
VOLUME NO. 4 (2014), ISSUE NO. 10 (OCTOBER)  ISSN 2231-1009 

 A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

Indexed & Listed at:  
Ulrich's Periodicals Directory ©, ProQuest, U.S.A., EBSCO Publishing, U.S.A., Cabell’s Directories of Publishing Opportunities, U.S.A., 

Open J-Gage, India [link of the same is duly available at Inflibnet of University Grants Commission (U.G.C.)], 
Index Copernicus Publishers Panel, Poland with IC Value of 5.09 & number of libraries all around the world. 

Circulated all over the world & Google has verified that scholars of more than 3480 Cities in 174 countries/territories are visiting our journal on regular basis. 

Ground Floor, Building No. 1041-C-1, Devi Bhawan Bazar, JAGADHRI – 135 003, Yamunanagar, Haryana, INDIA 

http://ijrcm.org.in/ 



VOLUME NO. 4 (2014), ISSUE NO. 10 (OCTOBER)  ISSN 2231-1009 

INTERNATIONAL JOURNAL OF RESEARCH IN COMPUTER APPLICATION & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

http://ijrcm.org.in/ 

ii

CONTENTS 
 

Sr. 
No. 

 

TITLE & NAME OF THE AUTHOR (S) 
Page 
No. 

1. CUSTOMER SATISFACTION TOWARDS KINGFISHER BEER IN PULICHERLA MANDAL 

DR. DUGGANI YUVARAJU, DR. DUGGANI SUBRAMANYAM & DR. S. DURGA RAO 
1 

2. AN IMPROVED CONSTRUCTION TECHNOLOGY AND MANAGEMENT (CTM) SYSTEM 

RAKESH GUPTA, SUBHASH K. GUPTA, RAMESH KUMAR BATRA & ASHUTOSH TRIVEDI 
5 

3. USAGE PATTERNS OF COSMETIC (FASHIONABLE) HERBAL PERSONAL CARE PRODUCTS (HPCP): A 

MICRO LEVEL FIELD STUDY IN MYSORE AND BANGALORE 

GITY SAKI & B. SHIVARAJ 

11 

4. PROFITABILITY PERFORMANCE OF NAGARJUNA FERTILIZERS AND CHEMICALS LIMITED: A CASE 

STUDY 

S. SHOBHA & DR. P. MOHAN REDDY 

14 

5. IMPEDIMENTS FOR THE DEVELOPMENT OF AGRICULTURAL COOPERATIVES IN TOKE KUTAYE 

WOREDA/DISTRICT/, WEST SHEWA ZONE, OROMIYA REGION, ETHIOPIA 

ASSEFA GEBRE HABTE WOLD 

18 

6. WORKPLACE FRIENDSHIP: IT’s COMPLICATED 

DR. MEGHA SHARMA 
29 

7. LIGHT ENGINEERING UNITS IN NORTH MALABAR, KERALA, AND EMPLOYMENT GENERATION 

DR. PREMAVALLI P.V 
31 

8. PUBLIC Vs. PRIVATE INSURANCE PLAYERS IN INDIA 

K. PRASAD & V. SRAVANTHI 
37 

9. IMPACT OF OPTION INTEREST AND PUT- CALL RATIO INFORMATION IN DERIVATIVES MARKET: AN 

EMPIRICAL STUDY OF OPTION AND FUTURE MARKET, NSE (NATIONAL STOCK EXCHANGE OF INDIA) 

SWATI MEHTA & NILESH PATEL 

40 

10. FINANCIAL HEALTH OF HOUSING FINANCE INSTITUTIONS IN INDIA: AN EMPIRICAL EVALUATION 

DR. S. THENMOZHI & DR. N. DEEPA 
45 

11. ROLE OF SCB’s IN REACHING THE UNREACHED THROUGH FINANCIAL INCLUSION: AN INDIAN 

OVERVIEW 

PRAVEEN A. KORBU 

49 

12. INFLATION MANAGEMENT IS THE KEY TO DEFLATE INFLATION PRESSURE 

DR. ACHUT P. PEDNEKAR 
53 

13. RETRENCHMENT AND STRIKES IN SICK UNIT: A CASE STUDY ON LML 

GURPREET KAUR SAINI 
57 

14. PERFORMANCE APPRAISAL SYSTEM IN A GARMENT MANUFACTURING ENTERPRISE, TIRUPUR 

K. MANIKANDAN, R. VIJAYA RAJYA SYNTHIA & S.R. DHIVYA LAKSHMI 
64 

15. THEORETICAL AUDIT FRAME WORK FOR MEASURING BRAND LOYALTY IN DAIRY INDUSTRY 

N.GEETHA & DR. R. SUBRAMANIYA BHARATHY 
67 

16. EFFECTIVENESS OF TRAINING & DEVELOPMENT PROGRAM IN PHARMACEUTICAL SECTOR WITH A 

CASE STUDY ON DIFFERENT INDUSTRIES 

SHIKHA BATRA, DR. AMBIKA BHATIA & ANKITA GAUTAM 

73 

17. SELFISH NODE HANDLING IN THE CONTEXT OF REPLICA ALLOCATION IN MANET’S 

K.NAVATHA, N.SRAVANTHI, L.SUNITHA & E. VENKATA RAMANA 
80 

18. TECHNICAL EFFICIENCY IN TEFF PRODUCTION BY SMALL SCALE FARMERS IN TIGRAY (CASE OF RAYA 

ALAMATA WEREDA) 

TEFERA KEBEDE, GEBEREMESKEL BERHANE & MENASBO GEBRU 

85 

19. IMPORTANCE OF BRANDING FOR SOCIAL ENTERPRISES 

SHIVANI VAID & SWATI GUPTA 
98 

20. BITCOIN: AN OVER VIEW IN INDIAN CONTEXT 

PRIYANKA MEHTANI 
101 

 REQUEST FOR FEEDBACK & DISCLAIMER 
103 



VOLUME NO. 4 (2014), ISSUE NO. 10 (OCTOBER)  ISSN 2231-1009 

INTERNATIONAL JOURNAL OF RESEARCH IN COMPUTER APPLICATION & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

http://ijrcm.org.in/ 

iii

CHIEF PATRON 
PROF. K. K. AGGARWAL 

Chairman, Malaviya National Institute of Technology, Jaipur 

(An institute of National Importance & fully funded by Ministry of Human Resource Development, Government of India) 

Chancellor, K. R. Mangalam University, Gurgaon 

Chancellor, Lingaya’s University, Faridabad 

Founder Vice-Chancellor (1998-2008), Guru Gobind Singh Indraprastha University, Delhi 

Ex. Pro Vice-Chancellor, Guru Jambheshwar University, Hisar 

 
FOUNDER PATRON 

LATE SH. RAM BHAJAN AGGARWAL 

Former State Minister for Home & Tourism, Government of Haryana 

Former Vice-President, Dadri Education Society, Charkhi Dadri 

Former President, Chinar Syntex Ltd. (Textile Mills), Bhiwani 

 
CO-ORDINATOR 

DR. SAMBHAV GARG 

Faculty, Shree Ram Institute of Business & Management, Urjani 

 
ADVISORS 

DR. PRIYA RANJAN TRIVEDI 
Chancellor, The Global Open University, Nagaland 

PROF. M. S. SENAM RAJU 
Director A. C. D., School of Management Studies, I.G.N.O.U., New Delhi 

PROF. S. L. MAHANDRU 
Principal (Retd.), MaharajaAgrasenCollege, Jagadhri 

 
EDITOR 

PROF. R. K. SHARMA 

Professor, Bharti Vidyapeeth University Institute of Management & Research, New Delhi 

 
EDITORIAL ADVISORY BOARD 

DR. RAJESH MODI 
Faculty, YanbuIndustrialCollege, Kingdom of Saudi Arabia 

PROF. PARVEEN KUMAR 
Director, M.C.A., Meerut Institute of Engineering & Technology, Meerut, U. P. 

PROF. H. R. SHARMA 
Director, Chhatarpati Shivaji Institute of Technology, Durg, C.G. 

PROF. MANOHAR LAL 
Director & Chairman, School of Information & Computer Sciences, I.G.N.O.U., New Delhi 

PROF. ANIL K. SAINI 
Chairperson (CRC), GuruGobindSinghI. P. University, Delhi 

PROF. R. K. CHOUDHARY 
Director, Asia Pacific Institute of Information Technology, Panipat 



VOLUME NO. 4 (2014), ISSUE NO. 10 (OCTOBER)  ISSN 2231-1009 

INTERNATIONAL JOURNAL OF RESEARCH IN COMPUTER APPLICATION & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

http://ijrcm.org.in/ 

iv

DR. ASHWANI KUSH 
Head, Computer Science, UniversityCollege, KurukshetraUniversity, Kurukshetra 

DR. BHARAT BHUSHAN 
Head, Department of Computer Science & Applications, GuruNanakKhalsaCollege, Yamunanagar 

DR. VIJAYPAL SINGH DHAKA 
Dean (Academics), Rajasthan Institute of Engineering & Technology, Jaipur 

DR. SAMBHAVNA 
Faculty, I.I.T.M., Delhi 

DR. MOHINDER CHAND 

Associate Professor, KurukshetraUniversity, Kurukshetra 

DR. MOHENDER KUMAR GUPTA 
Associate Professor, P.J.L.N.GovernmentCollege, Faridabad 

DR. SAMBHAV GARG 

Faculty, Shree Ram Institute of Business & Management, Urjani 

DR. SHIVAKUMAR DEENE 
Asst. Professor, Dept. of Commerce, School of Business Studies, Central University of Karnataka, Gulbarga 

DR. BHAVET 

Faculty, Shree Ram Institute of Business & Management, Urjani 

 
ASSOCIATE EDITORS 

PROF. ABHAY BANSAL 
Head, Department of Information Technology, Amity School of Engineering & Technology, Amity University, Noida 

PROF. NAWAB ALI KHAN 
Department of Commerce, AligarhMuslimUniversity, Aligarh, U.P. 

ASHISH CHOPRA 
Sr. Lecturer, Doon Valley Institute of Engineering & Technology, Karnal 

 
TECHNICAL ADVISOR 

AMITA 
Faculty, Government M. S., Mohali 

 
FINANCIAL ADVISORS 

DICKIN GOYAL 
Advocate & Tax Adviser, Panchkula 

NEENA 
Investment Consultant, Chambaghat, Solan, Himachal Pradesh 

 
LEGAL ADVISORS 

JITENDER S. CHAHAL 
Advocate, Punjab & Haryana High Court, Chandigarh U.T. 

CHANDER BHUSHAN SHARMA 
Advocate & Consultant, District Courts, Yamunanagar at Jagadhri 

 
SUPERINTENDENT 

SURENDER KUMAR POONIA 



VOLUME NO. 4 (2014), ISSUE NO. 10 (OCTOBER)  ISSN 2231-1009 

INTERNATIONAL JOURNAL OF RESEARCH IN COMPUTER APPLICATION & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

http://ijrcm.org.in/ 

v

CALL FOR MANUSCRIPTS 
We invite unpublished novel, original, empirical and high quality research work pertaining to recent developments & practices in the areas of 

Computer Science & Applications; Commerce; Business; Finance; Marketing; Human Resource Management; General Management; Banking; 

Economics; Tourism Administration & Management; Education; Law; Library & Information Science; Defence & Strategic Studies; Electronic Science; 

Corporate Governance; Industrial Relations; and emerging paradigms in allied subjects like Accounting; Accounting Information Systems; Accounting 

Theory & Practice; Auditing; Behavioral Accounting; Behavioral Economics; Corporate Finance; Cost Accounting; Econometrics; Economic 

Development; Economic History; Financial Institutions & Markets; Financial Services; Fiscal Policy; Government & Non Profit Accounting; Industrial 

Organization; International Economics & Trade; International Finance; Macro Economics; Micro Economics; Rural Economics; Co-operation; 

Demography: Development Planning; Development Studies; Applied Economics; Development Economics; Business Economics; Monetary Policy; Public 

Policy Economics; Real Estate; Regional Economics; Political Science; Continuing Education; Labour Welfare; Philosophy; Psychology; Sociology; Tax 

Accounting; Advertising & Promotion Management; Management Information Systems (MIS); Business Law; Public Responsibility & Ethics; 

Communication; Direct Marketing; E-Commerce; Global Business; Health Care Administration; Labour Relations & Human Resource Management; 

Marketing Research; Marketing Theory & Applications; Non-Profit Organizations; Office Administration/Management; Operations Research/Statistics; 

Organizational Behavior & Theory; Organizational Development; Production/Operations; International Relations; Human Rights & Duties; Public 

Administration; Population Studies; Purchasing/Materials Management; Retailing; Sales/Selling; Services; Small Business Entrepreneurship; Strategic 

Management Policy; Technology/Innovation; Tourism & Hospitality; Transportation Distribution; Algorithms; Artificial Intelligence; Compilers & 

Translation; Computer Aided Design (CAD); Computer Aided Manufacturing; Computer Graphics; Computer Organization & Architecture; Database 

Structures & Systems; Discrete Structures; Internet; Management Information Systems; Modeling & Simulation; Neural Systems/Neural Networks; 

Numerical Analysis/Scientific Computing; Object Oriented Programming; Operating Systems; Programming Languages; Robotics; Symbolic & Formal 

Logic; Web Design and emerging paradigms in allied subjects. 

Anybody can submit the soft copy of unpublished novel; original; empirical and high quality research work/manuscript anytime in M.S. Word format 

after preparing the same as per our GUIDELINES FOR SUBMISSION; at our email address i.e. infoijrcm@gmail.com or online by clicking the link online 

submission as given on our website (FOR ONLINE SUBMISSION, CLICK HERE).  

GUIDELINES FOR SUBMISSION OF MANUSCRIPT 

1. COVERING LETTER FOR SUBMISSION: 

DATED: _____________ 

THE EDITOR 

IJRCM 

Subject: SUBMISSION OF MANUSCRIPT IN THE AREA OF                                                                                                                . 

 (e.g. Finance/Marketing/HRM/General Management/Economics/Psychology/Law/Computer/IT/Engineering/Mathematics/other, please specify) 

DEAR SIR/MADAM 

Please find my submission of manuscript entitled ‘___________________________________________’ for possible publication in your journals. 

I hereby affirm that the contents of this manuscript are original. Furthermore, it has neither been published elsewhere in any language fully or partly, nor is it 

under review for publication elsewhere. 

I affirm that all the author (s) have seen and agreed to the submitted version of the manuscript and their inclusion of name (s) as co-author (s). 

Also, if my/our manuscript is accepted, I/We agree to comply with the formalities as given on the website of the journal & you are free to publish our 

contribution in any of your journals. 

NAME OF CORRESPONDING AUTHOR: 

Designation: 

Affiliation with full address, contact numbers & Pin Code: 

Residential address with Pin Code: 

Mobile Number (s): 

Landline Number (s):  

E-mail Address: 

Alternate E-mail Address: 

NOTES: 

a) The whole manuscript is required to be in ONE MS WORD FILE only (pdf. version is liable to be rejected without any consideration), which will start from 

the covering letter, inside the manuscript. 

b) The sender is required to mentionthe following in the SUBJECT COLUMN of the mail:  

New Manuscript for Review in the area of (Finance/Marketing/HRM/General Management/Economics/Psychology/Law/Computer/IT/ 

Engineering/Mathematics/other, please specify) 

c) There is no need to give any text in the body of mail, except the cases where the author wishes to give any specific message w.r.t. to the manuscript. 

d) The total size of the file containing the manuscript is required to be below 500 KB. 

e) Abstract alone will not be considered for review, and the author is required to submit the complete manuscript in the first instance. 

f) The journal gives acknowledgement w.r.t. the receipt of every email and in case of non-receipt of acknowledgment from the journal, w.r.t. the submission 

of manuscript, within two days of submission, the corresponding author is required to demand for the same by sending separate mail to the journal. 

2. MANUSCRIPT TITLE: The title of the paper should be in a 12 point Calibri Font. It should be bold typed, centered and fully capitalised. 

3. AUTHOR NAME (S) & AFFILIATIONS: The author (s) full name, designation, affiliation (s), address, mobile/landline numbers, and email/alternate email 

address should be in italic & 11-point Calibri Font. It must be centered underneath the title. 

4. ABSTRACT: Abstract should be in fully italicized text, not exceeding 250 words. The abstract must be informative and explain the background, aims, methods, 

results & conclusion in a single para. Abbreviations must be mentioned in full. 

 



VOLUME NO. 4 (2014), ISSUE NO. 10 (OCTOBER)  ISSN 2231-1009 

INTERNATIONAL JOURNAL OF RESEARCH IN COMPUTER APPLICATION & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

http://ijrcm.org.in/ 

vi

 

5. KEYWORDS: Abstract must be followed by a list of keywords, subject to the maximum of five. These should be arranged in alphabetic order separated by 

commas and full stops at the end. 

6. MANUSCRIPT: Manuscript must be in BRITISH ENGLISH prepared on a standard A4 size PORTRAIT SETTING PAPER. It must be prepared on a single space and 

single column with 1” margin set for top, bottom, left and right. It should be typed in 8 point Calibri Font with page numbers at the bottom and centre of every 

page. It should be free from grammatical, spelling and punctuation errors and must be thoroughly edited. 

7. HEADINGS: All the headings should be in a 10 point Calibri Font. These must be bold-faced, aligned left and fully capitalised. Leave a blank line before each 

heading. 

8. SUB-HEADINGS: All the sub-headings should be in a 8 point Calibri Font. These must be bold-faced, aligned left and fully capitalised.  

9. MAIN TEXT: The main text should follow the following sequence: 

 INTRODUCTION 

 REVIEW OF LITERATURE 

 NEED/IMPORTANCE OF THE STUDY 

 STATEMENT OF THE PROBLEM 

 OBJECTIVES 

 HYPOTHESES 

 RESEARCH METHODOLOGY 

 RESULTS & DISCUSSION 

 FINDINGS 

 RECOMMENDATIONS/SUGGESTIONS 

 CONCLUSIONS 

 SCOPE FOR FURTHER RESEARCH 

 ACKNOWLEDGMENTS 

 REFERENCES 

 APPENDIX/ANNEXURE 

 It should be in a 8 point Calibri Font, single spaced and justified. The manuscript should preferably not exceed 5000 WORDS. 

10. FIGURES &TABLES: These should be simple, crystal clear, centered, separately numbered &self explained, and titles must be above the table/figure. Sources of 

data should be mentioned below the table/figure. It should be ensured that the tables/figures are referred to from the main text. 

11. EQUATIONS:These should be consecutively numbered in parentheses, horizontally centered with equation number placed at the right. 

12. REFERENCES: The list of all references should be alphabetically arranged. The author (s) should mention only the actually utilised references in the preparation 

of manuscript and they are supposed to follow Harvard Style of Referencing. The author (s) are supposed to follow the references as per the following: 

• All works cited in the text (including sources for tables and figures) should be listed alphabetically.  

• Use (ed.) for one editor, and (ed.s) for multiple editors.  

• When listing two or more works by one author, use --- (20xx), such as after Kohl (1997), use --- (2001), etc, in chronologically ascending order. 

• Indicate (opening and closing) page numbers for articles in journals and for chapters in books.  

• The title of books and journals should be in italics. Double quotation marks are used for titles of journal articles, book chapters, dissertations, reports, working 

papers, unpublished material, etc. 

• For titles in a language other than English, provide an English translation in parentheses.  

• The location of endnotes within the text should be indicated by superscript numbers. 

 

PLEASE USE THE FOLLOWING FOR STYLE AND PUNCTUATION IN REFERENCES: 

BOOKS 

• Bowersox, Donald J., Closs, David J., (1996), "Logistical Management." Tata McGraw, Hill, New Delhi.  

• Hunker, H.L. and A.J. Wright (1963), "Factors of Industrial Location in Ohio" Ohio State University, Nigeria.  

CONTRIBUTIONS TO BOOKS 

• Sharma T., Kwatra, G. (2008) Effectiveness of Social Advertising: A Study of Selected Campaigns, Corporate Social Responsibility, Edited by David Crowther & 

Nicholas Capaldi, Ashgate Research Companion to Corporate Social Responsibility, Chapter 15, pp 287-303. 

JOURNAL AND OTHER ARTICLES 

• Schemenner, R.W., Huber, J.C. and Cook, R.L. (1987), "Geographic Differences and the Location of New Manufacturing Facilities," Journal of Urban Economics, 

Vol. 21, No. 1, pp. 83-104. 

CONFERENCE PAPERS 

• Garg, Sambhav (2011): "Business Ethics" Paper presented at the Annual International Conference for the All India Management Association, New Delhi, India, 

19–22 June. 

UNPUBLISHED DISSERTATIONS AND THESES 

• Kumar S. (2011): "Customer Value: A Comparative Study of Rural and Urban Customers," Thesis, Kurukshetra University, Kurukshetra. 

ONLINE RESOURCES 

• Always indicate the date that the source was accessed, as online resources are frequently updated or removed. 

WEBSITES 

• Garg, Bhavet (2011): Towards a New Natural Gas Policy, Political Weekly, Viewed on January 01, 2012 http://epw.in/user/viewabstract.jsp 



VOLUME NO. 4 (2014), ISSUE NO. 10 (OCTOBER)  ISSN 2231-1009 

INTERNATIONAL JOURNAL OF RESEARCH IN COMPUTER APPLICATION & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

http://ijrcm.org.in/ 

67

THEORETICAL AUDIT FRAME WORK FOR MEASURING BRAND LOYALTY IN DAIRY INDUSTRY 
 

N.GEETHA 

RESEARCH SCHOLAR & ASST. PROFESSOR 

DEPARTMENT OF MANAGEMENT STUDIES 

MAHENDRA ENGINEERING COLLEGE 

TRIUCHENGODU  

 

DR. R. SUBRAMANIYA BHARATHY 

ASST. PROFESSOR 

PERIYAR INSTITUTE OF MANAGEMENT STUDIES-PRIMS 

PERIYAR UNIVERSITY 

SALEM 

 

ABSTRACT 
This research paper is focusing on audit framework on brand loyalty here the researcher uses three-dimensional way for measuring the brand loyalty in dairy 

industry. Normally the brand loyalty in measured in two-dimensional way ie behaviorally loyalty and attitudinal loyalty but at this juncture the researcher 

measured the brand loyalty in three-dimensional way which includes emotional and cognitive loyalty. Once we audit the brand loyalty in three-dimensional ways 

that will give strong support for the managerial proceedings such as framing the marketing strategies segment the market and appropriately match the 

marketing strategies with market segment. 

 

KEYWORDS 

behaviorally loyalty, attitudinal loyalty, juncture, audit framework, brand loyalty. 

 

INTRODUCTION 
ormally researchers done their brand loyalty audit research in  single dimension and two-dimensional  way(DeWitt et al, 2008; Bandyopadhyayand 

Martell, 2007; Rundle and Bennett, 2001). In two dimensional way, they divided brand loyalty into attitudinal brand loyalty and behavioral brand loyalty. 

When consumer psychologically  commitment to one  or two particular brand  that is know as attitudinal brand loyalty while  behavioural  loyalty  is 

concerned with the action of repurchase of same brand  this result may be very useful in past days .But in the current scenario it may not support the company 

(mentioned in East et al (2005)). Hence we includes sub-components of attitudinal loyalty (emotional and cognitive loyalty) in this brand loyalty audit frame 

work. This model is an comprehensive version of Oliver’s (1999) conceptual work by examining both cognitive and emotional loyalty as well as behavioural 

loyalty. This paper starts with an explanation of the three dimensional approach of brand loyalty audit, the proposition for an academic framework, and the 

managerial applications required to implement the matrix. In order to conclude this matrix is applied to the dairy industry for the industry richness. 

 

BRAND LOYALTY 
David Aaker suggest that brand loyalty is one of most important factor for brand equity which is most essential for the company profitability .Brand loyalty 

indicate how  likely a customer will be to switch to another brand, especially when that brand makes a change, either in price or product features . David Aaker 

divided the brand equity element into perceived quality, brand associations, brand awareness, brand loyalty and other proprietary brand assets.  

The below chart explain how brand equity generate value for an organization and customer. If there is any positive or negative impact on brand equity that will 

reflects in organization some or all assets and liabilities position. Customer-based brand equity is defined as the differential effect that brand knowledge has on 

consumer response to the brand in the market.       
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CHART 1: BRAND EQUITY GENERATION 
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If customer have  high commitment towards the   product that  leads to overall attachment to the product, brand, or organization(Oliver 1999)  Brand 0r 

customer loyalty is a most important element in deciding long-term financial performance of firms (1995, Jones and Sasser,) and also it provides  competitive 

advantage  for the firm (Woodruff, 1997).  Through brand Loyalty Company have the following benefit or advantages  

• Generous opening hurdle to competitors, 

• increase the firm’s ability in facing  competitors threats, 

• better returns on their investment   

• Reduced expenditure in advertisement , 

• less expenditure for  attracting new customers, and 

• enhanced organizational prosperity for long duration  

For attaining the above benefit, In spite of escalating proliferation of brands in the market with proper quality, innovativeness in the product we have to 

strengthen our brand for getting loyal customer. It has been recommended that loyal customer is an oxymoron in today’s market situation. Through theoretical 

study fifty percentage of consumer switchover to competitor’s brand for price and value added thing in the  product. (Presseyand Mathews, 1998) 

  • Reason to 

buy 

  • Differentiate/ 

position 

• Price 

• Channel 

member 

interest 

• Extensions  

 

• Help process 

and retrieve 

information 

• Differentiate/ 

position 

• Reason to buy 

• Barrier to 

competitors 

• Extensions 

• Anchor to 

which other 

associations can 

be attach ed 

• Familiarity 

• Signal of 

substance 

• Brand to be 

considered 

 Competitive 

advantage 

• Reduced 

marketing costs 

• Attracting new 

customers 

• Time to 

respond to 

competitive 

threats 

BRAND EQUITY 

Provides value to customer by 

enhancing customer’s: 

• Interpretation / processing of 

information 

• Confidence in the purchase decision 

• Use satisfaction 

Provides value to firm by enhancing: 

• Efficiency of marketing programs 

• Brand loyalty 

• Prices / margins 

• Brand extensions 

• Trade leverage& Competitive advantage 



VOLUME NO. 4 (2014), ISSUE NO. 10 (OCTOBER)  ISSN 2231-1009 

INTERNATIONAL JOURNAL OF RESEARCH IN COMPUTER APPLICATION & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

http://ijrcm.org.in/ 

69

Keller develop a model of brand equity with base of brand knowledge that is depicts in the  Chart ; 2 This model includes brand awareness & brand image its 

come out of favorability,   strength, uniqueness and types of brand associations held by the customer and brand recognition  recall respectively. In this model, 

Keller also indicates various types of brand association and its benefits. 

CHART 2 

 
Source: Dimensions of Brand Knowledge Keller (1993) 

 

THREE DIMENSIONAL BRAND EQUITY METRICS MATRIXES  
Human actions or behavior is a assortment of one or more of three types of responses: emotive responses (I feel), cognitive responses (I think) and behavioral 

responses (I do). Brand loyalty is the collection of a consumer’s thoughts and feelings about a brand that are expressed as an action (Härtel et al, 2008). 

The below diagram explain the two dimensional and three dimensional model of brand loyalty According to Oliver (1999) view, cognitive loyalty is a loyalty 

based on information such as price and features. Härtelet al (2008) expanded this definition by defining cognitive loyalty as ‘psychological preference for a brand 

consisting of positive beliefs and thoughts about purchasing a brand on the next purchase occasion.’ Emotional loyalty is the degree ofpositive feelings aroused 

by repurchasing a brand (Oliver,1999). Härtel et al (2008) defined emotional loyalty as‘affective commitment to a brand consisting of positive feelingsabout and 

attachment to purchasing a brand on the nextpurchase occasion. 

FIG. 3 

 
Source: Elements of a two dimensional definition of loyalty Adapted from Khan, 2009 
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FIG. 3 

 
Source: A threedimensional approach to brand     loyalty (Adapted from Worthington, Russell-Bennett and Hartel 2009) 

Managers should be aware of all these three dimensions of brand equity metrics for the brand loyalty and how it assists in measuring the brand loyalty level . 

And also it give a strong support for manager in  developing  marketing strategies. 

 

BRAND LOYALTYAUDIT IN THREE DIMENSIONAL WAYS 
TNS international company for market research provides Conversion Model, In this model behavioural loyalty and psychological commitment  are used to 

segment consumers into four groups based on usage. The eight segmentation plays a major in brand loyalty audit Jackson (2006)This is a important contribution 

to both theory and practice as there is a little evidence of academic or proprietary brand loyalty models that use emotional, behavioural and cognitive loyalty as 

the basis for segmentation. The final audit is showed in table 1. 

 

 
 

TABLE 1: BRAND LOYALTY AUDIT  

       Component High behavioural loyalty Low behavioural loyalty High behavioural loyalty Low behavioural loyalty 

High coginitive loyalty Stable loyals Hot potential Functional loyals Cold potential 

low coginitive loyalty Passionate loyals hopfuls vulneraable disloyal 

 High emotional loyalty low emotional loyalty 

Source: Worthington et al, 2010 

For any organisation the main motto of marketing manager is to attain the brand loyalty for their product or service in the above three dimensions. Among the 

three Behavioural loyalty play a major role in generating brand loyalty.Hence irrespective of any organisation , they should give more important for the 

dimension that will give them competitive advantage  

Behavioural loyalty play an vital role in brand loyalty but it is  very tough work to achieve the  
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Behavioural loyalty  among emotional and cognitive loyalty. So organization should give concentration on Behavioural aspects of consumer and gain competitive 

advantage and then frame their marketing strategies. Through the following steps we can measure the brand loyalty 

In the first the marketing manager should understand the current loyalty levels for their brand after this segment the market and frame the marketing strategies 

appropriately to retain or develop the brand or customer loyalty the third step is to evaluate the marketing strategies success level if need or necessary modify it   

STEP 1: FIND OUT CURRENT BRAND LOYALTY LEVELS 

Through first step, find out Current Brand Loyalty Levels of the consumer in each categories ie emotional, cognitive and behavioural loyalty for a brand. Based on 

consumer brand awareness level , their experience  towards the brand and their attitude towards the brand ie brand image  we can identify the  current Brand 

Loyalty Levels and framed the brand audit metric 

STEP 2: SEGMENTATION AND FRAME MARKETING STRATEGIES 

In this step company segment the market according they  should make appropriate marketing strategies.  For framing Marketing Strategies Company identify 

Which segment has low loyal consumer, high loyal consumer, potential for growth etc then only they can easily match the Marketing Strategies with the 

segment by this way the below 8 segment are derived. 

Stable Loyals: Consumers who have high scores on all three dimensions of loyalty are called stable loyals. This is also similar to ‘True loyals’ (Dick and Basu, 

1994). These consumers like your brand, have evaluated your brand positively and buy your brand regularly over other brands (Dick and Basu, 1994;Rauyruen 

and Miller, 2007). Organization need to focus on retaining ‘Stable loyals’ and develop proper reward programmesto thank consumers for their loyalty. Recent 

research showsthat more than 75 percent of the consumers will consult a friend before deciding on the purchase of a certain product So it has become evident 

that large organisations are beginning to appreciate the importance of word-of-mouth marketing. So definitely stable loyals are likely to engage inpositive word-

of-mouth marketing for the brand and act asbrand advocates. 

Passionate Loyals: These consumers have high behaviouralloyalty and high emotional loyalty but have low cognitiveloyalty. These products are likely to be 

purchased for enjoyment or entertainment (movies, sports), where the value derived isemotional in nature (Holbrok, 2006). These consumers have automated 

their purchase and unlikely want to engage in thinking, so marketing programmes need to minimize effort.Strategies that remain with minimum effort and offer 

emotionalappeal are likely to retain the consumer. 

Hot Potentials: Consumers with high emotional loyaltyand high cognitive loyalty but with low behavioural loyaltyare the ‘hot potentials.’ These consumers like 

your brand,have evaluated your brand positively but do not buy yourbrand either at all, or regularly. So marketing managers have to understand the 

requirements of these consumers andalso find the reasons behind this. Uncles et al (2003)mentioned that there may be situational factors, social norms, 

consumer characteristics or aspects of the marketingprogramme that are preventing the consumer from buying the brand. 

Hopefuls: These consumers like your brand, but they do not buy it and do not have positive thoughts about being loyal.These consumers have less buying power 

or less access to the product and thus may not be a profitable segment(Bandyopadhyay and Martell, 2007). It is quite possible that these consumers may have 

wrong information or misperceptions about the organisation, its product and features. Strategies for this segment could be low-cost to the organisation but 

might appeal to the senses or be available for purchase. 

Vulnerables: These consumers buy the product but they do not have any emotional attachment to it and may not intend to repurchase the product. According 

to Dick and Basu (1994), these consumers exhibit ‘spurious’ loyalty, where people are loyal on the basis of inertia, leaving them open to a better competitive 

offer. Marketing managers should improve the low emotional and low cognitive loyalty of Vulnerable. 

Functional Loyals: These consumers have low emotional loyalty. So these consumers buy the brand regularly and engage in decision-making about the brand; 

however, they have no emotional attachment to being brand loyal. Strategies to retain these consumers involve offering value-added Promotions That Have 

Rational Appeal Such As Newsletters. 

Cold Potentials: These consumers have a high opinion on your brand; but they have no emotional attachment and do not purchase the brand. 

Disloyals: These consumers do not have any kind of loyalty in any dimension. Marketing managers should give them very low priority. 

 

CURRENT SCENARIO OF DAIRY INDUSTRY 
In India, the dairy sector plays an important role in the country’s socio-economic development, and constitutes an important segment of the rural economy. 

Dairy industry provides livelihood to millions of homes in villages, ensuring supply of quality milk and milk products to people in both urban and rural areas. With 

a view to keeping pace with the country’s increasing demand for milk and milk products, the industry has been growing rapidly. 

According to our research report “Indian Dairy Industry Analysis”, India is the world’s largest milk producer, accounting for around 17% of the global milk 

production. Besides, it is one of the largest producers as well as consumers of dairy products. Due to their rich nutritional qualities, the consumption of dairy 

products has been growing exponentially in the country, and considering such facts and figures, our study anticipates that the milk production in India will grow 

at a CAGR of around 4% during 2011-2015.With the rising use of dairy products, the secondary market for dairy products has also been flourishing, our report 

observed. For this, we have included the analysis of secondary market for dairy products, including tea, coffee, infant nutrition, malted foods, and bakery 

products. Covering the necessary aspects of the Indian dairy industry, the study facilitates knowledge about its current market scenario and future 

growth.Analyzing the past and current state of the industry, the report tries to find out how trends like the entry of international companies and safe packaging 

are attracting more consumers and leading to further growth in the market. This way, it presents a clear picture of the direction, in which the industry is likely to 

proceed in the coming years.The government is taking several initiatives and running plans and programs like National Diary Plan and Intensive Dairy 

Development Program to meet the growing demand for milk in the country. Our report talks about such schemes, and government regulations to present an 

objective and balanced picture of the industry. The study also discusses the opportunities and strengths of the dairy market in a complete SWOT analysis, and 

provides an insight into the competitive landscape. We hope that our comprehensive research will help clients align their business strategies as per market 

dynamics, and make sound investment decisions. 

 

APPLICATION OF THE MODEL IN DAIRY INDUSTRY 
Now- a - day’s dairy companies have started to make use of various marketing methods and strategies in an extreme competitive situation where product 

differentiation is very harder in this industry. Due to consumer consciousness towards health dairy company have to concentrate on value added process 

become necessary at present. In order to meet the consumer expectation dairy companies have to determines the suitable marketing strategies and provide the 

products with more benefit at reasonable price .it is clear that in addition to more benefit at reasonable price, value added product like ice-cream, sugar free ice-

cream for diabetics patients, beverage, special category milk such as UHT milk, buttermilk, ghee, sweets like palkhova etc these are some more influential 

elements in creating customer loyalty. 

Through first step, find out Current Brand Loyalty Levels of the consumer in each categories ie emotional, cognitive and behavioral loyalty for a brand next to 

this step  company segment the market according they  should make appropriate marketing strategies.  For framing Marketing Strategies Company identify 

Which segment has low loyal consumer, high loyal consumer, potential for growth etc then only they can easily match the Marketing Strategies with the 

segment by this way the below 8 segment are derived : 
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TABLE 2: HYPOTHETICAL BRAND LOYALTY AUDIT 

Component High behavioural loyalty Low behavioural loyalty 

 

High behavioural loyalty Low behavioural loyalty 

High 

cognitive 

loyalty 

Stable loyals 

Consumer feel positive about the 

brand and believe it as a good 

choice and prefer to use it 

Hot potential 

Consumer feel positive about the 

brand and believe it as a good 

choice but use other brand while 

purchasing 

Functional loyals 

Consumer gain functional 

benefit and do not seek 

emotional value 

Cold potential 

Consumer understand the benefit 

using the brand but do not gain 

emotional value and use other 

brand 

low cognitive 

loyalty 

Passionate loyals 

Consumer gain emotional benefit 

from using the brand but they may 

not aware of the functional benefit 

Hopfuls 

Consumer feel positive about the 

brand but they may not be aware of 

functional benefit and use other 

brand 

Vulneraable 

Consumer use  this brand 

habitually 

and but they not 

emotional commitment 

Disloyal 

These consumer one time user of  

the brand and currently 

they are not using the brand 

 High emotional loyalty low emotional loyalty 

Source: Worthington et al, 2010 

Using the data in table 2, the segments of hopefuls, hot and cold potentials have been picked up and identified as having high growth potential. But these 

segments of consumers do not currently use the organisation’s brand as their first choice. On the other hand, vulnerables is the largest segment and isdeemed 

to be most at risk. Any loss in this segment would adversely affect profitability.Marketing managers can convert hot potentials into stable loyals by offering them 

value-for-money services. They can offer extra discounts and other earn-a-mile programme. Hopefuls’ segment consumers feel positive about using the brand 

but are not aware of the functional benefits, and use other brands when purchasing. As this segment is already emotionally committed to being loyal, the 

proactive approach can be leveraged to encourage behavioural loyalty. It is also important to understand for marketing managers that they should not invest 

too much in this segment. The cold potentials understand the benefits of using thebrand but do not gain any emotional value from loyalty,and use other brands. 

So they are showing low emotionalloyalty. This is the second largest segment, so propermarketing strategy can attract them to become stable loyalsto the 

brand.The vulnerables segment has both low emotional and lowcognitive loyalty. So marketing managers should handle theseconsumers with different 

strategy.Cognitive loyalty could be addressed by informing theconsumers of the existence and value of the brand. Emotionalloyalty could be increased by 

offering them bonus services aswell as offering free gifts for the whole family.The segmentation is totally based on company’s objectives,the resources available 

and attractiveness and size. In the aboveexample, it is assumed that the company is growth-oriented.So the target segments will be hot potentials, hopefuls 

andcold potentials. 

STEP 3: EVALUATE STRATEGIES 

The final and most important step is to evaluate the strategy.So each and every segment is formed and proper strategy shouldbe applied. If any problem arises, 

the modification of strategy is required. 

 

CONCLUSION 
 Through this theoretical paper brand loyalty is prolonged into three dimensions i.e. cognitive, emotional and behavioural loyalty. These three dimensions are 

further divided into eight segments with respect to segment size and growth potential, attractiveness, and company objectives and resources (Kotleret al, 2007). 

This hypothetical model will assist academics to 

do the research on the inter-relationship between the three core dimensions of loyalty. From a managerial point of view, this model also offers a proper 

marketing methodology that allows managers to identify loyal consumers and divide them into segments with respect to their loyalty levels. This willalso be 

helpful for marketing managers to adopt different marketing strategy for different segments. With the help of this strategy, they can improve the loyalty levels 

of the consumers which will improve the organizational profitability (Delgado-Ballester and Munuera-Aleman, 2001; Rowley 2005). 

This brand loyalty model can also be used for: 

1. An analysis of competitors’ customers could be conducted and the results presented in the audit could be comparing with that. This will provide a gap 

analysis and with the help of this, we can find the weakness of the competitors which will help to increase the brand loyalty of the organization. 

2. Multiple brands within a product line or different SBUs within an organization could be presented in the audit to allow relative comparisons, strengths and 

weaknesses to be identified. 

3. This audit can be useful to the organization that offers new products/ brands which will help to   understand the feedback of the consumers. 

This brand loyalty framework has some limitations which do raise opportunities for future research. First, this model is not yet checked and it requires validation 

across different products and industry. Future research is required to empirically search how different organizations would use the audit and the implication of 

its findings. Strategy formulation step can be varied in different organisations. So proper modification of strategy is required. Marketing managers should check 

all the segments and according to that strategy should be formulated. 
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