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Abstract:
Research Question: In this paper the effect of consumers’ relationship towards a company on brand loyalty is analysed.
Motivation: The main goal is to determine if consumers’ relationship towards a company develops brand loyalty. In
addition, consumer-brand relationships, consumer-product relationships, brand trust and brand relationship quality are
observed. This is important for defining complex relationships between companies, consumers and brands. Brand loyalty
is the result of marketing, management and public relations practices. This thorough research provides a substantial
insight into this domain. The number of studies that address several marketing management constructs in this form is low.
Therefore, this approach is innovative from that viewpoint. Idea: The main idea is to analyse the complex relationships
between the above-mentioned constructs and to highlight key factors while taking into consideration the integrity of the
analysed data. Data: For this research, the data was collected via structured survey. The sample size of 407 included male
and female consumers, aged from 15 to 65, from the major cities in Serbia. Potential biases were taken into consideration
when undertaking data analysis. Tools: Conclusions were drawn from the extensive data analysis that included OLS
regression analysis, (with and without control parameters), correlation analysis, reliability test, and tests for multicollinearity,
heteroscedasticity and autocorrelation. Findings: The results indicate that there is a strong link between consumers’
relationship towards a company and brand loyalty. In addition, the links between the mediating constructs shed light on
the complexity of developing relationships with consumers. Contribution: This study contributes to the existing body of
literature and expands the view on consumer-company relationships from the aspect of brand and marketing management
and management overall.
Keywords: consumer-company relationships, brand loyalty, brand relationship quality, public relations, business
performance
JEL Classification: M31, M21, D40

1. Introduction
When examining brand loyalty, it is important to quote the findings of Moller Jensen and Hansen (2006). In
their study, it is argued that brand loyalty should be investigated through consumers who had a multiple
choice of brands, and not just the one brand they use. If only one brand is present on a specific market, it
may induce partial or non-organic consumer brand loyalty (Moller Jensen & Hansen, 2006). Therefore, in
this research, the participants had a choice from a wide variety of international brands, and they could write
down other brands as well. This way, the non-organic consumer brand loyalty is managed, so it does not
severely affect the results. Furthermore, Veloutsou (2009) perfectly addressed consumer behaviour, and
noted that there are different emotions towards a brand. In addition, he also argued that consumers can
develop strong emotions towards a company that further enhances brand loyalty. Matzler, Grabner-Krauter
and Bidmon (2008) analysed various literature on brand loyalty and noted that brand loyalty is one of the
central factors around which companies achieve competitiveness and generate advantageous positions on
the market. Brand loyalty is stronger, and more stable for companies that achieved market leadership status
(Dekimpe, Steenkamp, Mellens & Abeele, 1997). Without strong brand loyalty, companies can expect a hard
time to increase sales volume (Lin, Wu & Wang, 2000). Now, companies have to position themselves on the
market in a way that they will satisfy incoming customers’ needs (Djordjevic, Cockalo & Bogetic, 2016). In
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the same study it was discussed that changes on the market affect enterprise management. Furthermore,
in order to gain customers, and to positively affect the consumer-company relationship, companies have to
focus not only on the internal but on the external environment as well. For long-term sustainability and
competitiveness, companies have to change their business models from pure profit-focused to environmentfocused (Kitic, Kostic–Stankovic, Cvijovic & Lecic-Cvetkovic, 2015). This means that corporate social
responsibility (CSR) should be taken into consideration when aiming for higher financial performance and
increased competitiveness on the market (Vlastelica Bakic, Cicvaric Kostic & Neskovic, 2015). Companies
use various forms of marketing communication such as advertising and public relations through different
media outlets in order to increase brand awareness, create brand image, and connect with the consumers
(Bakator, Boric & Paunovic, 2017). From here, dynamic relationships arise between consumers and
companies.
The main goal of this research is to identify influencing factors on brand loyalty development, More precisely,
the effect of consumers’ relationship towards a company on the development of brand loyalty is analysed.
As consumer-company relationships are complex, additional marketing constructs are investigated such as
consumer-brand relationships, consumer-product relationships, brand trust and brand relationship quality.
The main reason behind this research is the necessity to highlight the potential causal relations between the
above-mentioned factors. After a thorough investigation into a large body of literature in the domain of
consumer-company relationships and brand loyalty, it was found that the majority of these studies address
only up to three constructs, thus leaving a small gap where a multi-construct approach is welcomed. This
current paper provides exactly that, a multi-construct approach to consumer-company relationship and
brand loyalty development.
The data for this study were obtained through surveys. It is important to note that the terms consumers and
customers are used interchangeably due to literature analysis. However, in this present study, the focus is
on consumers and customers as users of products and/or services.
The data analysis included descriptive statistics, reliability test, OLS regression analysis, correlation analysis,
and tests for multicollinearity, heteroscedasticity, and autocorrelation. The paper starts with the examination
of literature in the domain of brand loyalty, consumer behaviour, brand trust, and consumer-company
relationships. In the next section, the research methodology is presented. The fourth section presents the
obtained results from the conducted analyses. Afterwards, the results are discussed, the contribution of the
study is outlined, and the limitations of the study are addressed. In the final section conclusions are drawn,
and guidelines for future research are suggested.

2. Theory and Hypotheses Development
2.1 Relationships towards a company and brand trust
Chen and Myagmarsuren (2011) investigated the relationships between brand equity, relationship value,
and customer loyalty. Their findings suggested that high relationship values between consumers and
companies, increased brand equity. It is certain that developing strong relationships with a company is
beneficial for brand trust (Kuikka & Laukkanen, 2012). Early research of Bhattacharya and Sen (2003)
discussed that consumer-company identification has an important role in developing brand loyalty.
Additionally, this relationship is important for managers, as consumer-company relationships and its
influence on brand loyalty can help understand the possibilities and limits of relationship-building activities
and strategies. Consumers tend to connect with some brands, while not with others. It was noted that various
levels of attraction and self-identification with the company could affect brand loyalty development
(Elbedweihy, Jayawardhena, Elsharnouby & Elsharnouby, 2016). Therefore, based on previous findings, it
is safe to assume that consumers’ relationships towards a company are an important marketing
management construct for managers and companies, as these constructs can affect long-term business
performance.
In the modern marketing environment, consumers are influenced by many factors that lead to behaviours
on the market that do not have patterns, and are hard to predict (Alavuk, Jevtic & Petrevska, 2015). Prior
research suggests that building relationships towards a company is an important process where overall
business performance is affected (Kim, Park & Kim, 2014). It is evident that the consumer-company
relationships and their effect on brand loyalty strength play an important role in achieving adequate business
performance. Companies strive towards loyal customers, and are eager to develop strong customer
relationships, as loyalty is crucial for a competitive advantage on the market (Aggarwal, 2004). Loyalty can
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be achieved through customer satisfaction, thus companies have to address the needs and wishes of their
customers (Bakator, Boric & Paunovic, 2017). Certainly, consumer-company relationships are a complex
construct where achieving brand loyalty is the main goal of consumer-relationship building strategies. Taking
into consideration previous findings, the following null, and alternative hypotheses are suggested:
H0: Developing a positive relationship towards a company increases brand loyalty
Ha: Developing a positive relationship towards a company does not affect brand loyalty.
On dynamic markets, consumers’ relationships with companies and their effect on brand loyalty can define
future business performance, and strongly affect business excellence. This has been examined by Theng,
Parsons and Yap (2013), where the existence of moderate correlation between brand trust, and consumerproduct relationships was analysed. Brand and product relationships build strong brand identities.
Relationship development with companies is a strategic process where companies endure various feedback
from existing customers and consumers (Rauyruen & Miller, 2007). Consumer loyalty towards a brand is one
of the results of strong relationships between consumers and companies. However, do relationships towards
a company indicate strong consumer-product relationships? The complexity of human perceptions,
affections and overall emotions towards objects demands as much investigation as possible. The forementioned research findings, and the mentioned comprehensive descriptions of the examined constructs,
provide a strong base for the following auxiliary hypotheses:
H1: Strong relationships towards a company positively influence consumer-product relationships.
H2: Strong relationships towards a company positively influence brand trust.
H3: Strong relationships towards a company positively influence consumer-brand relationships.

2.2 Consumer-brand and consumer-product relationships
Customer satisfaction is valuable for developing consumer-brand relationships (Muyammil, Haffey & Riaz,
2010). In addition, earlier findings of Smit, Bronner & Tolboom, (2007) note that the consumer-brand relationship
resonates through business performance and it influences consumer-product relationships. Brand equity and
strong consumer-brand relationships positively affect the marketing environment in the companies’ favour
(Keller, 2009). This is presented through more effective marketing communications, and most importantly,
higher profits. Furthermore, Fetscherin and Heinrich (2014) investigated consumer-brand relationships, and
described that strong feelings towards a brand, and a strong brand relationship, result in brand love. One year
later, after a complex research of literature on this subject, Fetscherin and Heinrich (2015) note that storytelling
plays an important role when it comes to brand relationship development. Breivik and Thorbjornsen (2008)
suggest that brand relationship quality affects deeper dimensions of consumer-brand relationships. Brand
relationship quality includes three interconnected factors that a consumer expresses towards a brand. These
factors are affection and socio-emotion, behaviour, and cognition (Francisco-Maffezzolli, Semprebon, & Muller
Prado, 2014). Now, brand relationship quality can alsobe described as an indicator which defines the strength
and depth of a consumer-brand relationship (Hudson, Roth, Madden & Hudson, 2015). However, Smit, Bronner
& Tolboom (2007) argue that consumer-brand relationships cannot exist between all brands, and all
consumers. Some brands are more suited to develop relationships with consumers, while other brands may
lack personality (Aaker, Fournier & Brasel, 2004). It is clear that emotions towards brands require further
investigation as they can affect consumer behaviour. From the company’s point of view, developing good
relationships with consumers is an imperative for long-term success. Therefore, with the goal to investigate
these relationships, additional auxiliary hypotheses are proposed:
H4: Strong consumer-product relationships positively influence consumer-brand relationships.
H5: Strong consumer-product relationships positively influence brand trust.
H6: Strong consumer-product relationships positively influence brand relationship quality.

2.3 Brand loyalty and managing consumer behaviour
Brand image, and brand loyalty are often portrayed as complementary dimensions that influence consumer
behaviour towards buying a specific brand (Kotler & Keller, 2016). Brand loyalty was described as a
consumers’ mind-set that will result in repetitious purchase of the same brand (Severi & Ling, 2013). Similarly,
prior research of Chaudhuri and Holbrook (2001) described brand loyalty as a preference for repeated
purchase of products or services from the same brand. Consumer loyalty, and good relationships between
consumers and companies for achieving a competitive advantage on the market (Djordjevic, Cockalo, &
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Bogetic, 2016). Punniyamoorthy and Prasanna Mohan Raj, (2007) pointed out that brand loyalty should be
measured not only by the frequency of repurchase, but by the customers’ attitude, and satisfaction as well.
Therefore, in this research the questions are designed to avoid “crippling” miss-measurements, and are
focused on the brand as a whole, rather than just on purchasing frequency. It is evident that consumercompany relationships are a key influential factor when developing marketing strategies (Kotler & Keller,
2016; Russell-Bennett, McColl-Kennedy & Coote, 2007). Based on the reviewed literature, additional auxiliary
hypotheses are suggested:
H7: Strong consumer-brand relationships positively influence brand loyalty.
H8: Strong brand trust positively influences brand loyalty.
H9: High brand relationship quality positively influences brand loyalty.
Further, in Figure 1, the research framework is presented and it depicts the observed relationships between
the main and mediating constructs.

Figure 1: Research framework

3. Research Methodology
The survey for this study was designed and based on similar research in this domain (Buil, de Chernatony
& Martinez, 2013; Chen & Ann, 2014; Habibi, Laroche & Richard, 2014; Mishra, Bhusan & Dash, 2014; Park
& Kim, 2014; Zarantonello, 2016). These papers examined various aspects of brand loyalty, brand trust,
perceived quality, perceived value, and other constructs in the domain of marketing, consumer-company
relationships, brand management and management overall. The surveys in these research articles are well
balanced, thus they provide adequate survey items for developing a reliable survey for this present research.
A seven-point Likert scale was used for twenty-five (25) items distributed across six (6) constructs. According
to Brown (2011), a Likert scale type survey is sufficient for this type of research. In addition, credible studies
in this domain were conducted where the data was collected through surveys with Likert scale items
(Ramaseshan & Tsao, 2007; Vigneron & Johnson, 2017). In Table 1 the research items are presented.
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Table 1: Research items
The research was conducted in 4 main phases. Phase 1 included extensive literature analysis, theoretical
background development, and survey design. Phase 2 included distributing the surveys online. In phase 3,
the data were exported, prepared for analysis. Phase 4 included the analysis of the results, discussion, and
conclusions.

4. Results
In Table 2, the results of the descriptive statistics are shown. For every measured construct, the sample size,
the minimum, and maximum values, the mean, and the standard deviation values are presented.
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Table 2: Results of descriptive statistics for every dimension
For every measured dimension the minimum and maximum values are 1 and 7. Further, it can be seen, that
the means of the measured dimensions vary from 4.00 to 4.24. The standard deviations range from 1.56-1.80.
Further, the obtained sample details are given in Table 3.
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Table 3: Sample details
A majority of the sample consists of two groups: the younger than 20 (40.3%) and the 20 to 30 years old
(40%). The gender structure of the sample is in favour of women (68.3%), and a vast majority of the
participants are students (60.4%). However, to ensure that there is no bias and that the sample is
representative, several statistical analyses were conducted later in the paper.
After sample details, a Cronbach’s alpha reliability test was used in order to determine the internal
consistency of the measured items. The results of the reliability test are given in Table 4.
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Table 4: Results of the reliability test
The results are satisfactory as the values are over 0.8 and 0.9. The close to 1.0 Cronbach’s alpha values
indicate that there were no two contradictory statements between the items in the survey. Further a
heteroscedasticity test was conducted in order to ensure that the OLS will give the estimator with the smallest
variance. The results of the heteroscedasticity are given in Table 5.
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Table 5: Results of the heteroscedasticity test
In, addition a test for multicollinearity was conducted. The results are given in Table 6.
 

  












 













    
  

 



 







Table 6: Results of the muClticollinearity statistics
Based on the results in Table 6, it can be assumed that there is little to no multicollinearity between the
observed constructs, as only a few VIF values are slightly higher than 2.3. Furthermore, with the goal to
determine the relationship between the observed constructs, an OLS regression analysis was conducted.
In Table 7 and Table 8, the results of the regression analysis are presented.


















 









 





















Table 7: Results of regression analysis (β, S.E., R2, Adjusted R2)
Further, additional data from the regression analysis are given in Table 8.
Table 8: Results of regression analysis (p-value, F, F Sig., Durbin-Watson value)
For the regression analysis, brand loyalty was taken as a dependent variable, and the other constructs were
taken as independent variables. The R2 value of 0.697 indicates that there is a strong and positive relationship
between the dependent variable, and the independent variables. The p-values indicate that the null
hypothesis cannot be rejected. The Durbin-Watson value (DW) indicates that there is little to no
autocorrelation between the variables. Here the regression equation has the form: BL = β0 + β1 · RTC + β2
· CPR + β3 · CBR + β4 · BRQ + β5 · BT + . The values from Table 7 are inserted into the equation, are results
is: BL = 0.655 + 0.138 · RTC + 0.275 · CPR + 0.337 · CBR + 0.225 · BRQ + 0.306 · BT + .
Further, another OLS regression analysis was conducted based on the following regression model: BL = β0
+ β1 · RTC + βz . z + +; where z= CPR, CBR, BRQ, and BT are presented as separate regressions. The
results of this regression analysis are presented in Table 8.




































 
 





 

Table 8: Results of the OLS regression (β, R2, p-value, S.E.)
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Next, a Spearman’s correlation analysis was conducted. Instead of the Pearson’s correlation analysis, a
Spearman’s correlation was considered as it gives more adequate results for ordinal data (Hauke &
Kossowski, 2011). The results of correlation analysis are given in Table 9.
 




 
 
 

 

 
 







 
 





 
 
 

 




 
 







 











Table 9: Results of the correlation analysis
The correlation analysis indicates that between every measured marketing construct, there is a moderate to
strong positive relationship. The lowest correlation value (0.536) is between brand trust (BT) and relationship
towards a company (RTC). The highest correlation value (0.682) is noted between the consumer-product
relationship construct (CPR), and the consumer-brand relationship construct (CBR). Overall, the correlation
analysis provided satisfactory results.

5. Discussion
The results of the data analyses indicate that the null hypothesis cannot be rejected, and the alternative
hypothesis is rejected. Therefore, the current study has found that consumers’ relationship towards
companies positively influences brand loyalty. In addition, it has been found that there is a positive
relationship between the consumer-brand relationships, consumer-product relationships, brand trust, and
brand relationship quality. Further, the tests for multi-collinearity, autocorrelation, and heteroscedasticity are
“negative” indicating that there is no multicollinearity, autocorrelation and heteroscedasticity among the
observed variables.
This present paper is complementary with the findings of Kim, Morris and Swait (2008) who discussed that
when a customer is satisfied, he or she favours a specific brand that has earned their loyalty. Further, the
findings in this present study are similar to the findings of Delgado-Ballester and Munuera-Aleman (2000),
who noted that better relationships with companies achieve higher levels of brand trust. It is certain that
there is an influential relationship between the measured constructs. Similarly to the findings of (Chaudhuri
& Holbrook, 2001), this study observes that brand relationship quality, and consumer-brand relationships
positively affect brand loyalty. Furthermore, the findings of this present paper are complementary to other
research papers regarding brand loyalty and service quality (Hemsley-Brown & Alnawas, 2016), brand loyalty
and customer satisfaction (Torres-Moraga, Vasquez-Parraga & Zamora-Gonzalez, 2008), brand credibility,
customer loyalty (Kuikka & Laukkanen, 2012) and consumer-brand relationships (Giovanis &
Athanasopoulou, 2018).
Next, the theoretical background provided support and adequate insight into the main issues regarding
consumer-brand relationships, brand loyalty, and overall consumer behaviour. Why is this paper significant?
There is quite a number of studies published in the domain of brand loyalty, brand trust, and overall
consumer behaviour. However, the number of papers that investigate the consumer-company relationship
construct and brand loyalty as the main analysed dimensions is practically non-existent. Therefore, this
present study significantly contributes to the existing body of literature in this domain.
What is even more significant are the managerial implications which come from the research results. The two
main implications are in the domain of consumer relationship management (CRM) and brand management.
First, managers should address the needs and wishes of consumers. This means statistical analysis of
feedback data obtained from consumers. This will help in developing and modifying products in order to
increase satisfaction rates and re-purchase rates. The optimization process of products and services has to
address the detected needs of consumers. Managers have to make the optimization-till-satisfaction
approach an imperative.
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Additionally, based on the research results, managers have to develop long-term strategies in order to
develop and maintain good relationships with consumers, as developing relationships towards a company
further positively affect consumer-product and consumer-brand relationships. The result of this is a stronger
brand trust and brand relationship quality, and an overall stronger brand loyalty. In brand management,
managers have to address the relationships between consumers and products, as these are good indicators
for brand loyalty development. By establishing good relationships with consumers, the company increases
its potential on the market and acquires a competitive advantage.
In sum, the results in this paper provide a better understanding of the consumer-company relationships,
consumer loyalty, and brand loyalty by investigating key marketing constructs. Thorough analyses were
conducted over structured sample data. Managers can examine these findings, which can help them make
more adequate decisions when it comes to developing brands and relationships with consumers and
customers as well.

Conclusion
This research paper has investigated the connections between consumers’ relationship towards a company, and brand
loyalty through other complex constructs. The data were obtained from surveys, and were analysed using the regression
analysis as well as correlation analysis. According to the results of these analyses, the auxiliary hypotheses cannot be
rejected, thus the null hypothesis H0: Developing a positive relationship towards a company, increases brand loyalty cannot
be rejected and the alternative hypothesis is rejected. The regression and correlation analyses confirmed the proposed
auxiliary hypotheses. The main purpose of this study was to present the consumers’ relationships towards a company, and
how these relationships influence consumer behaviour on the market. Additionally, the dynamic relationship of consumers
and companies was presented through other constructs. Undoubtedly, this research extended the knowledge of brand
loyalty, and customer-company relationships into the right direction.
Future studies are suggested and welcomed. The influential nature of different aspects of a brand on customer and
consumer behaviour should also be addressed. This includes the measurement of brand love, brand integrity, and brand
congruity. Additionally, the perceived product quality and perceived advertising should be added into the survey. After
these future studies are conducted, it will be interesting to compare their results with this present study. The sample for
future studies should also be structured and tested for biases and skewness. In addition, heteroscedasticity tests and
multicollinearity test should be included. The sample should also include a minimum of 400 participants, as this will reduce
the risk of skewed and bias results. Finally, a thorough meta-analysis of various studies in the domain of consumercompany relationships could be conducted. A marketing environment, as complex as it is, requires a structured and
analytical approach. This will ensure that all the major dimensions are analysed according to their nature and role on the
market. This present study provides a solid basis for future research.
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