objective
existence but they do provide a mass of values and promises that act as powerful stimuli
for consumer decisions leading them to buy or perhaps not to buy. He further states that a
brand can be either an asset or liability depending on the attitude of the customers
towards it He argues that the strength of a brand is reflected in four ways which are

brand awareness, brand beliefs, brand association and brand loyalty.

Ad cock suggests that the most obvious manifestation of a brand is the name which
triggers all the associations related to the brand
Nilson (1999) argue that a name becomes a brand if it fulfills the criteria of: carrying

distinct values, differentiating, appealing and having a clear identity.

2.22 Importance ofstrong brands

Randall (1994) suggests that great brands are extremely long lived, (for example Gillette
(razors), brook bond (tea) and Colgate (toothpaste) which reflect the fact that strong
brands arc really wanted by consumers He argues that brands can be friends, can bring

security, confidence and pleasure to people’s lives.

Research done by Doyle (1989) sums up the importance of strong brands in
manufacturer's point of view as follows

llrands with a market share of 40 percent generate three times the return on investment of
*hose with a share of only 10 percent This means that there is a direct proportion
ii-lalionship between the brand market and return on investment. This was also shown by

the lad that, for UK grocery brands, the number one brand generates over six times the



niiim on s;ik*s ol' the number two brands while the number three and four brands are

unprofitable

flu- research also found out that, for US consumer goods, the number one brand earned a
20 percent return, the number two earned around 5 percent and the rest lost money. On

the other band Premium brands earn 20 percent more then discount brands.

li also found out that it can cost six times as much to win new customers as to retain
current users, meaning that it is cheaper to retain once customers. Finally the findings
noted that the best feasible strategy to achieve profitably and growth is to focus on brand

differentiation, rather than cost and price.

2.2.t Threats to brands

Randall (1994) argues that brands are always under threat from competitors and changes
m the market place He further notes other new threats as:

Fragmentation of markets which is due to technology and manufacture’s own actions and
changing economic and social trends. For example the shift of technology to mobile

telephony has revolutinalised the usage oftelephone booths in Kenya.

Repertoire buying - where consumers buy several brands for slightly different purposes,
| or example a consumer may decide to buy two toothpaste brands where one is the

ordinary used in the morning and the other one is ‘medicinal’ to be used at be time.

Media cost inflation and Fragmentations, for example satellites, pay as you view etc
winch make it increasingly difficult to reach a small market through traditional
<nmpaigns In Kenya the dominant pay tv - DSTV has now been challenged by GTV,

which will lead to escalating cost of heavy advertising campaign.

("hanging lifestyles and changing values also poses a threat to brands. For example

vouiu'sieis aie now going for ‘gold coated’ teeth which may require a different toothpaste

altngclhci

10



On the other hand he argues that sustainable brand competitive advantage may come
from technology, production costs, consumer franchise, marketing expertise and

distribution (Randall ,1094)

2.24 Itrnnd F.quily

Aaker, (1996) defines brand equity as a set of assets (and liabilities) linked to a brand
name and symbol that adds to (or subtracts from) the value provided by a product or
service to a firm and or that firm’s customers These assets are: First brand loyalty, which
refers to a deeply held commitment to re-buy or re-patronize a preferred product or
service in the future. Secondly we have brand name awareness, which refers to the
strength of a brand’'s presence in the consumer’'s mind. Thirdly we have brand
associations which are normally the associations that consumers make with a brand
which might include product attributes, a celebrity spokesperson, or a particular symbol.
Finally we have perceived quality which refers to a measure of goodness that spreads

over all elements of the brand, and which may differ from actual quality.

Our study will mainly deal with the brand loyalty which is the core subject of our
research. The study will help as analyze the factors that customers considers important in

becoming loyal to certain toothpaste.

2.25 Itrand loyalty
Oliver defines loyalty as a deeply held commitment to re-buy or re-patronize a preferred
product or service in the future despite situational influences and marketing efforts

having the potential to cause switching behaviour (Krugman 1998).

On the same issue Roller points out the buyers can be divided into four groups according
to brand loyally status

I llard-core loyals -consumers who f brand all the time

2 Split loyals -consumers who are loyal to two or three brands.

Shilling loyals consumers who shift from one brandjo another

t Switc hes consumers who show no loyalty to any brand (Kotler, 2003)

MULIJMIII OF NAIFRfe
JRBEE Liatus.



Kotcr further notes that each market consists of different number of the four types of
hovers A brand loyal market is one with a high percentage of hard-core brand loyal
Imyeis Toothpaste markets are fairly high brand loyal markets. Companies selling in a
brand loyal market have a hard time gaining more market share, and companies that enter
such a market have a hard time getting in. This is the reason why White dent toothpaste,
the largest brand in Tanzania - manufactured by Chemi-Cotex industries, was introduced
into the Kenyan market four years ago but has only managed to command a five percent
market share to date. Twiga Chemicals industries introduced Cliden toothpaste eight

vears ago but failed to capture the anticipated market share (The Steadman Group, 2005).

Kotlor argues that a company can leam great deal by analyzing the degrees of brand
loyally as follows: First By studying its hard core loyal the company can identify its
product's strengths. Secondly the split loyal analysis will help the company pinpoint
which brands are most competitive with its own. Finally the study of shifting loyal where

the company can learn about its marketing weaknesses and attempt to correct them.

Koller is quick to caution that a company must carefully interpret what is behind the
observed purchase patterns. This is because what appear to be brand loyal purchase
patterns may reflect habit, indifference, a low price, a high switching cost, or the non-

availability of other brands (Kotler 2003).

On the other hand Aaker points out that loyalty can be categorized into five levels. He
argues that although not all the five levels may be represented in a specific product class,
each level represent a different marketing challenge. These categories include from the
bottom to the top. The nun-loyal buyer (switcher) where the customer is completely
iiidill'erenl to the brand and perceives each brand as adequate. The habitual buyer where
ibe biiyns aie satisfied with the product or at least not dissatisfied and thus have no
reason to switch Satisfied buyer these are buyers who over and above being satisfied
with the product, they have switching costs in time, money, or performance risk
associated with switching Likes the brand are buyers who consider the brand a friend

I his could be based on aset o f use experiences or a high-perceived quality But the liking



cannot he Imeed to anything specific Lastly we have Commuted customers who are
blivets who have a pride ofdiscovering and /or being users ofa brand The brand is very
unpoitant to this buyer either functionally or as an expression of who they are (Aaker,

1>

from the above it means that developing a high degree of brand loyalty among
consumers is an important goal of marketing strategy. Brand loyalty represents a
favourable attitude towards a brand, resulting in consistent purchase of the brand over
time It happens after consumers learn that one brand can satisfy their needs (Assael,
1998)

To be truly loyal, the consumers must hold a favourable attitude toward the brand in
addition to purchasing it repeatedly (Day, 1969). Brand loyalty is bran specific.
Consumers will be loyal to brands in one category and will have little loyalty to brands in

other categories (Assael, 1998).

From the. foregoing, one can clearly say that developing a highly consistent market share
of brand loyal consumers is the ultimate goal of today’s marketing strategy (Schiffman,
1994). But why do companies want loyal customers? Aaker (1991), notes that loyalty of
existing customers represents a strategic asset, which, if properly managed and exploited,

has the potential to provide value in a number of ways.

Aaker gives four advantages o f having loyal customers. First is a reduced marketing cost
where customers with brand loyalty reduce the marketing costs of doing business. It is
simply much less costly to retain customers than to get new one. Loyalty of existing
customers represents a substantial entry barrier to competitors because a lot of resources
may be required to entice the customers to switch Secondly is trade leverage where
strong brands will ensure preferred shelf space because marketers know that customers
will have such brands on their shopping list Thirdly is attracting new customers where a
customer base with a satisfied segment can provide assurance to a prospective customer.

\ laii’c satisfied customer base provides an image of the brand as an accepted successful



product. which will he around for a long time and will be able to afford product
improvement Brand awareness can also be generated from the customer base Friends
.mil colleagues of a brand’s customers will become aware of a product just by seeing it
| bis exposure will be more effective than even seeing an advertisement Finally is the
advantage of time in res/tond In competitive threats. This is where by incase a competitor
develops a superior product, a loyal following will allow the firm time needed for the

product improvements to match or neutralize the competitor one.

In order to reap the above benefits, companies must not only manage loyalty but they
must also enhance it (Aaker. 1991 ).Companies should also ensure repeat purchase which

will enhance commitment and eventually loyalty (Assael, 1998).

2.26 Measuring brand loyalty

Aaker (1991) argues that there are several approaches to measuring loyalty. He gives
preference to behaviour measures which include repurchase rates, 'percent of purchases
as well as number of brands purchased He however goes further to give other approaches
which arc based upon five loyalty constructs. The first one is the switching costs, if
switching costs are high, loyalty is likely to be high also. This means that the
manufacturer ofa certain brand should ensure that the switching costs to other brands are

high so that the loyalty remains high.

The other approach is by measuring satisfaction. This involves measurement ofthe level
of satisfaction and/or dissatisfaction This means that the more satisfied a customer is, the

more the more loyal he is to that brand.
On the other hand is /iking of the brand. A positive effect can result in resistance to

competitive entries |lere, answers to questions such as whether customers like the brand

and whether there are feelings o f warmth toward the brand, are sought.
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fourthly is mmiiiinnciii. This is indicated through interaction and communication with
Ihr brand In this case the* extent to which the brand is important to a person in terms of

Ins or lu-r activities and personality really matters (Aaker, 1991).

finally is price premium. This means that if customers are buying a brand at a premium,

then the loyalty to such abrand is higher as compared to a brand going at ordinary price.

2.3 Developing and F.nhancing Loyalty

Brands arc strong when they enjoy loyalty (Kotler, 2003). In Kotler's view, to achieve
loyalty, a product must go beyond achieving visibility and differentiation.

It should develop deep relationships with the customer group where the brand becomes a
meaningful part of the customer's life and/or self-concept. When this occurs, the
customer will be highly loyal (Kotler 2003).

faking a loyal customer to be the one who has a commitment to continue to do business
with a company on an on-going basis, developing brand loyalty simply means seeking to

create committed customers (Christopher, 1995)

Christopher (1995) gives the process of loyalty building in the form of a ladder whereby
the customer has to be converted into aclient, then into a supporter, then an advocate and

ultimately into a partner

To convert the customer into a client requires that a pattern of repeat buying is
established This is done by making it possible for the customer to do business with the
company. But being a client does not necessarily signal commitment. Since many clients
may express high levels of dissatisfaction with the product or service and then switch. A
customer-oriented approach becomes necessary to turn the clients into supporters- they
are. pleased with the product or service Ifthey are really impressed with the quality of the
relationship, they may well become advocates - they tell others about their satisfaction
with the oiler The power of word-of-mouth is high and can do even more than

advertising | he ultimate expectation should be to make the advocate a partner-a situation



where ;i mutually rewarding relationship has been achieved and neither party intends to

leas e the other ((‘hristopher. 1995)

Customer loyalty is seen a as two way street (Webster, 1994). According to
Webster( 1994), customers remain loyal to tbe company that serves their needs and
preferences with a total set of related products and services, while on the other hand,
companies demonstrate and maintain their loyalty to the customers by becoming
knowledgeable about them and responding to them with enhanced product offerings
(Webster 1994) To Webster (1994), the commitment to deliver superior value to
customers contains an explicit commitment to managing customer loyalty. A company
that has commitment towards customer loyalty should be able to exhibit that through
releasing tbe resources necessary to retain those good customers by offering them a broad
range of related products and services that will keep them loyal as their needs change and
evolve over time (Reichheld, 1993).

The maintenance and enhancement of loyalty is also achieved through following some

basic rules (Aaker, 1991)

Treat the customer right Stay close to the customer

Measure/manage customer satisfactior
C'reate switching costs BRAND

Provide extras LOYALTY

I-iginel Adapted from "Managing Brand Equity”, IX Aaker (1991). The Free Press, New
York, 11SA. pg AQ.

| real llic customer right A product or service that functions as expected provides
a basis for loyalty since customers have no reason to switch Customers should be

treated with respect and a positive interaction maintained all the time (Aaker, 1991)



Slay close I» the customer The Company should have its people; including top
executives keep contacts with the customers who use their products. This makes
them (customers) know that they are valuable (Aaker, 1991).

M casiire/nianagc customer satisfaction: Regular surveys of customer's
satislaction/dissatisfaction are particularly useful in understanding how customers
feel and in adjusting products and services.

Create switching costs: One way of creating switching costs is to create asolution
fora customer problem that may involve redefining the business. Another approach
is to reward loyalty directly. A good example here are the airlines frequent-flyer
clubs (Aaker, 1991).0Others are Nakumatt smart card and Uchumi U card, which are
loyally cards where by the loyal customers are rewarded through accumulation of
points each time they buy in these stores. The accumulated points are latter
redeemed by the customers at a rate determined by these stores.

Provide extras: It is relatively easy to change customer behaviour from tolerance
to enthusiasm by just providing afew extra unexpected services. An explanation of

a procedure or a simple apology may be good examples here (Aaker, 1991).

Considering the above, it is clear that the loyal customer wants to be recognized. He
therefore has to be identified, a direct bond has to be established with him and he should
be the focus of special attention. Customers should be treated as friends and not as

accounts - the basis to a long lasting relationship (Kapferer, 1999)

In the words of Kotler (2003), brand loyalty is built by meeting the customers
expectations or even better, exceeding them. Kotler (2003) gives the example of
Nordstrom, an American department store with very high customer loyalty rating. A man
came mto Nordstrom with an automobile tyre asking for his money back. Nordstrom

gave Inin back' Ins money though the store does not sell tyres (Kotler, 2003)
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2.3.1 Net'll lo develop loyally

In today's low-growth and highly competitive market place, retaining brand loyal
customers is critical for survival (Evans, 1997) Keeping customers is often a more
efficient strategy than attracting new customers (Rosenberg, 1983)

Mrand building process has been eroding due to being neglected and loyalty levels have

been falling generally (Aaker, 1991)

On the side of consumers, they have become more confident and more demanding. They
simply want the products and services that satisfy them and have no time for the ones
which do not. More and more consumers have a need to distinguish themselves from one
another to express their individualism. For this reason, they demand quality that is

sustained ((taker, 1992)

f urther, today's customers are tougher, more informed and so sensitive to poor service
that they often walk away and never come back (Bearden, 1995) To make it worse, the

average dissatisfied customers tells nine or ten other people (Albrecht, 1985).

Many marketing managers are concerned with a growing trend toward brand switching.
Among the reasons given for the decline in brand loyalty are consumer dissatisfaction
with products, the many new products appearing in the markets and consumers' increased

concern on price a the expense ofbrand loyalty (Schiffman, 1994).

flic other causes of declining brand loyalty according to Schiffman include the increase
in sales promotion deals' by almost all players, the increase in comparative advertising
.mil the increased diversity of shoppers (unmarried men and women, husbands, teenage

and children) (Schiffman. 1994).

I lie pm poses for building brand loyalty may also be seen in the very tenets of the new
inarkcliii  concept Whereas the objective of marketing in the old concept was just to
make a sale, under the new marketing concept, the objective is to develop a customer

lelaiionslup m which the sale is just the beginning (Webster, 1994).



24 lion loyally genomics value
When hraiul loyalty exists, there is value created in the eyes of the customers. Several

functions through which this happens have been given as below (Kapferer, 1999)

f irst is identification. This gives a consumer benefit which is to be clearly seen, to make
sense o f the offer and to quickly identify the sought-after product. Secondly is
practicality which serves to allow savings of time and energy through identical

repurchasing.

On the other hand isguarantee. This gives the consumer the benefit of being sure of
finding the same quality no matter where or when he buys the product or service. There is
also the benefit of optimization. This gives the consumer the benefit of being sure of

buying the best product in its category, the best performer for a particular purchase.

The sixth function is characterization. The consumer benefit that goes with this is to have
a confirmation of one-self-image or the image that one present to others.We also have
the function ofcontinuity. This brings the consumer benefit of satisfaction brought about

through familiarity and intimacy with the brand that one has consumed for years.

The seventh function is hedonistic This normally gives the consumer benefit of

satisfaction linked to the attractiveness ofthe brand, to its logo and its communication.

finally we have ethical function This gives the consumer benefit of satisfaction linked to
the responsible behavior ofthe brand in its relationship with society (ecology, employment,

oiii/.ensInp) (Kapferer, 1999)
nc important question to ask is if brand loyalty is of any strategic value. Aaker (1991)

argues that loyalty of existing customers represents a strategic asset that has potential to

provide value in several ways.
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Aaker (1991) puls it that brand loyally provides value through the following

241 Ucdticcd marketing costs

It is much less costly to retain customers than to get new ones Existing customers are
relatively easy to hold if they are not dissatisfied The higher the loyalty, the easier it is to
keep customers happy and they will have no reason to switch (Aaker, 1991). At the same
time. Aaker mentions that the loyalty of customers represents a substantial entry barrier to

competitors as a lot of resources may be required to entice the loyal customers to switch

24.2 Trade leverage

Strong loyally towards a brand will ensure a preferred shelf space because the retailers

know that customers will always buy the brand (Aaker, 1991).

24.* Attracting new customers

Assurance to prospective customers is provided by a satisfied customer base. A satisfied
customer base provides an image of the brand as accepted and successful, and one that
will lie around and capable of product improvements (Aaker, 1991).

Brand awareness can be generated from the customer base This awareness may come
from a favourable word-of-mouth from the loyal customers (Webster, 1994), or may be a

result of friends and colleagues of usersjust seeing the brand being used (Aaker, 1991).

2.4.4 Time to respond to competitive threats
As a result of loyalty, the company enjoys the benefit of having time to improve the
brand in the case of a superior competing brand being developed. This is because loyal

customers do not just move quickly to the superior competitor (Aaker, 1991).

245 Other ways of generating Value

Brand loyalty means that the brand has repeat customers. A repeat customer is more
valuable than a new one because ofa number of reasons like.multiple purchases from the
".une customer,the loyal customers will pay a somewhat higher price and the opportunity

to sell oihei products and services to the loyal customer (Webster, 1994)
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2.5 Toothpaste History

| lu* earliest known reference to a toothpaste is in a manuscript from Egypt in the Fourth
( eiitury A D., which prescribes a mixture of powdered salt, pepper, mint leaves, and iris
llowers The Romans used toothpaste formulations based on human urine. An Eighteenth
<"cniury American toothpaste recipe containing burnt bread has been found Another

formula around this time called for dragon's blood (a resin), cinnamon, and burnt alum.

I lowever. toothpastes or powders did not come into general use until the Nineteenth
century m Britain In the early 1800s. the toothbrush was usually used only with water,
but tooth powders soon gained popularity Most were home made, with chalk, pulverized
brick, and salt being common ingredients. An 1866 Home Encyclopedia recommended
pulverized charcoal, and cautioned that many patented tooth powders then commercially

marketed did more harm than good

In 1802, I)r Washington Sheffield of New London, Connecticut manufactured toothpaste
into a collapsible tube. Sheffield's toothpaste was called Dr. Sheffield's Creme Dentifrice.
| le first came up with the idea of toothpaste in acollapsible tube after his son travelled to
Paris and saw painters using paint from tubes. In 1896, Colgate Dental Cream was

packaged in collapsible tubes imitating Sheffield.

By 1000, a paste made of hydrogen peroxide and baking soda was recommended. Pre-
mixed toothpastes were first marketed in the 19th century, but did not surpass the
popularity of tooth-powder until World War | In New York City in 1896, Colgate &
Company manufactured toothpaste in the first collapsible tube, similar to that recently

introduced for artists' paints.

I’liintid<* was lirsl added to toothpastes in 1914, and was criticized by the American
Dental Association (ADA) in 1937. Fluoride toothpastes developed in the 1950s received
llie ADA's approval Countries limit and suggest different amounts acceptable for health

Much ill Africa has aslightly higher percent than the U.S.

In lime 2007, the US food and Drug Administration and similar agencies in Panama,

I'lierio Rico and Australia advised consumers to avoid, return, or discard certain brands



of toothpaste manufactured in China, after batches of Chinese made toothpaste were
found to be contaminated with the poisonous chemical Diethylene glycol, also called
Diglycol or Diglycol stearate, (or labelled as "DEG" on the tube). The chemical is used in

antifreeze as a solvent and is potentially fatal.

Toothpaste is most commonly sold in flexible tubes, though harder containers are
available. The hard containers stand straight up, availing more of the toothpaste and

saving shelf space.

2.6 Review of studies previously carried out

This is a summary of the studies previously carried out in relation to brand loyalty.

There is no study which has been specifically carried out in regards to toothpaste loyalty.
Ilowever. some related issues have been studied as shown below.

Kisese (2001) Determinants of Brand Equity in the bottled water. The investigation

covered issues related to bottled water only.

Giathi (2001) conducted aresearch on the loyalty status of consumers to various cigarette
brands in Nairobi. He noted the five most important factors that determine loyalty as
availability of cigarettes, information about the brands, level of Nicotine, income of the
smokers and satisfaction derived from smoking.

Kwcna (2001) Impact of branding on consumers choice: A case of new domestic sugar
brands Ile found that branding of the sugar product did enhance the perceived quality of

sugar.

Wamhugu (2002) factors that determine store loyalty: The case of large supermarkets in
Nairobi, where availability of all types of merchandise, location of supemiarket,
convenient operating hours, prompt service, and courtesy of employees prices of the
product among other factors were found to be five most important

<)iher sliuly carried out include Mwangi (2005) researched on the factors determining the
choice of milk store brands by consumers in Nairobi He found out and ranked the most

important factors as quality, packaging, trust in the retailer’s name, and low price ottered.



Dorothy (2<M)r>) Factors that determine brand loyalty - case of the petroleum marketing
industry in Kenya flic survey found out product quality and quarantees as being the

single most important factor

On the other hand Mulewa (2006) influence of packaging and labeling on consumer
preference for toothpaste brands A case of shoppers selected in retail outlets in Nairobi
t'I$1) flic survey found out that Attribute such as brand name, color, design, and pack

size as the most important factors

f rom the. above literature review, it is evident that there is no study done that specifically
deals with tooth paste loyalty and thus there exists a knowledge gap which this study will

try to fill.
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CHAPTER THREE
3.0 RESEARCH METHODOLOGY
3. I Introduction
I Ins chapter sets out the research methodology that was adopted so as to enable the
researcher establish the factors that determine toothpaste loyalty. The research setting, the
population of interests, sample size, data collection instruments and data analysis

techniques are discussed.

3.2 Research Design

The study was conducted in Nairobi city specifically the Westlands area. This was mainly
because Westlands is becoming a city within a city where there areI even twenty four
hours shopping malls. Also Westlands is a cosmopolitan area and thus it was believed
that it would provide respondents from many parts o f the country.

I-mally Nairobi was considered more convenient in terms of accessibility, time schedule

and financial resources that were available to the researcher.

3.3 Population of the study
The target population ofthis study comprised of all those who use toothpaste in various
income brackets, professions, ages and education backgrounds. Our respondents were

picked from shopping malls in the heart of the town of Westlands.

3.4 Sample design

A sample of two hundred respondents was selected, drawn from Westlands Nairobi The
respondent sampling was on stratified basis. Questionnaires were administered fairly to
i nsure liur representation of the various demographics of toothpaste users The
respondents were chosen on a convenience basis of sampling. A recruitment guide for

lespoiidenls was used to ensure that only loyal consumers were included in the sample

(see appendix 2)
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X5 I>;il;i collection method

I lu* slink’ used primary data as the source ofinformation. A structured questionnaire was
administered to the respondents. The questionnaires was administered directly to the
respondent which helped to increase the response rate. Where necessary the
guestionnaires were left behind and picked later which helped to increase proportion of
usable responses.

The questionnaire consisted of structured as well as semi - structured questions

l'art one of the questionnaire dealt with consumer’s brand preference and factors
influencing these preferences.

I*arl two addressed the respondent bio-data.

3.6 Data Analysis

The completed questionnaires were edited for completeness and consistency across
respondents. Coding of data was done that enabled the responses to be categorized for
analysis.

Descriptive statistics was used. This included tables, graphs, charts and percentages that
represented the response rate and information on the other variables that the study
considered.

I>lle to large number of variables considered, factor analysis was employed. This assisted
further establishment of any interdependencies between factors affecting brand loyalty
and demographic factors to the respondents such as gender, age, education level, income
level etc Statistical package for social sciences (SPSS) (data analysis software) was used

in the analysis of the data Epi Data was also be used where necessary.
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CHAPTER FOUR
40 RATA ANALYSIS AM) FINDINGS
4.1 |);if:i editing and coiling
The questionnaires were edited and coded after they were filled in All the complete

guestionnaires returned by the respondents were usable for data analysis.

Table 4./ Number o frespondents

Oiieslionnaircs Frequency Percentage (%)
distribution

Not returned 34 17

Incomplete 26 13

Complete 140 70

Total 200 100

Figure |

rrpresentation of questionairres disti Ixition

13

E3 Frequency
S Percentage (%)

IVStllts
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I In- total number of the questionnaire that were distributed were 200 of which 34 were
not returned and 2b were not completed. However 140 of the questionnaires were
successfully answered This represent 70% which the researcher accepted as sufficient for
the purpose of data analysis This compared favourably to other studies such Ngatia
(20(H)) with 68%,Wambugu (2002) with 75% and Kwena (2002) with 79%

4.2 Pentof’rapliic Characteristics o frespondents

Tahir 4.2./ Grnilrr representation

Quantity Males Females
No. of respondents 67 73
Percentages 48 52
I'ifjure 2
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\s shown on the table and the diagram above, there were more women than men that

took part in answering the questionnaire The number of men was 67 and the women

were 7t

4.2.2. Marital status

lithlr 4.2.2

Marital status Married Single
No. of respondents 56 84
Percentages 40 60
T'i"urr»

reprrsciitHtion of rrspomlIrnts nmritiil status

According to the table and figure shown above most o f the respondents were single as

their percentage was 60% as compared to 40% of unmarried people



7.3..>

Tahir 7.7.2

Agr (in veins) No ofrespondents Percentages
ltelow 1X 16 114

1Xto 29 53 37.9

t() to 39 31 22.1

10to 49 27 19.3

SOl 13 9.3

/w'idlin’ 4

i was noted tliiit most of the respondents were between the ages of 18 and 29 years

winch was representni” almost 3X % of the sample population. The second largest group



winch was representing 22% o f the respondents was that which had respondents between
the apes of 30 to 39 years 27 respondents were between the ages of 40 and 49 years
while those who were below IX years and above 50 years were 16 and 13 respondents
icxpcilively The high percentage of 37.9% of ages between 18-29yrs shows that

majority of those who work as employees in Westlands are young people.

4. 2.4 level ofeilneation

Tohie 4.2.4

l.cvel of education No. of respondents Percentages
I'rimary 11 7.8
Secondary 47 33.6
College 49 35
University 33 23.6

h'if'iire 5

representation of respondents level of education
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\s represented in the pie chart above 49 (35%) have attained college level while
?2»(?! (>%) have attained university level This shows that majority of the respondent
>X (>% have at least college education.

/.2.3 Occupation

(A) Formalemployment

Public Government Parastatal
No. of respondents 12 16
Percentages 8.7 11.4
Figure tt(i)

rcprsintalion of res pomlents in public formal employment

10 ONo. ofrespondents
L%W 8 a Percentages

(ovenuncnl Parastatal

formal eniployinent

As shown on the table and the diagram above, there were more respondents in public

In ibis category it was found that majority of the respondent worked for parastatal

(11 4%) as compared to X7% who worked for the government.
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Tnhif -t.2.5.2 privateformal employments

Private Company NGOs
No. of respondents 17 10
Percentages 121 7.1
T'igure 6(H)

representation of respoiulenls in private formal
employment

Company NGOs

fon mil employmelit

As shown on the table and the diagram above, there were more respondents in private

formal employment that were working in companies than in the NGOs.

In this category many of the respondents came from private companies (12.1%) as
compared to NGO that had (7.1%).
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(li)  Selfemployment

Tohlr 4.2.1t
Selfemployment

f ormal business person
Professional

Informal business person
Others

Figure h(iii)

As shown on the table and the diagram above, there were more respondents who were
selfemployed than professionals. Self employed in Informal business were represented
by I X.(»% respondents followed by those who were professionals that were represented
by 17 1% ofrespondents. 15.7% of respondents were in the formal businesses while

") 3% of the respondents were either in other forms of businesses or basically unemployed

vet

No. of respondents
22
24
26
13

33

Percentages
15.7

17.1

18.6

9.3



4.2.7 Incomeper month

| ohie 4.2. 7

Inronic per mnnth( kshs) No. of respondents

Below 10.000
10.001 to 20,000
20.001 to 30,000
30.001 to 40,000
40,001 to 50,000
50,001 +

Others

hicure 7

li was noted that most of the respondents did not feel comfortable revealing their income
packages hence most of them did not answer. This unfortunately was the largest
percentage of the sample population being represented by 30.8 %. However this group

also contained those who did not know how much exactly they attained in a month and

23
37
13
10
8

6

43

Percentages
16.4

26.4

9.3

7.1

5.7

4.3

30.8

representation of respondents income per month
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those that did not have jobs. 37(26.4%) respondents received 10,000 to 20,000 every
month while) 6.4% of the respondents got less than 10,000 every month Those that
received more than 20,000 but less than 30,000 were 9.3% and those that received or got
more than 30,000 but less than 40,000 were 7.1%. As the income increased so did the
number of respondents receiving the particular package hence those that got 40,001 to
50,000 and more than 50,001 shillings were 8 and 6 respondents respectively.

4.2. X Rrsiilenliiil area

TtiMe 4.2. X

Residential areas No. of respondents Percentages
West lands 18 12.9

Past lands 47 33.6

South lands 29 20.7

North lands 24 171

Others 22 15.7

The large number of respondents that took part in the research came from Eastlands
parts of Nairobi although they did their businesses or worked in the Westlands parts of
Nairobi. This was represented by a total number of 47(33.6%) respondents. Those that
came from Southlands were 29(20.7) and those that were from Northlands were 24(17%).
The respondents from Westlands were few and they represented only 18% ofthe sample

population. 22 other respondents were from other different areas
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Sitimii H

1.3 Top of mint/ toothpaste

hiltle 4.3
Toothpaste brand
('olgate
('lose-up
Aquafresh
White Dent
Wisdom
Iheramed
I’epsodcnt
()Ihers
Total

Figure /

*»

Frequency

138
131
125
100
97
34
62
25
712

Percentage (%)

18
18
18
14
14
5

9

4
100

O Percentage (%)
O Frequency
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Most of the respondents were aware of Colgate which emerged as the top of mind

toothpaste brand However the respondents were also aware of Close-up and Aqua fresh

White dent and Wisdom were also quite known by the respondents. The rest of tooth

pastes indicated above were considerably known. As for Sensodyne which fell under the

others category was not widely known

4.4  Toothpaste brands that respondent always use

Table 4.4
I'ootlipaste brand Frequency
Colgate 05
Close-up 52
Aquafresh 63
White Dent 20
Wisdom 16

j Others 15
Total 261
Figure 2

toothpastes that respondents always use
Olliers

6%

Wisdom

Close-up
20%

38

Percentage (%)
36

20

24

8

6

6

100



Most of the respondents (36%) used Colgate followed by Aqua fresh (24%) and then
( lose-up 20% of respondents. Only 8% uses White dent while 6% of respondent used

Wisdom Other toothpastes were only used by 15% of the respondents.

4.5 Number of times one uses toothpaste in a (lay

Table 4.5
No. ortimes Frequency Percentage (%)
Once 43 31
Twice 86 61
More than twice 11 8
Total 140 100
Figure. 5
representation of the frequency in the use of toothpastes
in a day

X0-

70-

60

no. of  50j
respondents 40\ 0 Frequency
S Percentage (%)

20 |

10%

0;

Once Twice  More than
twice
frequency
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Most of the respondents used their tooth pastes twice daily being represented by 61% of

the respondents. Those respondents that used their tooth pastes once daily were 31%

while 8% o f the respondents used toothpaste more than twice.

4.h Why respondentprefer the brand

Table 4.b

Response

Provides fresh breath
Advertising influence
Affordable

Different varieties
Nice flavour

Clean teeth well
Family tradition
Others

Total

Figure 4

Frequency

120
84
46
62
43
95
30
30
510

Percentage (%)
24

16

9

12

8

19

6

6

100

representation of reasons why respondents prefer particular

140

120

100

80

60
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40
20

tjl

<OV

brands
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40

30

25

20

15

10
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Vlosi dl the respondents 24% preferred their brands because most importantly provided
fresh breath followed by the fact that they cleaned teeth well 19%.This shows that many
people are sensitive to their breath. Third most chosen reason as to why respondents used
their brands was that they were constantly being advertised hence they are influenced to
buy them. Toothpastes that came in different varieties were also an added advantage
hence preferred. Affordable and nice flavors that they had were also reasons as to why
respondents preferred their brands. Family traditions were minor issues as to why

respondents bought their toothpastes. A few others had their own reasons.

4.7  Extentto which statements are important when purchasing toothpaste

Key
A - Prevent tooth cavities
It - Prevent exposed root cavities
C - Prevent gums inflammation
N - Prevent tartar
E - Prevent plaque build up
- Keep fighting germs
c - Removes plaque
n - Remove stains
- Fights bad breath
- Reduce gum bleeding
K - Cleans between teeth
< - Strengthen weak tooth enamel
M - Whitens the teeth
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Tnhie 4. 7

Statements
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Figure 5

Very
important
130
95

82
67

85
102
72
67
128
110
103
86
40

Important

5
20
13
14
35
17
20
40
12
21
30
50
67

Neutral

3
12
35
17
1
13
37
17
0
7
7
5
19

Not
important
1

4

10

40

6
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10

Not at all
important
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representation of the value of points taken into consideration
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I rom the findings it shows that the respondents were consistent with the reasons why
they love their brands. The statements that had high frequency were to Prevent tooth
cavities. Fights had breath and Reduces gum bleeding. These are just the same

reasons they had given as to why they prefer their choice of brand.

4.V.  Satisfaction ofrespondents with their toothpastes

Tabhir 4.1t

Response Frequency Percentage (%)
Completely satisfied 43 31

Satisfied 86 61

Not satisfied 11 8

Figure 6

respondents satisfaction with their tooth paste

Completely Satisfied Not satisfied
satisfied

response
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2% of ihe respondents were satisfied with their brands while only 8% were

not satisfied

/"> Responsi»to whether respondents would recommend their brand o ftoothpastes
to anyone else

Table 4.b

Response Yes No
No. of respondents 129 1
Percentages 92 8

Figure 7

responses to whether respondents would reccoinmend their tooth
pastes to any one else
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Ml of the 92% o f the respondents would recommend their toothpastes to others while 11
respondents would not This is consistent with their level of satisfaction It shows that
once acustomer is satisfied s/he will always recommend the product to others.

4.10 Responses In whether if respondents were married, they used the same
toothpastes with their partners

Table 4.10

Response Yes No
No. of respondents 49 7
Percentages 87.5 12.5
Figure X

responses to whether respondents and their spouses
used the same tooth pastes

No

X7%

from the findings majority of the couples (87.5%) used the same toothpaste brand. Only
12.5% of the respondent that did not use the same brand of toothpaste.
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4.11 Responses In whether the respondents were injluenced or not by their spouses

to use the same toothpastes as their partners

Table 4.1 1

Itespouse No. of respondents
Influenced them 19

Qot influenced 14

Were using same brand 16

Figure S

Percentages
38.8
28.6
32.6

response on who influenced who in using the same toothpaste
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Most of the respondents 38 8% influenced their spouses to use the same tooth paste as
themselves, 28.6% were influenced while 32.6% respondents were already using the
same brands when they got married. This shows that vast majority of married people

67 4% either got influenced or did influence the consumption oftoothpaste brand
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CHAPTER FIVE
5.0 DISC IJSIONS, SUMMARY AND CONCLUSIONS
5.1 Inirmliicliun
Ilis chapter highlights the findings of the study as well as conclusions and

recommendations from the research undertaken

5.2 Discussions
The main objectives of this study were to establish the factors that determine toothpaste

loyally and to determine the most important factor in determining toothpaste loyalty.

5.2.1 Consumer perception on the different brands

The findings revealed that the most popular toothpaste brand to be Colgate followed by
Close - up and Agquafresh coming third with frequencies of 138,131 and 125
respectively. This can be attributed to the fact that both Colgate and close-up are brands
that have been in the market for a very long time. However, when it comes to the usage,
the combination changes to Colgate followed by Aquafresh and close-up comes third
with 36%, 24% and 20% respectively. This findings tend to resemble those of Steadman
Group (2005) which revealed that Colgate dominates the toothpaste industry with the

highest market share, followed closely by Aquafresh and Close-up respectively.

The difference between the popularity of the brands in the top of mind question and that
of the popularity in usage could be explained by the reasons such as the age of the brand
m the market and the quality of the brands. Close-up came into the market before
Aquafresh in as much Aquafresh has a large market share than Close-up. Advertising
strategy may also contribute to this as in Close-up may be advertising with messages that

lend to stick longer in peoples mind

Analysis of the findings reveals that majority of the users oftoothpaste do use it twice a
clay (61%) as compared to those who use it once in a day (31%).This finding shows that
the companies should develop messages to encourage more usage hence increasing their

market share On the other hand 8% of respondent uses it three times a day which is also
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« challenge to the manufactures to know that people can use the product more than twice.
I hev should come up with awareness to encourage more usage and to reward this group
of people.

On the issue of brand preference, the findings revealed that factors such as: provides
fresh hreath, clean teeth well. Advertising influence and different varieties captured 24%,
19%, 12% and 12% respectively. This revealed why consumers prefers their brands of
toothpaste. This shows that consumers are rational people who will only use toothpaste if
it satisfies their expectation. It means that advertising alone wont woo the customers in
using a certain brand for they will be watching the end result. On the other hand
manufacturer should have a range of varieties especially when dealing with young

generation.

5.2.2 Factors determining loyalty

Most of the respondents rated most factors as most important and important.These factors
were Prevent tooth cavities, Fights bad breath, Reduce gum bleeding, Cleans between
teeth, Keep fighting germs among others. They only rated two factors as neutral that is
prevents gum inflammation and removes stains. A few people felt that the factor that it

prevents tartars is not important.

from the analysis then, it means that most loyal customers do not consider tartar as a
threat to their teeth. This may be attributed to the fact that city council of Nairobi do
regulate the chlorine they put in the water supplied. Also the consumer do not seem to

particular in whitening their teeth.

All in all the consumers attached some level of importance to all the factors. These
factors were noted as Prevent tooth cavities. Fights bad breath, Reduce gum bleeding,
('leans between teeth. Cleans between teeth. Keep fighting germs. Prevent exposed root
cavities. Strengthen weak tooth enamel, Prevent gums inflammation. Remove stains.

Remove stains. Prevent tartar. Whitens the teeth.
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5.2.3 Most Important loyally factor

I'nc findings revealed that the most important factor as that of preventing tooth cavities.
This means that in as much there are many factors that customers considers before buying
toothpaste, they are all wrapped with the aspect of preventing tooth cavities. This also
reveals that consumers are sensitive to their oral health and they will go extra mile to

avoid dentist at all cost.

This factor is also consistent with the customer’'s preference for their brand as they
revealed that factors that it provides fresh breath and clean teeth well enjoyed the highest

percentages. All these factors revolve around prevention of teeth cavities.

5.3 Recommendations

Prom the research findings, it is apparent that there are factors considered important in
determining brand loyalty of toothpaste. With this in mind the toothpaste manufacturer
should ensure that they always put these factors into consideration when they are making
their products. It is apparent from the findings that consumers in general give more
weight in the functional benefits o f the toothpaste as compared with emotional and self
expressive benefits. Manufacturing companies must therefore consider on how to create

advertising messages along these factors so as to attract and retain their customers.

On the basis of the findings it is also clear that some toothpaste brands are more popular
than others but this does not translate into sales. This calls for manufacturers and

marketers to find out why and to reposition these brands into consumers mind.

I inally it was noted that there is so much ofinfluence when people get married and some
ten.l to leave their brands to those of their spouses. The marketers should have a way of
targeting these groups so as to make sure that it is their brands that are selected as

compared to their competitors.

50



54 Limitations of the study

1 The sample size of 200 may have limited confidence in the results and this might
limit generalizations to other situations and areas outside Nairobi.

2 The study was done in Westlands Nairobi. The purchasing behavior of Nairobi
consumers may differ from other regions. The factor rating in this finding may not
be applicable in other parts of the country.

3 The study was a survey. The use of predetermined questions may have forced
respondents to respond to questions without even understanding them.

4. Some respondents refused to fill in the questionnaires. This reduced the response
rate to 70% which in turn may have reduced the probability of reaching a more

conclusive study. However, conclusions were made with this response rate.

5.5 Suggestions for future Research
The study could be extended in geographical scope to cover other regions. This would

help in making more generalized deductions.

The study revealed a unique aspect where by popularity does not necessarily translates to
purchasing of the product by the consumers (case of Close-up and Aquafresh).A study

can be done to establish the reasons behind this phenomenon.

On the other hand the study only focused one aspect of Brand Equity i.e Brand loyalty,
further study could be carried out too asses factors influencing other Brand Equity such

as Brand Awareness or Perceived Quality

finally a study could also be done to address the consumer demographics on Brand
Loyalty. This would help to find out whether education level, gender, marital status and

age have impact on Brand Loyalty.
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APPENDIX |

LETTER OF INTRODUCTION

UNIVERSITY OF NAIROBI
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— nn—iri an—b—a— i—m—
Telephone. 732160 Ext 208 PO Box 30197
Telegrams “Varsitv", Nairobi Nairobi. Kenya
Telex 22095 Varsity
DATE:

TO WHOM IT MAY CONCERN

The DBeArer OF this IO O e it ettt e e e e e enaeens

RegISIration N O i
is a Master of Business & Administration student of the University of Nairobi.

He/she is required to submit as part.of his/her coursework assessment a
research project report on some management problem. We would like the
students to do their projects on real problems affecting firms in Kenya. We would,

therefore, appreciate if you assist him/her by allowing him/her to collect data in

your organization for the research.

Thank you.

MO/ek



Al''KNDIX 2

RECRUITMENT GUIDE

(I’'lcase help iinswer the following questions)

I. Do you use toothpaste
Yes [ ]
No [ ]
If yes proceed to Q2 otherwise close the interview.

2 How many types oftoothpaste are you using at present

One [ 1]
two [ 1]
three [ ]

more than three [ ]

3. If more than three times close the interview otherwise proceed



AITKNDIX 3

OUKS ITONNAIKK

(I'leasr help answer the following questions)

Part A

I Which toothpaste brand do you know?

0

3. How many times do you use this brand of your choice in aday?
0] One
(ii) Twice

(in) More than twice

A Why do you prefer the brand?



Others specify

5 Please indicate the extent to which these statements are important to you when

buying toothpaste

Very Important Neutral No Not at all
Important important  important
5 4 3 2 1
1 Prevent Tooth
Cavities [ ] [ ] [ ] [] [ ]
2. Prevent exposed
Root cavities [ ] [ ] [ ] [l [ 1
3. Prevent Gum
Inflammation [ ] [ ] [ ] [ ] [ ]
4. Prevent Tartar [ ] [1] [ ] [l [l
5 Prevent Plague
lluild Up [ ] [ ] [ ] [ ] [ ]
& Keep | ighting Germs [ ] [ ] [ ] [] [ ]
7. Remove Plaque [ ] [ ] [ ] [] [ 1
X Remove Stains [ ] [ 1 [] [ ] []

S |ight Had lireath [ ] [) [ ] [ 1] [ ]



10 Reduce Gum Bleeding [ ] [ ]

1 ('lean Between Teeth [ ] [ ] [ ]

12 Strengthen Weak

Tooth Enamel [ ] [ ]

13 Whitens the teeth [ ] [] [ 1]

[]
[ ]

[]
[]

[]
]

[]
I']

(¢ What are the most important factors in your choice of toothpaste? Please rank all the

factors below starting from No. 1for the most important

6.

Other (specify)

Remove Stains [ ]
Strengthen Weak Tooth Enamel [ 1]
Fight Bad Breath [ ]
Prevent Tartar [ ]
Whitens the teeth [ 1]
Fights cavities [ ]

7 Are you satisfied with your brand of tooth paste

[
[
I

) Completely satisfied
| Satisfied

| Not satisfied

X Would you recommend your brand to toothpaste to any one else

No



*> |f married, do both ofyou use the same toothpaste brand
| Yes

I No

li ves to go to number 10 otherwise go to part B

10 Were you influenced by your spouse to change the brand when you got married, or
you influenced them or all ofyou were using the same brand before ?
| 1 Influenced them
| J Got influenced

Were using the same brand even before

I'aii It
I What is your name? (optional)......cccccceiiiiiiiiiiiinniiiieeeen,
2. Where do you live (EState).........cceceeveeereereececie et
< What is your Gender? Male [ ] Female [ ]
I I'lease lick you occupation below as appropriate

a) Formal employment

Tiiblu

<ioveinment

I'aiaslalal | J



Private
Company [ ]

N (i() [ 1

h) Self employed
formal business person [ ]
Professional

Informal business person [ ]

Any other specify

S Please tick the age bracket in which you fall under

ltelow 18years [ ]

18-29 f]
30-39 [ ]
40 - 49 []
Over M) vis | |

Whal is ymn highest level of Education?
Primary

Secondary



College [ ]
University [ 1]
7 Please indicate your marital Status
Single [ 1]
Married
X Please Tick the bracket where you fall according to the amount of your income per
month
Below 10,000 [ ]
10,000- 20000 [ 1
20,000 - 30,000 [ ]
30,000 - 40,000 [ ]
40,000- 50,000 [ ]

Above 50,000 [ ]

THANK YOU FOR VOIJR TIME AND COOPERATION

Or n«»
BttEXEUBP.tr



