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EFFECT OF BRAND VALUE COMMITMENT ON CONSUMER BRAND 

LOYALTY OF INDOMIE NOODLES IN UMUAHIA, ABIA STATE, NIGERIA 

INTERNATIONAL JOURNAL OF HOSPITALITY, LEISURE AND TOURISM
Lifting the Hospitality Profession Upward

This research was carried out to determine the effect of brand value commitment on 
consumer brand loyalty. The study focused on the dimensions of attitude commitment which 
includes; affective commitment, quality commitment, economic commitment and 
relationship commitment. To meet this aim, a qualitative methodology was designed to 
provide an insider's perspective on how loyal the consumers are towards the product. The 
research design for this study was survey research design. The major source of data was 
Primary data which was collected using closed-ended questionnaires. A response was 
measured on five-point Likert scale. Data collected was analyzed using regression analysis. 
The result of the analysis showed that Affective commitment has a significant effect on 
consumer brand loyalty, brand quality commitment has a significant effect on consumer 
brand loyalty, Economic commitment has a significant effect on consumer brand loyalty and 
relationship commitment has a significant effect on consumer brand loyalty. The researcher 
concluded that brand quality commitment can affect consumer brand loyalty and therefore 
recommended that managements should try in satisfying consumers' value requirement and 
expectation. Consumers fix their brand perception (confidence, identification, satisfaction 
and loyalty) by how satisfied they felt on the brand, which have the impact on their continued 
support, participation, cooperation and consuming behavior. Meanwhile, consumers' word-
of-month advertising will influence other consumers and their behavior. Thus, it is much 
important to set up the brand value commitment, internalize consumers' knowledge, thought 
and information to the organizational resource and strength the consumers' loyalty and 
behavior intention.
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BACKGROUND OF THE STUDY:
Business practice shows that brand 
basically is a sort of "commitment" 
which creates value for stakeholders 
and in which they can get value from it 
( ). Brand Zhang, Zhang & Liu 2010
commitment is an important concept 
that marketing academics have 
researched for some time but the way 
it is approached has changed through 
the years (Osuna,  Veloutsou& 
Morgan-Thomas, 2017). Given the 
development of the concept of brand 
commitment over time, there are 
several definitions of the concepts in 
marketing literature as well as 
different dimensions that explain the 
construct. According to Hsiao, Shen 
and chao (2015) brand commitment it 
is an attachment feeling resulting from 
a previous satisfactory interaction 
with a brand, which will drive the 
consumer to use the brand over time 
and withstand changes, creating an 
important and valuable relationship 
wi th  i t .  Accord ing  to  Zhang , 
Liu,Lan,Zhang and Liu (2014), it is 
consumers' attitude and identification 
on the brand and thus derives a certain 
behavior tendency. Zhang et al (2014) 
a l s o  s t a t e d  t h a t  b r a n d  v a l u e 
commitment can explain the reason 
why the consumers prefer one brand 
and it is a target to test the consumer 
loyalty. The formation of attitude 
commitment depends on the whether 
the brand satisfies the consumers' 
value desire and expectation(Zhang et 
al 2014). Therefore, the higher value 
satisfaction the consumers obtain 
from the brand, the higher attitude 
commitment the consumers will have 

thereby leading to change in consumer 
behavior either positive or negative 
(Zhang et al 2014). 

J u s t  l i k e  e v e r y  o t h e r  b r a n d , 
competition is the key language when 
it comes to the battle for market 
leadership. Every noodle brand 
producer in the Nigeria market and 
across the globe must have it in mind 
that competition is the mother of all 
challenges both in product quality, 
price, packaging, marketing and 
delivering accuracy just to mention 
but a few. However, in Nigeria, instant 
noodles competition seems to be 
endless, increasing everyday with the 
penetration of new brands in the 
market. But amidst this growing 
competition for the market share or 
leadership, indomie noodles have 
remained the number one noodle 
brand and the pioneer  noodle 
manufacturer in the Nigeria market 
and even in sub -Sahara Africa. The 
Nigeria instant noodles market houses 
the following varieties of noodles: 
Indomie noodles by Dufil Prima 
Foods PLC', Golden penny noodles by 
Flour Mills, Honeywell noodles by 
Honeywel l  Superfines  Foods , 
Dangote noodles by Dangote Group, 
Chef me by Engle Food etc.With the 
high competition of noodles in Abia 
State, noodles especially Indomie 
needs customer who trust on their 
brand and have commitment to the 
brand so the customer will have 
intention to purchase again. Research 
suggests that firms stand to benefit 
from establishing emotionally based 
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relationships between their brands and 
consumers; however, there is a limited 
research on the effect of brand 
commitment in Nigeria instant 
noodles market especially in Abia 
state specifically in Umuahia. 
Therefore, this research examines 
how the Indomie noodles company 
can benefit from the capabilities in 
fostering such relationships. 
Research Objectives 
Based on the research problem above, 
the objective of this research is to 
examine the effectBrand Value 
Commitment on Consumer brand 
loyalty of Indomie noodles in 
Umuahia Abia state. 

LITERATURE REVIEW
The role of brands in identifying the 
company's products in today's 
growing markets is undeniable as 
innovation and technical superiority 
are not the only fundamental factors to 
success (Osoko ,KehindeIyiola, 
Ogunnaike  Salau  &Atolagbe(2020) . 
Hence, in markets where products and 
services are combined, a strong brand 
may be the only characteristic that 
distinguishes them from competitors' 
(Ridwan, Sabrina & Sobhi, 2020). 
According to Tanya(2015). Brand is a 
set  of  tangible and intangible 
attributes that is designed to create 
awareness and identity and to build the 
reputation of a product, service, 
person, place or organization. 
Commitment  i s  defined  as  “a 
responsibility, something that you 
have promised to do(Oxford English 
Dictionary). It means that the acceptor 

makes a promise for the future, while 
in the real life the commitment 
actually is a way that the individual 
obtains the limited stability in the 
infinite and changing world and 
requires a safe and orderly life by 
nature (Zhang, 2004). Luntungan, 
Pangemanan&Rumokoy(2018) 
quoting Moorman, Deshpande and 
Zaltman (1992) defined Commitment 
as a desire to maintain a relationship. 
A commitment is not just between 
human to human in maintaining 
relationship, in business industry also 
need commitment between human to a 
brand to create customers make 
purchase just to the desired brand. 
Brand commitment is the feeling of 
desire to maintain a relationship to a 
brand. According toLuntungan, 
Pangemanan and Rumokoy(2018) 
quoting Wang (2009:), When a person 
found what they believed is an optimal 
case, they will commit to their 
relationship and will stop looking for 
other alternatives. Both parties will 
mu tua l l y  u se  commi tmen t  t o 
c o n t i n u o u s l y  s h o w  t h e i r 
trustworthiness toward the exchange 
relationship. 
When customers recognize a brand 
and perceive it good that make brand 
trustworthy in the eyes of customers 
and a strong posit ive relat ion 
developed between them and value of 
the brand is also increased in the 
viewpoint of customers, that will 
c rea te  cus tomers‟  repurchase 
behavior and thus loyalty is build. 
Brand loyalty is to show a repurchase 
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behavior for a brand and having a 
positive and good attitude towards it. 
Liu (2007) said that a repurchase 
behavior of a customer for a brand and 
his or her commitment towards it to 
buy it in the future for a long time is 
brand loyalty.

Empirical Framework
Ida, Nuryakin and Naili(2018) did a 
work on brand commitment and brand 
trust towards brand loyalty of branded 
laptop in Indonesia. The aim of the 
study is to investigate the effects of 
brand experience and brand trust to 
enhancing brand commitment and 
brand loyalty. The research design 
u s e d  w a s  s u r v e y  d e s i g n . 
Questionnaire was designed with 
open and closed s ta tement  of 
perceived brand laptop product based 
on fivepointlikert scale. The sample 
size was 200 respondents representing 
the three cit ies and purposive 
sampling technique was used. The 
h y p o t h e s e s  w e r e t e s t e d  u s i n g 
Structural Equation Model(SEM).  
The analysis of the study showed that 
brand commitment has an effect on 
brand loyalty. Based on the findings, 
they recommended that business 
should pay attention to which 
consumer that will be targeted, since 
there are two types of consumers
L u n t u n g a n ,  P a n g e m a n a n  a n d 
Rumokoy(2018) conducted a research 
o n   c o m p a r a t i v e  a n a l y s i s  o f 
repurchase intention based on brand 
trust and brand commitment of 
Starbucks in Manado between male 
and female.The aim of this study is to 

find out if  there is significant 
difference between male and female 
customers in repurchase intention 
based on brand trust and brand 
commitment of Starbucks in Manado. 
This research is quantitative research 
and uses independent sample t-test. 
The sample size of this research is 100 
customers of Starbucks in Manado. 
The results showed no significant 
difference between male and female 
customers in repurchase intention 
based on brand trust and brand 
commitment of Starbucks in Manado. 
The recommendation based on the 
result is Starbucks in Manado should 
create special offer for female and 
male customers in different day, and 
open new branch in Manado for easy 
customer reach.
Aysel (2012), conducted a survey 
s tudy  on  the  e ff ec t  o f  b rand 
s a t i s f a c t i o n ,  t r u s t  a n d  b r a n d 
c o m m i t m e n t  o n  l o y a l t y  a n d 
repurchase intentions.  The perceived 
equity, value and quality were 
determined to be input variables; 
brand satisfaction, trust, affective 
commitment  and  con t inuance 
commitment were determined to be 
intervening variables; repurchase 
i n t e n t i o n s  a n d  l o y a l t y  w e r e 
determined to be output variables.  
When  the  e ff ec t  o f  a ff ec t ive 
commitment  and  con t inuance 
commitment on repurchase intentions 
and loyalty was considered, it was 
found out that affective commitment 
had an effect on repurchase intentions 
and  loya l ty,  bu t  con t inuance 
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commitment did not have any effects 
on loyalty and repurchase intentions. 
According to the results obtained, it 
was seen that the role of satisfaction 
and continuance commitment on 
loyalty is weak while trust and 
affective commitment have an 
important effect in the creation of 
consumer loyalty. From that point of 
v iew,  they recommended that 
enterprises should attach more 
importance to creating trust and 
affective commitment for their brands 
while creating loyalty towards their 
b r a n d s  b e c a u s e  c o n t i n u a n c e 
commitment does not show that 
consumers are loyal. In order to be 
successful, enterprises should offer 
various and valid reasons to their 
customers to always make them buy 
their products and services by getting 
into the world of consumers. In this 
way they can have complete loyalty.
Fullerton (2011) studied the role of 
customer commitment and trust in 
creating advocates and it was found 

that customer commitment strongly 
influences customer willingness to 
give favourable recommendations 
about the service provider. Though, 
the study specifically affective 
commitment  showed the most 
significant impact on customer 
advocacy; normative commitment a 
supporting and positive role; whereas 
continuance commitment undermines 
customer willingness to advocate the 
offering of the service provider. This 
means that affective (emotional) 
commitment is the most viable 
predictor of customer advocacy and 
agrees with
Conceptual Framework 
The hypothesized model linking the 
relationship between brand value 
commitment dimensions includes 
affective commitment,  quali ty 
commitment, economic commitment 
and relationship commitment, with 
consumer brand loyalty is depicted in 
Figure 1 below.
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Consumer brand loyalty

Affective Commitment

Quality Commitment

Economic Commitment 

Figure 1. Conceptual Framework



METHODOLOGY
Research Design
The aim of this research work is to 
show the various effects that exist 
among the variables of the study. For 
the purpose of this study, the research 
design for this study was survey 
research design. This research was 
quan t i t a t ive  and  compara t ive 
approaches. According to Maholtra 
(2009), Quantitative research seeks to 
quantify data. According to Leedy 
(1993), It is used to answer questions 
on relationships within measurable 
variables with an intention to explain, 
predict and control a phenomenon. 
The major source of data was Primary 
data which was collected using 

The population of this research is all 
the consumers of indomie noodles in 
Umuahia, Abia State. Since the 
population is unknown, the sample 
size was determined using the 
following Cochrans formular: 

closed-ended questionnaires. A 
response was measured on five-point 
Likert scale.

Area of Study    
This  s tudy  was  conduc ted  in 
Umuahia, Abia State. Umuahia is the 
cap i t a l  c i t y  o f  Ab ia  S t a t e  i n 
southeastern Nigeria.

Population and sample of the Study
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nr=
4pq

d 2

where 

nr = required sample size

p= Proportion of the calculation having the characteristics

q= 1-p= Proportion of the calculation not having the characteristics

d= The degree of freedom

 

Using a 95% confidence level and margin error of +or_ 5%

n

 

=

 

4pq

d 2

 

n

 
=

 
4

 

x

 

0.5

 

x

 

0.5 
0.0025

 

=  1

0.0025  
   =  400  

The sample size is 400.

Based on the sample size, convenient sampling technique was used to sample the opinions of respondents. 



Source of data and Method of Data 
Collection
For the purpose of this study primary 
data was used. Primary data was 
collected using per-tested and 
structured questionnaire. Based on the 
questionnaires of survey company, 
related measurement items was 
a d o p t e d  f r o m  t h e  w o r k s  o f 
Bhattacharya and Sen (2003), Davis 
(2003), Wang (2006) and Zhang 
(2004) with little modification. The 
survey questionnaire comprises of 21 
predetermined questions. The survey 
is divided into 2 parts. The first part 
consists of general questions such as 
p e r s o n a l  b a c k g r o u n d  o f  t h e 
respondents whereas the second part 
consists of the research – specific 
questions. The researcher uses closed 
– ended questions in the survey, 
meaning that the possible answer 
choices are set out in the questionnaire 
and the respondents select the answer 
choices that best accommodates their 
response. The questionnaire items 
were measured on a five-point Likert 
Scale. The scale was as follows: 
S t r o n g l y  A g r e e d ( S A )  =  5 , 
Agreed(A)=4, Undecided(U)=1, 

Disagreed(D)=3, and Strongly 
Disagreed(SD)=2. By studying the 
theoretical background of brand value 
commitment and other variables in 
research framework, questionnaire 
was designed, and data was gathered. 
Method of Data Analysis  
Data collected was analyzed using 
regression analysis.
Validity 
The questionnaire was given to 
experts in the field of Marketing to 
ascertain whether or not the items on 
the questionnaire are related to the 
objectives and to find out if the 
contents of   questionnaire cover all 
the intended dimensions of the 
research. The validity exercise also 
helped in eliminating questions that 
are not necessary. In response to this, 
modifications and adjustments were 
made.  
Reliability
Cronbach Alpha coefficient was used 
to find out the instrument reliability. 
This study analyzes the Cronbach's α 
value by the reliability analysis of 
SPSS and gets the reliability analysis 
result on the table 1 below:
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Construct 
 

Brand 
affective 
commitment               
X1 

Brand quality 
commitment  

    X2 

Brand 
economic 
commitment       
X3  

Brand 
relationship 
commitment      
X4  

Consumer 
brand               
loyalty               
Y  

Measurement 
item number

 

3 3 2 2  5  

Cronbach α 0.729
 

0.832
 

0.827
 

0.829
 

0.708

The table above shows that all the Cronbach's α value are more than 0.6 and indicates all the 

measure items are reliable.



RESULT AND DISCUSSION
All hypotheses were tested and 
ana lyzed  us ing  s imple  l inea r 
regression analysis. The result is given 
below:
For hypothesis 1:
H0 : Affective commitment (AC) does 1

not have any significant effect on 

Consumer brand loyalty
H0 : Affective commitment (AC) does 1

not have any significant effect on 
Consumer brand loyalty (CBL)
Table 2 below shows the result of 
OLS-based regression of effect of 
Affective commitment on Consumer 
brand loyalty. 
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Dependent Variable: Consumer brand loyalty

   

Independent Variable: Affective commitment

   

     
     

Variable
 

Coefficient
 

Std. Error
 

t-Statistic
 
Prob.     

     
AC

 
0.272595

 
0.118034

 
2.309459

 
0.0236

C 3.315506 0.356191  9.308220  0.0000
     
     R-squared 0.064003     Mean dependent var  4.125250

Adjusted R-squared 0.052003     S.D. dependent var  0.576423

S.E. of regression 0.561235     Akaike info criterion  1.707328

Sum squared resid
 

24.56879
     

Schwarz criterion
 

1.766878

Log likelihood
 

-66.29310
     

Hannan-Quinn criter.
 

1.731203

F-statistic

 
5.333600

     
Durbin-Watson stat

 
1.987794

Prob(F-statistic)

 

0.023565

    

     

     

Source: Research Data (2020): result of regression analysis using E-views. 

 Affective commitment is taken in this 
study as the independent variable used 
to test  the effect  of  affect ive 
commitment on consumer brand 
loyalty. The partial slope coefficient of 
0.273 measures the elasticity of 
consumer brand loyalty with respect 
to the affective commitment. Based on 
the result on table two above, it could 
be seen that affective commitment has 

a coefficient of 0.273, which suggests 
that affective commitment has a 
positive effect on consumer brand 
loyalty. This implies that a unit change 
in consumer brand loyalty is as a result 
of  0 .273 changes in affect ive 
commitment i.e., a unit increase in 
affective commitment will lead to 
0.273 increase in consumer brand 
loyalty. It could be also be seen that the 



sig prob is 0.0236. Therefore, we 
reject the null hypothesis and accept 
the alternate. We conclude that 
a f f e c t i v e  c o m m i t m e n t  h a s  a 
significant effect on consumer brand 
loyalty.   
H0 :  There is no significance 2

d i f f e r e n c e  b e t w e e n  q u a l i t y 
commitment (QC) and Consumer 
brand loyalty (CBL)
Table 3 below shows the result of 
OLS-based regression of effect of 
quality commitment on Consumer 
brand loyalty.
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Dependent Variable: Consumer brand loyalty (CBL)

Independent Variable: Quality commitment

    
    

Variable

 

Coefficient

 

Std. Error

 

t-Statistic Prob.

    
    

QC

 

0.246459

 

0.077367

 

3.185598 0.0021

C

 

3.398104

 

0.236273

 

14.38210 0.0000

    
    

R-squared

 

0.115125

     

Mean dependent var

 

4.125250

Adjusted R-squared

 

0.103780

     

S.D. dependent var

 

0.576423

S.E. of regression

 

0.545693

     

Akaike info criterion

 

1.651162

Sum squared resid

 

23.22691

     

Schwarz criterion

 

1.710712

Log likelihood

 

-64.04647

     

Hannan-Quinn criter.

 

1.675037

F-statistic

 

10.14803

     

Durbin-Watson stat

 

1.924188

Prob(F-statistic)

 

0.002078

   

    
    

Source: Research Data (2020): result of regression analysis using E-views. 

Quality commitment is taken in this 
study as the independent variable used 
t o  t e s t  t h e  e f f e c t  o f  q u a l i t y 
commitment on consumer brand 
loyalty. The partial slope coefficient of 
0.246 measures the elasticity of 
consumer brand loyalty with respect 
to the quality commitment. Based on 
the result on table three above, it could 
be seen that quality commitment has a 
coefficient of 0.246, which suggests 
that quality commitment has a positive 
effect on consumer brand loyalty. This 

implies that a unit change in consumer 
brand loyalty is as a result of 0.246 
changes in quality commitment i.e a 
unit increase in quality commitment 
will  lead to 0.246 increase in 
consumer brand loyalty. It could also 
be seen that the sig prob is 0.0021. 
Therefore ,  we re jec t  the  nul l 
hypothesis and accept the alternate. 
We conclude that quality commitment 
has a significant effect on consumer 
brand loyalty.   
H0 : Economic commitment (EC) 3



does not have any significant effect on 
the Consumer brand loyalty (CBL).
The table 4 below show the result of 

OLS-based regression of effect of 
economic commitment on Consumer 
brand loyalty. 
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Dependent Variable: CBL

   

Independent Variable: EC
   

    
     
Variable

 
Coefficient

 
Std. Error

 
t-Statistic

 
Prob.

   

     
     

EC 0.214557 0.089479  2.397852  0.0189  

C 3.489304 0.272501  12.80474  0.0000  

     
     R-squared 0.068653     Mean dependent var  4.125250  

Adjusted R-squared 0.056713     S.D. dependent var  0.576423  
S.E. of regression 0.559839     Akaike info criterion  1.702347  
Sum squared resid

 
24.44673

     
Schwarz criterion

 
1.761898

 
Log likelihood

 
-66.09387

     
Hannan-Quinn criter.

 
1.726222

 
F-statistic

 
5.749692

     
Durbin-Watson stat

 
1.971865

 Prob(F-statistic)
 

0.018882
    

     
     

Source: Research Data (2020): result of regression analysis using E-views. 

Economic commitment is taken in this 
study as the independent variable used 
to test the effect of economic 
commitment on consumer brand 
loyalty. The partial slope coefficient of 
0.215 measures the elasticity of 
consumer brand loyalty with respect 
to the economic commitment. Based 
on the result on table four above, it 
cou ld  be  seen  tha t  economic 
commitment has a coefficient of 
0.215, which suggests that economic 
commitment has a positive effect on 
consumer brand loyalty. This implies 

that a unit change in consumer brand 
loyalty is as a result of 0.215 changes 
in economic commitmentie, a unit 
increase in economic commitment 
will  lead to 0.215 increase in 
consumer brand loyalty. It could also 
be seen that the sig prob is 0.0189. 
Therefore ,  we re jec t  the  nul l 
hypothesis and accept the alternate. 
We  c o n c l u d e  t h a t  e c o n o m i c 
commitment has a significant effect on 
consumer brand loyalty.   
H0 :  There  i s  no  s ignificance 4

difference between relationship 



commitment (RC) and Consumer 
brand loyalty.
The table 5 below show the result of 

OLS-based regression of effect of 
r e l a t i o n s h i p  c o m m i t m e n t  o n 
Consumer brand loyalty. 
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Dependent Vari able: CBL

Independent Variable: RC 
     
     
Variable

 
Coefficient

 
Std. Error

 
t-Statistic

 
Prob.

   

     
     

RC 0.350189 0.107281  3.264226  0.0016  

C 3.112634 0.316125  9.846211  0.0000  

     
     R-squared 0.120187     Mean dependent var  4.125250  

Adjusted R-squared 0.108907     S.D. dependent var  0.576423  
S.E. of regression

 
0.544130

     
Akaike info criterion

 
1.645425

 
Sum squared resid

 
23.09404

     
Schwarz criterion

 
1.704976

 
Log likelihood

 
-63.81700

     
Hannan-Quinn criter.

 
1.669301

 F-statistic
 

10.65517
     

Durbin-Watson stat
 

1.942897
 Prob(F-statistic)

 
0.001631

    

     
     

Source: Research Data (2020): result of regression analysis using E-views. 

Relationship commitment is taken in 
this study as the independent variable 
used to test the effect of Relationship 
commitment on consumer brand 
loyalty. The partial slope coefficient of 
0.350 measures the elasticity of 
consumer brand loyalty with respect 
to the Relationship commitment. 
Based on the result on table five (5), it 
could be seen that Relationship 
commitment has a coefficient of 
0 . 3 5 0 ,  w h i c h  s u g g e s t s  t h a t 
Relationship commitment has a 
positive effect on consumer brand 

loyalty. This implies that a unit change 
in consumer brand loyalty is as a result 
of 0.350 changes in Relationship 
commitment i.e a unit increase in 
Relationship commitment will lead to 
0.350 increase in consumer brand 
loyalty. it could also be seen that t the 
sig prob is 0.0016. Therefore, we 
reject the null hypothesis and accept 
the alternate. We conclude that 
Relationship commitment has a 
significant effect on consumer brand 
loyalty.   



Discussion of Findings
From table 2, it was seen that Affective 
commitment has a significant effect on 
consumer brand loyalty that means the 
higher the Affective commitment on a 
product the higher the consumer brand 
loyalty. With affective commitment 
customer develops an emotional 
a t t a c h m e n t  t o  t h e  b r a n d  o r 
organizat ion based on his /her 
identification with that brand or 
organization. Therefore, affective 
commitment helps customers to 
become loyal to a particular product 
thereby having desire to convert 
others to the brand via brand 
a d v o c a c y .   W i t h  a f f e c t i v e 
commitment consumers are willing to 
communicate their experience with 
the salesman and give a reasonable 
suggestion for further changes. This 
finding is consistent with the works of 
( Zhang et al  2014, Turri, Smith and 
Kemp, 2013). This implies that the 
higher the Affective commitment on a 
product the higher the consumer brand 
loyalty. 
From table 3, it was seen that brand 
quality commitment has a significant 
effect on consumer brand loyalty that 
means that the product of this brand is 
to be trusted, the product using effect 
of this brand is consistent with its 
commitment value, the brand's 
product is used very comfortable and 
since the product can perform these 
activities, the customers specified that 
they will stick to buy the product of 
this brand, they are willing to 
communicate the experience with the 
salesman and give the reasonable 

suggestion, they will recommend their 
friends and families to buy the product 
of this brand , they can tolerate the 
occasional carelessness and the brand 
crisis of this brand, Provided that there 
is the product of this brand in the store, 
they would not buy the similar product 
of other brand. That means that the 
brand quality commitment can affect 
consumer brand loyalty positively.  
These findings were consistent with 
the works of ( Zhang et al  2014;Turri, 
Smith & Kemp2013;Chumpitaz & 
Paparoidamis, 2004; Sebastianelli & 
Tamimi, 2002; Kenyon and Sen, 
2012)
From table 4, it was seen that 
Economic  commi tmen t  has  a 
significant effect on consumer brand 
loyalty that means that the price of this 
brand is reasonable and the product of 
this brand is cost effective. As a result 
of that the customer stated that they 
will stick to buy the product of this 
b r a n d ,  t h e y  a r e  w i l l i n g  t o 
communicate the experience with the 
salesman and give the reasonable 
suggestion, they will recommend their 
friends and families to buy the product 
of this brand, they can tolerate the 
occasional carelessness and the brand 
crisis of this brand, provided that there 
is the product of this brand in the store, 
they would not buy the similar product 
of another brand. That means that the 
Economic commitment can affect 
consumer brand loyalty positively.  
These findings were consistent with 
the works of ( Zhang et al  2014;Turri, 
Smith & Kemp, 2013).  Therefore, 
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price is an important element in 
consumers' purchases; therefore, it has 
a large influence on consumers' 
satisfaction judgments and also price 
percept ions  direct ly  influence 
satisfaction judgments.
From table 5, it was seen that 
relationship commitment has a 
significant effect on consumer brand 
loyalty that means that the employee 
(salesmen) of this company are good, 
the consumer feel the whole hearted 
service  commitment  f rom the 
employees.  As a result of that the 
customer stated that they will stick to 
buy the product of this brand, they are 
w i l l i n g  t o  c o m m u n i c a t e  t h e 
experience with the salesman and give 
the reasonable suggestion, they will 
recommend their friends and families 
to buy the product of this brand, they 
c a n  t o l e r a t e  t h e  o c c a s i o n a l 
carelessness and the brand crisis of 
this brand, provided that there is the 
product of this brand in the store, they 
would not buy the similar product of 
another brand. This is in line with the 
work of ( Zhang et al  2014; Turri , 
Smith  & Kemp 2013 ; Saeed, Rehman 
Akhta, and., & Abbas., 2014;; Sultan 
& Wong, 2013; Chang, 2013; Pi & 
Huang, 2011). 

CONCLUSION 
The aim of this research was to 
examine the effect of Brand Value 
Commitment on Consumer brand 
loyalty of Indomie noodles in 
Umuahia Abia state. Empirical 
literature showed that brand value 
commitment has significant effect on 

consumer brand loyalty. Therefore, 
the research was carried out to 
examine  t ru ly  i f  b rand  va lue 
commitment has significant effect on 
consumer brand loyalty and also to 
examine the nature of the effect. 
Theindependent variable (Brand 
Value Commitment) was measured 
with affective commitment, quality 
commitment, economic commitment 
and relationship commitment and null 
hypotheses were formulated. A 
questionnaire was constructed on five-
point Likert scale to generate data and 
simple linear regression was used to 
analyze the data. Based on the 
analysis, it was discovered that truly 
there is a significantly positive effect 
of affective, quality, economic and 
r e l a t i o n s h i p  c o m m i t m e n t  o n 
consumers' brand loyalty. The study 
reveals that the H0 H0 H0 and H01, 2, 3 4 

are not true and thus we can reject the 
hypothesis.  

LIMITATIONS AND FUTURE 
RESEARCH

This research focused on indomi 
noodle as one brand of noodles, 
therefore further research in other 
brand may be necessary before 
generalization can be made on the 
entire product. This research was 
ca r r i ed  ou t  on ly  in  Umuah ia 
metropolis, therefore further research 
should be carried out either the whole 
of Abia state or in Aba metropolis in 
Abia state who are known for giant of 
Africa, may be the result might be 
d i ffe ren t .  For  the  purpose  of 
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practicability and manageability, 
convenience sampling method was 
adopted to select respondents. Factors 
such as precision, confidence, time 
and cost constraints were taken into 
c o n s i d e r a t i o n  i n  s e l e c t i n g 
respondents., Therefore, further 
research may be conducted using a 
d i fferent  method of  sampl ing 
technique as such the result may not be 
100% accurate.  Furthermore, brand 
value commitment research may 
include other less acknowledged 
brand commitment variables such as 
calculative commitment, normative 
commitment and organizational 
commitment. Therefore, future 
researcher can undertake research 
under such variables. There is also less 
measure items on the latent variable 
and for future research, the researcher 
should add some items to enhance the 
reliability of the questionnaire.
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