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Abstract: Customer loyalty always becomes an important concern in the business organization. 

The main purpose of this study is to examine the influence of customer satisfaction, brand trust 

and brand image towards customer loyalty. This study focused on the branded computer 

product industry. The main problem in the industry is high competitiveness. It makes it hard 

for the manufacturer to obtain customer loyalty because of market competitiveness. Literature 

review regarding the computer industry in Malaysia and all items in independent and 

dependent variables has been discussed in order to provide a better understanding regarding 

past, present, and future needs in the study area. The in-depth review of literature has led to 

the establishment of a research framework focused on examining the influence of customer 

satisfaction, brand trust and brand image towards customer loyalty.  In this regard, an online 

survey using Google forms was conducted among post-graduate students under the School of 

Business Management, Universiti Utara Malaysia. There are 269 students participated in the 

survey. The data collected through Google forms consist of six parts were analyzed using SPSS. 

The results showed that customer satisfaction, brand trust, and brand image have a positive 

and significant influence on customer loyalty. In conclusion, the discussion, and explanation 

on limitation, theoretical and practical implications, limitations, direction for future research. 

This study proved that long term success and sustainable reputation of branded computer 

product company depended on customer loyalty. The study recommends fulfilling customer 

expectation is the main priority to retain and enhance customer loyalty. 
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Introduction  

Recently, competitive tendencies in the marketplace increased due to the globalization and 

deregulations which it attracts the attention among the business founder to cross borders and 

compete internationally (Namada, 2018). Customer expectations changed due to the 

advancement of technological, sophisticated which resulting to high competitiveness and give 

impact towards customer loyalty in the business sector specially to gain the customer among 

the students. In this study, the research focused on the customer loyalty towards the computer 

products. As we all know, computer is very important tool for students in terms of finishing 

their assignment, searching for information and downloading lectures notes. Hence, the 

practitioners in this respective sector have to investigate the most influence factor affect 

customer loyalty in the competitive marketplace in order to gain the trust among the customer 

especially students to purchase their products (Khuong et al., 2016). This business sector is 

important in order to enhance the economy stability and it played role in the global economy. 

It can be specifically stated that it contributed a total of 66.3% of the world gross product.   

 

There are numerous empirical studies and literatures have stated that in order to attract 

customer loyalty to ensure it able to compete well with others. In addition, customer loyalty 

could be seen clearly when we focus on their satisfaction, brand trust and brand image. Hence, 

this paper focused on customer loyalty especially in computer product which highlighted on 

the students’ scope. Customer loyalty is pillar of success in business practices. It is considered 

as big success when marketers held a strong brand name by gaining competitive advantages of 

customer loyalty (Al Otaibi et al., 2014). The competitive advantages could be seen through 

different aspects like how a firm reacted to competitors strong marketing pressure, how a firm 

maintain successful marketing plan and also how a firm try to deliver high quality product or 

services to create high barriers for new business to enter their market. These are things that 

help enhancing of customer satisfaction. In a nutshell, customer loyalty has been proven to give 

impact in influencing consumers to choose certain products that have good benefit and brand 

attributes.    

 

It is crucial for the practitioner to enhance customer loyalty to ensure their marketing strategies 

well-suit with the current demands. Recently, the issues of customer satisfaction, brand image 

and trust become the main concerns among the researchers as well as marketers in order to 

improve their marketing strategies in order to gain customer loyalty. Consumer engagement 

requires from companies to think differently – from channel presence to articulating their value 

proposition and brand personality – while at the same time delivering personalized and 

consistent experiences across all channels. Brand must recognize the power of data in 

generating insights that can help them to deliver a rich, unique and personalized multichannel 

customer experience. Even as companies recognize the power of data and analytics, they may 

only be proficient in using analytics to generate insights on the past – but not for the future.  

 

Computer industry is chosen due to the highly competitive among the various brands present 

in the market. Every brand purposed their pros and cons. Hence, as user, it is important to 

evaluate their pros and cons for further purchase intention. Computer is the essential 

technology that made student life effective. Computer has come with benefit of accuracy and 

time efficient compared to when you do it manually. As a user, the luxury of choice for further 

purchase intention mostly depends on price and function (Close et al., 2010). Thus, as the 

founder for the computer brand, it is crucial to ensure their products fulfill customer needs in 

order to gain customer loyalty. In this study, the focus is highlighted among the students where 

computer is important in student life for the sake of assignment, searching for information and 
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reading materials as well as downloading lectures note. Hence, the computer manufacturers 

need to invest time and focus on customer satisfaction, brand trust and brand image to gain 

customer loyalty especially among the students.   

 

Customer satisfaction is what a firm used to gain customer loyalty. In this study, customer 

satisfaction could be seen clearly when the customer @ student spread the positive feedback 

regarding the product they purchased. More than 50% of consumers say their loyalty depends 

on the brand or product/service (In Moment, 2018). It is one of the effective marketing 

strategies to ensure the customer satisfied with the product as well as promote the product to 

others. Past studies have proven that customer satisfaction does have influenced towards 

customer loyalty (Edward et al., 2010). The reasons why the customer satisfaction is important 

could be seen when they buy the product again and voluntarily promote that product to friends 

to show. Without them realizing, they have proven their satisfaction towards the product and 

showing customer loyalty. Besides, customer satisfaction known as powerful antecedent to 

customer loyalty as well as the medium to keep customers.  

 

In today’s competitive environment, building the loyalty of customer towards the brand has 

become crucial in marketing process. According to Motista (2018), consumers with an 

emotional connection to a brand have a 306% higher lifetime value, stay with a brand for an 

average of 5.1 years vs. 3.4 years, and will recommend brands at a much higher rate (71% vs. 

45%). The brand trust will expose customers’ spontaneous behavior when mutual trust among 

company and customer developed. Hence, company could increase customer commitment as 

well as get better word of mouth (Benedicktus et al., 2010). Besides, the reason why brand trust 

is important to ensure customer loyalty is due to good impression expressed by the respective 

product which makes the customer believe the respective brand can be trusted and will give 

better satisfaction to the consumer. On the other aside, Brand image is use as a tool to create 

certain perspective in customer’s mind regarding what the brand represents. It is what 

distinguished one brand to their competitors. It has definite control on customer loyalty. A 

company or product that has a good image in the market is more likely to get a superior place 

in the market to ensure that they able to compete well with others. In addition, brand image 

also acts as the vivid characteristics that elaborate what a brand offers and what needs it 

satisfied according to the consumers. In any situation, consumer is the main and first priority 

which highly influences the value of the respective market.   

 

Therefore, this study, the product focused was computer product and the target person are 

students who really need computer in their student life. Moreover, customer loyalty issues have 

been become attention among the researchers in the recent years in any business as well as 

computer products industry in line with the competition and growing demands among the users. 

In line with that, this study will target on understanding on how customer satisfaction, brand 

trust and brand image influence towards customer loyalty. 

 

Literature Review  

 

Computer Industry in Malaysia  

In this study, computer industry is chosen by the researcher to examine the impact regarding 

customer satisfaction, brand image and trust towards customer loyalty on the computer product. 

The focus of this research highlighted on UUM Post-Graduate student. It is due to the 

generational cohorts in this recent era and globalization has different values, preferences and 

learning behavior. It is a main objective for marketers to evaluate such differences and produce 

products as well as services correctly. Computer is a product that has been used globally by 



 

96 

 

individuals, universities and businesses. Elements that influences the usage of computer 

product in the current market that effected customer loyalty are usability, product 

customization, effective cost, customer service and service quality.    

 

Gen Y will become the biggest consumer segment of technological product in over next five 

to ten years. As this being said, branded computer manufacturer needs to strengthen their 

strategies to gain a positive and lasting relationship with Gen Y by maximize their satisfaction, 

trust and loyalty. Considering that this segment is compromise by hard to pleased consumer 

that least loyal and strongly emotional, to capture their heart as a customer will be challenging 

work. Computer brand need to develop their own website parallel to the advancement of 

technology to attract customers and encourage their purchasing attention. Hence, the target 

customer could browse into the internet to gain the related information and decide the product 

fulfill their criteria or vice versa. According to Chan (2012), the innovation of technology has 

made computer industry changing fast compared to other industry and in fact, directly impact 

the production of industry. The combination of engineers, engineering technicians and also 

technical workers that heavily involved in research and development (R&D) is required by the 

manufacturer to catch up with highly changing of technological advancement and innovation. 

In other parts of the firm, the marketer has big responsibility in make sure product or services 

manufactured or offered by their firm is selling well. Hence, it is important for the respective 

company for example as focused in this study which is branded computer product company to 

enhance the factor which influence brand loyalty such as customer satisfaction, brand trust as 

well as brand image (Keller, 2012). Thus, the respective company able to compete well with 

the other companies in the similar areas as they able to counter the factors which influence 

brand loyalty.   

 

Customer Loyalty  

The word loyalty is connected to a feeling of strong attachment and affection. But from a 

business perspective, customer loyalty is meaning to gain customer trust towards the product 

as well as the services provided. All business used customer loyalty to measure their 

performance indicator in the respective business. It is used to retain the customers as well as 

measure their prosperity to repurchase the product. Aspect of customer loyalty required further 

attention among the marketer to improve customers’ retention which could highly affect the 

profit margin. A loyal customer could be assigned when they feel that a brand develops and 

deliver the right product with exceeded quality. They will repeatedly making repurchase of that 

specific brand either they realize it or not. Nowadays, due to the competitive nature of doing 

business, gaining brand loyalty has become a very challenging task. It is important for the 

founder to create a systematic marketing strategy to gain customer loyalty (Ong et al., 2016). 

It could be seen clearly when the companies are trying their best to maintain and enhance their 

customer loyalty by gaining their satisfaction, customer loyalty going to be a reward for the 

firm (Aziz, 2017).  

 

 In addition, customer loyalty could be understanding as a response come from behavior of 

customer and as well as from psychological process. It is the combination of behavior and 

attitudes. The company could gain customer loyalty when they are repeating their purchase in 

future which can be seen within their decision to spread the positive words on the particular 

product towards others. It is also indicating emotional attachment and commitment towards the 

brand from consumer. True customer loyalty happens when they willing to associate 

themselves with a specific brand through repurchase behavior. 
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Customer loyalty has been a hot issue in marketing and researchers’ world recently (Huang 

and Cai, 2015). Hameed (2013) and Parker (2012) has stated that brand and customer loyalty 

can be a topic to study in various perspective. A strong customer loyalty can make a consumer 

develop constant commitment to repurchase even when they are facing situational impacts or 

strong marketing persuasion from other brands that try to create switching behavior. To create 

customer loyalty towards the product or services, brand loyalty work as a superficial element 

(Singh, 2016). The legit competitive industry has made organization need change. Now, not 

only they have to focus on selling their product or services, but they also need to take care of 

aftersales services to make sure customer will satisfy and come again to purchase (Doostar, 

Asil, & Behrang, 2013). Wel, Alam, & Nor (2013) has said that brand loyalty is a merely result 

of behavior and attitude. Repurchase cannot be the only evidence needed to prove customer 

loyalty.  Researchers has mentioned that cost of doing business can be reduced by gaining 

customer loyalty. It then leads to maximization of company’s profitability. Consumer will run 

free advertisement by spreading good words to other potential buyers. Loyal customers have 

become marketing agent for the brand without their realization. They will spread a good word 

to their family and friends (Li & Chaipoopirutana, 2016), Ehsani (2015) this has resulted 

consumer as a valuable asset to organization.  

 

Customer Satisfactions  

Psychologist has stated that customer satisfaction derives consumer to pleasure as they get what 

they want and expect from purchasing product or services. It is an essential marketing tool. 

Consumer satisfaction has helping a firm resulted in winning and gaining competitive 

advantages that create long term relationship that help organization for a long-term success. 

Referring to Khristianto, Kertahadi and Suyadi (2012), comparison between the initial 

consumption expectation of consumer and the real experience after purchasing, lead to positive 

customer satisfaction. Marketing concept implementation need both loyalty and satisfaction 

for them to succeed. Satisfied feeling from customers are positively related to intention to 

repurchase. It is important to identify the variables which influence customer satisfaction and 

it will act as an indicator of high business performance and also serves as guideline for future 

improvement.   

 

Customer satisfaction will come from exceeded buyer’s expectations. If organization delivers 

lower performance then their expectation, dissatisfaction from consumer will arise. Kotler and 

Armstrong (2010), has stated that high performance will delight the consumer. Quality and 

satisfaction depend solely on product or services delivering by the firm (Perreault & McCarthy, 

2010). Alabar (2011) has concluded that a satisfied consumer not only birth into a loyal 

customer, but also become an agent of spreading favorable word about the brand, and resulted 

in sales enhancement (Alabar, 2011).  

 

Brand Trust  

Trust has proven to lead consumer to customer loyalty. Respectful valued exchange and 

effective communication has help build brand trust among consumers. According to research 

done by Singh (2016), a crucial factor for customer loyalty is brand trust. Customers that have 

brand trust are willing to spend extra money on specific preferred brand because they believe 

certain brand can provide elements such as uniqueness, function and most importantly quality 

that cannot be offer by their competitors.  It proved that trust is an important factor in develop 

healthy and long-term relationship between brand and their customers.   

 

Li & Chaipoopirutana (2016), also found a positive trait offered by brand trust. It is believing 

that brand trust heavily influenced customer’s attitude. No customer is willing to spend their 
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money on brand that cannot provide some quality that indicates the ability to serve the 

consumers. It has been found that trust is a definite influence on commitment towards the 

brand. Li & Chaipoopirutana (2016) also said that trust impact both purchase and loyalty. The 

qualifications set by the consumer themselves is what help build brand trust.  There are two 

approaches of this concept. The first one is consumer’s knowledge of the product and their 

emotions (Ramiz, Qasim, Rizwan, As-lam, & Khurshid, 2014). Behavioural impact is the 

second approach. It is developed by confidence on the brand. It means that they believe in the 

brand and honesty of the firm in which the firm will deliver expected product or services they 

needed. Compassion, competency, and honesty will create brand trust which become major 

element and become bridge between brand and customers. In many past research and journal, 

trust function as element of loyalty and when it created, consumers will delight.  

 

Brand Image  

Brand allocated as the symbol, sign and name of the product. Brand image act as a symbol that 

represent product or services in consumer’s conscious or unconscious mind. Product can be 

derived by three different images which are functional, social and perceived. Brand image in 

customer’s mind can be a result from product appearance, attributes, and how product market 

their functions in consumers’ lives. Not only has it represented functional aspect, but also as a 

representative of consumer’s emotion (TsaiYuan & Chang, 2013). On top of that, overall 

thought in consumer perspective is connected to ideas from consumer perspective to a 

particular product, brand, company, and person. Brand image is all impression that came from 

customer’s perspective that they get from various output. By developing positive perspective 

towards the brand, brand image is formed in their mind.   

 

In order for the brand to have a good brand image, it is crucial step for the firm to help build 

individual representation that can fulfil consumers’ needs in psychological aspect and 

connected it with value like prestige and high place in social class. Using symbolism is a one 

way to approach brand image and it can impact an effort on gaining and retaining customer 

loyalty. In fast changing business, firm need to create among consumers the willingness to 

adapt change and lifestyle oriented, and then implied that they can use the brand to represent 

themselves. By doing this, they will attach themselves with the brand and at the same time it 

will create loyalty. In nowadays world that focusing on material aspect, brands have become 

influencing aspect in order for consumers to considering choosing a product or services. There 

are many ways done by organization in order to enhance and up level the image of their brand, 

as they believe it can lead to consumer loyalty. For example, brand name is one of basic aspect 

that a firm need to focus on developing brand image. It all started with a name. Having a 

suitable product or services name is a gift that a firm need to gain. From a name, a firm can 

then develop brand identity. Brand name lead to consumer loyalty, according to branding 

theory. It stated that brand image that firm try to portray should be similar to consumers’ image, 

so that it can meet consumer’s psychological and social needs. Wealth, class, success and style 

if a few traits that consumers try to find in a certain brand (Shehzad & Zehra, 2013).   

 

Hypotheses Development 

This study uses social exchange theory as the underpinning theory to explain the relationships 

among the variable included in the framework. Social exchange theory is a broad conceptual 

paradigm that spans a number of social scientific disciplines, such as management, social 

psychology, and anthropology. Despite its name, it is not a single theory but is better 

understood as a family of conceptual models (Cropanzano & Mitchell, 2005). In this regard, 

all social exchange theories share a number of common features. All social exchange theories 

treat social life as involving a series of sequential transactions between two or more parties 
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(Mitchell, Cropanzano, & Quisenberry, 2012). Building on these straightforward ideas, social 

exchange theory is one of the most enduring and widely used conceptual frameworks 

(Cropanzano & Mitchell, 2005). According to Schyns & Schilling (2013), presumably, a 

positive social exchange relationship would be less likely to develop low commitment, for 

example. It is also possible that the resulting exchange could be economic, as individuals are 

less apt to find close and open-ended associations with those who hurt them. In either case, the 

quality of the relationship would be low, as mutually beneficial interchanges are less likely to 

be engendered when people are transacting in harm.  

 

This brief review suggests that social exchange theory is an extremely broad conceptual 

framework that has proven itself capable of describing almost any reasonable pattern of 

findings, at least in a post hoc manner. In this study, the product which is computer attract the 

social exchange among the students due to their needs in order to ensure their student’s life did 

not distract in order to doing their assignment, finding the information as well as downloading 

lecture materials. Social exchange is an important aspect that focus on consumer as main 

element of marketing world. Each of consumer come with need and want which is different, 

unique and special. Social exchange is connected to human interaction between a brand and 

consumer that result in purchase decision. It is complex multidimensional variable (Alexander, 

Khonglah and Subramani, 2015).   

 

One of the aspects that influence purchase is interactivity. It said to play an important drive to 

make customer more confident before deciding on the purchases. When connectivity and 

interactivity combined, business model that driven by content that goes hand by hand with 

technology, producing high effect that helps marketers in reaching to current and potential 

consumer (Hanna et. al, 2011). This is the process of building brand trust and brand image for 

the brand itself. All of this not only lead to purchasing, but also customer loyalty. Due to the 

interactivity, it could be good marketing strategy to attract customers’ buying behavior (Amora 

et al., 2015). In order to ensure the marketing concept, fit in with the current market, the 

marketers need to find what kind of benefits that consumer intend to get from them, followed 

by detailed marketing mix that help them achieve customer satisfaction. It can be related to this 

study where the consumer focused is students. Hence, the marketing strategies need to fit with 

students’ life. For example, the marketing strategy could be special price for students, special 

gift for the specific purchase and also vouchers based on the purchasing values.  

 

Nowadays, computer is the important asset for students to ensure them able to suit themselves 

in campus life which are busy with assignments and programs. Due to the effective marketing 

strategies, the students will be attracted to buy the products and also give positive feedback 

based on the products they bought. Hence, the marketer needs to discover how customer 

behavior works as it will become powerful tools to understand customer. On top of that, 

customers are who translate into sales and profits of the organization by doing purchasing 

decision (Pappas, 2016). Social Exchange Theory (SET) could be directly or indirectly 

involved with customer satisfaction, brand trust and brand image. When the customers have 

satisfied with the interaction and product or service offered by a brand, they tend to repeat 

buying the product as well as spread the positive words to others. Customer is the main priority 

to ensure the marketer able to withstand longer. Accordingly, the following hypotheses have 

been developed.  

 

Relationship Between Customer Satisfaction and Customer Loyalty  

In marketing, customer satisfaction acts as a key of operational element in order to sustain 

customer behaviour (Bowen & Chen, 2015). Besides that, customer loyalty towards the brand 
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and product able to enhance business value and cost-effectiveness to business. It could be seen 

that these two elements have impact on higher business decision. According to past literature, 

it positively showed the relationship of customer satisfaction towards the customer loyalty.    

 

Referring to the past studies conducted by Li & Chaipoopirutana, customer satisfaction highly 

correlated with customer loyalty. Both aspects are compliment to each other (Li & 

Chaipoopirutana, 2014). There are numerous researches proved that there is a direct 

relationship between customer satisfaction and customer loyalty. It can be concluded that 

satisfaction is crucial to gain customer loyalty or otherwise it will become the main reasons 

why the consumer tend to switch their intention towards the other brand.  

Therefore, the researchers suggest below hypothesis:  

H1: There is a positive relationship between customer satisfaction and customer loyalty 

 

Relationship Between Brand Trust and Customer Loyalty  

Past studied has already prove that brand trust was indeed, a key factor that engaged towards 

brand loyalty. Razim et al, (2014), stated that trust is the key to help customer build 

commitment to the brand. Trust work as a basic element to build strong marketing connection 

and it will result into confidence towards the brand. It is conceptually connected with customer 

loyalty (Farhanullah & Adeeba, 2013). Thus, the second hypothesis was suggested as follows:  

H2: There is a positive relationship between brand trust and customer loyalty  

 

Relationship Between Brand Image and Customer Loyalty  

Strong customer loyalty can be understood as direct impact from success process of branding 

the image of the brand. Sasmita and Suki (2015) said that brand image it is the powerful 

variable which bring competitive advantage and organizational success to ensure their product 

able to compete in the market. Customer behaviour in terms of service supplier is connected as 

customer willingness to stay loyal to a certain brand and their respective product (Leckie et al., 

2016). Thus, clearly brand image has a direct relationship with customer brand loyalty 

(Nyadzayo & Khajehzadeh, 2016).    

 

With the advancement in technology, business and individuals had kept their hand up to date. 

The changes of the high-growth technologies had opened up opportunities for a lot of 

companies. The transition of traditional approach to influence customer loyalty towards the 

products to more competitive ways looks appealing to many of the customers of the respective 

products nowadays. As important as it be in gaining customer loyalty, brand image is a one 

element that has deep complexity. It is because human has a complex thinking that not that 

easy to understand. Even with continuous survey and study, human change all the time. So, it 

is not easy to build a brand that will make consumer appreciate as a part of image that will 

present them as a human being. Individual wants another person to see and judge them by the 

product or brand that they endorse. Past research believes that brand image that reflects self-

image of the consumer will result in strong customer loyalty.   

  

Brand image resulted in customer or brand loyalty in two ways; first, customer use the brand 

image as their own and the second way is when customer divide themselves in different social 

class by using the product they used as items of evaluation of their values. Luxury brand image 

resulted in purchasing decision and later repurchase intention. Therefore, the third hypothesis 

was created as mentioned below:  

H3: There is a positive relationship between brand image and customer loyalty Figure 1 below 

indicates the flow of the relationships among the variables. 
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Figure 1: Research Framework 

 

 

Methodology  

This study is a quantitative study, where the descriptive and cross-sectional method were 

adopted to collect the data and achieve the study’s objectives.  This research objective was to 

examine how customer satisfaction, brand trust and brand image impact customer loyalty using 

branded computer product as indicator. The research design employed by two types of 

variables, dependent variables and independent variables. A detailed questionnaire was 

distributed to the respondents to collect data needed for this research. The population of this 

study was 908 Post-Graduate students under School of Business Management, Universiti Utara 

Malaysia (SBM, UUM, 2018). The targeted sample (i.e., UUM students) was determined due 

to the accessibility of the researchers to the respondents and the limit time frame to conduct the 

study.  The researchers used random sampling method as the sampling method for this study. 

In statistics, probability sampling refers to the sampling method in which all the members of 

the population have a pre-specified and an equal chance to be a part of the sample (Key 

Differences, 2016). This technique is based on the randomization principle, wherein the 

procedure is so designed, which guarantees that each and every individual of the population 

has an equal selection opportunity. This helps to reduce the possibility of bias. Statistical 

inferences can be made by the researchers using this technique, i.e. the result obtained can be 

generalized from the surveyed sample to the target population. 

 

There are several common types of probability sampling which includes the simple random 

sampling, stratified random sampling, cluster sampling, systematic random sampling, and 

double sampling (Cooper & Schindler, 2011; Hage, 2013). This study incorporated the 

Stratified Random Sampling: Divide the population into "strata". There can be any number of 

these. Then choose a simple random sample from each stratum. Combine those into the overall 

sample. That is a stratified random sample. In this study, 611 post-graduate students are Master 

student and 297 is PhD students. It means 67% of questionnaires was distributed to Master 

students and 33% to PhD students. A common goal of survey research is to collect data 

representative of a population” (Williams, Bartlett, Kotrlik, & Higgins, 2001). However, due 

  

  

  

  
      

INDEPENDENT VARIABLE   DEPENDENT VARIABLE   

CUSTOMER  
LOYALTY 

Customer  
satisfaction 

Brand trust 

Brand  
image 
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to cost and feasibility constraints, the researcher cannot afford to investigate the whole 

population. They added that adequate sample and high-quality data collection efforts will lead 

to resource savings as well as reliable, valid and broader result. In this study, researcher 

depending on Krecjie and Morgan’s (1970) to determine the sample size. Referring to Table 

3.1, since the population is at (N) 908, sample size needed is at least (S) 269 respondents. Thus, 

researcher had distributed 300 copies of survey forms to the customer.   

 

The researcher used a set of questionnaires to collect the data. A set of questionnaires were 

adapted from its previous research (such as: Oliver (1997), Sirdeshmukh, Singh and Sabol 

(2002), Khadijah (2010), Lassar, Mittal and Sharma (1995), Chaudhuri and Holbrook (2001), 

and Khadijah (2010), Law and Lamb Jr (2000) and Hashed (2016), Oliver (1997), Mols (1998), 

Pritchard, Havitz and Howard (1999), Kim, Han and Park (2001), Sirdeshmukh, Singh and 

Sabol (2002), Chaudhuri and Holbrook (2001), Yang and Peterson (2004), and Khadijah 

(2010). All variables being measured by using Likert Scale measurement. The scale ranging 

from 1-strongly disagree, 2-disagree, 3-natural, 4-agree and 5- strongly agree. 

 

Data analysis  

The data revised by the researchers for completeness and accuracy. The questionnaire coded 

and analyzed using IBM SPSS version 25.0. Researchers used regression to determine the 

relationship between variables. Table 1 below describes the result of testing hypotheses by 

using regression analysis. 

 

Table 1: Multiple Regression Result 

Hypotheses  Path coefficients    T-value 

     

P-value 

   

 Decision  

H1:CS      CL  0.262 4.771***  0.000  Accepted  

H1:BT      CL  0.275 5.580***  0.000  Accepted  

H1:BI       CL  0.417 7.723***  0.000  Accepted  

Note: ***p<0.01  

 

Discussion  

In the fierce competition in the products industry especially computer accessories, it has been 

given the status of commodity, where the brand founder needs to find a way to make their 

product special and differ from others. Thus, customer satisfaction seems an important key to 

achieve success. Competition seems increasing fierce. With the huge number of competitions 

in this sector, customer loyalty has become one of the crucial aspects of sustainable competitive 

advantage (Ganiyu et al., 2012). Recently, there are a great competition could be noticed in 

business organization as well as marketplace. Hence, it is essential for the marketers to create 

marketing channel effectively to ensure they able to compete well in the growing market. 

Hence, customer loyalty recognized as one of the effective ways to maintain and retain 

customer. In addition, today’s consumers become more demanding and had more bargaining 

power. Hence, as the founder of the product, it is necessary to increase customer satisfaction 

which gives positive influence towards the customer loyalty. Thus, the marketers and 

companies who able to satisfy and fulfil their customer needs, will remain as market 

shareholder and able to expand their market value in the superior stage.   
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At a glance, brand trust is one of the crucial components that help strategize business marketing 

plan as well as customer satisfaction. In order to maximize brand trust among the customer, it 

is necessary for the founder to find an effective ideas and methods to ensure their product 

trustworthy. For example, in this business area, the customer will buy the computer or the parts 

of the computer after taking a closer look such as their specification, model, warranty and etc. 

the product and its features, functions, reliability are the most important aspects to enhance 

customers’ trust. Therefore, disappointment after purchase can be avoided. Customer will 

purchase the product as they have a great trust on the respective product and brand. It could be 

said that brand trust is a barometer which used to predict the customer purchasing attention. As 

the product meets the specification and satisfaction of the customer, there will be repurchase. 

On top of that, they also help gaining new customer for a firm by spreading positive words of 

mouth (Hague & Hague, 2016). Providing quality product is not only to satisfy the customer 

and gain trust from the customer, but also to have a safe position. In order to gain brand trust 

among the consumer, it is important for the marketer to provide the specific product or services 

with the specific perceptions in terms of usage, features as well as their quality. In addition, it 

will influence the emotion of the customers as well as their loyalty towards the respective 

product.   

 

In marketing strategies, the marketers need to focus on the trust, commitment and attraction 

which are important element in order to create significant relationship to gain customer loyalty. 

But, a good relationship among partners like supply chain is also important. Good relationship 

among the business partner could avoid any conflict which could give negative effect towards 

the customer loyalty. In any business, the most important assets are customers or so-called 

long-term customers. The good relationship with the customer could be seen through the 

lifetime value when a firm give positive perception that directly reflecting their brand itself. 

 

Shahin et al., (2015) has come out with definition that brand image is signal that a firm sending 

to their customer’s mind through brand association. Based on what firm has created, it helps 

build customer’s perspective towards brand.  Auka et al., (2013) also said that brand image 

work as set of association build by a firm to make is valuable to the consumers. It is defined 

by a uniqueness offer by a firm regarding their product or service (Almaamari, 2017). On top 

of that, customer buying behaviour easily tampered with by the way a firm choose to portray 

their brand image. It should be tempting and fulfilling towards customer need and want. Saleem 

et al., (2014), believe that the higher mark a firm gets from their consumer regarding a firm 

brand image, the higher they believe that a firm’s product or services possessed superior value 

and quality. Furthermore, McIlraith (2014) has conduct an experiment research that come out 

with a conclusion that consumers’ perception about level of quality is related to a firm brand 

image. The concept of brand image can be regarded as a precursor to customer loyalty. It acts 

as a powerful agent or competitive advantage and organizational success. There is a direct and 

positive outcome on customer loyalty as well as purchasing attention. Referring to the finding 

obtained in the study, a relationship between brand image and customer loyalty t-value is 7.723 

and p-value is 0.000 which indicates the relationship as significant. The brand image of the 

product gives significant effect towards the customer to choose the product for purchasing 

purpose. For example, it can be enhancing through the promotional activities to ensure the 

brand image well established. The founder of the product has to find the popular and influenced 

person to become ambassador to ensure the customer attracted to the respective brand. It is one 

of the effective ways to enhance customer loyalty towards the product via brand image.   
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Implications and Future Studies  

This study has a number of implications of factors influencing customer loyalty among the 

customer of branded computer products in business sector as well as for practitioners. As for 

the researchers in the respective field, this study will help them to understand more about 

relationship between the factors influencing customer loyalty in terms of customer satisfaction, 

brand trust and brand image towards branded computer product. Furthermore, they will be 

more aware that this situation is crucial in achieving good selling and also improve their 

marketing strategies. This research can be used as a fundamental of more deep study in the 

future. For marketers, better understanding on customer satisfaction, brand trust, and brand 

image will help them to make better decisions pertaining in gaining and retaining customer 

loyalty. 

 

However, as all studies this study faced several limitations. Firstly, the researcher running of 

time to conduct the survey on the factors influencing customer loyalty towards the branded 

computer products due to short time provided to collect the data as well as analyze the data. In 

addition, the number of respondents for this research also limited which only comprising of 

269 post-graduate students under School of Business Management Universiti Utara Malaysia. 

This situation caused the data insufficient for the analysis purpose which cause inaccuracy for 

the research finding. Moreover, there are several students do not give cooperation and 

commitment during the survey conducted. Besides that, another factors influencing customer 

loyalty towards the branded computer products not be discussed because of factors like lack of 

information and data.   

 

This study can be foundation of future to study about comparison among customer of branded 

computer products and other business sector to evaluate the factors which influencing the 

customer loyalty. The area of survey can be expanded to the whole area in Malaysia to evaluate 

the most important factors which influence customer loyalty towards the branded computer 

products. Besides that, the number of samples can be increased which help to increase the 

accuracy of the finding on the factors which influenced customer loyalty towards the branded 

computer products. In addition, the researchers also suggested to conduct T-test in order to 

demonstrate min score towards the factors influencing customer loyalty in terms of customer 

satisfaction, brand trust and brand image. Other researcher can also examine other variables 

that they thought have impact towards customer loyalty of branded computer products like the 

influence of social media. Different method like qualitative research can also be applied like 

using interviews or observations. Other researcher should also try to use other population. It 

might lead to different findings.  

 

In terms of enhancing customer loyalty, there are several ways can be implemented:  

First; Sales performance will tell if the promotional activities are working in order to enhance 

customer loyalty. Unless the sale response to the promotional activities is immediate and 

overwhelming, it is almost impossible to use sales data to judge the effectiveness. Hence, it is 

recommended to keep a check on the sales performance and depending upon the result of the 

customer purchase decision it should be altered. Second; Regular surveys should be conducted 

regarding the effectiveness of the promotional activities as it is mandatory for the marketer to 

remain updated with the customer demand. Third; today innovation is the key to success. 

Sophisticated promotional mix can help in attracting customers with regular offers with match 

up the latest trends in order to capture the market.   
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