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Abstract. This paper reports the results of a study of brand selection and loyalty within the 18-25 age
groups of Indian youth surveyed in Nashik city. The study explores brand loyalty behavior across different
product categories, and investigates the dimensions that drive loyalty behavior within this age group. First,
the concept of brand loyalty is defined, followed by Introduction, objectives, research methodology,
presentation of data through graphs and their interpretation. Finally, the study is concluded through findings
that Indian youth is having quality awareness, proved and time tested brands are prefer by the youth. Indian
culture is reflected in their purchase behavior.
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1. Definition of 'Brand Loyalty'

When consumers become committed to your brand and make repeat purchases over time. Brand loyalty
is a result of consumer behavior and is affected by a person’s preferences. Loyal customers will consistently
purchase products from their preferred brands, regardless of convenience or price. Companies will often use
different marketing strategies to cultivate loyal customers, be it is through loyalty programs (i. e. rewards
programs) or trials and incentives (i.e. samples and free gifts). The extent of the faithfulness of consumers to
a particular brand, expressed through their repeat purchases, irrespective of the marketing pressure generated
by the competing brands.

2. Introduction

Commenting on the relationship Indian youth have with brands is a humbling task. With roughly 60% of
India's population under the age of 25, the numbers alone warrant caution. However, the overall trends in
India mirror global norms to a great extent. First, the top brands in India today comprise a number of
international companies that indicates that some MNCs are winning hearts and minds. In this empirical study
researcher has tried to check the brand loyalty of Indian youth of Nashik city. Objective of this study is to
know the trends of the youth in purchase behavior and Brand loyalty and Brand choices for daily used
product like Bath soap, Talcum powder, Tooth paste, Two-wheeler, Mobile handset etc.

3. Objectives of Study

e To know and study the trends of purchase behavior of college going youth in Nashik city.

¢ To study the Brand Loyalty of youth consumer within the age 18 to 25

e To know and study the reasons for Brand loyalty.

e To understand the priority criteria’s selecting brands and their product.

e To study the purchase behavior of Indian youth and find out the factors affecting on the purchase
behavior of the Indian youth.
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4. Research Methodology

The entire primary research study is done in Nashik city. And quantitative protocol is used in order to
provide a current snapshot of the youth market.

e Data collection technique used is One-on One Interviews. Instrument for collection of data is
structured questionnaire in which 10 selected questions are asked to the selected 100 youth regarding
their Purchase behavior and Brand selection.

¢ Questionnaire is design to elicit demographic and Psychographic aspect of the respondents.

o For that sample survey is conducted at the different places of Nashik city the age criteria is decided
18 to 25 mostly college going youth and their purchase behavior is observed as well as data is
collected through direct interview method and questionnaire method 100 youth are selected as
sample,. So the study is based on sample of 100 youths.

5. Scope

¢ To study the purchase behavior and brand loyalty of Indian youth of Nashik city age group 18 to 25
towards, Tooth paste, Mobile hand set, Motor bike, Talcum powder and Bath soap.

o Investigate their awareness about brands and their product quality, purchase behavior regarding price
and utility of the product.

e Examine their priority factors while selecting a particular brand.

6. Limitations

o Study seeks to provide a helicopter view of the field reality and hence inferences drown do not
provide conclusive evidence to any social characteristics in particular albeit they aid us in spotting
and under laying trends.

e The findings based entirely upon the research conducted in Nashik city and may not directly
applicable to other metro Politian areas on counts of socio-cultural diversity and contextual factors.

¢ Such survey needs to be undertaken periodically to gauge the exact consumer perception that they
keep changing with time.

¢ Due o constraints of time, certain topics have not been touched upon at all during the course of the
study while some of them like the actual purchasing pattern and purchase behavior have been
explored in a ‘limited’ manner.

Following figures showing the data collected and its analysis (Source of All types of Data is own survey)
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Fig. 1 (% of the Youth using Tooth paste)

72%youth using Colgate brand of tooth paste, 14% Pepsodent, 8% close-up, only 6% is the market share
in youth consumer for other brands. Even though close-up is advertised as a youth brand is not popular in
Indian youth with special reference to Nashik city.
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Fig. 2 (% of youth using Mobile Hand set Brand)
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60 % youth using Nokiya brand, 20 % preferred Samsung, 12% youth are cost conscious those prefer
non -branded hand set having lowest cost.

Moter Bike Noﬁ';ing ‘
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Fig. 3 (% of youth using motor bike)

34% youth preferred tested and popular brand Hero Honda for Motor bike, 18%selected Pulsar from
Bajaj, 18%youth using other brands and 18% youth not affording motor bike, 12% youth using Activa brand
from Honda motors.

Talcum powder
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Fig. 4 (% of youth using Talcum powder)

Ponds Brand of talcum powder is having highest market share in youth of India which is 78%, and in
remaining 22% other brands are preferred.

Any other L
L Bath Soap L

Rexona
0%

Fig. 5 (%of youth using Bath Soap)

Dettol is the popular brand in the youth 40% youth using Dettol soap considering the specialty of Dettol
brand Known for hygiene Indian youth is hygiene conscious. The 28% youth using old popular brand for
beauty and complexion. 32% youth are other brands. From this Sample group no one is using brand Rexona.
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Priority Factor

Fig. 6 (% of factors to which priority is given while choosing Brand)

In the priority factor survey 64% youth indicating priority to the quality factor while selecting a specific
Brand.13% youth giving priority to utility of the brand these 13% youth rare cost conscious they are giving
priority to the utility than the other factors of quality, 10% youth is giving priority to the price factor.
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Fig.7 (% of the youth along with period for which they are using the brand)

34% youth is using these brands for more than 5 years it means that they are aware about the quality and
consistency of quality of these brands.16%youth is using these brands for 3to 5 years and therefore they
having valuable weightage to their opinion.

Reasons for Brand loyalty

W Consistancy in product 10%
quality
B Proved performance 10%

Prestigue ‘

M Price is affortable

Fig. 8 (% of the youth selecting reasons for Brand loyalty)

Above given graph is indicating the reasons for the brand loyalty given by the Indian youth consumer
62% respondents are selecting these brands for the consistency they find in the quality of the product, 12%
respondents selecting these product for the three proven and tested better performance.10% respondents are
selecting these brands as a prestigious brands.10%respondents are selecting these bands because it is advised
them to purchase by satisfied consumer. 6% respondents are purchasing it because price of these brands is
affordable to them.

7. Findings

¢ Colgate, Nokiya, Hero Honda, Ponds, Dettol, is the dominating Brands in youth of Nashik city.
¢ Youths are giving top priority to quality factor of the Brand.
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e 349 youth are using selected brand for more than 5 years
e 28% youth are not having brand loyalty because they are using their brands form last one year only.

8. Interpretation

e Indian youth purchase behavior is more favorable for trusted brands and the brands having
consistency in their quality. Percentage of these youth is 62%

e 6% of youth purchasing branded products as prestige they are least aware about quality and cost.

¢ 10% youth are cost conscious financial affordability is the most important criterion for selecting the
product in that case they are choosing Chinese product or product from local substitute market.

e 10% youth purchasing branded product they are advised to purchase it by satisfied customers.

e 6% youth are purchasing these products because they have confirmed that performance of these
products is proved and tested.

9. Conclusions

¢ Indian youth has become a very sensitive segment of Indian markets; majority of Indian population is
youth.

¢ Indian youth is more quality conscious they prefer only brands those are time tested, performing well
and showing consistency in quality of the product.

¢ Indian culture is reflecting in their purchase behavior as they are more cost conscious and their choice
is utility oriented and not price oriented they don’t go blindly behind the brands therefore brands are
trying to attract more youth consumer.

¢ Considering the response from youth to the brands must see youth as partner in building better future.
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