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ABSTRACT

I

| A unique brand experience captures customers attention, provides excellent customer care and
| encourages authentic engagement, leading to an elevated customer experience. Happy and
- [ngaged consumers are more likely to spend time interacting with your brand and explore the
offerings with an open mind.This exploratory study examines the impact of brand experience and
~ |ustomer loyalty in the cosmetic products industry. The study aims to identify the effect of brand|
eperience on customer loyalty, measure customers overall satisfaction; and analyze factors‘

nlluencing purchase decisions. The findings reveal that product quality and brand image &

‘ \rePu‘atiOD are key dimensions of brand experience driving customer loyalty. Brand trust emerged

" : : rei 0 core Analysis), followed by|
\as the primary factor influencing purchase decisions (76% mean S y

servi : PRI dability. The study also found]
\sewwe, quality, packaging, location, online availability. and affordability

that the ; et =
| majori i wi d. The results of this study have
| jority of customers are overall satisfied ith the bran

mportan < s ioriti d experience
’ t implications for cosmetic prands, highlighting the need to prioritize brand €xpe ‘

d trygy ; o
.wr to build lasting customer relationships
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INTRODUCTION: Lstomers” attention, provides excellent customer car, and
¢

leading to an elevated customer experience. Happy , .
d time interacting with your brand and explore yp,,

A unique brand experience captures
encourages authentic engagen'{ent, J
engaged consumers are more likely to spe

offerings with an open mind. : - |
your customer experiencc_a, it enables businesses tq Connect
| that turns casual buyers into repeat customers. It increases
sharing their positive experiences on socjg

When a good brand experience fuels
with customers on an emotional lleve o5
the chances of customers becoming brand advocates,

or through word-of-mouth.

When a customer has a powerful brand experience and _feels the brand aligns with their persong]
value, they use that as a benchmark when engaging w;th other b_rands. O.ur 2_022 Index shows
that 40% of consumers will choose such a brand over its competitors. This raises your brand’s
perceived value, which ultimately leads to higher brand equity.

All the above advantages of a great brand experience contribute to a higher customer lifetime
value (CLV) that increases profitability. Customers who truly feel connected to a brand tend to be
less price sensitive because they value quality over price. They also contribute to a recurring
sales revenue model.

Experience marketing provides a competitive advantage

Designing customer experiences that can help retain and bond the customer to the brand is
integral to contemporary marketing. Companies do not compete on the basis of their products,

but on the basis of customer experience. Experience marketing adds value to the firm and to the
customer. Hence, the focus has to be on the totality of the experience.

Customer focus

churn in the brand.

Customer Retention

The purpose of marketing i
€ 15 not only to .
than not, customers leave the firm an’é i :%qmre Customers byt also to retain them. More often
rand soon afer the first purchase cycle. By the time
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d th y =
er and the firm should explore any - e position, he/she should be educated
abandﬂning the relationship.

Customer Loyalty

Being loyal to the brand is the way by which customers rew
A ard the company. imi
custom,etr)s, .Inaril?cetersj ne:ﬁ to c;‘;igonse Customers on the basis of bensggysiga;;?gsezo;aé
Jlso on basis of serving them. This can help in develo i | s e
" L ping customer clust /
used for the purpose of evolving appropriate marketing strategies. bt

NEED FOR THE STUDY:

In today's competitive business landscape, customer loyalty has become a crucial differentiator
for companies seeking to establish a sustainable market presence. Customer experience, in
patticular, has emerged as a key driver of customer loyalty, with studies suggesting that
companies that prioritize customer experience tend to outperform their competitors.

OBJECTIVES OF THE STUDY:

1. To identify the effect of brand experience on customer loyalty. ; :

2. To measure customers overall impression of the brand by assessing their level of
satisfaction.

3. To analyse the factors

LIMITATIONS OF THE STUDY:

I The study is limited to Chennai city only,
or regions in India.

2. The number of respon :
generalize the findings to the Jarger populatlon‘hin 2 limited timeframe, which restricted

: : d wit
3. Time Constraint: The study was conducgespondents that could be reached.

the scope of the study and the number 0

influencing the purchase of cosmetics products.

which may not be representative of other cities

dents 1s limited to 50 only, which may not be sufficient to

RESEARCH METHODOLOGY:

This ex ;i
ploratory study employe
“Ween customer experience and customer Joyal

Structyy, . . . istered to @ Sam
ed was adminl :
questionnaire malysis Were Use

®SCriptive statistics and correlation
Effect of B

REVIEW OF LITERATURE:
- vestigate the dir

ISabel b 016 uExarnining the,, .ned to 1
faCtion,Br:?’(szst);nd Brand Loyalty Examt

vestigate the relationship

design to in ]
lremarc'iiln thegI::osmetic products 1ndu_stry. .A
t};le of 100 customers in Chennai, India.

d to analyze the data and identify patterns.

a descriptive

on consumer

Experience nsu
pand 4 ect and indirect
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satisfaction, brand trust, and brand lo_yahy,
nsgmzzips petween these construc‘fs.f T{{e ﬁr;)dmgs re\’ealeg
lation 3 mer satisfaction, brand {y,.
3 - d positive 1P acdt ;)n :ﬁ;s:]l-.rough consumer satisfalcrt?jt' :
that brand expcngncle l‘ilzsa an indirect effect o1 braI; b C;)I’ld e xperience in driving brand | ;n z]ind
brand loyalty, and also has &% :opificance O DI: 2 Yalty,

; : t the SIGNILLE™ : diating roles gy

brand u~ust.lThe ';Sl-lhj’ilgcgtlll;gl;nd provide insights 1nto the me g of Consumg,
both directly and indir )

satisfaction and brand trust. ; ‘

! "The Effect of Brand Experience, Brand. Personality and Bl‘anq Trug
HowardiV:szaAdt{fl, (20?23 deetermine the effect of brand experience, brand PeTSOQahty il
on Brand Loyalty" studie -l to ith 150 respondents.It is found ﬂ.la‘.t (1) brand experience hag
brand trust on brand loyalty w erience has positive effect on brand trust, (3

iti brand personality, (2) brand exp ct
E?igt;g:&ﬁ; pf)asliltiv}; effect on brand loyalty, (4) Brand trust has positive effect on bryy, q

loyalty (5) Brand experience has positive effect on brand loyalty.

ang
rience on €O
g the re
direct an

effects of brand experien
develop a model explainin

bjective 1:
S CHI-SQUARE TEST

% Calculation of chi square, to identify the effect of brand experience on customer loyalty,

NULL HYPOTHESIS
Ho: There is no need to identify the effect of brand experience on customer loyalty
ALTERNATIVATE HYPOTHESIS

Hi: There is need to identify the effect of brand experience on customer loyalty

O

Calculations:

S E (O-E) (O-E)’ (O-E)2/E

- 10 15 225 225

136 i 6 36 3.6

2 10 —‘_;7_____ 49 4.9

4 :0 —-‘_._3___ 64 6.4

d ——_._'6_____ 36 36
e | Total N |

0=50/5=10
(0-E)*/E=41

DEGREE OF FREEDOM
4

Degree of freedom = (N-1)=5.
Table valye (TV) =225

Calculated valye 41
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;w, Since

Ho is rejected, it is conclude
uded that there is need to identify the effect of brand
b a

" .. on customer loyalty.

3
¢ cdculation of mean score , factors influencing the purchase of cosmetics products
o+ D.A=Disagree Q = Quality
.« N =Neutral P =TPackaging
« G =Good

B.T = Brand Trust

s VG =Very Good  L.O=location of outlet

s E =Excellent 0.A= Online Availability

e S =Service A =Affordability
\lean Score formula:

X=A+(fd2D

BT Teays Q= 75.2%S = 15:6% L.O

8T=34 (41/50) = 3+0.82 = 3.82720 = T
=3+ (38/50) = 3+0.76 = 3.76"20 7 752%

¥ 3 (39/50) = 3+0.78= 3.78"20 = 75.6%
=34 (26/50) = 3+0.56=3.56"20 T
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35*20 = 70%
3.34%20 = 66.8%
*20=72%

0.A= 3+ (25/50) = 3+0.5=
AF= 3+ (17/50) = 3+0.34 =
pa= 3+ (30/50) = 3+0.6= 3.6

TATION: is the fi Py

INTERPRE - he above table shows that Brandf ’Bf;l::eésby :eri’l'lscte f(aCtOr “’hlch
The main score analysis of ¢ 2 , 86% mean SCOre: This 1s 10 : mean seqp
influence the purchase decision wit o (mean ScOre 72%) location of outlet (mean Score

i 75.2%). packagin ( i core 66.8%
;g.jﬁg’:nﬁztﬁffz?:;lsi:;rgnean score 70%) and Affordability (mean s 0)
. 0 =

FINDINGS:

» Demographics: The majority (90%
fall within the 18-25 age group-
undergraduate level. s ith Ma belline and M.A.C b

s are familiar Wi y .C brang
> Brand Familiarity: Most respondents s, Revlon, and Estee Lauder.

i tia
d by Wow, Clarins, Forest Essen ! ‘ |
> lgssizgi’rfﬁggggzme};t: Customers rarely interact with the brand through websites, socia|

> rélsg'nl;r’ngsstz:fst‘g::it;l: The majority of respondent§ rated tl?eir interactions with t}_le brand
as "Good." Furthermore, most customers are satisfied with the customer service they
received from the brand during their last interaction. s

> Brand Experience: Product quality and brand image and reputation are the key
dimensions of brand experience that drive customer loyalty in the cosmetic products
industry.

5 Purchase Decision Factors: Mean score analysis reveals that brand trust is the primary
factor influencing purchase decisions, followed by service quality, product quality,
packaging, location, online availability, and af] fordability.

» Customer Retention: The majority of customers intend to continue purchasing products
from the brand in the future.

) of customers are female, while 80% of respondepg;
Additionally, 78% of respondents are at

SUGGESTIONS:

To drive business growth and customer loyalty, consider the following strategies: Develop a
strong online presence through social media, websites, and influencer partnerships to engage
with customers. Focus marketing efforts on females aged 18-25, undergraduates, and young
professionals. Encourage customers to interact with the brand thr,ough websites, social media

and store visits. Continuously monitor and i
2 impr . » 3
reputation. Build on the existin prove product quality to reinforce brand image and

b e .
delivering high-quality products, g brand trust by providing excellent customer service and

CONCLUSION:
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eferences, and the need for sustainable and eco-friendly practices. Despite these challenges,

hrands that develop a strong online& offline presence, focus on young demographics, encourage
customer engagement, and prioritize product quality and customer service are likely to drive
pusiness growth and customer loyalty, ultimately leading to a positive impact on the industry.
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