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A model to 

measure the attitudinal 

antecedents of brand loyalty with respect to non-alcoholic beverages when 

they purchased from modern trade/e-commerce. Around 35 antecedents are 

considered for the study. EFA and SEM techniques used to get the ultimate 

model. 11 factors were allowed to fit the model. Finally, three latent variables 

called, Buyer’s Value System, Brand Satisfaction and Repeat Purchase were 

found to impact Brand Loyalty of non-alcoholic beverages when purchased 

from modern trade/ecommerce. All fitness of good measures of SEM like p-

value (<0.05), CFI, GFI, AGFI, NFI, TLI values (>0.90) and RMSEA (<0.08). 

This indicates the good fit of model. If Manufacturers focus on the mentioned 

variables, then they may be able to retain their customer base for longer 

duration. This would ensure to have fixed revenue for extended periods 

without any significant efforts behind promotional activities.  
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Beverages,  Modern  Trade,  E- 
Commerce    

  

  
  

  
Kaav International Journal of  Economics,   Commerce & Business    

Management                                                                   
                     

                     ( A Refereed Peer Review Journal )   

Article Info   
  

A   b   s   t   r   a   c   t   
  

https://doi.org/10.52458/23484969.2023.v10.iss2.kp.a3
https://doi.org/10.52458/23484969.2023.v10.iss2.kp.a3
https://doi.org/10.52458/23484969.2023.v10.iss2.kp.a3
https://doi.org/10.52458/23484969.2023.v10.iss2.kp.a3


Journal Home Page: www.kaavpublications.org                                    Copyright 2023Kaav Publications   25 Journal Link: 
https://www.kaavpublications.org/Journals/issues/2023/Apr/ECM   

Introduction  
Retaining loyalty of any type of product is 

very important as sourcing new customers is always 

very costly compared to retaining the old customers. 

Fast Moving Consumer Goods (FMCG) is not an 

exception. Whole FMCG industry in India can be 

divided into several major heads like, Personal Care, 

Home Care, Food, NonAlcoholic Beverages, Alcoholic 

Beverages, Tobacco, Pet Food etc. Considering the 

huge population of India, Beverage industry has got 

very high importance along with other FMCG 

industries in India.   

In past many researchers had put significant 

efforts to derive models of Brand Loyalty for FMCG 

products based on Attitudinal variables or 

Behavioural variables or both. Learning based on the 

previous experience includes four key components 

of Cognitive Antecedents called Accessibility, 

Confidence, Centrality and Clarity (Sherif et al. 

(1973)). Affect in consumer behaviour is very 

important (Cohen and Areni, 1991). Four 

components of affect are, Emotions (Mandler 1976), 

Mood (Clark and Isen 1982), Primary Affect (Zajonc 

1980) and Satisfaction. Conative Antecedents are at 

lower level than Cognition and Affect. Its three major 

aspects are Switching Cost, Sunk Cost and 

Expectations. After observing the impact of  

pandemic in recent period now it has become very 

necessary to include Situational Factors as well.   

  

Objectives of the Study  
Major objective is to develop a model of 

FMCG product brand loyalty when Indian buyers are 

buying product from Modern Trade/E-commerce.   

Objective 1: Based on literature review to identify 

key attitudinal antecedents of brand loyalty 

towards FMCG type of products.  

Objective 2: To identify key factors that affect brand 

loyalty of Indian buyers when they purchase 

nonalcoholic beverages from modern trade or 

ecommerce.   

Objective 3: To develop a model based on identified 

factors that can help manufacturer/retailer to 

gauge buyers’ loyalty towards non-alcoholic 

beverages when they purchase products from 

modern trade or ecommerce.  

Research Methodology  
An exploratory approach was taken to do the 

research. Using various research paper, many brand 

loyalty variables were identified initially. From all 

research paper it was concluded that, brand loyalty 

is a complex phenomenon and various variables are 

impacting it simultaneously. So, the serious of 

variables were listed down and relevant data 

collected for each of them.  

Data Collection   
Data collected form 1020 respondents from 

various parts of India. Structured questionnaire was 

used to collect data. 5-point Likert Scale was used to 

collect responses from respondents. Minimum 

eligibility criteria were set to collect inputs. Person 

who is mostly buying from either Modern Trade or E-

commerce were selected. Also, to make sure person 

understands all the complexities of the questions, 

only graduates were included in the study. As 

objective is based on Modern Trade and E-

commerce, all respondents are sampled from urban 

areas.   

Data Analysis: Python software used for data 

collection purpose. Various libraries of Python like, 

numpy, pandas, sklearn, cv2, factor_analyzer, boto, 

semopy, graphviz, os etc. are used for correlation 

analysis, factor analysis and structured equation 

modelling.   

Objective 1: Based on literature review to identify 

key attitudinal antecedents of brand loyalty towards 

FMCG type of products.  

Variables considered from various research papers 

and authors own experience are listed below.  

Variabl

e Code  

Variable 

Name  

  Variabl

e Code  

Variable 

Name  
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BRAF1  Brand 

Affect  

  EMVA

1  

Emotional 

Value  

CUSA1  Customer  

satisfaction  

  FUVA1  Functional 

Value  

SWCO1  Switching 

Cost  

  BRAT2  Brand Attitude  

BRTR1  Brand Trust    CENT1  Centrality  

REPR1  Relationshi

p Proneness  

  FASO1  Family  

Influence/Soci

al Value  

INVO1  Involvemen

t  

  AVAI1  Availability  

PEVA1  Perceived 

Value  

  SIFA1  Situational 

Factors  

COMM

1  

Commitme

nt  

  DISC1  Discounts  

BRREL1  Brand  

Relevance  

  ADVE1  Advertising  

BRPE1  Brand  

Performanc

e  

  PESE1  Personal 

Selling  

CULT1  Culture    COPF1  Comparing  

Product  

Features  

PRWO1  Price  

Worthiness  

  GIPC1  Assortment/Gi

ft  

Pack/Bended 

Pack  

BREQ1  Brand 

Equity  

  PRPL1  Product 

Placement  

BRIM1  Brand 

Image  

  BRAW

1  

Brand  

Awareness  

ACCE1  Accessibility    CLIF1  Celebrity 

Influence  

HABI1  Habit    BRMS1  Brand Market 

Share  

BRRE1  Brand  

Reputation  

  CLAR1  Clarity  

BRCR1  Brand  

Credibility  

      

Table 1: Variables under study  
Objective 2: To identify key factors that affect brand 

loyalty of Indian buyers when they purchase 

nonalcoholic beverages from modern trade or e-

commerce.   

Step 1: To eliminate correlated variables from study, 

first correlation matrix was prepared. No variable 

found to be highly correlated with any other 

variable, so all variables kept in study. There were 35 

variables using which next round of analysis was 

started.  
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BRAF1   
 

0.5 0.1 0.3 0.1 0.1 0.3 0.1 0.3 0.2 0.1 0.1 0.2 0.3 0.3 0.3 0.1 0.1 0.3 0.3 0.3 0.1 0.0 0.0 0.2 0.2 0.2 0.2 0.1 0.1 0.2 0.3 0.2 0.0 0.2 

CUSA1   
  

0.1 0.4 0.1 0.2 0.2 0.0 0.3 0.1 0.2 0.1 0.3 0.3 0.3 0.3 0.1 0.0 0.3 0.3 0.4 0.1 0.0 0.1 0.2 0.1 0.2 0.2 0.1 0.2 0.1 0.3 0.2 0.1 0.3 

SWCO1   
   

0.0 0.3 0.1 0.1 0.1 0.0 0.0 0.2 0.1 0.1 0.1 0.1 0.1 0.2 0.2 0.1 0.2 0.1 0.1 0.2 0.1 0.1 0.1 0.0 0.1 0.1 0.1 0.1 0.1 0.0 0.1 0.1 

BRTR1   
    

0.1 0.2 0.2 0.0 0.2 0.3 0.2 0.1 0.1 0.2 0.3 0.4 0.1 0.1 0.3 0.2 0.4 0.1 0.1 0.0 0.2 0.2 0.3 0.2 0.1 0.1 0.1 0.2 0.3 0.0 0.3 

REPR1   
     

0.2 0.0 0.2 0.1 0.1 0.2 0.1 0.1 0.1 0.1 0.2 0.2 0.2 0.1 0.2 0.2 0.0 0.2 0.2 0.1 0.0 0.1 0.0 0.1 0.1 0.0 0.1 0.1 0.1 0.1 

INVO1   
      

0.3 0.3 0.2 0.1 0.1 0.3 0.3 0.3 0.2 0.3 0.2 0.0 0.2 0.2 0.2 0.1 0.0 0.0 0.1 0.1 0.2 0.2 0.1 0.1 0.1 0.2 0.2 0.1 0.3 

PEVA1   
       

0.0 0.3 0.3 0.1 0.2 0.2 0.3 0.2 0.2 0.2 0.0 0.2 0.2 0.3 0.0 0.0 0.1 0.2 0.1 0.3 0.3 0.2 0.1 0.1 0.2 0.2 0.1 0.2 

COMM1  
         

0.1 0.1 0.3 0.1 0.2 0.0 0.0 0.1 0.2 0.1 0.1 0.1 0.1 0.0 0.2 0.2 0.0 0.1 0.1 0.1 0.1 0.1 0.2 0.1 0.0 0.0 0.1 

BRRE1   
         

0.3 0.1 0.2 0.4 0.4 0.4 0.3 0.1 0.1 0.3 0.4 0.2 0.2 0.1 0.0 0.1 0.2 0.3 0.2 0.2 0.3 0.1 0.3 0.2 0.2 0.3 
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BRPE1   
          

0.1 0.1 0.2 0.2 0.2 0.2 0.1 0.0 0.2 0.3 0.3 0.1 0.1 0.0 0.2 0.2 0.2 0.2 0.1 0.1 0.2 0.1 0.2 0.2 0.2 

CULT1   
           

0.0 0.1 0.2 0.2 0.1 0.1 0.3 0.1 0.1 0.1 0.0 0.2 0.2 0.0 0.1 0.0 0.1 0.1 0.0 0.1 0.2 0.0 0.2 0.1 

PRWO1   
            

0.3 0.2 0.2 0.2 0.1 0.1 0.2 0.2 0.1 0.0 0.1 0.1 0.1 0.1 0.2 0.1 0.1 0.2 0.0 0.1 0.1 0.0 0.3 

BREQ1   
             

0.4 0.4 0.3 0.2 0.0 0.2 0.3 0.3 0.2 0.1 0.0 0.1 0.2 0.2 0.2 0.2 0.2 0.1 0.3 0.2 0.0 0.3 

BRIM1   
              

0.4 0.5 0.2 0.1 0.3 0.4 0.4 0.3 0.0 0.0 0.2 0.1 0.2 0.3 0.2 0.3 0.2 0.3 0.3 0.0 0.4 

ACCE1   
               

0.5 0.2 0.0 0.3 0.3 0.4 0.1 0.1 0.0 0.1 0.1 0.1 0.2 0.1 0.3 0.1 0.3 0.2 0.0 0.3 

HABI1   
                

0.1 0.0 0.4 0.4 0.4 0.1 0.0 0.0 0.1 0.1 0.1 0.2 0.1 0.3 0.1 0.2 0.2 0.0 0.4 

BRRE1 
                 

0.4 0.1 0.2 0.2 0.1 0.3 0.2 0.1 0.1 0.1 0.1 0.2 0.0 0.0 0.1 0.1 0.1 0.2 

BRCR1   
                  

0.0 0.1 0.0 0.0 0.2 0.1 0.1 0.0 0.1 0.1 0.1 0.1 0.1 0.0 0.1 0.2 0.0 

EMVA1   
                   

0.4 0.5 0.2 0.0 0.1 0.2 0.2 0.2 0.3 0.1 0.3 0.1 0.2 0.1 0.0 0.3 

FUVA1   
                    

0.4 0.2 0.0 0.1 0.2 0.2 0.2 0.3 0.1 0.3 0.2 0.2 0.3 0.1 0.3 

BRAT2   
                     

0.3 0.0 0.0 0.3 0.2 0.3 0.3 0.2 0.3 0.2 0.3 0.2 0.0 0.4 

CENT1   
                      

0.0 0.0 0.1 0.1 0.2 0.1 0.3 0.2 0.2 0.1 0.2 0.1 0.2 

FASO1   
                       

0.1 0.1 0.0 0.1 0.0 0.0 0.1 0.0 0.1 0.0 0.2 0.1 

AVAI1   
                        

0.2 0.1 0.1 0.1 0.1 0.0 0.0 0.1 0.0 0.1 0.0 

SIFA1   
                         

0.2 0.2 0.2 0.2 0.1 0.3 0.3 0.2 0.0 0.3 

DISC1   
                          

0.3 0.3 0.1 0.2 0.1 0.3 0.2 0.2 0.2 

ADVE1   
                           

0.5 0.2 0.1 0.1 0.2 0.2 0.1 0.2 

PESE1   
                            

0.2 0.3 0.1 0.2 0.3 0.2 0.2 

COPF1   
                             

0.1 0.3 0.2 0.2 0.1 0.1 

GIPC1   
                              

0.1 0.2 0.2 0.2 0.3 

PRPL1   
                               

0.2 0.1 0.1 0.2 

BRAW1   
                                

0.3 0.0 0.3 

CLIF1   
                                 

0.0 0.2 

BRMS1   
                                  

0.2 

CLAR1   
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Table 2: Correlation Matrix  

Step 2: To reduce the overall count of variables, 

exploratory factor analysis was applied on the data of 

35 variables. Following are the outcomes of various 

stages of factor analysis.  

• Bartlett  Sphericity  test:  Chi-Square 

 Value  = 10034.5231 and p-value = 0.0, as 

p-value is 0.0 we can conclude that, correlation 

matrix diverges enough from identity matrix. 

This further indicates that, we can run EFA on 

given data.   

• Eigne values are calculated in next step. Also 

Scree plot plotted to get exact count of useful 

eigne values.   

([6.98044702, 2.6237771, 1.78669935,  

1.56744176, 1.4198785,  

1.32380258, 0.99592259, 

0.99247998, 0.98254976, 

0.98106614,  

0.97803027, 0.97354001, 

0.89465552, 0.85300365, 

0.79392757,  

0.77501857, 0.76808788, 

0.72180562, 0.65220254, 

0.63781103,  

0.59006351, 0.57919737, 

0.54870494, 0.5239943, 

0.48940418,  

0.48144933, 0.46764047, 

0.43392723,  

0.3958279, 0.38537907,  

0.36976464, 0.3429222, 

0.33227926,  

0.29231934, 0.26897882])  

 

  11 factors were allowed to fit the model. ‘Varimax’ 

rotation method applied.   

  
Fig 1: Scree Plot of Eigne Values   
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Table 3: Factors  

Based on the outcomes of rotation method, 

variables were selected and used for further study.  

Variables highlighted in red are the once having 

weight >  

0.4.   

Step 3: To fit model with selected variables.   

Using  Python’s  SEMOPY 

 library,  structural equation modelling has been run 

to validate the ultimate relationship between latent 

and measurable variables. Ultimate objective is to fit 

the model that can help to do further research in 

this area. Validation of Proposed Model:  

model_spec = """   # 

measurement model  

RepeatPurchase=~BREQ1+BRIM1+ACCE1+HABI1+E

M 

VA1+FUVA1+BRAT2+CLAR1+GIPC1  

    BrandCommitment=~COMM1+CULT1+AVAI1  

    ReputationofBrand=~BRRE1+BRCR1+FASO1     

BrandSatisfaction=~BRAF1+CUSA1  

    BrandRelevance=~BRRE1+BRAW1     

BuyersValueSystem=~CENT1+COPF1  

    SellingEfforts=~ADVE1+PESE1  

#regression     

BrandLoyalty~RepeatPurchase+BrandCommitment+

Rep 

utationofBrand+BrandSatisfaction+BrandRelevance+

Buy ersValueSystem+SellingEfforts  

"""    

Validation of Final 

Model: model_spec = 

"""   # measurement 

model  

RepeatPurchase=~BRIM1+ACCE1+HABI1+EMVA1+F

UVA 
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1+BRAT2+CLAR1+GIPC1  

    BrandSatisfaction=~CUSA1  

    BuyersValueSystem=~COPF1  

  #regressions    

BrandLoyalty~RepeatPurchase+BrandSatisfaction+B

uyer sValueSystem  

"""  

  
Table 4: Measures of fitness of good  

  

  
Fig 2: Final Model 

 



 

  

Conclusion  
Based on the data analysis below are the conclusions drawn,  

• Buyer’s value system, Repeat purchase and Brand satisfaction are the key latent 

variables which are largely impact brand loyalty of non-alcoholic beverage products 

when they are bought from Modern Trade/e-commerce.   

• Most impactful is Buyer’s value system second most impactful is Brand Satisfaction and 

third is Repeat purchase.   

• p value for the fitted model is less than 0.05, CFI, GFI, AGFI, NFI and TLI are close to or 

above 0.9 which indicates good fit. RMSEA is also below0.8 so overall model shows 

good fit.  

• Buyer’s value system is mostly driven by Comparing Product Features, Brand 

Satisfaction is driven by Customer Satisfaction and Repeat purchase is driven by 

multiple variables like, Brand attitude, Brand image, Clarity, Emotional value, Functional 

value, Assortment/Gift pack availability and Habit.  

• To maintain the long-term brand loyalty for nonalcoholic beverages when they bought 

from Modern Trade/E-commerce channel, manufacturers can put more weightage on 

above mentioned variables. This will in a way help to retain their consumer base for 

extended periods of time and help to secure fixed revenue.   
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