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THE INTERRELATION OF CONSUMER LOYALTY WITH THE 
NEEDS AS A OF THE BRAND AS A COMPONENT OF BRAND 

Prykhodko D., PhD in Economics 
Kharkiv National Automobile and Highway University 

The purpose of the article is to find out the connection of loyalty with the needs for 
brand and to offer methodological tools to assess the relationship of consumer loyalty 
with  needs  as  part  of   the brand. During the research, following methods were used:  
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method of analysis and synthesis, scientific abstraction, system analysis, 
combinational grouping, expert assessments, statistical methods. We suggest 
estimating the component of consumer brand loyalty relationship with the needs 
through a complex indicator of brand loyalty, which provides the definition of the 
index of consumer loyalty and determination of the degree of consumers’ needs 
satisfaction through Maslow`s hierarchy of needs. Namely, to calculate the consumer 
loyalty index it is necessary to determine the intentions of consumers regarding the 
recommendations of the brand to other consumers by identifying the proportion of 
supporters, critics and neutral. The ratio of the difference between the share of 
supporters and critics to the total number of respondents is consumer loyalty. We 
suggest using Maslow`s hierarchy as scale degree of satisfaction: the higher the level 
of the species needs, in the opinion of the consumers satisfactory product, the higher 
the measure of these needs satisfaction. Product index and the index of consumer 
loyalty and the degree of needs satisfaction in Maslow`s hierarchy allows you to 
define a complex indicator of the brand loyalty. Depending on the results, from what 
kind of production meets the needs for the proposed classification a sign of consumers 
brand loyalty relationship with needs is determined by the type of the brand: 
«primary» or «secondary» brand. The obtained results can be used in value brand 
estimation. 
 
Keywords: brand, loyalty, need, interrelation, consumer, estimation 
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