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This study tries to measure the factors in�uencing brand loyalty of baby diapers in Kathmandu City. 

Primary cross section data were collected using structured questionnaires. 200 working mothers were 

chosen as sample of the study. Reliability analysis, descriptive statistics and regression analysis was 

done to �lter the questions, to summarize the data and to test the hypotheses. This research con�rmed 

convenience, product quality, design, brand experience and brand image factors are important factors 

for brand loyalty of baby diaper products. Price has no support for brand loyalty.

����:R���� Brand Loyalty, Kathmandu City, Baby Diaper Products

,QWURG�FWLRQ
Brand loyalty motivates the consumer that their product has the required qualities and this 

becomes the base for a future purchase behavior. Holt (2004) argues that brand loyalty is 

the consumer’s willingness to stay with a brand when competitors come knocking with 

offerings that would be considered equally attractive had not the consumer and brand shared 

a history. Kabiraj and Shanmugan (2011) argued brand loyalty as the consumer's conscious 

or unconscious decision, expressed through intention or behavior, to repurchase a brand 

continuously. Thiele and Bennett (2001) also support the consumers show different attitude 

towards durable goods and consumption goods. 

Son (2010) described brand loyalty as deeply held commitment to re-buy or re-patronize 

a preferred product in the future. Mokhtar, Amjad and Husain (2000) argue brand loyalty 

generate pro�t and future growth of the organization. Brand loyalty has been described as 

behavioral responses to the brand (Jacoby & Kyner, 1973). Brand loyalty means customer 

purchase the product repeatedly in the future. Customer purchases the liked brand most often 

(Aawan & Rehman, 2014). Brand Loyalty is a context where the consumer fears purchasing 

and consuming product from another brand which he does not trust. 

Baby diaper industry is the fastest growing industries in the world. One of the main in�uence 

of growing diaper  industry is that it is largely fueled by the growing baby population in 

developing nations, where the disposable income of parents have also increased considerably 

at the same time. In addition, growing number of women entering into mainstream workforce 
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has helped the baby care market to grow, as the average disposable income of the family 

has grown. Baby care market has also witnessed a growing trend in baby speci�c products, 

especially baby cosmetics & diapers, in terms of ingredients used and poses no threat to 

baby’s health.

Several companies are competing in baby care products in Nepalese market. These are Johnson 

& Johnson, Farlin, Unicharm, Huggies, Pampers, Soft Love and Cudlers etc. This research is 

going to focus in disposable pant style diapers which are currently competing in Nepalese 

market (Sharma, 2014). Altogether �ve different brands are competing in disposable pant 

style diapers in Nepal (Sharma, 2014). They are Unicharm (India), Huggies (USA), Soft Love 

(Srilanka), Cuddlers (Nepal) & Sweety (Indonesia) (Sharma, 2014). Among them, Unicharm 

India is at top with its product MamyPoko Pants and the second is Huggies, third Cuddlers, 

fourth Soft Love and last Sweety based on their sales in Nepal (Sharma, 2014).

Convenience means something is comfortable and easy to use. It is a key driver to loyalty. 

Product quality means the features that deliver the satisfaction to customers. It is conformance 

to requirement (Russell & Taylor, 2006). Design is the visual appearance that attracts 

customers to brand (Frings, 2005) and more on fashion related (Duff, 2007). Product design 

motivates customer to ask more about products (Sproles & Kendall, 1986). Price is viewed 

as an important factors that is basis for comparing products, brand switching and allow to 

pay premium prices to products (Cadogan and Foster, 2000; Keller, 2003). Brand experience 

is the subjective responses related about how consumer feel about brand related stimuli like 

to sensation brand color, shape, typeface, background design, brand websites, and brand 

characteristic (Oliver, 1999). Brand image move customer to new zone that is brand loyalty 

(Lazarevic, 2011). It is an intangible aspect of brand in the mind of customer (Keller, 2003). 

Chen and Myagmarsuren (2011) argued brand image is an important factor when consumers 

compare products.

Nowadays consumer has various alternative choices to select the brand so the marketers are 

facing very tough competition to sell their products. At present the consumption of diaper is 

highly increasing. No research was found on investigating the brand loyalty of baby diaper 

products in Nepal. So, this research is designed to measure the brand loyalty of baby diaper 

products in the Nepalese context. 

The study is based on consumers brand loyalty in diaper based on Kathmandu valley. The 

research question was designed as followed, 

What are the factors in�uencing brand Loyalty on baby diaper products?

The aim of the study is to ful�ll the following issues:    

To analyze the frequency of purchase of diaper products. 

To examine the factors affecting the brand loyalty of diapers products.
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The research determined the factors in�uencing brand loyalty of customers towards baby 

diaper products. Some limited of this research were, 

This study was limited to working moms in Kathmandu City. 

Basically, primary cross section data were collected to ful�ll the objectives of the 

research. 

Survey was done in Kathmandu City. 

5HVHDUFK�)UDPH�RUN
The conceptual framework is the basis or foundation upon which the study is established. 
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Variable De�nition

The main variables were convenience, product quality, design, price, brand experience, brand 

image and brand loyalty. Independent variables were convenience, product quality, design, 

price, brand experience and brand image. Dependent variable was brand loyalty. 

Brand Loyalty of Baby Diaper Products
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Table 1: Variable Identi�cation

5HODWLRQVKLS
,QGHSHQGHQW�

YDULDEOH

'HSHQGHQW�

YDULDEOH
��SRWKHVLV

Convenience and Brand 

Loyalty
Convenience Brand Loyalty H

1

Product Quality and 

Brand Loyalty
Product quality Brand Loyalty H

�

Design and Brand Loyalty Design Brand Loyalty H3

Price and Brand Loyalty Price Brand Loyalty H4

Brand Experience and 

Brand Loyalty
Brand Experience Brand Loyalty H5

Brand Image and Brand 

Loyalty
Brand Image Brand Loyalty H6

��SRWKHVHV

Based on the research framework on Figure 2, following hypotheses have been formulated:

H1: Convenience signi�cantly in�uence brand Loyalty of customer. 

H2: Product Quality signi�cantly in�uence brand Loyalty of customers.

H3: Design signi�cantly in�uence brand Loyalty of customers. 

H4: Price signi�cantly in�uence brand Loyalty of customers. 

H5: Brand experience signi�cantly in�uence brand Loyalty of customers. 

H6: Brand image signi�cantly in�uence brand Loyalty of customers.

5HVHDUFK�0HWKRGV
The objective of the research was to measure the brand loyalty on baby diaper products. To 

obtain the objective, this research adopted positivists approach. In this regard, quantitative 

research method was applied. There are some reasons of following quantitative method. First, 

quantitative method is appropriate when hypotheses are developed (Creswell, 2009). Second, 

sample of the research should be representative to obtain the research objective. Quantitative 

research is suitable while large samples are taken. Third, to test the quantitative method 

survey research was done to assure the use of the positivist methodology. 

Descriptive and causal research design was applied in this research. Constructs were based 

on literature and studied in detailed. 

Subject of the study was diaper purchasing consumers in Kathmandu City. The respondents 

of this survey were the working mothers reside in different locations in the Kathmandu City 

who used to prefer branded product for their baby’s and are more concerned in health and 



�����0�����������

modern products with more disposable income. 200 consumers were selected who used to 

purchase baby’s diaper for their kids. 

Convenience sampling method was used for collecting data. Structured questionnaires were 

designed to entertain the large sample as suggested by Kline (1998). Eldred (1987) suggests 

that for most types of marketing research projects, samples of 100 to 200 persons are suf�cient 

to yield useful results. For large sample standard errors are small enough to be of practical 

use (Malhotra & Birks, 2003). Primary cross-section data were collected in this research. 

Structured questionnaires based on Likert scales were distributed to gather the data. 

Respondents were approached at different locations in Kathmandu City and requested to 

ful�ll the questionnaires. A short brief about the research is communicated and questionnaires 

were distributed to �ll up and collected. 

Reliability analysis was done to check the consistency of the questionnaires �lled. Descriptive 

statistics was done to summarize the data. Multiple regression was run to test hypotheses 

assumed. 

86 percent respondents were female and 14 percent respondents were male. Majority of the 

respondents were female. Majority of the respondents were in the age between 20-30 years of 

65 percent followed by respondent's age between 30-40 years of 28 percent. This showed mid 

aged young generated were more inclined towards purchasing diaper products. 51 percent of 

the respondents were having bachelor degree and 39 percent having master degree. 

5HJUHVVLRQ�0RGHO

BL=α + β
�
CO + β

�
PQ + β

�
DE + β

�
PR + β

�
BE + β

�
BI + ε

�
 …………..(1)

Where,

Where, BL= Brand Loyalty; α = Constant ; β
�
 = Slope of the regression model; �

CO = Convenience; PQ = Product Quality; DE = Design; PR = Price; BE = Brand Experience; 

BI = Brand Image, and ε = Error term. 

5HV�OWV�DQG�'LVF�VVLRQ

8VH�RI�'LDSHU�3URG�FWV�

Fourty �ve percent respondents were using the diaper products for one to two years followed 

by 36 percent of respondents were using the diaper products by less than one year. 

5HOLDELOLW���QDO�VLV

Reliability analysis based on Cronbach’s alpha determines the internal consistency or average 

correlation of items in a survey instrument to gauge its reliability. 

Brand Loyalty of Baby Diaper Products
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The value of Cronbach’s Alpha coef�cient (α) lies from 0 to 1 and may be used to describe the 

reliability of the scale items (Nunnaly & Bernstein, 1994). 

7DEOH����5HOLDELOLW���QDO�VLV

&RGH 3DUWLF�ODUV &URQEDFK�V��OSKD

CO Convenience .793

PQ Product Quality .748

�� Design .845

PR Price .834

BE Brand Experience .712

BI Brand Image .766

BL Brand Loyalty .751

Table 2 showed the results of reliability of measurement scales of constructs. Cronbach’s 

Alpha coef�cients were highly reported and showed excellent �t (George & Mallery, 2009; 

Nunnaly & Bernstein, 1994).

'HVFULSWLYH�6WDWLVWLFV
Descriptive statistics is used to help describe, show or summarize data in a meaningful way 

so that patterns are seen and can be analyzed. Descriptive statistics is only to identify pattern 

but is not for the purpose of making conclusions or to reach conclusions regarding any 

hypotheses. They are simply a tool to describe the data collected through the questionnaire.

7DEOH����'HVFULSWLYH�6WDWLVWLFV

&RQVWU�FWV 0HDQ 6WG��'HYLDWLRQ

Convenience 3.960 .57

Product Quality 3.820 .75

Design 3.287 .78

Price 3.666 .77

Brand Experience 3.935 .71

Brand Image 3.985 .70

Brand Loyalty 3.831 .69

Table 3 showed the mean value of convenience, product quality, design, price, brand 

experience, brand image, and customer satisfaction were communicated above 3. This showed 

that respondents viewed these variables have in�uence on forming purchase and loyalty of 

diaper products. 
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5HJUHVVLRQ��QDO�VLV

5HJUHVVLRQ��VV�PSWLRQ�7HVWV

Regression assumption tests were done before running the regression analysis. Normality, 

linearity, multicollinearity, and independence of error test showed no problems on data.  So, 

regression analysis was done. 

7DEOH����5HJUHVVLRQ��QDO�VLV

(�SODQDWRU��9DULDEOH Coef�cient of β 6LJ�

Constant .209 .153

Convenience (CO) .053 .035

Product Quality (PQ) .096 .044

Design (DE) .010 .043

Price (PR) - .053 .229

Brand Experience (BE) .208 ����

Brand Image (BI) .243 ����

R = 0.73; R�= 0.63; Adj. R� = 0.61; S. E. = .3504; F-Value = 145.36; 

p-value of F test  = 0.000. 

Sig. at 5% level

Model: BL = .209 + .053 CO + .096 PQ + .010 DE - .053 PR + .208 BE +.243 BI

Table 4 showed F-value and p-value of regression model was 145.36 and 0.000 which was 

signi�cant at 5% level of signi�cance. So, the model �tted linearly. 

R square of this model was .61 or 61% that means the model is predicted 61% in brand loyalty 

by variation of explanatory variables (convenience, product quality, design, price, brand 

experience, and brand image).

��SRWKHVHV�7HVWLQJ

H1:  Convenience signi�cantly in�uence brand Loyalty  of customers. 

 Sig. value of convenience is 0.035 which is signi�cant at 5% level of signi�cance. So, 

H1 is accepted. Convenience signi�cantly in�uence brand loyalty on baby diaper 

products. 

H2:  Product Quality signi�cantly in�uence brand Loyalty of customers.

 Sig. value of product quality is .044 which is signi�cant at 5% level of signi�cance. 

So, H2 is accepted. Product quality signi�cantly affects brand loyalty on baby diaper 

products.

Brand Loyalty of Baby Diaper Products
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H3:  Design signi�cantly in�uence brand Loyalty of customers. 

 Sig. value of design is .043 which is signi�cant at 5% level of signi�cance. So, H3 is 

accepted. Design signi�cantly affects brand loyalty on baby diaper products.

H4:  Price signi�cantly in�uence brand Loyalty of customers. 

 Sig. value of price is .229 which is not signi�cant at 5% level of signi�cance. So, 

H4 is not accepted. Price does not signi�cantly affect brand loyalty on baby diaper 

products.

H5:  Brand experience signi�cantly in�uence brand Loyalty of customers. 

 Sig. value of brand experience is .000 which is signi�cant at 5% level of signi�cance. 

So, H5 is accepted. Brand experience signi�cantly in�uence brand loyalty on baby 

diaper products.

H6:  Brand image signi�cantly in�uence brand Loyalty of customers.

 Sig. value of brand image is .000 which is signi�cant at 5% level of signi�cance. So, 

H6 is accepted. Brand image signi�cantly in�uence brand loyalty on baby diaper 

products.

&RQFO�VLRQ
This research is done to measure the brand loyalty of baby diaper products in Kathmandu 

City. The result is consistent with Chen and Myagmarsuren (2011), Sproles and Kendall (1986) 

that product quality and brand image had in�uence on brand loyalty of baby diaper products. 

Convenience, product quality, design, brand experience and brand image factors are most 

determining factors for brand loyalty of baby diaper products in Kathmandu City. Major of 

the respondents were using baby diaper products from more than a year. Respondents prefer 

baby diaper because it is conveniently purchasing, product quality is good, design is new and 

performing well, customer experienced more and trust gained from it and superior brand 

image of the baby diaper products. Diaper marketers should consider convenience, product 

quality, design, brand experience and building brand image of diaper products. 
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