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Abstract. Customer brand loyalty has long been the focus of attention of enter-
prises when studying consumer behavior because it determines whether enter-
prises can have customers for a long time and obtain profits from them. In to-
day's digital age, the factors that influence brand loyalty are more diverse, and
in addition to the well-known factors of the past, different industries have their
special concerns. Past research still has gaps in understanding how these factors
interact across different consumer groups and market conditions. Through qual-
itative analysis, this paper attempts to further find the factors that affect user
loyalty. The research finds that consumers' brand identification, emotional con-
nection, and perceived value are related, and there is a certain logical connec-
tion between them. Then, the case analysis of Apple and IKEA gives some
strategies to build and consolidate brand loyalty in line with the current devel-
opment trends, such as using social media to increase the frequency of contact
with customers and provide personalized services.
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1 Introduction

In today's highly competitive market environment with rapidly changing consumer
preferences, the concept of brand loyalty has become a key determinant of competi-
tive advantage. This phenomenon, in which consumers show consistent preferences
and repeat purchase behaviors for specific brands, goes beyond mere transactional
interactions. It embodies the deep-rooted emotional connection and trust between
consumers and brands, making it a key element of a company's strategy as it strives to
secure a lasting competitive advantage. The essence of brand loyalty can not only
cultivate a stable customer base but also encourage customers to become brand advo-
cates and take the initiative to promote the brand, thus greatly reducing the cost of
acquiring new customers. Therefore, an in-depth study of the factors that influence
the formation and consolidation of consumer brand loyalty, as well as a strategic
analysis aimed at enhancing this key business asset, is essential.
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User brand loyalty reflects consumers' identification and satisfaction with the
brand, which directly affects the company's market share and revenue growth. How-
ever, with the evolution of the market environment and the transformation of consum-
er behavior, the dynamics of brand loyalty have also changed, bringing new challeng-
es to brand management. Under the trend of the digital age, the factors affecting user
loyalty show more diversified characteristics, in addition to some well-known factors,
different industries have their special concerns. This undoubtedly adds to the difficul-
ty of the study. While previous research has pointed to various factors that influence
brand loyalty, such as product quality, brand image, customer satisfaction, and word
of mouth, there are still significant gaps in understanding how these factors interact
across different consumer groups and market conditions. In addition, there is an ur-
gent need to explore how these elements can be managed strategically to optimize
brand loyalty.

Brand image plays a crucial role in brand research and practice. Over the past few
decades, numerous studies have explored whether there is a positive correlation be-
tween brand image and consumers. To cultivate consumers' loyalty to the brand, it is
not enough to establish attachment relationship only, but also to establish consumers'
trust in the brand [1]. Trust is the first condition for cooperation. When one party has
confidence in the reliability of the partner, trust leads to a higher level of loyalty [2].
Brand loyalty is not only directly or indirectly affected by factors such as perceived
quality and user satisfaction. Instead, it is more directly influenced by how much con-
sumers trust the brand [1].

Also, interactivity is important. Consumers contribute to a brand's social media
presence by interacting and sharing ideas with other like-minded consumers and dis-
cussing the pros and cons of various products and services [3]. Constantly updating
the latest brand materials on social media can have a positive impact by creating a
sense of freshness and fashion to touch the subconscious of consumers, thereby in-
creasing brand loyalty [4].

This paper aims to explore the formation mechanism of consumer brand loyalty by
qualitative analysis. It aims to study the impact of various factors on brand loyalty and
assess the effectiveness of different strategic applications, revealing the internal logic
and path that influence the formation and strengthening of consumer brand loyalty
through case studies and data analysis.

The objectives of this study are as follows:1) Analyze the influencing factors of
user loyalty. 2) Explore how these companies build and strengthen user loyalty with
case studies. 3) Explore strategies that can increase user loyalty.

2 Influencing Factors

2.1 Brand Identification

Brand identification refers to the degree to which consumers can recognize and re-
member a brand, including visual elements such as brand name, logo, color, and non-
visual factors such as service quality and product features associated with the brand.
In 1992, Kapfiler emphasized the core and strategy of brand identity. For the compo-
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sition of brand identity, Kapfiler believes that brand identification is a structured
whole, including six components: physique, personality, culture, relationship, image,
and internal image. Among them, physique, relationship, and image belong to the
social characteristics, representing the brand's external characteristics; Personality,
culture, and inner image are the unique qualities of the brand and represent the inter-
nalized characteristics of the brand. Only by synthesizing the performance of various
dimensions can consumers form a comprehensive and accurate cognition of a brand.
Therefore, the core of the brand identity model is the comprehensive performance of
various elements in the hexagonal prism [5].

A strong brand identity provides the cognitive foundation for building user loyalty.
When consumers can easily identify and remember a brand, they are more likely to
consider that brand in their purchasing decisions, increasing the chances of repeat
purchases. The product has enough highlights to stand out among many similar
brands, and it is also an important step to build user loyalty. Uniqueness helps con-
sumers easily identify a brand during the selection process while conveying the
brand's unique value proposition. This differentiation strategy helps build a loyal cus-
tomer base. Addicted to this exclusive glamour, they not only repeat purchases, but
may also become brand advocates. Brand identification can help consumers express
their identity and values. When consumers believe a brand represents the lifestyle or
philosophy they want, they are more likely to remain loyal to that brand. This sense of
social identity strengthens the relationship between consumers and brands.

2.2 Emotional Connection

Brand identity creates an emotional connection. Brands can establish an emotional
connection with consumers through a consistent visual image and brand messaging.
This emotional connection is a key factor in user loyalty, as consumers tend to remain
loyal to brands that resonate with them emotionally. In today's highly competitive
market environment, the competition between brands is no longer just about product
features or price competition, but more toward establishing a deep emotional connec-
tion with consumers. Emotional connection has become a powerful bond between
brands and consumers, which can greatly enhance user loyalty and make competitive
advantages naturally become lasting.

The specific path followed by the emotional communication model is as follows:
the brand first finds the appropriate and specific emotional positioning and creates a
clear and easily recognized emotional logo; Designing information content that sup-
ports product performance or fully demonstrates brand values. Uses various social
media as a tool to deliver emotional information and put it in the hands of users; Us-
ers have emotional reactions to the brand, and then produce the decision mechanism
of whether to buy or not; Under ideal conditions (all influencing factors will have a
positive impact), users can establish a certain emotional resonance with the brand;
Users share personal experience and other information with people around or associ-
ated with them; Finally, users may feedback their personal opinions and suggestions
to the brand owner to form the brand meaning [6].
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Emotional connection refers to the emotional dependence and identification of
consumers on the brand, which goes beyond the actual function and value of the
product and touches the inner world of consumers. It stems from the personal experi-
ences of consumers, the values the brand conveys, and the resonance of the brand
story. The information such as brand concept and product image transmitted by a
brand activates the function of its image to help consumers express themselves, so it
can drive consumers to share brand-related information on the network platform to
achieve the purpose of shaping and demonstrating their self-image[7]. When consum-
ers establish an emotional connection with a brand, they choose the brand not only
because they need a certain product or service, but also because they emotionally
identify with and rely on the brand, which forms the basis of user loyalty. The deep-
ening of this connection depends on the brand's ability to consistently and consistently
deliver a message that aligns with consumers' values and emotional needs. The au-
thors note that when consumers psychologically establish a strong emotional connec-
tion with a brand, this connection translates into brand loyalty, and consumers will
choose to stick with their favorite brand even in the face of the temptation of compet-
ing brands.

2.3  Price Sensitivity and Perceived Value

At the theoretical level, the impact of price sensitivity and perceived value on user
loyalty is rooted in the basic principles of consumer behavior and psychological theo-
ries. From the perspective of decision theory, the purchasing decision of consumers is
a complex psychological process, which includes both the sensitive evaluation of
price and the subjective perception of the value of products or services. In simple
terms, this process is influenced by the theory of cognitive dissonance, in which con-
sumers seek consistency between their purchasing behavior and their intrinsic beliefs.

First of all, price sensitivity reflects the sensitivity of consumers to price changes,
which is largely the result of the combination of factors such as consumers' personal
economic conditions, consumption psychology and purchase motivation. From a psy-
chological point of view, consumers with high price sensitivity may be more inclined
to use limited resources to achieve maximum value, and this psychological state
prompts them to pay more attention to price information when making purchase deci-
sions. However, this does not mean that low prices always lead to high user loyalty.
According to the principles of behavioral economics, when consumers' purchase deci-
sions are influenced by factors other than price - such as brand image, product quality,
service experience, etc. - their price sensitivity may be correspondingly reduced.
Therefore, the relationship between price sensitivity and user loyalty is not linear, but
is influenced by a variety of factors.

Secondly, perceived value is the value perception formed by consumers based on
their subjective evaluation of the product or service. It is the result of consumers
comparing their expected utility of the product or service with the price paid. This
comparison process is heavily influenced by the theory of mental accounts. More
specifically, consumers weigh all the attributes of a product against its price to form a
perception of its overall value. When the perceived value is higher than or equal to the
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price it pays, consumers will feel satisfied and even pleasantly surprised, thus enhanc-
ing their loyalty to the brand. On the contrary, it leads to a decline in loyalty. Per-
ceived value actually affects user loyalty through the internal evaluation mechanism
of consumers. Therefore, by understanding customers' perceived value of products,
marketing can develop reasonable pricing strategies to ensure that the price matches
the value and improve the attractiveness of purchase [8].

3 Case Study

3.1 Applelnc

Apple has built a strong brand identity through its unique brand image, innovative
product design, and user-friendly operating system. Apple's signature logo, simple
product line, and consistent user experience form a distinct brand image in the minds
of consumers, making Apple products easily recognizable even among many technol-
ogy products. More importantly, they not only sell products but also provide a life-
style symbol through their products. Apple's advertising and marketing strategies
often emphasize how products can fit into and improve users' lives, inspire creativity
and productivity, and thus create deep emotional connections in users' minds. In addi-
tion, Apple's product launches, the Apple Store retail experience, and the emphasis on
user privacy have deepened users' emotional dependence and loyalty to the brand.
The success of these actions for the brand can be intuitively seen in sales: according
to the latest report of market research agency Canalys, the global smartphone ship-
ments in 2023 narrowed to 4% compared with 2022. Despite being challenged in its
core market, Apple took the top spot for the year for the first time with a 20% market
share and 229.1 million units shipped [9].

Although Apple's products are usually priced higher, its strong brand identity and
emotional connection with users make its consumers less price-sensitive. High pricing
brings objective benefits to the enterprise: In the first fiscal quarter of 2024 (fourth
quarter of 2023), Apple achieved revenue of $119.6 billion, an increase of 2%. Net
profit was $33.916 billion, up 13% from $29.998 billion in the same period last year
[9]. Apple improves the perceived value of consumers through continuous technolog-
ical innovation and high-quality product experience, making consumers think that
high prices are reasonable, thus overcoming the price sensitivity problem to a certain
extent. Apple's loyal user base is willing to pay a premium for advanced technology,
premium design, and brand value, which reflects Apple's success in reducing price
sensitivity by increasing perceived value.

3.2 IKEA

IKEA has built a strong brand identity through its unique store layout, the concept of
self-assembled furniture, and its ongoing sustainability efforts. Its brand image is
closely associated with products that combine affordability, functionality, and design,
making IKEA a cost-effective and unique shopping experience for consumers.
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IKEA's store design allows customers to gain inspiration and ideas while visiting
the store, while the self-assembly nature of its products allows consumers to invest
labor and time in the assembly process, thereby emotionally connecting with the
products they buy. In addition, IKEA's concept of home and brand commitment to
providing sustainable living solutions further deepen consumers' emotional identifica-
tion with the brand.

To match the high-cost performance in product positioning, IKEA chooses to con-
trol costs through mass production and an efficient logistics system, so that its prod-
ucts can be provided to consumers at a lower price, which caters to price-sensitive
consumers to a certain extent. At the same time, the beautiful lines, and simple and
elegant design attract consumers attracted at first glance, and the exquisite workman-
ship improves the perceived value of consumers. Even price-sensitive consumers are
willing to choose IKEA because they believe its products offer value beyond their
price. This precise balance of price and value enables IKEA to attract and retain a
large and loyal customer base. For example, IKEA's mug is the best-selling cup in the
world, with media reporting that 250 million of the products are sold every year, and
an average of 500 hands take it home every minute. Able to sell so well, in addition to
its high appearance level, stable usability, and low price is its perennial master of the
global mug market. After all, the price of only 2.9 euros before and 4.9 euros after the
price increase can allow anyone to buy this cup without the burden and experience the
exquisite life that they yearn for [10].

3.3 Inspiration in the Cases

Looking at the steps that successful brands have taken to build and strengthen cus-
tomer loyalty, we can summarize some patterns: In terms of brand identity and emo-
tional connection, although the products and services sold are different, the basic
logic of most enterprises is similar, but the specific actions are related to the industry
environment. Therefore, in the value perception process, different products and ser-
vices have different audience acceptance, which affects the decision of pricing strate-

gy.

4 Strategy

4.1 In-depth Use and Interaction of Social Media

In the era of such a developed Internet, people are increasingly inseparable from so-
cial media in their daily lives and entertainment. Brand marketing activities based on
traditional media can no longer meet the increasing material and spiritual needs of
consumers, which means that the carrier of brand content marketing has expanded
from traditional media to social media so that brands can have direct and personalized
interaction with consumers. Brands can directly interact with consumers through so-
cial media platforms such as Facebook, Instagram, Weibo, etc., and publish brand
stories and product information to arouse consumers' interest and participation.
Through instant interactive responses, the connection with consumers is established,
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and the closeness and trust of the brand are enhanced. By hosting brand events and
participating in important industry or community events, brands can build a stronger
connection with consumers. Brand events can include product launches, celebrations,
charity activities, etc., to increase visibility and appeal to consumers [11]. At the same
time, social media can also serve as an important feedback channel, and enterprises
can timely adjust strategies and improve the quality of products and services by moni-
toring user feedback on social media.

4.2  Personalized Marketing

To stand out from the crowd, especially in highly competitive industries, it's im-
portant to find a unique selling point. In the process of personalized brand building,
the use of "customer-oriented" management means of emotional marketing can great-
ly enhance the brand value, strengthen the humanistic connection between consumers
and brands, highlight the brand personality characteristics, and ultimately achieve the
brand marketing purpose while improving customer satisfaction [12]. To achieve
successful personalization, companies need to first identify their brand positioning
and build a clear user portrait. Later, it can combine the characteristics of a wide
range of audiences such as humanity and history as a selling point, to obtain the sense
of value and cultural belonging of most consumers in the market.

5 Conclusion

In addition to the theoretical contribution, this study has practical significance.
Through careful investigation of the factors that cultivate loyalty and strategic insights
that enhance loyalty, it is not difficult to find that the underlying logic of building and
consolidating user loyalty is to create brand recognition in consumers' minds by
providing products and services with great brand characteristics and advantages and
create emotional connection by maintaining this sense of identity for a long time. At
the same time, it tries to change the price sensitivity of consumers based on the mar-
ket to help profit. This study contributes to a deeper understanding and practical ap-
plication of brand loyalty strategies and provides feasible, science-based strategic
recommendations for brand managers to cultivate and strengthen consumers' brand
loyalty more effectively. By identifying and optimizing the key factors that influence
brand loyalty, enterprises can accurately formulate brand management strategies. This
strategy not only enables companies to maintain a competitive position in a brutal
market environment but also paves the way for sustainable development. It should be
noted that the market competition in the digital environment is more intense, and
consumers are more rational and picky. Brands need to win the recognition and loyal-
ty of consumers by constantly innovating and providing excellent products or ser-
vices. In addition, consumers in the digital era pay more attention to personalized and
customized experiences, and brands need to adapt to personalized changes in con-
sumer needs and provide personalized brand interaction and customized products or
services.
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In short, understanding and increasing consumer brand loyalty becomes a corner-
stone for businesses to thrive in today's complex marketplace. In the future, similar
research is worth carrying out in a deeper direction.

References

1. Atulkar, S.: Brand trust and brand loyalty in mall shoppers. Marketing Intelligence &
Planning. (5), 559-572 (2020).

2. Schurr, P. H., Ozanne, J. L.: Influences on exchange processes: buyers' preconceptions of a
seller's trustworthiness and bargaining toughness. J. Consum. Res., 939-953, 11 (1985).

3. Muntinga. D. G., Moorman, M., Smit, E. G.: Introducing COBRAs: exploring motivations
for brand-related social media use, Int. J. Advert., 30 (1): 13-46 (2011).

4. Zarei, A., Farjoo, H., Garabollagh, H. B.: How social media marketing activities (SMMAs)
and brand equity affect the customer's response: does overall flow moderate it? J. Internet
Commer (2021).

5. Xiaomin, N., Changqing, L.: Analysis of the brand premiumization path of Xiaomi mobile
phones. Small and medium-sized enterprise management and technology, (02), 65-67
(2024).

6. Jianing, M.: A review of research on emotional marketing in the social media era. National
Circulation Economy, (08), 12-15 (2023).

7. Guanghua, S., Jiatong, D., Yilin, O.: Research on the impact of pop-up store experience on
consumers’willingness to spread online word-of-mouth. Statistics and Information Forum
(08), 106-115 (2022).

8. Hao, Y.: Research on customer perceived value improvement strategies of company B’s
smart factory project (Master’s thesis, University of Electronic Science and Technology of
China) (2023).

9. Beijing Daily, https:// baijiahao. baidu. com/ s?id= 1791 290 314 2006 955 61& wir = spi-
der&for=pc, last accessed 2024/02/19.

10. Lijie, W.: Starting with Ikea mugs. Print Manager, (02),1 (2024).

11. Yanbing, C.: Innovative paths for brand building in the digital era -- multi-channel interac-
tion strategy from online to offline and its impact on consumer brand recognition and loy-
alty. (eds.) In: Fifth Proceedings of the 2018 Industrial Economics and Enterprise Devel-
opment Symposium - Marketing Communication, pp.10-11 (2023).

12. Jing, X.: Research on brand personalization based on customer satisfaction. Modern Mar-
keting (Information Edition) (03), 230 (2020).

Open Access This chapter is licensed under the terms of the Creative Commons Attribution-
NonCommercial 4.0 International License (http://creativecommons.org/licenses/by-nc/4.0/),
which permits any noncommercial use, sharing, adaptation, distribution and reproduction in any
medium or format, as long as you give appropriate credit to the original author(s) and the
source, provide a link to the Creative Commons license and indicate if changes were made.

The images or other third party material in this chapter are included in the chapter's
Creative Commons license, unless indicated otherwise in a credit line to the material. If material
is not included in the chapter's Creative Commons license and your intended use is not
permitted by statutory regulation or exceeds the permitted use, you will need to obtain
permission directly from the copyright holder.


http://creativecommons.org/licenses/by-nc/4.0/

	The Influencing Factors and Strategy Analysis of the Formation and Consolidation of Consumer Brand Loyalty

