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A Lighter Wallet Due to Loyalty: The Influence of 
Brand Loyalty on the Amount a Consumer is Willing 
to Pay for Their Preferred Brand 
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Past research has shown that brand loyalty has greater influence over a consumer when making a purchase 
decision compared to price sensitivity (how sensitive a person is to fluctuations in the pricing of a particular 
brand); brand loyalty reduces price sensitivity. Such research has established that brand-loyal consumers are 
willing to pay more for a brand to which they are loyal compared to non-loyal consumers. The purpose of the 
present study was to establish a maximum price threshold of how much more brand-loyal consumers are willing to 
pay for their preferred brand compared to non-loyal consumers of a particular product. I tested the hypothesis that 
brand-loyal consumers would be willing to pay significantly more for their preferred brands than non-loyal 
consumers. In response to a questionnaire, participants indicated their brand loyalty for a particular product and 
how much they were willing to pay for their preferred brand. The results revealed that brand-loyal participants 
were willing to pay 10.3% more on average than non-loyal participants. 
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Many people have certain brand preferences for 
products offered on the market, which is termed brand loyalty. 
Loyalty to a specific brand, developed from exposure to that 
brand, provides consumers with a peace of mind that that brand 
will fulfill their expectations (Kim, Morris, & Swait, 2008). 
The concept of brand loyalty is also important to marketers, 
who rely on it to reduce costs and increase profitability (Kim et 
al., 2008).  

The model of price sensitivity, which is understood as 
how sensitive a person is to fluctuations in the pricing of a 
particular brand, has a large influence on increasing 
profitability. More specifically, a consumer with high price 
sensitivity will be more reluctant to purchase a brand if the 
price has increased than a consumer with low price sensitivity. 
For this reason, companies seek to lower consumer price 
sensitivity in order to maximize revenue for their particular 
brands (Hsieh, & Chang, 2004). Therefore, research examining 
the  influences of  brand  loyalty  and  price  sensitivity  on  the  
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purchase decisions of consumers is essential to maximizing the 
success of marketing companies. Further research that deepens 
our understanding of the relationship between these two 
variables and their potential influence on consumers may lead 
to better methods of marketing. As a result, these new methods 
may then provide better satisfaction to both consumers and 
marketers alike.  
 The current literature suggests a link between the 
influences of brand loyalty and price sensitivity on consumer 
purchase decisions. Many studies in the literature similarly 
involve the use of scanner panel data. The scanner panel is 
used to collect data of purchase information from a population 
of households (the panel) chosen by a researcher. Each 
household is given a scanner used to scan and record all items 
that they purchase over a chosen period of time. The 
information collected with the scanners includes such things as 
brand choices compared to price fluctuations over a set period 
of time (Horsky, Misra & Nelson 2007). These populations are 
selected according to the specific needs of the researcher and 
provide a general insight into household preferences and 
represent a standard model of using scanner panel data.  

The general purchase information obtained from 
scanner panel data represents an average from households that 
often contain several individuals. Therefore, scanner panel data 
may not provide accurate representation of individual 
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preferences within such households. The lack of individual data 
may bias traditional parameter estimates regarding the influence 
of brand loyalty and price sensitivity on consumers, (Horsky et 
al., 2007). Horsky et al. (2007) addressed this potential 
problem by developing a model that combines scanner panel 
data with survey-based brand preferences from the same 
individuals. In this new model, Horsky et al. (2007) hoped to 
uncover the influences of brand loyalty and price sensitivity 
regarding what they termed “real” individual preferences, as 
opposed to the “average” individual preferences found in the 
standard model. The real preferences represented each 
individual within a household compared to simply taking an 
average of the entire household. Using this method, they found 
that price sensitivity was less influential on real individual 
brand preference than the standard model suggests. More 
importantly, the authors found that using this new model 
retained the influence of brand loyalty as an important factor in 
consumer purchase decisions.   
 Horsky et al. (2007) provides evidence that brand 
loyalty and price sensitivity are important influential factors to 
a consumer, with brand loyalty holding a greater influence than 
price sensitivity. These results were replicated by Cataluña, 
Garcia, and Phau (2006). Using the traditional scanner method, 
Cataluña et al. (2006) collected purchase data from more than 
6,000 households over a period of 80 weeks. Three frequently 
purchased products were selected along with several brands 
that held the largest market shares for those products. Cataluña 
et al. (2006) found that brand loyalty has the most influence on 
a consumer’s purchase decision, exerting a greater influence 
than price sensitivity.  
 Although brand loyalty appears to have a greater 
impact on purchasing decisions than price sensitivity, a major 
interest in marketing has been the study of brand loyalty and its 
affect on price sensitivity. Evidence has repeatedly shown that 
brand loyalty reduces price sensitivity and this repeated finding 
has become known as the loyalty-price sensitivity relationship 
(Krishnamurthi & Purushottam, 2003). Krishnamurthi and 
Purushottam (2003) examined this relationship further, 
specifically focusing on whether brand loyalty reduces 
consumer price sensitivity over time, which would make it 
difficult to infer any conclusions about the loyalty-price 
sensitivity relationship with certainty. Krishnamurthi and 
Purushottam (2003) collected information using household 
scanner data and a traditional brand-choice model to conclude 
that the loyalty-price sensitivity relationship is maintained over 
time.  
 Many studies that use the traditional scanner method 
similar to Cataluña et al. (2006) focus on households and 
homeowners to obtain their data, which may eliminate 
important marketing groups from the population. Kim et al. 
(2008) suggests that college students are one of the most 
important target groups for many product categories, so simply 
focusing on homeowners may exclude this large target group 
and bias the results.   
 The literature discussed above provides evidence that 
brand loyalty surpasses the influence of price sensitivity, 

resulting in the consumer paying more for a specific product. 
However, research has not examined how much more a 
consumer would be willing to pay for a product to which they 
are loyal. The goal in the present study was to examine this 
relationship with brand loyalty as the independent variable and 
the amount that consumers are willing to pay as the dependent 
variable. By use of a questionnaire, I examined how much 
more brand-loyal consumers will pay for their preferred brand 
when compared to an unfamiliar brand at a fixed price. Then, I 
assessed the price that non-brand loyal consumers are willing to 
pay for any particular brand. By comparing the data from each 
group, I established a maximum price that consumers will pay 
based upon loyalty to a particular brand. I limited the sampling 
to undergraduate college students in order to expand the 
research to this large target group. I hypothesized that the 
participants who are brand loyal will choose to pay 
significantly more for their preferred brands than for non-
preferred brands, while the participants who are not brand loyal 
will not pay significantly more for any particular brand.  
 

METHOD 
 
Participants 
 Participants were gathered through convenience 
sampling. The restrictions on selection were that all participants 
be currently enrolled in college and be 18 to 30 years of age. 
The initial sample consisted of 72 participants, all of whom 
were enrolled at the University of Minnesota, where the study 
was carried out. One participant failed to complete the 
questionnaire correctly and was removed from the study. The 
final sample consisted of the remaining 71 participants. 
Approximately 46% of the participants were male, while 53% 
were female. 1% of participants did not identify a gender. The 
racial make-up of the sample was 74% Caucasian, 8% Asian 
American, 5% African American, 2% Middle Eastern descent, 
and 4% “Other”. The average age of all participants was 
approximately 20 years. Participation in this study was 
voluntary and participants were not compensated in any way 
for their involvement in this study. 
 
Materials  
 A questionnaire was created by the author to assess 
participants’ brand loyalty to a specific brand of toothpaste and 
to ask questions regarding how much the participant would pay 
for the preferred brand (see the Appendix).  The questionnaire 
included logos of four popular toothpaste brands (Crest, Aim, 
Aquafresh, Colgate). These specific brands were chosen 
because they represent the largest market shares of their 
product category (Bell, Bonfrer, & Chintagunta, 2005).  

Questions 1-3 of the questionnaire were designed to 
establish how loyal the participant was to a certain brand. The 
option of responding “other” was made available to participants 
whose preferred brand was not listed.  Question 2 responses 
were coded into five of the following categories to assess the 
reason each participant was loyal to a certain brand: “Product 
Quality”, “Product Benefits”, “Familiarity”, “Doctor 
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Recommended”, and “Other”. “Product Quality” was 
determined if the participant described the taste, look, and 
overall performance of the brand. “Product Benefits” was 
established if certain characteristics like whitening effects and 
reduced sensitivity were described. “Familiarity” was recorded 
if participants described their parents having used the product 
or if they had used the product all their lives. If “Doctor 
Recommendation” was mentioned in the response, it was coded 
under that category. Finally, all responses that could not 
reasonably fit into the first four categories were recorded as 
“Other”. Question 3 was designed to analyze how loyal the 
participants were to their preferred brand by asking whether 
participants purchase their preferred brand over others “All the 
time”, “Most of the time”, or “Some of the time”.  

Participants then indicated how much price would 
affect their purchase of their preferred brand in item 4 on the 
questionnaire. Question 4 asked participants to determine how 
important price was to them when making a purchase decision 
using a rating scale from 1 to 7 with 1 being “Very Important”, 
4 “Somewhat Important”, and 7 “Not Very Important”.   
Question 5 determined the participants’ loyalty to their 
preferred brand, if any, by asking if they would switch to an 
unfamiliar brand at the same price. Question 6 asked the 
highest amount participants would be willing to pay to purchase 
their preferred brand before they switched to an unfamiliar 
brand at a lower, fixed price. Items 7-9 obtained the 
demographic information of gender, race, and age respectively. 
 
Procedure 
 The author gathered participants using convenience 
sampling on the campus of the University of Minnesota. Upon 
giving their consent to participate, participants were presented 
with the questionnaire and asked to respond to the items by 
writing directly on the questionnaire page. The author took the 
completed questionnaire and debriefed the participants by 
providing information regarding the purpose of the study, 
answering any questions posed by the participants to the best of 
the author’s knowledge. After all questions were answered, 
participants were thanked for their participation.  
 

RESULTS 
 

Participants who responded “All the time” to question 
3 were considered brand loyal, those who responded “Most of 
the time” were considered semi-brand loyal, while participants 
who responded “Some of the time” were considered to be non-
brand loyal. Fig. 1 shows the mean increase in price that the 
three groups were willing to pay above the fixed price of $3.99 
for an unknown alternative brand. A between-subjects ANOVA 
was conducted using data from question 3, representing the 
independent variable of brand loyalty, and data from question 
6, representing the dependent variable of amount consumers 
were willing to pay. A Tukey post-hoc test was used to follow 
up for the main effect in brand loyalty.   

The ANOVA indicated that there were significant 
differences  between  the amounts  that the three groups  would  

 

 

 
 
FIGURE 1.  The mean price differences of the amount that brand-loyal, 

semi-brand loyal, and non-brand-loyal participants were willing to pay 
for their preferred brand. Error bars represent the standard deviations 
in each group. 

 
pay for their preferred brand [F(2,68) = 3.270, p = .044]. 
Analyses showed that brand-loyal participants (M = .5625, 
SD=.4458) paid significantly higher amounts for their 
preferred brand than non-brand-loyal participants (M=.1550, 
SD=.4612). In the Tukey post-hoc analysis, a significant mean 
difference was found between the brand-loyal group 
(M=.5625, SD=.4458) and the non-brand- loyal group 
(M=.1550, SD=.4612) [t(2) = 2.92, p = .037]. No other 
significant differences were found between the groups. 

 
DISCUSSION 

 
The results showed that brand-loyal participants were 

willing to pay an average of 10.3% more than non-loyal 
participants, supporting the hypothesis of the present study. 
Results from Horsky et al. (2007) and Cataluña et al. (2006) 
also supported this conclusion, providing evidence that brand 
loyalty has an important influence on consumer behavior. The 
present study also supported the loyalty-price sensitivity 
relationship discussed by Krishnamurthi et al. (2003), and 
provided evidence that brand loyalty reduces the effects of 
price sensitivity in that. Consumers are willing to pay more for 
their preferred brand to which they are loyal. 
 These results may reflect consumers’ need to feel 
secure in the quality of the product being purchased. 
Approximately 50% of the sample respondents identified the 
main reason for purchasing their preferred product as 
“familiarity”. When consumers purchase a particular product 
brand, presumably they have expectations of the performance 
they will receive from that brand. With that expectation in 
mind, they may be reluctant to pay for a product whose quality 
and performance is unknown to them.  Brand-loyal consumers 
appear to be willing to pay more to retain the type of quality 
they are used to receiving in a specific brand of product.  

This study focused on college students. This large 
target group is often neglected in similar research studies that 
have focused on collecting samples from households consisting 
of various ages (Kim et al., 2008). This choice may limit the 
generalizability of my results to other populations. Therefore, 
future research should expand upon my topic and design similar 
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tests to see if these results can be replicated across different 
populations. The present study also consisted of mainly 
Caucasian participants, which may have biased the results. 
Therefore, a greater racial demographic should be explored as 
well. I chose toothpaste as my specific focus in this study. 
Further research on this topic should examine whether my 
results will be replicated when considering other product types.  

My study deviated from the use of scanner panel data 
to collect purchasing information. The traditional model of 
scanner panel data, used by Cataluña et al. (2006), collects 
actual purchasing information, averaged from individual 
households. Horsky et al. (2007) modified this model to 
address purchasing information from all individuals in a 
household, rather than the average value. Both studies gathered 
information on actual purchasing decisions. In contrast, I 
collected purchasing information based upon participant 
attitudes. There may be a discrepancy between what people say 
they will do and what actually occurs. To make my results 
more useful to marketing companies and further my research, a 
model must be developed to address actual purchasing 
information from non-household-owning participants.   

Past research has shown that a relationship between 
brand loyalty and price sensitivity exists and that both variables 
are influential to consumers when making purchase decisions. 
Further research has also shown that this relationship is 
sustained over time, strengthening the conclusion of the present 
study. I have provided evidence that brand loyalty increases the 
amount that a consumer is willing to pay for a product. A 
consumer with high loyalty to a brand will pay more for that 
brand and, in turn, be less sensitive to price increases of that 
brand. I have also established a tentative limit of how much 
more brand-loyal consumers are willing to pay than non-brand- 
loyal consumers. It was found that brand-loyal consumers are 
willing to pay an average of 10.3% more than consumers who 
were not brand loyal. This threshold of price sensitivity is 
important to marketing companies who seek to increase their 
profits and still maintain the loyalty of their customers. My 
research may help companies find a more profitable pricing 
standard for their products, so as to increase prices without 
endangering the loyalty of their customers. Such information 
may also promote more competition between companies and 
provide consumers with better quality products. 
 

APPENDIX 
 

 
 

1.) Do you have a particular preference for any of the brands shown above? 
Please check one brand in particular you frequently purchase. 
    

 Crest           Aim           Aquafresh           Colgate           Other 
 
 
 
 

2.) Please briefly explain in the space provided why you purchase this brand 
over others. 
 
3.) How often do you purchase your preferred brand over others? 
    

 All of the time      Most of the time       Some of the time 
 
4.) When purchasing a product, how important is price in making your 
decision? 
    
            Very                              Somewhat                            Not Very 
         Important                           Important                            Important 

   1            2            3            4            5            6            7 
 
5.) Keeping your preferred brand of toothpaste in mind, would you buy an 
unfamiliar brand of toothpaste if it was offered at the same price?       
    

Yes                                           No 
 
6.) Please check the highest amount you would be willing to pay for your 
preferred brand as it increases in price when compared to an unfamiliar generic 
brand at a set price. 
    
          Unfamiliar Brand:                    Your Preferred Brand:  
            Cost of  $3.99                                     Starting at $3.99  
                                                         $4.10        $4.75 
                                       $4.15        $5.99 
                                       $4.25        $6.10 
                                       $4.50        >$6.10 
 
7.) What is your gender (M/F)? 
 
8.) What is your race?     
    

 Caucasian     Hispanic     Middle Eastern     Asian 
 African American     Other ________ 

 
9.) What is your age? 
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