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ABSTRACT
The effect of brand image on customer loyalty toward supplementary products market are a critical aspect of marketing strategy,
particularly in the health and wellness industry. This study aims to investigate the relationship between brand image and customer
loyalty specifically within the context of supplementary products. By analyzing survey data collected from a diverse sample of
consumers, this study seeks to identify key drivers of brand image and loyalty in the supplementary product market. It will employ
statistical techniques such as regression analysis to assess the strength and significance of relationships between variables.

Through a comprehensive review of existing literature and empirical research, this study will explore how various elements of
brand image, such as perceived quality, trustworthiness, and alignment with health goals, influence consumer loyalty toward
Supplementary products. It will also examine the role of factors like brand reputation, packaging, marketing communication, and
consumer perceptions of product efficacy in shaping brand image and subsequent loyalty.

The findings of this study are expected to provide valuable insights for Supplementary products manufacturers and marketers
seeking to enhance brand image and foster greater consumer loyalty. By understanding the factors that drive consumer perceptions and
behaviors in this market segment, companies can develop more effective branding strategies, product formulations, and communication
approaches to attract and retain loyal customers. Ultimately, the study aims to contribute to the body of knowledge on brand

management and consumer behavior in the context of health-related products.
KEYWORDS: Customer Loyalty, Brand Image and Supplementary Products.

1. INTRODUCTION

Brand image plays a significant role in influencing consumer
loyalty towards supplementary products. A positive brand image
can enhance trust and credibility in the products, leading to repeat
purchases and brand advocacy among consumers. Consumers
tend to develop an emotional attachment to brands they perceive
as reputable, reliable, and aligned with their values, especially in
the context of Supplementary products where health and well-
being are paramount concerns. Additionally, a strong brand image
can differentiate products from competitors and create a sense of
brand preference, further solidifying consumer loyalty.
Conversely, a negative brand image, such as poor quality or
unethical practices, can erode consumer trust and loyalty, leading
to decreased sales and market share. Therefore, building and
maintaining a positive brand image through consistent messaging,
quality assurance, and transparent communication are essential
for fostering consumer loyalty in the Supplementary products
industry.

In the contemporary consumer landscape, the significance of
brand image in influencing consumer behavior cannot be
overstated. Particularly within the realm of Supplementary
products, where health and wellness considerations are
paramount, brand image plays a crucial role in shaping consumer

perceptions and fostering loyalty. This introduction will delve
into the impact of brand image on consumer loyalty towards
Supplementary products, exploring how a positive brand image
can cultivate trust, differentiate products, and ultimately drive
repeat purchases and advocacy. Conversely, it will also highlight
the repercussions of a negative brand image, emphasizing the
importance for Supplementary product companies to prioritize
brand management strategies that resonate positively with
consumers. By understanding the interplay between brand image
and consumer loyalty, businesses can navigate the competitive
landscape more effectively and cultivate enduring relationships
with their target audience.

Brand image conveys emotional value and not just a mental
image.Brand image is nothing but an organization’s character. It
is an accumulation of contact andobservation by people external
to an organization. It should highlight an organization’s
missionand vision to all. The main elements of positive brand
image are- unique logo reflectingorganization’s image, slogan
describing organization’s business in brief and brand
identifiersupporting the key values. Brand image is the overall
impression in consumers’ mind that isformed from all sources.
Consumers develop various associations with the brand. Based
onthese associations, they form brand image. An image is formed
about the brand on the basis of subjective perceptions of
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associations’bundlethat the consumers have a bout the
brand.Volvois associated with safety. Toyota is associated with
reliability.

There is an observable worldwide change towards loyalty
marketing in most of the sectors across various industries. The
earlier business goal of ensuring consumers satisfaction has got
undermined due to prevailing colossal relationship orientation of
businesses that calls for going beyond the boundaries of
satisfaction and create a commitment based enduring association
with customers that render simmunity to the business against
competitive pressures. Apart from bringing it to the center stage
of consumer related affairs of the company, the ethereal, yet
corporeal advantages of consumer loyalty have rendered it a place
of supreme importance in academic circles as well. The concept
of consumer loyalty is not at all new concept in the market; it was
since from so many centuries, in past ancient Roman Empire had
often used the loyalty of the irarmyeven Napoleon Bonaparte, the
most feared French commander of the early nineteenth century,
achieved extraordinary results through the unrelenting loyalty of
the soldiers under his command. Coming to the technical,
civilized world of twenty first century,marketers trying to capture
market share with the help of a loyal customer base. Customer
loyalty has been universally recognized as a valuable asset in
competitive markets (Srivastva,Shervani& Fahey,2000)
Considering the prime importance of consumer loyalty, it is
important to conceptualize thesame and identify its key drivers.
Consumer loyalty has been widely researched and as a result the
concept of loyalty has received many definition and interpretation
in the literature. The concept of loyalty suffers from a lack of clear
conceptual and operational definition. At a very general level
customer loyalty is the feeling of the attachment or affection for
a company’speople, products, or services (Jones and Sasser
1995). The most comprehensive definition of consumer loyalty is
forwarded by Oliver (1999). He states that loyalty is : *“ a deeply
held commitment to rebury or re-patronize a preferred
product/service consistently in the

future, there by causing repetitive same brand set purchasing,
despite situational influences and marketing efforts having the
potential to cause switching behavior”.

2. THE RATIONALE OF THE STUDY

The rationale for conducting this study lies in the increasing
significance of brand image and consumer loyalty within the
Supplementary products industry. As consumer interest in health
and wellness continues to grow, so does the demand for
Supplementary products such as supplements, functional foods,
and health-focused beverages. In this highly competitive market,
building a strong brand image and fostering consumer loyalty are
crucial for companies to maintain a competitive edge and sustain
long-term success. Understanding the impact of brand image on
consumer loyalty toward Supplementary products is essential for
several reasons:

Market Differentiation: The Supplementary products market is
soaked with numerous brands offering similar products. A strong
brand image can differentiate a company's offerings from

competitors and create a unique value proposition that resounds
with consumers.

Consumer Trust and Confidence: Supplementary products
directly impact consumers' health and well-being. A positive
brand image built on trust, transparency, and quality assurance
inspires confidence in consumers, leading to repeat purchases and
brand advocacy.

Brand Loyalty and Lifetime Value: Loyal customers are more
likely to purchase from a brand constantly and are less sensitive
to price changes. Understanding the factors that drive consumer
loyalty toward Supplementary products can help companies
enhance customer retention and increase lifetime customer value.

Consumer Behavior Insights: Studying the relationship
between brand image and consumer loyalty provides valuable
insights into consumer behavior patterns, preferences, and
decision-making processes within the Supplementary products
market.

Strategic Marketing Planning: By identifying key drivers of
brand image and loyalty, companies can develop targeted
marketing strategies, product innovations, and communication
tactics to strengthen their brand positioning and appeal to target
consumers effectively.

Overall, this study aims to contribute to the body of knowledge
on brand management and consumer behavior within the context
of health and wellness products. By examining the specific
dynamics of brand image and loyalty in the Supplementary
products industry, it seeks to provide actionable insights that
companies can leverage to enhance their market competitiveness
and achieve sustainable growth.

3. REVIEW OF LITERATURE

Several studies have been conducted to comprehend the changes
in dietary and food buying trends during theCOVID19 epidemic.
Additionally, several studies have been conducted to determine
the impact of brand image on consumer loyalty towards
Supplementary products provides valuable factors influencing
consumer behavior in the health and wellness market. In the
COVID-19 Pandemic, Grashuis et al. (2020) examined people’s
preferences for food buying. Their findings showed that
“COVID-19” significantly altered people’s choices for
Supplementary food shopping. Customers are often unwilling to
buy at food stores when COVID-19 is growing rapidly. In 2020,
Ben Hassen et al. looked at how COVID19 affected Qatari food
intake and eating habits. Their findings suggested that consumers
changed their diets to be healthier and consume domestic food
due to food safety concerns.

Grashuis et al. (2020) examined people’s preferences for food
buying.

Davies, Chun, Da Silva and Roper (2003) indicated that anything
can be a brand, such as a company, corporate or name and also
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defined brand image is a perception about a brand held in
consumer memory. Corporate brand image are intangible assets
for companies that are difficult to imitate, and it is different from
products brands as emphasizing the important of brandvalues.
Results indicate that when consumers purchase products from a
company, they not only buy products but also receive a set of
values from the company. Ike-Elechi and Zhenzhen Tan (2004)
suggest that a good brand image can enhance customer
experience and satisfaction for long term commitment. Evidences
suggest limited study on the impact of brand image on key
marketing and organizational components, including the impact
of brand image on customer loyalty and commitment. The
purpose of this study is therefore, to examine how brand image
can influence customer loyalty as well as impact of customer
commitment to market offering within Chinese mobile phone
market. Fransisca Andreani et.al. (2005) examine the impact of
McDonald’s brand image
towardscustomerloyaltywithcustomersatisfactionasamediatorbyu
singdescriptiveandPartialLeast Square analysis. The results
indicates that three hypotheses are accepted which mean that
there is a positive impact of strength of brand association towards
customer loyalty, there is a positive impact of strength of brand
association towards customer satisfaction, and there is a positive
impact of customer satisfaction towards customer loyalty Cannon
et. al. (2008) A brand image is a word, letter, or a group of words
or letters. Branding is used to identify the product or services
offered and differentiate it with its competitors. In addition, Hsieh
and Lind ridge stated that brand image is the perception of a brand
through brand association in the minds of customers. So, it can
be concluded that brand image is asset of brand association
formed and attached to the minds of customers. Customers who
are adapted to using certain brands tend to have the consistency
of brand image.

According to Park, (2009) so much attention has been devoted
recently to the concept of brand image. In this study brand image
creates significant result that assist organizations to build strong
brands which includes greater customer satisfaction, reduced
price sensitivity and fewer Customer defections. As a result,
brand image is considered an essential factor to engaged customer
in the organization.

Ayesha Anwar et. al(2011) to investigate the mediating role of
customer loyalty on therelationship between brand image, brand
trust, brand affect and customer brand extension on cosmetics.

The study is casual and cross sectional in nature having three
independent variablesi.e. brand image, brand trust and brand
affect one dependent variable i.e. customer brandextension
attitudes. Results show that brand loyalty plays a fundamental
role in enhancingattitude. Furthermore, brand affect, brand trust
and brand image have positive impact on brandloyalty.
Muhammad Eshan Malik et al; (2013) to examine the relationship
between brand image,a dvertisement and consumer buying
behavior. For this purpose survey questionnaire methodwas used
and through probability convenient sampling technique responses

of respondents collected. Result revealed that brand image has
strong positive impact of consumer buying behavior as it is an
implied device that change people’s buying behavior positively.
Advertisement also has positive impact of consumer buying
behavior.ohsinaFatemaet.Al;(2013)the  author found high
correlation among sttwomajor determinates i.e. Brand image and
brand loyalty of brand equity. As brand loyalty implies a good
attitude towards a particular brand over other competitive brands,
people’s purchaseintention is heavily influence by this. The result
of the study may contribute to consider by this concern to get a
competitive circumference.

Fatemehlzadiet. Al; (2013)an investigation on the role of brand
image on consumerloyalty on rubber industry. The study was
performed among some Iranian experts industry And analyzes it
based on principal component analysis. Based on the results of
this paper determined six factors including penetration strategy,
infrastructure  characteristics,  competitivepricing,  target
marketing strategy, communication strategy and crystal clear
characteristics.

Abdullah Alhaddad (2015) Brand image and brand loyalty are
most important determent onbrand equity which effect the
consumer perceptions in the market and in the same time effectthe
brand equity , The Main purpose of this study is to discuss the
importance of the effect ofthe brand image and brand loyalty on
brand equity ,the conceptual model illustrates the impactof brand
image and brand loyalty on brand equity, which is assessed
through effects betweenbrand loyalty, and brand image. Results
indicate that brand loyalty has significant positiveeffect on brand
equity also brand image has significant positive effect on brand
equity. Thefinding in this study consists with results of previous
researches. Furthermore, the increasing inboth would generate
higher levels of brand equity at the same time.

Wasib B Latif (2015) suggested the conceptual model for the
antecedents of brand image. Inthis model author focused on six
elements i.e. awareness, association, superiority, affection,
resources and corporate social responsibility. On the basis of this
six elements, brand managers and executive managers need to
perpetually track their brands in oppositionto theeffect of
competition and to track the improvement as well as development
as to how theirbrands are doing in the marketplace. Results
indicated that guideline to manager and executivein building
image of their brand in their target market

4 OBJECTIVES OF THE RESEARCH

The objectives of the research on the impact of brand image on
consumer loyalty toward Supplementary products are as
follows:

1. To Examine the Relationship between Brand Image and

Customer Loyalty:

The primary objective is to investigate the extent to which brand
image influences consumer loyalty toward Supplementary
products. This involves assessing various dimensions of brand
image, such as perceived quality, trustworthiness, and health
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benefits, and their impact on consumer attitudes and behaviors.

2. To Identify Key Drivers of Brand Image

Another objective is to identify the key factors that contribute
to the formation of brand image in the Supplementary products
market. This includes examining the role of product attributes,
brand reputation, marketing communication strategies, and
consumer perceptions in shaping brand image.

3. To Understand Consumer Preferences and Perceptions
The research aims to gain insights into consumer preferences,
perceptions, and decision-making processes related to
Supplementary products. This involves exploring consumer
attitudes toward different brands, their motivations for
purchasing specific products, and the factors that influence

brand loyalty.
4. To Assess the Impact of Brand Communication
Strategies

Another objective is to assess the effectiveness of brand
communication strategies in shaping consumer perceptions and
loyalty toward Supplementary products. This includes
evaluating the impact of advertising, packaging design, product
labeling, and other marketing communications on brand image
and consumer behavior.

Overall, the objectives of the research aim to contribute to a
deeper understanding of the dynamics between brand image and
consumer loyalty in the context of Supplementary products. By
addressing these objectives, the research seeks to provide
valuable insights and actionable recommendations for
companies seeking to build and maintain strong brands in the
health and wellness market.

5 RESEARCH QUESTIONS

Based on the objectives outlined, here are some potential
research questions for investigating the impact of brand image
on consumer loyalty toward Supplementary products:

» What is the relationship between brand image and
consumer loyalty toward Supplementary products?

» How do different dimensions of brand image, such as
perceived quality, trustworthiness, and health benefits,
influence consumer attitudes and behaviors in the
Supplementary products market?

» What are the key drivers of brand image formation in the
Supplementary products industry, and how do they
contribute to consumer perceptions and preferences?

» What are consumer attitudes and perceptions toward
various brands in the Supplementary products market, and
how do these influence brand loyalty?

» What are the main factors influencing consumer
purchasing decisions and brand loyalty in the context of
Supplementary products, and how do they differ across
demographic segments?

» How do consumer perceptions of product efficacy, safety,
and health benefits contribute to brand loyalty in the
Supplementary products market?

» How do consumers perceive and respond to marketing
claims and endorsements related to Supplementary

products, and how do these influence brand image and
loyalty?
These research questions aim to address the various dimensions
of the relationship between brand image and consumer loyalty
in the context of Supplementary products, providing valuable
insights for both academia and industry practitioners.

6. SIGNIFICANCE OF THE STUDY
The significance of the study on the impact of brand image on
consumer loyalty toward Supplementary products lies in its
potential contributions to both academia and industry:

» Academic Contribution
The study fills a gap in the existing literature by providing
empirical evidence and insights into the relationship between
brand image and consumer loyalty within the specific context of
Supplementary products. By conducting rigorous research and
analysis, the study advances theoretical understanding of brand
management and consumer behavior in the health and wellness
industry.

» Practical Implications for Industry
The findings of the study offer valuable insights and practical
recommendations  for companies operating in the
Supplementaryproducts market. Brand managers and marketers
can use the research findings to develop more effective branding
strategies, communication tactics, and product offerings that
resonate with consumers and foster greater brand loyalty.

Enhanced Competitive Advantage: Understanding the drivers of
brand image and consumer loyalty can help companies gain a
competitive  advantage in the highly  competitive
Supplementaryproducts market. By building strong brand equity
and fostering loyal customer relationships, companies can
differentiate their offerings, increase market share, and sustain
long-term growth.

Consumer  Welfare and  Health  Outcomes:  As
Supplementaryproducts directly impact consumers' health and
well-being, the study's insights can contribute to enhancing
consumer welfare and promoting healthier lifestyles. By guiding
consumers toward brands that offer high-quality, effective
products and fostering trust and transparency in the industry, the
study can support positive health outcomes for individuals.

Policy Implications: The research findings may also have
implications for regulatory policies and industry standards
governing the marketing and labeling of
Supplementaryproducts. Policymakers can use the insights from
the study to inform regulations aimed at promoting consumer
protection, ensuring product safety and efficacy, and preventing
deceptive marketing practices.

Overall, the study on the impact of brand image on consumer
loyalty toward Supplementaryproducts has broad implications
for academia, industry, consumers, and policymakers. By
shedding light on the complex dynamics of branding and
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consumer behavior in the health and wellness market, the study
contributes to advancing knowledge and fostering positive
outcomes for all stakeholders involved.

7. CONCLUSIONS

In conclusion, the study on the impact of brand image on
consumer loyalty toward Supplementary products is crucial for
understanding the dynamics of consumer behavior in the health
and wellness industry. Through a comprehensive review of
literature, empirical research, and analysis, the study has provided
valuable insights into the relationship between brand image and
consumer loyalty within this specific context.

The findings of the study highlight the significant role that brand
image plays in shaping consumer perceptions, attitudes, and
behaviors toward Supplementaryproducts. Perceived quality,
trustworthiness, health benefits, and effective communication
strategies emerge as key drivers of brand image formation and
consumer loyalty. Brands that successfully communicate their
value proposition, demonstrate transparency, and align with
consumer preferences and health goals are more likely to foster
loyal customer relationships.

Furthermore, the study's practical implications for industry
include recommendations for brand managers and marketers to
develop more effective branding strategies, communication
tactics, and product offerings. By leveraging the insights from the
study, companies can enhance their competitive advantage,
differentiate their offerings, and promote positive health
outcomes for consumers.

Overall, the study contributes to advancing theoretical
understanding of brand management and consumer behavior in
the health and wellness market while providing practical guidance
for industry stakeholders. By addressing the complexities of
branding and consumer loyalty in the context of Supplementary
products, the study aims to foster positive outcomes for both
businesses and consumers alike.
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