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ABSTRACT

Millennials are avid users of technology giving them a platform to transition from local to global buyers via
social media use therefore blurring boundary between consumer private life and marketing. While dispositions
and consumers capabilities have an influence on brand loyalty few studies have positioned culture as
moderator among the millennials. This study examined the moderation effect on the relationship between
customer dispositions and enablers influencing brand loyalty among the millennials in the Kenyan private
universities. Studies indicate that culture influences brand loyalty but its moderating effect is not known among
millennials given their attitudes and capabilities. A descriptive research design using Hofstede Cultural
Dimension was adopted to anchor the study. 399 millennials aged 23 to 43 studying at 19 chartered private
universities students were targeted using a multi-stage sampling method via a self-administered Likert scale
questionnaire. Additionally, Hierarchal Structural Equation Modeling Regression Analysis and Hayes PROCESS
used to analyze the data. Results showed that consumer culture does not moderate the relationship between
customer dispositions, enablers and toothpaste brand loyalty among millennials. They have a youth culture,
avoid have perceived high-quality brands and opt for relevant cheaper one. They revere emotional connected
brands which have built high switching costs. Managers should understand youth culture to formulate effective
strategies for optimizing the millennials brand loyalty. Future research should explore the influence of culture
and social media impact on shaping loyalty tendencies not only among millennials.

Keywords; Customer Dispositions, Customer Enablers, Toothpaste, Brand Loyalty, Millennials and Consumer
Socialization.
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INTRODUCTION

Millennials are known for their enthusiastic adoption
and consumption of technology, which exposes their
tastes and preferences, marking a departure from
previous generations (Moreno et al.,, 2017). They
extensively use of social media, integrating into
every aspect of their lives, leading to the emergence
of new cultural dynamics that demand an elevated
marketing approach. This shift has blurred the
boundary between consumers' private lives and
marketing, providing marketers with a unique
opportunity to engage with these consumers in

innovative ways.

Cultural embedded attitudes are crucial drivers of
behavioral adoption, forming the core of human
2016). These
dispositions shape perceptions and reaction to

behavior (Brousmiche et al.,
various stimuli (Sreen et al., 2021). They encapsulate
an individual's cultural evaluation of an entity
exerting a significant impact on their actions and
include brand affect, relevance, trust, perceived
quality, performance, and brand satisfaction. They
shape brand choice within societal norms and
expectations serving as predictive indicators of
behavior (Nystrand & Olsen, 2020) and brand's
performance tool (Molinillo et al., 2019).

Customer enablers include customer switching
costs, commitment, involvement and relationship
proneness which shapes brand allegiance. The
innate self-preservation instincts guide customers'
decision-making processes (Yin, 2018) fanning the
ability to build loyalty. In Kenya, parking fees as
switching costs drive supermarket patrons to explore
alternatives. In

Malaysia competitors'

innovativeness, the availability of substitute
products, lower prices, quick delivery options, are
deterring consumer preference for competitors’

brands (Chuah et al., 2017).

Furthermore, in Taiwan, emotional commitment
links customers to the brand. However, this
commitment is not correlated to  behavioral
2021). Therefore,
inducing commitment requires brands to align

commitment (Hwang et al,,

themselves with customer culture at an individual

level. In Indonesia, Hidayat et al., (2018) identified
brand-loyal committed customers and price-loyal
individuals as distinguishing traits among consumers
while Menidjel et al., (2020) in Algeria found that
customer relationship proneness (CRP) impacts
purchase intention and word-of-mouth
communication. Lastly Kenya’s Ali (2018) observed
that a brand's activities, such as soliciting feedback,
engaging

interactive

in co-creation initiatives, or offering

experiences, contribute to the
development of a stronger sense of attachment and

loyalty among customers towards the brand.

Objectives of the Study

The objective of this study was to examine the
consumer culture moderating effect on customer
dispositions, enablers on toothpaste brand loyalty
among millennials in Kenyan Private Universities. In
pursuit of this objective, the following hypotheses
were investigated:

= Hol: There is
relationship between customer dispositions,

no statistically significant

and brand loyalty among millennials in the
Kenyan private universities.

= Hg2: There
relationship between customer enablers and

is no statistically significant

brand loyalty among millennials in the Kenyan
private universities.
= Ho3: There s
influence of culture on the

no statistically significant
moderating
relationship between customer dispositions,
enablers and brand loyalty among millennials
in the Kenyan private universities.

Problem Statement

Brand managers are confronted with substantial
challenges when it comes to fostering brand loyalty
among their customers (Koll & Plank, 2022). This has
prompted brands to actively seek effective retention
strategies in response to the declining levels of brand
loyalty observed worldwide. Consequently,
customer defection poses a substantial challenge for
resulting in significant

businesses, potentially

financial losses. Considering that millennials

contribute over $600 billion to global transactions
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(McClaren & Vocino, 2017), there is need for
understanding and catering to millennials needs and
preferences. Notably, in Kenya, millennials make up
30% of the population and represent 75% of the
employed individuals (Kenya National Bureau of
Statistics, 2019).

However, millennials are deeply immersed in what is
often referred to a youth culture, implying that they
are heavily influenced by and exposed to global-
reaching social media platforms such as Facebook,
Instagram, TikTok, among others. This is a challenge
for brands to foster loyalty and driving behavioral
(2021) suggests that
conforming to cultural consumer trends can impact

adoption. Hwang et al,,
emotional commitment, connecting customers to
brands, but it may not necessarily exhibit a positive
correlation to behavioral commitment. Besides,
culture is taken as an independent variable rather
than a moderating one and the link between
customer attitudes and individual capability with
brand loyalty has not been well-established. To
effectively establish and strengthen brand loyalty
among millennials, it is imperative for brands to gain
a deep understanding of their specific needs,
preferences, and behaviors.

In the context of Kenya, Kihiko (2017) delved into
students' consumer socialization and its impact on
the purchase behavior of washing detergents,
devoid of culture, disposition or consumer enablers
These
moderation effect on customer dispositions and

constructs. studies left out cultural
enablers related to toothpaste brand loyalty among
Kenyan millennials attending private universities.
Addressing this gap was crucial in understanding and

effectively engaging this specific demographic.

LITERATURE REVIEW

Theoretical Framework

Hofstede's Cultural Dimensions (1980) involves five
distinct
Uncertainty Avoidance, Individualism, Masculinity,

parameters, namely Power Distance,
and Long-Term Orientation. Power Distance pertains
to the hierarchical structure and power disparities

prevalent in a society (Hofstede, 2011). High power

distance acquire unique and expensive items as
wealth and power expression while low ones dwell
on social equality. Masculinity concentrates on lavish
and status-oriented material possessions,
achievements, recognition and heroism (Zhang et al.,
2022). Femininity value modesty, generosity, quality
of life and equality over the pursuit of material

possessions.

Long-Term Orientation love traditions and frugality
(Basnakova et al., 2016), are suspicious and cautious
love investment and education to secure their
future. Short-Term Orientation prioritizes quick
fixes, maintaining "face" in social situations, and
immediate

ensuring personal stability through

problem-solving.

Uncertainty Avoidance regulate risk perceptions
meticulously (Zhang et al., 2022) by adhering to strict
rules such as budgeting and planning. They opt for
luxury items and scrutinize product labels for
information and ingredients to critically evaluate
brand quality within the rule of law and ritualistic
behavior (Chopdar & Sivakumar, 2019).

Individualistic cultures cherish personal time,
autonomous lifestyles are quite opinionated and
aspire to achieve personal goals while collectivist
love tightly-knit groups (Chopdar & Sivakumar,
2019). Collectivist favour unbranded products, active
information sharing about brands within the
community. They value collective decision-making
regarding brand choices based on shared values and

beliefs as a group (Zainuddin et al., 2018).

Empirical Literature Review
Brand affect encompasses emotions like joy or
frustration, stemming from brand usage (Soedarto
etal., 2019). Consequently, a subjective encounter is
associated with product

usage. Establishing

emotional  connections with consumers s
paramount in the cultivation of a steadfast customer
base for the brand (Schmulian, 2019). The primary
goal is to evoke positive emotions and associations

with the brand, ultimately resulting in heightened

customer loyalty and advocacy.
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attitudinal
assessment closely intertwined with trust in a
2019),

through

Brand performance represents an

(Molinillo et al,, rooted in
fortified
communication (Darvish et al., 2022). When these

product
expectations and effective
expectations are consistently communicated, they
significantly influence brand perception. However,
past negative experiences hinder brand loyalty
(Kiriakidis, 2019) since they block
consumers to establish allegiance. Thus, the primary

adoption

brand performance goal may not necessarily be to
achieve brand loyalty (Tanzaretha & Rodhiah, 2021)
but to stimulate satisfaction and guide decision-
making (Izzudin & Novandari, 2018).

Falahat et al., (2018) observes that consumers'
brand high quality perception gives rise to patterns
of loyalty, and it is influenced by brand satisfaction
and customer experience (lzzudin & Novandari,
2018). Consequently, when consumers positively
interact with the brand they link it to high quality.
Implying, quality aspects affect consumer decision-
making. Therefore, effectively communicating these
quality attributes to consumers sets the brand apart

from its competition.

Essentially, trust is the cornerstone of brand loyalty
(Menidjel et al., 2017). Consumers who trust a
brand,
competitors,

consistently choose that brand over

engage in repeat purchases and
become brand advocates. Trust alleviates any
consumer concerns or uncertainties when making
imply
perceptions thus

purchase decisions. High trust levels

diminished perceived risk
reinforcing consumer reciprocity (Shin et al., 2019).
Improving transparency in pricing, service terms and
quality service measures consolidates trust (Sitienei

& Makokha, 2017).

(2021)
relevance as an emerging form of differentiation that

Guévremont et al, recognized brand
cultivates customer loyalty (Mulugeta et al., 2017).
Brand relevance is gaining traction, despite its
relatively recent introduction. Differentiation is no
longer dependent on traditional factors like product
quality or price but hinged on a brand's ability to
align with consumers' needs, preferences, and

values. Expended within a given culture and beliefs,
helps in attuning the decision-making process for
lack of brand
indicates communication challenges and consumer

consumers. However, relevance
desires are not fully comprehended (Pan et al.,
2020). Brands can then focus on understanding and
needs,

addressing consumer preferences, and

values, to keep them loyal.

Brand satisfaction is a distinguishing factor for a
brand's offerings and important benchmark for the
customer experience evaluation in relation to the
brand set expectations (Chen et al.,, 2020). When
customers use or engage with a brand they form
specific expectations based on its promises,
marketing efforts and reputation. The degree of
brand satisfaction then mirrors how effectively the
brand has met or exceeded these expectations.
Thus, when customers’ actual experience align

favorably with their expectations, satisfaction is met.

Consumer involvement is insignificant yet opens up
habitual purchasing behavior (Oundo et al., 2016).
However, an elevated level of consumer
engagement and active participation in the brand
experience assumes a more pivotal role in
establishing and sustaining loyalty than the joint
creation of value facilitated by online technologies
(Ali, 2018). Furthermore, brand trust serves as a
prerequisite for engaging customers and building
brand loyalty (Kosiba et al., 2018). Trust reassures
interactions and transactions are positive and
dependable.

thrives when confidence is hinged on brand's

Therefore, customer engagement

reliability, integrity and credibility.

The social interactive engagements contribute
significantly to uplift customers' cognitive abilities,
resulting in more robust interactions (Ting et al.,
2020). These engagements empower customers to
enhance their information processing, critical
thinking and participation in more profound and
meaningful interactions. Brands that foster social
interactions can actively contribute to the cognitive

development of their customers leading to more

substantial and impactful interactions.
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Positive switching cost concept envisions potential
brand
relationships. The negative switching cost tell of

risk of relinquishing advantageous
challenges and difficulties relating to getting an
alternative. Both dimensions of switching costs exert
a partial and simultaneous influence on customer
retention (Amanah et al., 2021). To limit switching
brands offer competitive pricing, facilitating smooth
transitions, and enhance overall customer
convenience but customers can preserve their
existing perks and privileges. Brands can craft
distinctive value propositions and cultivate robust

customer relationships to avoid such.

Brand satisfaction fortifies commitment and loyalty
since this is feasible when customers perceive that a
brand is an integral part of their identity and
existence (Dhurup et al., 2018). When intertwined
with a customer's sense of self and a meaningful
role, brands facilitate a robust and enduring

commitment. Direct efforts towards crafting
experiences that resonate with consumers’ values,
beliefs, and lifestyle is paramount. This deep
commitment can result in consistent patronage,
advocacy, and an emotional bond that transcends
mere transactional relationships. Besides, delivering
high-quality products that surpass expectations and
exceptional customer experiences can guarantee

cultivation of commitment (Soleimani, 2019).

However, the interconnection among consumers,
vendors, and the brand is the foundation for trust, is
vital in conflict resolution (Soi, 2018). It is a tripartite
connection aimed at cultivating customer
satisfaction, trust, commitment, and ultimately,
loyalty. (Hayati et al., 2020). This strategy can results
in satisfied customers leading to loyalty if a brand
delivers high-quality products and maintain a

commitment to transparency and reliability.

Additionally, the cultural influence on loyalty is
shaped by factors such as family structures,
economic conditions, and the widespread
integration of technology (Uzir et al., 2021). Family
dynamics influence loyalty and generational shifts
in consumption influencing brand loyalty (Huang et

al.,, 2017). As different generations mature and as

cultural values transform over time, the way
individuals establish and maintain loyalty to brands
changes. Strategies that effectively cultivated brand
loyalty for one generation may no longer be as
effective for another.

Consumer engagement by fostering buyer brand
identification and aligning it with customer values
(Rather et al., 2018). When consumers identify with
a brand and feel a sense of belonging or alignment
with its values and identity, it can lead to a deeper
and more emotional connection. However, this
approach challenges the traditional view of brand
loyalty through culture assimilation, as organizations
must continually adapt to both cultural and
technological shifts to maintain customer loyalty in
this evolving landscape.

Sharma and Singh (2018)

communities with a strong collectivist mindset may

suggested that

exhibit loyalty patterns different from those with

individualistic orientations. However, Wanjala
(2015) sees collectivism plays a more prominent role
in family vacation planning but with less significance
in determining the holiday destination choice. It
appears that whoever is financing the trip and the
affordability of the chosen destination also come

into play

In Germany, the acceptance and power distance
relevance are more closely tied to individual
preferences, needs and expectations compared to
Malaysia and Saudi Arabia (Faisal et al., 2021). High
power distance societies have a strong inclination
towards purchasing luxurious and sophisticated
products for social status (Sharma & Singh, 2018).
Brands perceived as luxurious and sophisticated hold
particular appeal since they are linked to social
hierarchy and prestige.

For masculinity societies strong focus is on material
possessions, particularly in the form of status symbol
products (Basnakova et al.,, 2016). They acquire
luxury or prestigious products to assert social
standing. High uncertainty avoidance cultures seek
risk reduction and elimination prompting renowned

brands and luxurious, health-focused products be
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sought (Zainuddin et al., 2018) as they are trusted as
safer options. These qualities like luxury and health
are linked to predictability and quality assurance,
providing a sense of security and reliability in
environments where uncertainty is less tolerated.

In contrast, cultures with a long-term orientation

prioritize building enduring relationships over
extended periods, valuing qualities such as sobriety,

pragmatism, and future orientation (Sharma &

e )

ustomer Dispositions
Brand Affect

Singh, 2018). Consequently, such cultures prioritize
quality and established brands and develop robust
connections with brand trust and emotional
attachment since they prioritize stability and
endurance common with brand that have proven
track record of quality and reliability. Shorter-term
oriented cultures consumers have higher willingness
to try new products or brands and a causal brand

relationships.

Consumer’s

Brand Trust

Brand Relevance

Brand Perceived quality
Brand Performance
Brand Satisfaction

o

Customer Enablers
Customer Switching Costs

%
X

v

Culture

N Brand
'L Loyalty

Customer Relationship Proneness
Customer Involvement
Customer Commitment

J

Independent Variables

Figure 1: Conceptual Framework

Moderating Variable Dependent Variable

Note: Interlinkage between Independent and moderator and dependent variables

METHODOLOGY

A descriptive research design was adopted with 399
students, aged between 23 and 43 years, enrolled in
all chartered private universities in Kenya targeted
from 144,859 using the Slovin Formula (5% margin of
error and a 95% confidence level). Quantitative

Table 1: Sample Population Characteristics

research using Hierarchical Structural
Modelling Regression and Hayes PROCESS method

via SPSS was done as Daystar University Ethics

Equation

Committee gave approvals giving leeway for closed-
ended questionnaires distribution.

Details on Demographic statistics of the sample population

Number Percentage
Male 175 43.9%
Female 224 56.1%
22 to 26 years 322 80.7%
27 to 32 years 43 10.8%
33 to 37 years 17 4.3%
38 to 42 years 16 4%
Degree 317 79.45%
Diploma 32 8.02%
Master's 44 11.03%
PhD 6 1.5%

Note; The population characteristic spread for Gender, age, and course enrolled.
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Reliability, Multicollinearity and Test for Outliers Variance Inflation Factors measured collinearity,
The Cronbach's alpha values were summarized in
table  with identified

significant deviation observations (see table 2).

following the logic that if no independent variables

Mahalanobis distance were correlated, then VIFs would be 1.

Table 2: Outliers

Mahalanobis Outliers Observations

Observation Mahalanobis d-squared pl p2
1 214.979 0.00 0.00

2 136.176 0.00 0.00

298 101.457 0.00 0.00

3 101.046 0.00 0.00

38 94.363 0.00 0.00

Note; The identified unusual observations in the data

Table 3

Descriptive Statistics of Customer Dispositions, Enablers and Brand Loyalty Constructs
Variable ltems Cronbach Mean Std. VIF

Alpha Deviation
Brand Affect 4 0.72 1.89 0.84 0.81
Brand Performance 4 0.73 1.84 0.69 0.69
Brand Perceived Quality 4 0.73 1.97 0.73 0.61
Brand Trust 3 0.75 1.84 0.58 0.44
Brand Relevance 4 0.77 1.83 0.59 0.39
Brand Satisfaction 4 0.83 1.77 0.57 0.37
Customer Involvement 4 0.87 2.97 1.08 1.83
Customer Switching Costs 4 0.71 2.50 0.69 1.53
Customer Commitment 5 0.79 2.57 0.87 1.68
Customer Relationship Proneness 4 0.82 3.07 1.17 1.64
Attitudinal Brand Loyalty 6 0.77 2.09 0.68
Behavioural Brand Loyalty 3 0.80 2.26 0.65
78

Total

Note; Statistics related to the constructs

FINDINGS

Three factors allied to brand dispositions were
statistically significant linked to brand loyalty at 0.05
statistically significance level including, brand trust
(R =0.24, t-value = 4.35, p-value = 0.00), brand affect

(8 = 0.31 t-value, p-value = 0.00), and brand

180

relevance (R = 0.30, t-value = 5.28, p-value = 0.00).
Brand performance (8 = 0.05, t = 0.80, p-value =
0.42), brand quality perceptions (8 of 0.01, t-value of
0.24, p-value = 0.81) and brand satisfaction (R = 0.1,
t-value of 1.58, p-value = 0.12) were not significant
(see table 4).
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Table 4
The Hierarchical Reduction Regression Analysis

Dispositions

Variables Model 1 Model 2 Model 3 Model 4
Constant 0.42* 0.43* 0.44* 0.46*
Brand Trust 0.20* 0.21* 0.21* 0.24*
Brand Relevance 0.24* 0.24* 0.25* 0.30*
Brand Affect 0.28* 0.28* 0.29* 0.31*
Brand Satisfaction 0.09 0.09 0.10

Brand Performance 0.04 0.05

Brand Perceived Quality 0.01

F 56.71* 68.21* 85.179* 112.308 *
R? 0.47 0.47 0.467 0.463
Adjusted R? 0.46 0.46 0.461 0.459
Enablers

Constant 0.59** 0.59 ** 61**

Customer Switching Costs .18** 8™ 19**

Customer Commitment .35™* .35™* .36™

Customer Relationship Proneness .02 .02

Customer Involvement .01

F 58.762* 78.493* 117.624*

R? .38 .38 .386

Adjusted R? 37 37 372

. *Correlation significant at the 0.01 level and ** at the 0.05 level (2-tailed).

Note; Outcomes of a hierarchical reduction regression analysis

Customer enablers had two factors significantly
related to brand loyalty at 0.05 significance level.
They include customer switching costs (B = 0.19, t-
value = 4.50, p-value = 0.00) and customer
commitment (B = 0.36, a t-value = 10.31, p-value =

0.00). However, customer involvement (8 = 0.10, t =

Table 5

0.33, p-value of 0.74) and CRP (B = 0.02, t-value of
0.72, p-value = 0.47) were statistically insignificantly
related to brand loyalty at 0.05 significance level.
Culture moderation effect was statistically non-
significant (b = 0.07, se = 0.06 p = 0.26) in the model
(see table 5).

Model Summary of Consumer Culture Moderation Effect

R R-sq

MSE F

df df2 p

.73 .53 .19

145.60

3.000 390.00 0.2608

Note; The table presents Hayes PROCESS regression.

Hayes (2018) interprets the effect of customer
dispositions, enablers as positive and significant on
toothpaste brand loyalty among millennials (b =
0.66, se = 0.05, p = 0.00), conditional on consumer's

culture being zero. The conditional effect of

consumer culture was positive and significant
(b=0.25, se=0.04, p=0.00), conditional on customer

dispositions, enablers factors being zero but

moderation was statistically insignificant (b = 0.7, t =
1.120, p = 0.23) (see table 6.
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Table 6
Model for assessing Moderator Interaction

Model Co- Standard t p Lower Limit Upper Limit
efficient Error Confidence Interval Confidence Interval
Constant 2.00 .03 79. 0.000 1.95 2.05
85

Disposition and .66 .05 12.12 0.00 .56 77
Enablers

Consumer Culture .25 .04 5.62 0.00 .16 .33
Interaction 1 .07 0.06 1.120 0.23 -0.05 .20

Note; Culture customer dispositions, customer enablers, and brand loyalty interaction

250
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Figure 2: Slopes for Moderation effect Interactions Graph

Note: As the cultural effect intensifies as a moderating effect grows

Discussions
Moderating effect of consumers' culture does not
significantly impact the relationship between
customer dispositions, enablers, and brand loyalty.
Yet interaction effect, (increase in R-squared from
Model one to Model two) was at 53%, contributing
significantly to the variation in brand loyalty. As per
Hayes (2018),

absence customer dispositions and enablers exert a

regardless of consumer culture,

positive and significant influence on toothpaste
brand loyalty among millennials. Consequently, the

influence of customer dispositions and enablers
varies depending on the cultural context of
consumers. Millennials are less affected by local
cultural dimensions, suggesting a leaning towards a
more youth culture. Results are supported in societal
contexts, as highlighted in Hofstede's dimensions

(Faisal et al., 2021; Sharma & Singh, 2018).

Brand affect influences brand loyalty as it evoke
positive emotions, such as fun, which strongly
resonates with millennials (Tanzaretha & Rodhiah,

2021). Customization of emotional responses to
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products based on individual customer preferences
is beneficial and critical. Brand trust is strongly linked
to brand loyalty (supported by Menidjel et al., 2017).
Consequently, millennials actively seek assurance
and trustworthiness from brands, to develop and
sustain positive attitudes towards these brands.
Trust not only acts as a guardian, preserving existing
allegiance, but a catalyst for strengthening loyalty
within this demographic.

Millennials have a strong and positive inclinations
towards brands offering optimal solutions (Mulugeta
et al.,, 2017) . This means millennials are drawn to
brands that effectively address dental concerns,
thereby reducing perceived risks associated with the
products. This is also consistent with Sigindi (2018)
insight that cultural backgrounds post unique brand
relevance factors driven by distinct ingrained values.
Cultural diversity inculcates diverse perceptions of
brand relevance among consumers as specific dental
issues are viewed from cultural perspectives.

Findings tell perceived brand quality had no
significant impact on brand loyalty are consistent
with Chinomona and Maziriri (2017). Dissatisfied
customers default to loyalty because of habitual
purchasing or lack convenient alternatives that align
with their needs or preferences due to factors like
geographical constraints, limited product availability
or ignorance on alternative options. Customers
might perceive little differentiation among
competing brands in the market, leading them to
believe that all brands offer similar services

diminishes the incentive to switch brands.

For brand performance which was insignificant,
Thagicu (2016) explains having knowledge about a
product's performance is not sufficient to foster
loyalty. Performance is envisioned via effective
communication and any breakdown implies
customers may not fully appreciate its performance.
Lastly, for brand satisfaction several studies place
psychological attribution to a subjective evaluation
of how well the brand fulfills customers' needs (Chen
et al., 2020) as why it is not influential. This
relativeness means that customers' evolving needs

and preferences can change over time and thus not

objective. What satisfies them today may not be
relevant or satisfying in the future because of a shift
in expectation.

Customer commitment was significant aligning with
Dhurup et al., (2018) findings since customers
seamlessly integrate a brand into their daily lives and
actively advocate for it among others. They forge a
robust personal connection with the brand, viewing
it as a reflection of their values, aspirations or
identity. They go beyond mere consumption; they
actively incorporate a brand into their lifestyle. To
them, the brand mirrors of their own values, beliefs
and identity. This profound emotional connection
transcends the brand's functional aspects and delves
into the customer's core convictions. Their loyalty is
not solely rooted in what the brand offers but, more
importantly, in what it signifies to them on a
personal level.

Customer involvement was significantly linked to
brand loyalty meaning it is shaped by the brand's
2019).
personalized communication, exclusive events, and

(Soleimani, Engagement through
exceptional customer service can forge a deep sense
of belonging and attachment, reinforcing loyalty.
Brands that

products or services, provide dependable customer

consistently deliver high-quality
support, and maintain transparent practices are
more likely to keep customers loyal. Furthermore,
emotional attachment is a key driver of loyalty.
When customers feel emotionally connected to a
brand, they are more likely to remain loyal, even
when faced with competitive alternatives.

There was a significant connection between
customer switching and brand loyalty. This aligns
Amanah et al.,, (2021). High switching costs may
generate a superficial form of loyalty, driven by
customers' desire to avoid inconveniences
associated with switching to alternative brands.
Brand concentrate on providing distinctive benefits,
exceptional customer experiences to build loyalty.
Customers remain loyal not merely out of necessity
but because they genuinely perceive added value

and unique benefits in the brand. Such loyalty is

founded on trust, satisfaction, and a shared set of
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values, rendering it more resilient and less reliant on
external factors like switching costs.

Customer involvement and CRP were statistically
insignificant. For products with low involvement,
customers do not necessarily place a high value on
commitment or having an established relationship
with the vendor. This finding aligns with the research
conducted by Oundo et al., (2016), which similarly
observed low commitment among customers in low-
involvement product categories like newspapers. In
these product categories, customers may not
develop strong emotional or commitment-based
connections with the brand, suggesting that
businesses operating in low-involvement sectors
may need to explore alternative strategies to foster
loyalty, as the traditional approach of increasing
customer involvement may not yield the same

results.

CONCLUSIONS, RECOMMENDATIONS AND
SUGGESTION FOR FUTURE RESEARCH

Consumer culture does not play a moderating role in
the connection between customer dispositions,
enablers, and toothpaste brand loyalty among
millennials in universities in

private Kenya.
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