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Abstract: The Globalized market and customer expectation 

increases day by day. To satisfy the customer expectation is 

difficult in the current market situation. So, the people 

prefer the organization or the brand that full-fill their needs. 

The customer favours a particular organization or brand 

when he finds his expectations could be met. This results in 

customer loyalty towards the organization. The loyalty is 

considered as the important parameter for the customer 

retention resulting in betterment of the organization. The 

main objective of the study is to know about the customer 

loyalty and its dimensions towards the Ashok Leyland 

products in TVS & SONs at Trichy district. The primary 

data were collected by administering questionnaire among 

customers who are visiting the company by ways of simple 

random sampling method. The primary data collected from 

100 customers were analyzed by way of ANOVA single 

factor and Correlation using SPSS package.  The customer 

loyalty depends on the factors like satisfaction, 

performance, structural dependence, emotional 

dependence, business dependence, economic value 

proposition, alignment and fit. The satisfaction of 

customers depends on quality, service, relationship, 

company image and perception of price. Based on these 

factors customer loyalty towards the organization has been 

identified. The loyalty of customer towards Ashok Leyland 

products is satisfactory. 

Key words: Loyalty, satisfaction, customer churn and 

quality 

1. Introduction 
               The flow of information from the borderless and 

globalized markets has resulted in increased customer 

expectations and intense competitive pressures. Loyalty, 

customer satisfaction, productivity and quality are the 

today‟s business scenario for the development of the 

company. In recent times loyalty issues in business is 

contributed by the instability in the economic environment. 

The need to develop loyalty among customers is an 

essential feature because only then we would be able to 

understand the factors that influence customers  loyalty in 

particular market. Customer chum is becoming a grave 

issue with maturing of the market. Therefore it becomes 

crucial for the companies to have complete awareness of 

the customer‟s behavioral churn so as to deal with customer 

churn. Customer loyalty by and large depends on the 

analysis and the networks that the company has with its 

customers during the rapport building phase of the 

business. 

             Relationship management and buying behavior 

pattern of the customers has become a widely discussed 

topic these days by the marketing scholars. Though there 

are very many models which explain the customer loyalty 

process which stress on optimal relationship evolution it 

mainly focuses on identification of an individuals 

perceptions, beliefs and attitude. The behaviors defining the 

several kind of relationship a firm is able to build with its 

customers. The powerful tool of relationship marketing is 

becoming popular to encourage customer loyalty is done by 

using loyalty programs. Both the customers and companies 

can be benefited using the loyalty programs. The 

customers‟ needs and behaviors needs to be understood by 

the organization, by creating customer profiles with 

relevant data on customer interactions to have a complete 

picture of a customer‟s preferences. This study reveals 

about the customer‟s how they are loyal to the AL 

products. For this, the loyalty of the customer, customer 

churn and customer perception are considered as the major 

factors. The demanding nature of customers in terms of 

high quality product as well as high level of service plays a 

important role in increasing the loyalty of the customers 

towards the company/firm 

2. Review of literature 
              Aaker (1991) stated that the core for brand equity 

is the brand equity. He says that the brand loyalty is closely 

associated to the experiential use of the product and as such 

does not exist without use experience and previous 

purchase by the customer. He is also of the opinion that 

loyalty is a subjective feeling of the customer towards the 

product based on other dimensions namely awareness 

regarding the product, brand equity, quality perceived by 

the customer and associations. Anderson and Narus (1984) 

is of the opinion that co-operation is an important causative 

factor in determining a long term relationship based on 

trust. Levels of satisfaction with the firm alliances and 

partnership during their transactions  is an crucial element 

in developing co-operative attitude. Bain (2013), The  

customer Loyalty in Retail Banking report, highlights the 

need for forming new primary relationships with banks are 

the Indonesian banking customers. The report clearly 

indicates that their loyalty of the customers depend on how 

the banks  meet the customers‟ needs and wants. According 

to Beerli et al (2002) stated that the customer loyalty is 

affected by various factors which are being given due 

attention by marketers and service providers in industry and 

academic pursuits. Bharatwaj et al. (1993) said that the 

customer loyalty is viewed as the cause of competition by 

most organizations.  The extent to which the customer has 

trust on the product increases the value addition to the 

product. Coyne (1989) ascertained that customer 

satisfaction and loyalty are inter-related. He says that when 

the satisfaction is low the relationship is weak, moderate 

when customer satisfaction is intermediate and when high 

customer satisfaction the relationship is strong..              

Dick and Basu (1994) explained loyalty intensity of 

relationship between the customer‟s relative attitude and  

repeated patronage based on four components of relative 

attitude namely latent loyalty, true loyalty, spurious loyalty 
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and no loyalty. Dowling and Uncles (1997) stated that the 

enhancement of the total value of the service or product is 

measured by motivating loyal buyers to benefit from the 

loyalty programs which pave way for their next purchases. 

Dwyer FR (1987) is of the opinion that customers who 

purchased repeatedly by their word of mouth spread to the 

other customers the positivity of the service/product have 

been indicators of customer loyalty. Fishbein and Ajzen 

(1975) states that the life experiences the person has about 

a product or service influences th individual greatly. 

Through these life‟s experiences, beliefs one develops 

inferences or observation which may be long-lasting. Fogli 

(2006) opines towards service quality as “a global attitude 

or judgments relating to a particular service; the customer‟s 

overall impression of the relative superiority or inferiority 

of the organization and its services. Service quality is a 

cognitive judgement”. Gotlieb et al. (1994) is of the 

opinion that there is a reliable relation between perceived 

satisfaction of the customer and the quality of the product. 

When the connection between the satisfaction and 

perceived quality becomes reliable then it is best for the 

brand loyalty. The perceived quality of the service/product 

the customer has, to a very large extent influences the  

brand satisfaction which in turn has an effect on the brand 

trust. Gruen (1995) commented that the connection 

between the commitment to relationship along with 

satisfaction derived from the perceived equity in the 

exchange process, significantly reduces the risk of 

opportunism. Gummesson (1999) suggests that relationship 

marketing which is a continuation of the mutual 

relationship between the customer and service provider l 

leads to formation of profitability. Hennig & klee et.al 

(1997) is of the opinion that customer retention is the core 

element in relationship marketing as it focuses on the 

repeated patronage of a supplier or marketer and is 

associated to repeated purchasing behavior of the customer. 

Maxham (2001) has clearly brought out that service 

recovery plays a key role in increasing the possibility of 

purchase capacity and intention, and customer satisfaction 

as against the pre-failure situation. Morgan and Hunt 

(1994) in his study has identified factor such as trust, value 

congruence, benefit value which are derived from the 

relationship and goal congruence including the cost 

influence customer loyalty. 

             Oliver (1999) opined that the vibrant nature of the 

marketing environment is highly dependent on the 

consistency, preference and commitment the customer 

perceives.  Rauyruen and Miller (2007) have mentioned the 

customer loyalty as a merged concept of attitudinal loyalty 

(emotional attachments and advocacy of customers toward 

the company) and behavioral loyalty (willingness of 

customer to repurchase from and continue relationships 

with the company). Reichheld (2003) has studied the 

relationship between the customer‟s subsequent loyalty-

based behaviors. Rocking (2005) stated that the high cost of 

losing customers is on the increase every day and 

companies adopt new strategies to acquire, and retain the 

loyal customers which largely depend on the service. Sheth 

and Park (1974) opine that brand loyalty is multi-

dimensional and comprising of three dimensions namely, 

the evaluative, the behavioural and the emotive tendency 

tendency towards the brand. Singh & Imran (2012) points 

out that retentive programs intend to turn the infrequent 

customer into a regular customer and that this is likely to 

promote the business in their larger relatives and friends 

circle. It also brings about changing customers from being a 

one or two item purchaser to purchasing quite a lot of 

products. Szymanski and Henard (2001) states that 

customer satisfaction influences the repeat purchase 

behaviour which is considered to be the major cue for the 

customer loyalty. 

              Verhoef (2003) in his article has clearly brought 

out the impact of customer relationship management on 

retention of customers and their share development. The 

loyalty programs launched by service providers have 

greatly influenced the customer‟s retention and share 

development. 

Yim, David and Chan (2008) highlight the significance of 

loyalty programs which increases customers to purchase 

the service or product of their choice in the future 

regardless of varied situational factors and efforts which 

could emanate switching behavior. 

Zikmund et.al, (2002) suggested that the loyalty induces 

repetition of behavior with regard to customer purchase 

which is demonstrated in terms of. brand, price, company, 

and getting other customers involved in benefitting from 

the service or product. In general we see that customer 

satisfaction is regarded as an important element in the 

growth of a company/firm which relies on the clients 

repeatedly coming back to the company for the kind of 

service or product provided.   

3. Statement of the problem: 

Customer loyalty is most important for an organization as 

the satisfied customers act as brand ambassadors and 

extend a positive feedback to others. The increased 

customer loyalty and customer retention will increase the 

profit of a company. The successful record of Ashok 

Leyland in automobile sector reveals the significance of 

customer loyalty. Hence, this is study is about the different 

dimensions of loyalty towards the products and services of 

Ashok Leyland.  

4. Objectives of the study: 

           The main objective of the study is to know about the 

customer loyalty and its dimensions towards the Ashok 

Leyland products in TVS & Sons at Trichy district.  

5. Data Collection and techniques used: 

To collect primary data on loyalty parameters a 

questionnaire was prepared and administered using simple 

random sampling method. The primary data were collected 

from 100 customers who are visiting the TVS motor 

company for buying the AL products. The statistical tools 

used in this study are ANOVA single factor and Regression 

to analyze the customer loyalty towards the AL products. 

The cronbach alpha is 0.843 which is considered good 

depicting the internal consistency of the questionnaire.  

6. Analysis and Discussion: 
            The table no.1 shows the age, marital status, place 

of living, educational qualification, occupation, individual 

income and gender of the respondents. In this 100% of the 

respondents are male gender. Nearly 30% of the 

respondents lie between the age group of 51 years above 

and another 30% of the respondents lie between the groups 

21 to 30 years. The minor age group (15%) lies between 31 

to 40 years. The married respondents are nearly 65%.The 
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respondents those staying single is 25%. Then 55% of the 

respondents are from urban region, then 40% from semi-

urban region and 5% from rural region. The involvement of 

urban region people is more than semi-urban and rural 

people. 75% of the respondents are doing self-business and 

25% of the respondents are the contractors. 40% of 

respondents have done UG and 35% have done up-to 

higher secondary. This shows that the respondents have the 

knowledge in their field. 15% of the respondents get the 

income that lies between 7 to 10 and 25% of the 

respondents getting the income between 5 to 7 lakhs, 

another 25% of the respondents getting income between 3 

to 5 lakhs and 5% of them getting income up-to 3 lakhs. 

The income of the respondents plays another important role 

in loyalty towards the company. The business of the 

respondents prospers when they reinvest their income in 

their business.  

Table 1: Demographic characteristics of the 

respondents 
Age 

(Years) 

%  

to 

total 

Education  

 

%  

to 

total 

Annual  

Income 

 (Rs in 

lakhs) 

%  

to 

total 

21-30 
30 

Upto 
Secondary 

20 
Upto 3  

5 

31- 40 
15 

Higher 

Secondary 
35 

3 to 5  
25 

41-50 25 UG 40 5 to 7  25 

>51 30 PG 5 7 to 10  15 

Total 100 Total 100 10 above 30 

Marital  

Status 

%  

to 

total 

Place of 

 living 

%  

to 

total 

 

Total 
 

100 

Single 

25 

Rural 

5 
Occupat

ion 

%  

to 

total 

Married 
65 

Urban 
55 

Self-

business 
75 

Divorce
d 

10 
Semi-Urban 

40 
Contract 

25 

Total 100 Total 100 Total 100 

 (Source: Primary data)                    

The association between socio-economic factors and 

measures to loyalty namely, satisfaction, perceived value 

for money, emotional commitment to brand, intense to 

repurchase and intension to recommend is studied by 

framing a null hypothesis.  

H0 - There is no association between the socio-economic 

factor of the respondents and measure to loyalty. 

Table 2: Association between socio-economic factors 

and measures to loyalty –   ANOVA Single factor 

Socio-economic factors P value Result 

Age 0.000 R 

Occupation 0.055 A 

Income 0.000 R 

(Source: Primary data @ 5% level of significance) 

Note: A-Accepted R- Rejected 

            The above table shows that there is an association 

between the age of the respondent and measures to loyalty. 

The age is associated with the measure to loyalty as 

experience depends on the age. There is no association 

between the occupation of the respondents and measures to 

loyalty. As most of the respondents are self-employed, they 

show a same level of loyalty towards AL products and 

services. There is an association between the income of the 

respondent and measures to loyalty. The income is 

associated due to perceived value for money that the 

respondents are ready to buy the product.  

The association between socio-economic factors and types 

of loyalty namely, cognitive loyalty, affective loyalty, 

conative loyalty and action loyalty intense to repurchase 

and intension to recommend is studied by framing a null 

hypothesis.  

H0 – There is no association between socio-economic 

factors and types of loyalty. 

Table 3: Association between socio-economic factors 

and types of loyalty - ANOVA Single factor 

 
Loyalty 

types 
Age  Occupation  Income  

P
 

v
a
lu

e 

R
e
su

lt
 

P
 

v
a
lu

e 

R
e
su

lt
 

P
 

v
a
lu

e 

R
e
su

lt
 

Cognitive  0.000 R 0.212 A 0.034 R 

Affective  0.001 R 0.224 A 0.001 R 

Conative  0.001 R 0.321 A 0.000 R 

Action  0.000 R 0.000 R 0.000 R 

Overall 0.048 R 0.929 A 0.001 R 

(Source: Primary data @ 5% level of significance)  

Note: A-Accepted R- Rejected 

              The association between age, occupation, income 

of the respondents and types of loyalty is shown in the 

above table. The significance level is kept has 5% for the 

analysis. The P value for the age and cognitive loyalty is 

0.000, age and affective loyalty is 0.001, age and conative 

loyalty is 0.001 and age and action loyalty is 0.000. In all 

these the null hypothesis is rejected. The P value for the age 

and overall types of loyalty is 0.048 and that is the null 

hypothesis is rejected. Therefore the age of the respondents 

influence the types of loyalty. The age of people help to 

bring the belief in the company products and it develops a 

attitude towards the brand. 

            The P value for the occupation and overall types of 

loyalty is 0.929 and that is the null hypothesis is accepted. 

Therefore the occupation of the respondents does not 

influence the types of loyalty. In this P value for the 

occupation and action loyalty is 0.000 and that is the null 

hypothesis is rejected. Therefore the occupation of the 

respondents influences the types of loyalty. The occupation 

is the business they do. So the occupation has the more 

influence over the action loyalty. 

            The P value for the income and cognitive loyalty is 

0.034, income and affective loyalty is 0.001, income and 

conative loyalty is 0.000 and income and action loyalty is 

0.000. In all these the null hypothesis is rejected. Therefore 

the income of the respondents influences the types of 

loyalty. The P value for the income and overall types of 

loyalty is 0.001 and that is the null hypothesis is rejected. 

Therefore the income of the respondents influences the 

types of loyalty. The income deals with the development of 

belief towards the brand, favourable attitude, motivate and 

then lead to action. 

The association between socio-economic factors and 

satisfaction level factors of respondents and intension to 

recommend is studied by framing a null hypothesis.  

H0 – There is no association between the socio-economic 

factors and satisfaction level factors of the respondents 
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Table 4: Association between the socio-economic factors 

and satisfaction level of the respondents  

– ANOVA Single factor 

 
Satisfaction 

level factors 

Age  Occupation  Income  

P
 v

a
lu

e 

R
e
su

lt
 

P
 v

a
lu

e 

R
e
su

lt
 

P
 v

a
lv

e 

R
e
su

lt
 

Quality of 
product 

0.203 A 0.023 R 0.020 R 

Quality of 

service 

0.000 R 0.210 A 0.001 R 

Relationship 
quality 

0.001 R 0.189 A 0.000 R 

Company 

image 

0.004 R 0.014 R 0.039 R 

Perception of 
price 

0.000 R 0.000 R 0.000 R 

Overall 

satisfaction 

0.001 R 0.002 R 0.001 R 

(Source: Primary data @ 5% level of significance) 

Note: A-Accepted R- Rejected 

            There is an association between the age of the 

respondents and satisfaction level of the respondents. In 

this the age of the respondents which makes them to feel 

satisfaction in these factors. So that, the age of the 

respondents is associated with these factors. There is an 

association between the occupation of the respondents and 

satisfaction level of the respondents. The occupation means 

that the business the respondents perform. For the business 

they will see these factors. It includes the product quality, 

company image and price of product. There is an 

association between the income of the respondents and 

overall satisfaction level of the respondents. Based on the 

income the respondents will invest in their business. So 

that, the customers will get the product for the money they 

offered. Then the customers will get satisfied. The income 

of the respondents is associated with these factors. 

The association between socio-economic factors and 

satisfaction level factors of respondents towards Ashok 

Leyland products and intension to recommend is studied by 

applying regression. 

Table 5: Relationship between the socio economic 

factors and overall satisfaction level of the respondents 

towards Ashok Leyland products – Regression 

Socio economic  

Factors 

R value R square 

 value 

Adjusted  

R square 

Age 0.510 0.260 0.252 

Occupation 0.424 0.179 0.171 

Income 0.638 0.408 0.402 

 (Source: Primary data @ 5% significance) 

             The R value for the age of the respondent and the 

overall satisfaction level of respondents towards the AL 

product is 0.510. This shows that there is a strong 

relationship between age of the respondent and the overall 

satisfaction level of respondents towards the AL product. 

The R value for the occupation of the respondent and the 

overall satisfaction level of respondents towards the AL 

product is 0.424. This shows that there is a moderate 

relationship between age of the respondent and the overall 

satisfaction level of respondents towards the AL product. 

The R value for the income of the respondent and the 

overall satisfaction level of respondents towards the AL 

product is 0.638. This shows that the age, occupation and 

income has the strong relationship with the satisfaction 

level towards the Ashok Leyland products. 

7. Conclusion 
              The customers do the repurchase activities with 

the same company because they believe in the company 

and its products. This activity builds the strong relationship 

between the customer and the company. So the frequent 

visit done by the customers towards the company constitute 

loyalty towards the company. It is concluded that there is a 

strong relationship between age, occupation and income of 

the respondents to the overall satisfaction level of customer 

towards the Ashok Leyland products. They get satisfied 

with their products and service offered by the company. 

This creates the loyalty among the customers towards the 

company. So the factors like brand image, satisfaction, 

quality, economic value that builds the loyalty among 

customers.  
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