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Abstract:
In an intensively aggressive and competing market, consumers are exposed to countless

choices and alternatives which make his satisfaction very crucial. Brands employ different
tactics to build long-term competitive advantage and maintaining loyalty.

The future of businesses requires not only rely on creative and imaginative strategies, but also
needs a deep understanding of consumer psychology to be able to predict his behavior and
reach his satisfaction. Consumer became the key person and the center of attention in today's
reality and future plans. Brands realized the importance of building loyalty as it lessens the
time, expenses and efforts of doing business, Loyalty also could confront the competitors'
plans for switching behavior. They understand how consumer satisfaction straightforwardly
influences businesses.

The problem is that some online and social networking services face a difficult challenge to
build loyalty through engagement. The lack of emotional and face to face, linking which
considered the strongest bond between consumer and brand affects negatively loyalty.
Building brand loyalty via the internet is challenging because of information availability,
people reviews and the wide range of competition could be an obstruction, the user can search
for reviews and compare between products or services instantly makes it hard to build a long-
term relationship and keeping consumer connected.

Previous research focused on interpreting brand loyalty through behavioral, marketing or
conceptual framework. This paper reviews brand loyalty, trying to understand it from a
consumer perspective. Through a qualitative study aims to explore the factors affecting
building brand loyalty in social networking services. The purpose of this study is analyzing
factors that lead to building strong (Google Brand) loyalty, in Egypt.
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Introduction:

In a rapidly evolving world, innovation and social changes reshape the consumer perception
and behavior which thus change the game of business, markets, and competition. Consumer
loyalty and Satisfaction along these lines turned out to be amazingly useful to organizations as
it prompts to make a positive experience and rehash purchases. The dimension of brand
loyalty has likewise been utilized as a proportion of the achievement of the marketing strategy
and a partial measure of brand equity furthermore as an incomplete proportion of brand value.
Aaker (1991)believes that 'the brand loyalty of the customer base is regularly the core center
of the brand's equity'. (18) The quickly changing markets, technological potential and the
advance of startups that make it more vital to create inventive plans of action and reconsider
traditional ones.

These conditions shorten the time that old plans of action can remain viable. (29) In 2008
People Metrics published that the integrated dominant factor that builds brand loyalty
according to most of the literature, was satisfaction. Consequently, business leaders scholastics
and research experts for over two decades focused on maintaining customer satisfaction and
loyalty. The cost related to keeping the existing consumers in opposite to attract new ones are
surely understood, to be considered one of the advantages of concentrating on enhancing
customer loyalty, this will lead also to retention rates increase and positive word-of-mouth.
(13) Shared values also have considered a standout amongst the most critical factor in
building loyalty especially in the recent years corresponds with increasing the attention
towards the cultural health and global issues and people’s awareness of environmental
problems. Maslow’s hierarchy of needs can help in interpreting the relationship between
consumer and brand; each level of the pyramid results in prominent security. Similarly here,
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the relationship ends up more grounded as we ascend the pyramid in light of a derived
preference. Marketing wit (2018) also considered Psychological Inspirations as one of the
Key Factors That affect the Consumers’ Purchasing Decisions; they contended that every
person has different needs. Physiological, biological and social needs. As indicated by
Maslow's hierarchy from the most pressing to last. These include physiological, safety needs,
social needs, esteem or ego, and self-actualization needs. Some may appear more important at
some point, turns into a rationale. Once fundamental physiological needs are satisfied, a
person proceeds on to acquire others in a similar request. (22) Dasteel (2014) added that
emotional attachment could be created through engagement activities that protect consumer
from competitors, these activities also encourage repurchasing if the efforts are correlated to
growth metrics, profits and revenue. The commitment will turn into a key measurement of
business in the future. (7)

Literature review:

Brand loyalty Framework:

Aaker (1991) relates brand loyalty to the level of attachment of the consumer towards a brand.
according to him, Switching behavior can be predicted, especially in case of changing product
features or prices. He added that customer loyalty is the core of a brand’s equity. (1) Market
Business News (MBN) (2018) describes “Consumer preference” towards a specific brand
depending on the term “Brand Loyalty” if a consumer buy a product consistently.(23) While
American Marketing Association (AMA) (2018) defines Brand Loyalty according to the
purchase pattern of the consumer of the products or services of the same brand. (3) Will
(2018) also agreed that behavioral pattern could define loyalty because it indicates the
commitment of the consumer over time. Rewards or loyalty programs are used as free creative
marketing strategies. (35). Empirically most researchers defined brand loyalty instead of
theoretically, while few of them stated both was the same. (18) Accordingly, Kasolowsky,
(2014) stated that brand loyalty can be demonstrated in a wide range of ways and a degree of
complexity, most of them revolve around basic points; satisfaction, consumer experiences
and, engagement. (15) The emotional link between brand and consumer, in addition to how
brands could fulfill the consumer’s physical needs are the base of building loyalty, eventually
the right branding builds and maintain brand loyalty. Forsido (2012) stated that most
practitioners and academicians tried to conceptualize brand loyalty, they focused on the
attitudinal brand loyalty more than the behavioral aspect, except when they found out that
behavioral definition couldn’t give them a comprehensive image of loyalty. (12)

The importance of Brand Loyalty:

According to MBN (2018) Building a solid customer base that able to outperform competitors
and gain a competitive edge depends on Brand loyalty. The willingness of paying higher
prices or making a special effort for a specific brand considered a high level loyalty.
Consumers do only when they prefer this brand. (23) Successful, sustainable and long-term,
business reflects Brand loyalty, because loyalty is an indicator of future performance, it
indicates continue purchasing products , paying more and positive word of mouth about them,
which subsequently helps in attracting more consumers. Lechner, (2007) agreed also that the
chances of buying products more often, increases in case of a loyal consumer, because he is
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more immune to competitors, that’s why brands use the same names when launching new
products or services (20) Opzeeland (2016) and Knox and Walker (2010) also agreed that
loyalty is an indicator of brand success and it is the primary dimension of brands equity and
effectiveness. (26),(18)

Levels of Brand loyalty:

DeMers (2017) classified Brand Loyalty into two different levels (8)

Brand loyalists: Who buy a specific brand without any intention to switch despite the
competitor’s effort to attract them.

Repeat purchases: Who is repeating purchases in light of an ideal experience given by the
brand, But lower prices could be a reason for them for switching to other brands.

Theoretical framework:

Measuring Loyalty:

Brand loyalty concept according to Aaker (1991) presented as a pyramid, is divided into 5
tiers as shown in fig (1) represents levels of brand loyalty the lowest from the bottom in an
ascending order to the highest level in the top; switcher, habitual, satisfied, liker to
committed. (1) Aaker in his framework considered satisfactory as a moderate level loyalty or
the least if we consider switcher, and habitual not loyal enough. He also defined commitment
at the highest level of loyalty

A

\
Comminted ™\
1o the brand

Likes the brand N

/ Sattsfied—with switching costs

Habital—with no reason 10 change \
AN

/ N\
- A \
/ Switcher—price sensitve-indifferent-with no brand loyalty \\

Fig (1) The concept of brand loyalty according to Aaker

MTAB stated that loyalty is difficult to be measured, they argued that loyalty depends on
the consumer’s previous purchasing actions, which is not reliable enough to prove the
future loyalty. This means that it doesn’t guarantee loyalty in the future. (24)

That’s why Jeb (2014) relates customer engagement with loyalty, it is easy to be measured
and it is based mainly on the willingness of consumer to invest time and money with the
brand. (7)

Opzeeland (2016) stated four Indicators of brand loyalty: (1)

1- Repurchase Ratio: This measures the ratio of repeat purchasers, considering the
purchase as the essence of the brand/consumer relationship. But this metric can’t be
generalized because the measurement ratio differs according to the business model.

2- Upselling Ratio: This measures the proportion of the consumers who've purchased more
than one product of the same brand to the consumers who've purchased just a single product.
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The trust a brand gained through consumers’ experiences is an unmistakable sign of customer
loyalty.
3- Customer Loyalty Index (CLI): it is a standardized tool to measure customer loyalty
over time, and its estimations of NPS, repurchasing, and upselling. It uses 6/point scale
to calculate values through the NPS questionnaire as follows: Definitely Yes =1 and
Definitely No=6

1=100 2=803=604=405=206=0
4- Engagement: Customer engagement, according to Curtis N. Bingham, is the most
effective way to predict customer loyalty. Bingham argues that engagement metrics are easier
to measure in caparison to NPS and CLI. He also explains that loyalty results out of positive
brand experiences, which foster emotional attachments.

The Net Promoter Network (NPS) created a metric that indicates the level of customer’s
likeliness with a value between 1-10. It also divides consumers into three categories as shown
in fig (2):

Detractors: With a score of 6 or lower. (lack of loyalty)

Passives: With a 7 or 8 (Quite satisfied)

Promoters: With a 9 or 10 (likely to recommend the brand and repeat purchasing)

Total (NPS) is calculated by subtracting the percentage of the “Detractors” from the
percentage of “Promoters”. (26)

HOW LIKELY ARE YOU TO RECOMMEND US?

Fig (2) NPN likeliness metric

Knox and Walker (2010) partially agreed with Aaker’s matrix, they presented 4 styles of
consumer purchasing: Loyals, habituals, variety seekers and switchers. (18) While the author
of “Measuring Customer Satisfaction and Loyalty” Bob Hayes, divided them into 3
measurements: Retention, Advocacy and Purchasing as indications of Loyalty:

1. Retention: It reflects the customer’s willingness to commit to a certain brand or
product. It is a model that aims to predict consumer’s behavior in the future. It is
responses analysis according to patterns to measure overall satisfaction.

2. Advocacy: Relate to the customer’s perception of the brand image depends on to a
single experience or an overall and general impression.

3. Purchasing: It increases or decreases according to additional purchases.

Advocacy and Retention are different, but they have common things. Retention requires
engagement through repeating purchases, while advocacy needs less action, However, the
strongest customer satisfaction indicator is related to purchasing. (24)

Jacoby and Chestnut (1978) also classified brand loyalty measurement into three groups. (18)
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(1) Stress behavior
(2) Stress psychological commitment.
(3) Composite indices.

Factors affecting brand loyalty:

Recent research show that the factors affecting loyalty are increasingly perceived as being
competitive advantages. However, some empirical research has been directed to determine
their relationships with consumer satisfaction, behavior and loyalty.

Customer satisfaction and expectations:

According to Forsido (2012) researchers claim that we can’t understand customer satisfaction
without loyalty, because satisfaction is the customer expectation and post purchase experience
outcome. The importance of the brand to the consumer determines the level of his
expectation. (12) Most of the previous studies and research whether they were conceptual or
behavioral based agreed on three main factors affecting loyalty:

1. Brand trust:
Gommans, et el (2001) believed that brand trust is the core of behavioral and attitudinal
loyalty, this affects indirectly marketing, positioning and prices. (14) Trust is considered the
core of the value-based brand. Trust is the cornerstone of all relationships, it holds things
together and illustrate brand reputation. The values-based brands depend on some points to
build trusted relationships with consumers as follows:

Value their goals and motivation more than benefits

Exclude a business first culture

Focus on priceless things.

We should live our convictions

Listen more and market less

Improve the life quality (10)
Loyal consumers believe that their brands have a unique value that’s why they are more
willing to invest and pay more. According to the commitment-trust theory, this is a kind of
uniqueness that depends on favorability and likeability rather than just trust. In 1994 Morgan
and Hunt considered that trust is the key factor in building and maintain long term
relationships. In 2001 Ballester and Aleman agreed that there is a conceptual connection
between trust and loyalty. Subsequently, the results confirmed the importance of trust in
building customers' commitment towards a particular product or a brand. (30) Kim et el
(2008) had developed a theoretical framework to describe the decision process that based on
trust, especially with regard to purchasing, they found that perceived risk and consumers' trust
strongly affect the purchasing decisions. They listed the strong factors according to their
study; reputation, privacy concerns, the information quality, security concerns and trust. (17)

2. Perceived quality:
In 1998 Ruyter et el found a direct correlation between brand loyalty and perceived service

quality.

They justify this result, according to the customers’ perception and how it affects and
enhances their loyalty. (34) Research proved that quality has a strong impact on repeating
purchase, so, it is considered as one of the important factors in maintaining brand loyalty.
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According to VraneSevic and Stanandccaronec (2003) consumers’ choice and loyalty is the
main indicator of identifying and differentiating quality. Means that the brands that provide a
high level of quality are more likely to be chosen over and over, because they are making
efforts to meet customers’ expectations and satisfaction. Similarly, Ruyter et el (1998)
considered the quality of products and services shape positive consumer’s perception towards
the brand, which enhance their loyalty. (30) Forsido (2012) also confirmed that perceived
quality when expecting brand loyalty has been judged favorably. (12)

3. Brand Shared Values:

Ciotti (2016) believes that Brand loyalty is about shared values. He stated that building
positive connection between the brand and consumer depends on having common
philosophy, similar opinions and shared values. (5) Dowson (2012) stated that people attach
to their like-minded mates. He added that brands gain their power from their shared values.
(10) Schultz (2001) also mentioned how important the brand value is when he considered it as
he said “the heart and soul of the brand” Crescitelli et el (2009) put a set of attributes that
they think influence the consumer purchase process; values, associations personality and
quality. These aspects reside deeply in the consumer’s mind. (6) Dowson (2013) added the
brand’s higher purpose, contribution, culture and, philosophy are key components of shared
value that both the brand and consumer believe in. It is mainly about the like-minded. (9)

The concept of shared value depends on identifying the correlation between economic and
societal progress. It can be characterized as branding strategies that aim to improve and
support brand competitiveness. (28) Ouden (2012) stated that distinguishing the levels of
value is very important to a better understanding of brand shared values. He divided values
into Four distinct levels; value for users, organizations, ecosystems and society (27) Porter
and Kramer (2001) agreed that brands could gain competitive advantage and build loyalty
through social and environmental responsibilities, considering this one of the corporate
system’s critical elements. (28)

Harvard Business Review published in 2016 an article about The Ecosystem and its
relationship with shared Value argued that businesses confront obstructions that’s why they
seeking recently to creating shared value not only to success financially but also to fructify
societal advantages that turned into a an imperative for organizations because of gaining a
legitimacy of business (19)

Brands used their shared value through policies and practices to contribute and gain
competitive advantage to strengthening the communities in which they operates. (28)

Aaker David and Marcum Andrew (2017) added five variables as drivers of brand loyalty.
2)

as shown in fig (3):

Dependable: described as expectations, trust and consistent experiences.

Better: described as excellence and superiority

Social media: described as Interesting and online engagement

Light emotional connection (LEC): described as: Happiness

Heavy emotional connection (HEC): described as Inspiration and emotional connection
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Fig (3) Drivers of brand loyalty
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Fig (4) Marketing charts of 2018 consumer loyalty leaders

Methodology:

Qualitative research based in-depth interviews (Study 1) approximately 72 interviews were
conducted with social networking service users, the interviews focused on questioning the
main factors the consumers consider when using social networks, based on the latest research
and evaluation (2018’s Top Brands Ranked by Customer Loyalty ) done by ; Forbes,
marketing charts, Fig (4) Investopedia and according to Brand Finance, a brand consultancy
firm. Google ($120.9 billion) You tube, Facebook ($89.7 billion) and Instagram have been
rated respectively at the highest levels of brand loyalty over other social networking services.
Marketing charts (2018) published that Google appeared in the top 20 two times. YouTube
also was the second. Surprisingly, Facebook led the loyalty of the Social Networking
category, ahead of YouTube and Instagram”

Gor gle 2 YouTube n r@

Fig (5) Google, Youtube, Facebook and Instagram logos respectively

The interviews concentrated on confirming their ranking in addition to questioning the
likeability, importance and consumer satisfaction towards these services and whether they add
positively to the user’s life or not and the expected switching behavior in the future. The study
aims to explore the main factor affects and enhances brand loyalty from a user perspective.

A Quantitative approach (Study 2) then is used to confirm the qualitative study and to
determine the factors build and maintain Google loyalty in Egypt. In total 300 responses data
were collected through a questionnaire designed contains 21 questions into 5 categories, to
investigate the importance of each factor towards a Google brand. The data collected through
an online questionnaire. The first part of the question includes basic information of the
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respondents; age, gender, The second part of the question includes the factors mentioned in
the literature and qualitative study; customer likeability and satisfaction, perceived quality,
brand shared values, integration, privacy, trust and switching.

Hypothesis:

H1: Consumer perspective can help in providing a deeper understanding of brand loyalty
H2: Achieving consumer satisfaction and build positive user experience depend on

expectations and needs which in turn change according to the time and brand category
Study 1:
Qualitative study agreed with the evaluation done to arrange social networking brands (rated
from 0-10) as follows:

Table 1
Google You tube Facebook Instagram
Likeability 10 7 7 55
Satisfaction 10 8 6 4
Familiarity 9 9 10 7
Usability 10 9 9 8
Uniqueness 10 9 8 6
Table 2
Google You tube Facebook Instagram
Detractors >6 |  ---—-- 3% 3% 6%
Passives 7-8| = ----- 11% 26% 52%
Promoters 9-10 100% 86% 71% 42%
Table 3
Google You tube Facebook Instagram
Trust 92% 50% 46% 4%
Quality Very good Good enough Good Good enough
Shared Values 18% Don’t know Don’t know Don’t know
Switching 0% 18% 23% 92%
15 1.5
10
5 1
’ A Q A o
e%‘.’%(\ _ é%é\o é§,g~<‘ 05%‘5& & 0
A %’5\ <@ 00\ Google You tube Facebook Instagram
Google You tube Facebook Instagram Detractors >6 M Passives  7-8 M Promoters 9-10
Fig (5-a) Fig (5-b)
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100%

90% 92% 92%
80%
70%
60% Trust
50% 50% Quality
46%
40% Shared Values
30% Switching intentions
23%
20% 18% 18%
10%
4%
0% 0% 0 0 0"
Google You tube Facebook Instagram

Fig (5-¢) The relation between Switching and (Trust, Quality and Shared Values)

Google : Google considered one of its kind, the recent evaluations as mentioned before show
that Google ranked as one of the most important brands, especially in the past 3 years. Nakhil
(2017) stated that Google is an impressive brand through keeping its service and products in
simplicity and reduce complexity. She also added that Google success depends mainly on
trying to exceed consumers’ expectations and targeting their satisfaction. (25) People consider
Google as an indispensable part of their daily lives. The study showed a 100% Likeability and
Satisfaction towards Google. People also agreed that Google success is not easily reachable
and it's too hard to compete with, and that's why they didn't consider switching actions. On
the other hand, 92% of the participants know nothing about google shared values, the others
were not sure about it but tried to deduce them.

You tube: Participants agree that youtube is unique and it is the best in offering this kind of
service, they use it for audio-video contents because of its simplicity and familiarity, at least
48% of the participants don't even know that Youtube has any competitors. 75% didn't know
that Youtube is owned by Google company proving that they have no effect on each other.
Youtube is trying to improve its services and this is obvious for almost all the participants.
But 18% considered switching to another brand if a better one released. YouTube Trust
recorded an average rate while brand shared values were not unknown.

Facebook : 10% of the Participants have already a Facebook account, but almost 89% of them
only who are actively using it in their social communications and news feeds. While 2% are
not interested in Social media in general, 10% are not interested in Facebook for different
reasons but they didn't delete or activate their accounts. Users show almost the average level
of satisfaction, only 60% which reflects the role of familiarity and usability in building
Facebook loyalty. Facebook Users considered it the best social media plate form because they
find most of their friends and contacts, This enhances their loyalty thinking that switching
will be too difficult. On the other hand trust with 46% is not enough to consider a key factor
in brand loyalty, while values obviously have no effect as all participants couldn't recognize
or even predict Facebook shared values.
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Instagram :10% of Instagram users are already Facebook switchers, the significant
observation is that Instagram users are younger than Facebook users in general. All loyal
users of Instagram are less than 25 years old, as they consider Facebook is for older people.
At least 50% of Instagram users find it Interesting and enjoyable because they prefer sharing
photos rather than texted contents. 92% of Instagram users don't mind switching to another
application if they find a more trendy and interesting one, showing lack of loyalty.

Study 2 (Google):

In a quantitative study targeted google users in Egypt, an online questionnaire was distributed,
The results agreed with all the evaluations done to measure the strongest and the highest
brand loyalty levels in 2018. Andrew (2018) also stated that the success story of Google is
reflected through becoming a verb. (4) The study shows that 96% of the participants consider
Google as an irreplaceable brand because of its Brand trust and quality while shared value
reflect the lowest effect. Uniqueness, Usability, and Integration were added as factors
affecting brand loyalty, according to the qualitative study.

Table 4
Trust Quality Shared Uniqueness | Usability | Integration
values
Google 84% 92% 2% 98% 92% 100%

Trust
18%

Quality
20%

Shared values
0%

Fig (6) The Factors affecting Google loyalty

Findings and Discussion:

Google Trust: Thompson (2017) stated that Google's generic strategic choices directly relate
to the nature of its business and the characteristics of the industry. And its intensive growth
strategies help support the company in keeping its position as one of the most valuable brands
in the world. Recently, Google has become a major player influencing the competitive
landscape and development of industries. (31) The study reflects also the consumer's belief
that Google is capable to fulfill their needs in the field of technological and advanced
industry. Their trust emanates from the brand performance throughout its history and
consumer experience. In his paper "Google's Mission Statement and Vision Statement ".
Thompson (2018) agreed that since 1998 Google follows a mission and a vision that enable it
to achieve this success and become one of the most valuable brands in the world. (32) 84% of
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the participants accept that they trust Google enough to maintain their commitment towards a
brand. They count on trust a lot to build Google loyalty.

Google Quality: 92% of the study participants consider Google quality as one of the key
components of success. Levy (2011) also

reveals, that Google's engineering mindset
and the appropriation of such Internet values e |
as speed, transparency, and experimentation,
are what really distinguishes Google. (21) Shape the future of Google.
Quality is one of the important factors that
affect the purchase behavior in general, it
also, reshapes consumer's perception o

' Deorye produces st Aat

towards a brand or product. Google's quality Fig (7) Google user experience

can be understood not only through the

service consumer needs, but through the future vision and the innovative ideas to make life
easier and the user's experience more enjoyable, which makes consumers feel that a Google
team knows exactly what to do.

Google shared values: In 2015 Elements - 360 published the ten Google core values Google
values focused mainly on the user in addition to speed, democracy kindness, availability and
above all they should be more than great. (11) According to Katsen (2013), Facebook and
Google are focused on getting the 5 billion people around the globe without Internet access
online. Recently, Facebook has succeeded to launch Internet.org, trying to remove barriers to
Internet access. Google, on the other hand, through Google.org tried with a long history in
enhancing Internet access, declared Project Loon, which will utilize a system of high-altitude
balloons to interface remote regions of the world to the web. (16) Although the core values of
Google or even Facebook are concerned mainly about the consumer, only 2% of participants
uncertainly recognized the values Google stands for. Maybe because of the lack of
announcement.

Uniqueness: Most successful Brands have unique Position, a memorable Identity, and a clear
strategy. brand loyalty requires something distinctive, unique services or innovative products
In terms of a selling point and as a competitive advantage. Google's users in Egypt describe
the brand as unique, most of the participants couldn't name even one competitor or alternative
brand. 98% of participants approved that Google uniqueness is one of the main factors of
building loyalty. Andrew (2018) considers google culture is its key to uniqueness, he stated
that Google's mission focuses on innovation, it also empowers employees to be happy,
creative and maintain productivity. (4)

Google Usability: No wonder that Google’s consumers have not only a positive User
experience but an enjoyable one. Google strategy reflects the great attention they pay to
achieve a higher level of satisfaction as shown in Fig (7).

Levy (2011) stated that Google currently had the information and data on almost everywhere
on the Internet and covers all people’s interests. Nothing could prevent a person from
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reaching information he needs. (21: 338) 92% agreed that usability and consumer experience
is one of the key factors for building loyalty, they described this experience as good,
enjoyable, beneficial, easy, simple and meaningful. Agreed with Vise and Malseed, (2011)
who stated that Google with its innovative and colorful logo is the greatest invention that
provides people with the ability to find information in a fast and relevant responses millions
of times daily since 500 years ago when Gothenburg invented the printing machine. (33)

Google Integrative thinking: Integration ranked first among the factors affecting as 21%
between all factors affecting Google loyalty, All participants arranged "Integration™ as the
first and most effective element in building their commitment towards the brand and
considered it the most important competitive advantage of Google. People don’t only use
Google as a search engine that offers them an easy and speedy way to find information, but
they believe that Google is making their lives better through different and integrated services;
Google mail (Gmail), Google Chrome, Google translate and Google maps. In addition to
some professional apps and services; Google Docs, Drive and Forms. People tend to use the
brand that offers them almost all they want. The concept of shopping or business center that
brings together all the activities and services under one roof. In his Book Innovation Design,
Creating Value for People, Ouden (2012) he explained the concept of Integrative thinking
through the Gestalt Theory, aiming to see the problem as a whole not the sum of the parts. He
believes that the world needs a more holistic and systemic vision for decisions and problem-
solving. He also explained the process of seeking the hidden or nonlinear variables and
relationships, which allows a deep understanding of the given problem. He added that a
transdisciplinary vision is needed through art and science, scientific and humanistic cultures
and between soft and hard knowledge. (27: 99-101)

1. The consumer will always be the center of all communicative or marketing activities
Brands that put the customer at the core of their organization are encountering an increase in
lifetime value. That's why most of the recent research is consumer-centric trying to explore
the continuous changes in his perception, satisfaction and experience and the effect of cultural
and technological aspects.

2. Factors affecting brand loyalty change over time. They are not solid variables which
depend on brand category, products or services and its relation with consumer satisfaction and
needs. Social networking services especially free services, consumer experience and
perspective are the key components for satisfaction and loyalty. People are looking for an
enjoyable, unique, meaningful and integrated experience.
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Fig (8) Google’s online services according to it’s website

Conclusion and Contribution

This paper is an attempt to discuss brand loyalty from a consumer perspective, its implication
of the key components are; Uniqueness, Usability, and Integration In addition to the main
factors according to the literature; Brand trust, perceived quality and shared values. The
research also discusses Consumer satisfaction as a basic level of brand loyalty. It also aims to
highlight the Integrative thinking as an approach to build and maintain brand loyalty for social
networking services in Egypt.

Google, Facebook, YouTube, and Instagram need to do more effort to express their shared
values if they want to rely on them to maintain brand loyalty in Egypt. Moreover, they need to
focus on consumer's needs to build positive consumer experience and satisfaction, rather than
societal and global issues. As People in Egypt and maybe in the developing countries, in
general, are not interested in climate changes and the environmental problems, considering
them a kind of luxury, they concentrated on their daily routine and personal needs rather than
public and global issues. Some people don't trust the brand's intentions and they believe that
the main concern and sometimes the only one for the brand is to build its own image and
achieve its marketing objectives, which considers a serious obstacle if the brand decides to
rely on societal shared values.
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Privacy used to be an important issue people

concerned about since the using expansion of the Google
internet, especially social media networking. ..,

With time people surrendered to the fact that = 100%

they were unable to protect their own personal 58;

data and information and accustomed to dealing S I R S
with it and they no longer pay the same attention T RN

as before. This explains why (Privacy) is not

recently one of the key factors affecting Fig (9) Marketing charts of 2018 consumer
purchase behavior or brand trust. loyalty leaders

Integrative thinking is the most effective factor in building and maintaining Google loyalty in
Egypt. People prefer using a brand that enables him to fulfill a number of needs rather than
using one brand for each. Further research should be done to confirm the results of this paper
by applying to different brands and different countries.
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