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Abstract 

Brand love has become a critical concept in modern marketing, representing the emotional bond between 

consumers and brands. This study focuses on examining brand love towards Maruti Suzuki vehicles in the 

Indian automobile industry. The research aims to identify key factors influencing brand love such as product 

quality, trust, price, and service quality, and to analyze its impact on customer satisfaction, loyalty, and repeat 

purchase behavior. 

The findings reveal that Maruti Suzuki has strong brand love due to affordability, reliability, fuel efficiency, 

and wide service network. Emotional attachment significantly influences customer loyalty and repeat purchase 

intention. The study concludes that brand love acts as a strategic advantage for long-term customer retention 

and competitive positioning. 
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Introduction 

In today’s competitive market, brands play a crucial role in influencing consumer decisions. Consumers are 

not only driven by functional benefits but also by emotional connections. Brand love refers to the deep 

emotional attachment and affection that consumers develop towards a brand over time. 

In the automobile industry, purchasing a vehicle is a high-involvement decision influenced by both rational 

and emotional factors. Maruti Suzuki, one of India’s leading automobile companies, has built strong emotional 

connections with customers through affordability, reliability, and customer-centric strategies. 

This study aims to understand how brand love influences customer behavior and long-term loyalty in the 

context of Maruti Suzuki vehicles. 

Conceptual Background 

Brand love is a multidimensional concept that includes emotional attachment, passion, trust, and commitment. 

It goes beyond customer satisfaction and leads to long-term relationships. 
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Key components include: 

 Emotional attachment  

 Brand trust  

 Customer satisfaction  

 Loyalty and advocacy  

In the automobile sector, brand love is influenced by product performance, service experience, and brand 

image. Maruti Suzuki has successfully developed brand love by focusing on value-for-money and customer 

satisfaction. 

 Theoretical Framework 

 

The study is based on the following theoretical relationships: 

Independent Variables: 

 Product Quality  

 Brand Trust  

 Price (Value for Money)  

 Service Quality  
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Mediating Variable: 

 Brand Love  

Dependent Variables: 

 Customer Satisfaction  

 Customer Loyalty  

 Repeat Purchase Behavior  

The framework suggests that quality, trust, price, and service influence brand love, which in turn affects 

satisfaction and loyalty. 

Methodological Advancement and Tools 

Research Approach 

 Adoption of a theory-driven research approach integrating concepts from consumer behavior and 

relationship marketing.  

 Focus on conceptual and analytical modeling rather than primary survey-based data collection.  

 Research Design 

 Conceptual Research Design to develop relationships between brand love and its influencing factors.  

 Analytical Framework Development to examine causal linkages among variables.  

 Data Sources 

 Secondary Data Sources including:  

o Peer-reviewed academic journals  

o Industry reports (automobile sector)  

o Company publications and annual reports  

o Reputable databases and marketing research articles  

Measurement Constructs 

 Operationalization of key constructs based on established literature:  

o Brand Love  

o Brand Trust  

o Perceived Quality  
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o Service Quality  

o Customer Satisfaction  

o Customer Loyalty  

 Use of validated theoretical definitions to ensure conceptual consistency.  

 Analytical Techniques 

 Conceptual Modeling to establish relationships between variables.  

 Comparative Analysis of existing studies in branding and consumer behavior.  

 Thematic Analysis of literature to identify recurring patterns and insights.  

 Framework Synthesis to integrate multiple theoretical perspectives.  

 Tools and Technologies 

 Microsoft Excel for organizing and structuring secondary data.  

 Academic databases (Google Scholar, ResearchGate, JSTOR) for literature review.  

 Diagramming tools (e.g., PowerPoint, Lucidchart) for framework visualization.  

 Methodological Advancements 

 Shift from traditional survey-based methods to a theory-integrated analytical approach.  

 Emphasis on literature-driven insights for stronger academic grounding.  

 Development of a structured conceptual framework linking emotional and behavioral constructs.  

 Integration of multi-source secondary data for broader perspective and reliability.  

 Focus on strategic interpretation rather than descriptive data collection. 
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 Implications for Marketing Practice 

 

 

 

 

 

 

 

 

 

 

The study provides important insights for marketers: 

1. Emotional Branding 

Companies should focus on emotional storytelling and customer experiences.  

2. Customer Retention 

Brand love increases loyalty and reduces switching behavior.  

3. Service Strategy 

Strong after-sales service enhances trust and satisfaction.  

4. Pricing Strategy 

Affordable pricing strengthens brand perception in price-sensitive markets.  

5. Digital Engagement 

Social media and online engagement can strengthen emotional bonds with younger consumers.  

Ethical Considerations in Maruti Suzuki Research 

Ethical practices followed in the study include: 

 Voluntary participation of respondents  

 No misuse of information  

 Transparency in data collection  
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Maruti Suzuki also follows ethical business practices such as: 

 Customer safety standards  

 Environmental responsibility  

 Honest communication  

Future Directions and Research Opportunities 

Future research can focus on: 

 Comparative analysis with other automobile brands  

 Impact of electric vehicles on brand love  

 Role of digital marketing in emotional branding  

 Larger sample size for better generalization  

 Longitudinal studies on brand loyalty  

Conclusion 

The study concludes that Maruti Suzuki has successfully built strong brand love among its customers. Factors 

such as trust, affordability, service network, and product quality play a significant role in creating emotional 

attachment. 

Brand love significantly impacts customer satisfaction, loyalty, and repeat purchase behavior. In a competitive 

market, emotional connection acts as a key differentiator and ensures long-term business success. 

Thus, companies should focus on building emotional relationships rather than only functional benefits. 
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