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Abstract. The term “organic food” has become one of the $&sjeowing
consumption trends in the cuisine industry not émlihe world but also in Vietnam.
It is mainly due to the fact that brands currepligy a range of significant roles in
enhancement of consumers’ lives and improvemethiteofompany's financial value.
Brands are significant for marketers in meetingdbsirable and necessary needs of
consumers through establishing and communicatirgncbistories. The paper is
conducted with the approach from consumer for thepgse of estimating
appropriate determinants influencing on brand kyyal consumer in the context of
Vietnamese economy, especially in organic food strgu After analyzing the data
of 450 questionnaires with descriptive statistietiability statistics, correlation and
regression analysis between both direct effectsindependents variables to
dependent variable by SPSS 20 software, it is avitet functional value, social
value, emotional value price worthiness, brandt tamsl brand social responsibility
image directly impact on brand loyalty of consumer.

More importantly, the author propose a range dtiefit solutions as well as
effective marketing strategies for Viethamese @nigzs to establish, maintain and
promote the brand loyalty of customer based onrésearch results; especially
focusing on enhancing the perceived values of coasuo the brand, building
information communication channels distribution mhel; and conducting the
discount programs in some special occasions, wikiem imperative issue in both
theoretical and practical aspects.

Keywords: Brand loyalty; organic food in Vietnam; customertisaction;
marketing; brand trust; customer involvement; ausioloyalty.

1. Introduction

In terms of theory, Amine (1998) and many scholate have conducted the
researches on brand stated that brand loyalty keadsange of significant impacts
for the growth of enterprises or their brand. Ictf# consumers have the loyalty for
the brand they are using, they will tend to protiwet brand from unfavorable
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information and encourage as well as introducerstteebuy products of the brand.
More importantly, the customer will this brand manyes and refuse to buy the
products of competitive brands.

In practical terms, it is evident to note that camips always focus on paying
attention and special care to the group of loyatauers and their satisfaction to the
brand as well as the services of the company. ldiaing a huge number of loyal
customers brings many benefits for enterpriseduditay maintaining stably sale
volume and revenue of the company, reducing busiaggenses, protecting brand
and the negligence or error of enterprises woulthbee accepted and ignored.Thses
are the reasons why currently there have been rattytheoretical and practical
researches on effective solutions to build and tamirthe customer’s loyalty.

However, there are a range of changes in the jogéltustomer in the recent
situation. Customer is increasingly wise and tlesjpectation is much more than
before. The changes of values, standards and loebasfi the future generations
have made customer require more choices in brand pfoduct. In fact, the
competition in the market has been increasinglgtiras well as the influences of
advertising programs, sale promotional campaigns wedl as the Internet
development, customers just need to click to setrehproducts or services that
meet their need with an affordable price and higdlity in a short time. As a result,
it is harder for the enterprises to create uniqiffierdnces compared with other
competitive brands. This leads to the difficuliiesnaintaining the stability of brand
loyalty. Therefore, the enterprises need to comavitip solutions to maintain the
stable numbers of customer who is loyal with theand in the context of current
economy.

In Vietnam, the economy has been officially runcading to the market
structure since 1986 (beginning of innovation m#rioThus, the acceptance,
researching, especially applying the theories atabéshment of brand loyalty have
been conducted slowly and done in the terms of saniming the theories and results
of the foreign researches and the practical expegi (Dinh, 2010; Do, 2006; Luc,
2010; Nguyen, 2011; Vu, 2007). They indicate thatexploration, establishing the
concept model and examination of theories to canthe practical researches are
limited. At the same time, the concern in brandugainakes them ignore that the
brand loyalty is a part of brand value and its intgoace in it.

For many authors in the world, brand loyalty ispic that they spend too much
time and afford on researching. Some authors patiyosed a range of definition to
determine what the brand loyalty is (Dick, 1994nkuw2001; Jacoby, 1978; Oliver,
1999). There are some other authors classifyingpttued loyalty into many different
kinds (Aaker, 1991; Assel, 1992; Brown, 1952; Goima 2004,
Rundle-Thiele,2001). Thanks to this, it is clear itientify the characters and
behaviors of each respective group of customesneSuthors conducted researches
to explore and designate the measurement of b@mdty, establish the concept
model of factors influencing on brand loyalty anémine the theory to prepare for
conducting the practical researches (Bennett, 2B0Rter, 1998; Kim et al, 2008;
Punniyamoorthy, 2007; Uncles, 2003).

In these researches, some researches focus oortemtcof customer loyalty;
some others tend to propose solutions to measaréertind loyalty; there are just
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some researches concentrating on defining therfaatgpacting on brand loyalty
and establishing the concept models which illustthe relationship among these
factors and the brand loyalty. However, the apgroat brand loyalty of these
researches is seen as a single dependent varidlle itvcan be an aggregate
dependent variable including many aspects (For plamBrand loyalty and
behavior loyalty). In addition, the factors of piws models need to estimate and
conduct the research in the context of Viethamesaany to eliminate unnecessary
factors and add more appropriate factors.

Therefore, our paper, based on the organic foodising in Viethami, is
conducted with the approach from consumer to gaiansfic base, supporting
Vietnamese enterprises to establish and promotebiitued loyalty of customer,
which is an imperative issue in both theoretical practical aspects.

Our research had made some contributions. Firtstty thesis built and tested
the models of factors affecting the brand loyalty arganic food of Vietnam
consumers. Secondly, the thesis built the systeracafes for brand loyalty and
factors affecting brand loyalty in the context ofeviam for the organic food
industry.Thirdly, There are some innovative cotitngl variables in concept model
of the thesis that supports to find out who willthe potential consumer and has a
high level of brand loyalty behavior of organic foadustry in Vietham

2. Literaturereview

According to Sekar (2009), names of the brand bsimgnge of symbolic meanings
which directly impact on the decision-making praced the consumers. The
American Marketing Association defines a brandasdme, term, sign, symbol, or
design, or a combination of them, intended to ifietiie goods or services of one
seller or group of sellers and to differentiatenthigom those of competitors.” The
brand is seen as a protection method for both tietomer, especially loyal

customers and the producer. It defends them frampetitors who deliver products
that appear to be identical. Therefore, brandirgldeen significant as it is the only
way for the customer to recognize among the greatber of similar products,

including functional, rational, or tangible-relatéd product performance of the
brand. They may also be more symbolic, emotiondhtangible-related to what the
brand represents or means in a more abstract @¢uiser and Keller, 2012)

Loyalty is a significant concept in marketing sté@t. According to Uncles and
Dowling (1998), customers do not have too manyaes$o seek information about
the other alternative brands when they are loydhéobrand. In fact, loyalty is an
extremely famous concept among researchers in rdatjplines because of its
important marketing implications. Loyalty also mak®iying decisions simpler and
even become a habit. Having a huge number of mystbmers supports enterprises
to create their competitive advantages becausetistomer group will bring many
benefits for the companies such as maintainingdandloping and reducing costs

Facts indicate that brand loyalty has been usedhnsiness context to explain
the repetitive buying models of consumer of the esémand or product as well as
service category. According to Aaker (1991) bramgilty is a premise to the firm's
competitiveness and profitability. Other scholaasénstated that brand loyalty is a
very significant strategy of gaining the strongemnpetitive advantage while others
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have argued that brand loyalty is at the centetthef marketing activities of
enterprises and it is seen as a key to approacketmay. According to Reichheld
and Teal (1996), almost all the marketing strategre directly and indirectly related
to brand loyalty, which proved the significancetloé researches on brand loyalty in
the development of a company's marketing activities

Several researches are proved that brand loyalijtiessed as a result of its
significant role for not only the businesses babdhe consumers. Different authors
have conceptualized brand loyalty in different wafscording to Jacoby (1978),
brand loyalty is a kind of behavior response of thestomers in their buying
decision-making process, relating to psychologipsbcesses and emotional
response. While, Jacoby and Chesnut (1978), steghésat brand loyalty “is a
biased (non-random) behavioral response (purchagpjessed over time from a
decision-making unit, considering one or more adéve brands and is a function of
psychological processes (decision making, evalegtiv

Due to the fact that there are many changes indheeptualization, the growth
and the analysis of the construct of the reseamhdsand loyalty of the consumers
there is a range of different dimensions of bramylty and each research will have
the different result of classifying kinds of brdogaty.

In terms of a behavioral view, brand loyalty of somer is conceptualized as
patronage, the frequency that a consumer buysame product or service in a
specific category compared with the total numbepwfthases that category by all
the buyers, as Rundle-Thiele and Bennett (200igdsta terms of a attitudinal view,
brand loyalty has been defined as an attitude,emrte, intention to buy as
Zeithaml et al. (1996) stated.Many researches sthahad the attitudinal dimension
gives and explains the reasons why consumers jmdra@nproduct or a service,
including these significant factors: preferenceyositive attitude over time and a
psychological commitment. The usage of both bemalvand attitudinal elements of
consumers' brand loyalty was first come up withOay (1969) and since then a
range of other researches have proposed the ugagehavioral and attitudinal
components in the conceptualization of brand lgyalé Baloglu (2002); Day,
(1969); Dick and Basu, (1994); Jones and Tayl®0T{2 stated;Many researchers
such as Jones and Taylor (2007) or Russell-Beztradt (2009) and Oliver (1999)
proposed a conclusion that the combination of tfeabioral and attitudinal loyalty
is a more appropriate and reliable method in mésguthe loyalty level of
consumers. because neither behavioral loyalty ntitudinal loyalty may not
establish and analyze thoroughly the construcheftrand loyalty's concept model
as Baloglu (2002) showed.

In its earliest days, loyalty was proposed as alimensional construct, which
was related to the measurement perspective takehebgesearcher. Two separate
loyalty concepts evolved, namely, “brand preferériGuest, 1944; Guest, 1955),
which was later referred to as attitudinal loyalhd “share of market” (Cunningham,
1956), which was later referred to as behaviorghlly. Based on the market
changes, many researchers have recently introdacadmber of new concept
models to show the factors influencing on brandaligyof the consumer in the
current context. However, the relevance of thesdats when being applied for
the organic food sector remains some certain liraits.
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In concept model of Gounaris and Stathakopoulo®4Rthe types of brand
loyalty that two scholars mentioned focus on theab@ral loyalty group. Therefore,
Gounaris and Stathakopoulos ignored the loyal compioof the customer's attitude.
As a result, these types of brand loyalty in thedehodo not fully reflect the
necessary components of true brand loyalty.

The concept model of Back and Parks (2004) is actiedbased on the changes
of attitude (perception - influence - intentionye by Oliver (1997). According to
this, Oliver stated that consumers could becomgalloto perception first, then
emotional and intention and ultimately, behaviawhver, this concept model is not
appropriate with the products which have a low mement. For products with a
high involvement level, the customers need to ifleand handle key information
such as product functions, brands, and prices ®efiaming attitudes towards
products and brand.

3. Research hypothesis

Previous empirical researches have found the gignif evidences of a positive
relationship between functional value which is pared by consumer and their
brand loyalty. Studies reported that a brand wipimimotes high functional value
attracts more the consumers’ attention. Accordingaruana and Fenech (2005),
hedonic, profit oriented value; creative achievetvard, functional value all have
positive influence on brand loyalty. This relatibis has been confirmed in the
researches of Lin et al. (2006), Amine (1998), Amghidin et al. (2016). In fact, the
utility derived from the product quality and expttfunctions towards the product
of consumer is called as functional value. Funetimalue was seen to be one of the
most key impacting on consumer's purchasing imentlt is also evident that
functional value was created by attributes suckebeability, durability. Hence, the
first hypothesis of the research is noted as:

H1: There is a positive relationship between fuomzl value and brand loyalty.

According to Bennett and Thiele (2002), and ColgeBarnes (2015), the
significance of emotion value in customer loyaltgsafound. They confirmed that
emotions are very close to brand loyalty becausetienal loyalty is one of
elements of view loyalty (Caruana and Fenech 20B@kides, the relationship
between emotional value and brand loyalty was esdirmed in Yeh et al. research
(2016). Additionally, the utility derived from theelings or affective states that a
product generates is called emotional value. lorelasion, emotions play a part in
every purchase decision.

H2: There is a positive relationship between emmatiwalue and brand loyalty.

In Huynh (2018) 's research, consumers may conglidémurchasing organic
products as a sign high social situation. When wmeass perceived high social value
from a product or brand, they will show their Idyabehaviors toward brand or
product like publishing positive information and cepting more prices
(Punniyamoorthy and Raj, 2007), Yeh et al. (201€) aonfirmed this relationship.
Fact indicated that the utility derived from theghuct's capability to promote social
self-concept of consumer.

H3: There is a positive relationship between soahie and brand loyalty.
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Price is the consideration in terms of money fa pinoducts and services. In
this regard, price is the most significant consitlen. Furthermore, price
importantly impacts on consumer’s purchasing imb@ntis price discount plays a
significant role in motivating the consumer to shibrands as it is considered as one
of the strongest antecedents of loyalty (Ryan.etl8B9). However, it is dificult to
change the purchasing intention of consumers dtieetbrand loyalty. In addition, it
is commonly observers that loyal customers inclitgards premium pricing and
are less price sensitive. The utility derived frtima product due to the reduction of
its perceived costs.

H4: There is a positive relationship between pnicgthiness and brand loyalty.

The relationship between loyalty and brand truss haen explained by
Garbarino and Johnson (amongst other authorskeinwork. They highlighted the
importance of trust in developing positive and falabe attitudes. Brand trust is the
central construct for any long-term relationship, & the consumer-brand domain it
may be an important contributor to the kind of eéomal commitment that leads to
long-term loyalty. So, it seems reasonable to extiet the higher the feeling of
trust in a brand, the more the consumers are toyl

H5: There is a positive relationship between bitamst and brand loyalty.

There are few studies, especially research of Twe&ig2007) addressing the
relationship of brand social responsibility imagel &rand loyalty from consumers’
perspective concluding that there is a positivati@hship between brand social
responsibility image and brand loyalty. Howevegrse evidence has been found of
the direct relationship of brand social responigjbiinage and customer satisfaction
and brand loyalty (Poolthong and Mandhachitara, 1200

H6: There is a positive relationship between braadial responsibility and
brand loyalty.

4, Research methods

4.1. Collecting the data

In order to achieve the size of the sample accgrthnthe defined structure after
eliminating the samples that are lack of infornmatior low quality, the author
decided to use 351/450 questionnaires for dataysieallThe author conducted two
kinds of survey to collect the data: Online suraag offline survey.

(1) Online survey: The author sent the questiorrairsome social media, such
as on Facebook which is the most popular socialianiedVietnam, especially on
Facebook fanpages; or public or private Facebooly of people who follow the
scientific diet or healthy meals or people who keen on organic food or using
organic products. As a good result, the authorectdld 153/450 respondents,
accounting 34% of the total.

(2) Offline survey: The data was collected by sgireg the questionnaires in
organic stores located in main districts of sontp dilies such as Haiphong City,
Hanoi City and Ho Chi Minh City. As well as thidet author also conducted the
survey in big supermarket systems such as BigCrsigoket, Vinmart convenience
stores system.

Firstly, based on the questionnaires and reseasulits of previous researches
relating to topic “brand loyalty of consumer” suati Ahmed |. Moolla and Christo

34



Research on Determinants of Brand Loyalty of Corsurvidence from Organic
Food Industry in Vietham

A. Bisschoff (2012), the author collected threeodltihg variables,specifically
gender,age and education, to analyze the profimedumers who have intention of
purchasing organic products and using them fong tome, which helps the author
analyze and summarize who will be the potential Enydl consumer of organic
products in Vietnamese market by researching oir tiender; age; education;
occupation; relationship status; monthly income.

More importantly, the author also added some intieaontrolling variables,
including “going to gym”, “having kids”; and “visitg organic farm” because
organic products are better for the heath of comsuespecially for people who keep
fit or go to gym every day; good for children’ corapensively health development.
Besides, visiting organic farm is also an innowatoontrolling variable because it
shows the experiences and awareness of consumertaefits of organic products
as well as the social responsibility of organic pamies. These variables supported
clearly for the research to explore the potentist@mers who have high intention to
buy and use organic products as well as be loy#h wrganic products in
Vietnamese market. The results are shoued in 1able

Table1: Sample basic information N =351)

Sample Characteristics Amount Percent (%)
characterigtics distribution
Gender male 113 32.2
famale 23¢ 67.¢
Age 18-22 8 2.5
23-26 16¢ 48.1
27-40 144 41.1
41-5C 2C 5.7
>5C 1C 2.6
Education Nof for high schoc 6 1.7
For high schot 18 5.7
Technical school/colles 10z 29.:
University 203 57.¢
Undergraduate 21 6.C
Going to the gyr Yes 251 71.t
No 10C 28.t
Having kid: Yes 20¢ 59.c
No 143 40.7
Visiting organic farr ~ Yes 214 61.C
No 137 39.(

4.2. Variables measur ement

Independent variables: According to Punniyamoowing Raj (2007), perceived
value is described as the consumer 's overall sisgsd of the utility of a product
based on perceptions of what is received and vghgit/en. In fact, perceived value
is made up of several factors, including four mnasthmon factors identified that
represents perceived value are: functional valotienal value, social value and
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price — worthiness, whose measure methods are ndekiased on previous
reseachers’ works (Quester and Lim, 2003; Knox \&fadker, 2001; Olson, 2008;
Punniyamoorthy and Raj, 2007; Petromilli, 2002).céwling to Garbarino and
Johnson (1999), there is a positive relationshifvéen brand loyalty and brand
trust. The authors found that there is a distieethof trust in promoting positive and
favorable attitudes towards brands. Thus, brargt tsuone of the most important
constructs for any long-term relationship and saere significant contributor in
attaching a kind of emotional commitment, whichdedo a long-term loyalty of
consumer. This measure method is designed basedesrches of Reast (2005) and
Raimondo (2000). In fact, brand social responsybit described as the consumers’
perceptions about the brand’s effort in supportilsgcommunity. Consequently,
brand social responsibility image can be definedRarception in the awareness of
the consumers towards the brand they have useshéfibial for society, especially
environment and community health, this measure odetil designed based on
researches of Kim et al. (2008), Fullerton (200%) Boxall (2002).

Dependent variable: In fact, brand loyalty invohagsongoing commitment on
the part of the consumerr with relating to awarsntelings and behavioral react to
a product category. Involvement is an unobserta ©f motivation, arousal or
interest toward a product. this measure methocsiyded based on researches of
Moolla and Bisschoff (2012).

4.3. Reliablity and validity

The author used a confirmatory factor analysies the validity of the constructs,
as shown in tables below. The reliability of eaohstruct is measured by using the
Cronbach’s Alpha. After analysis and rejected thgable that is not suitable for the
standard of reliability statistics, the table 5stows the results of Cronbach’s Alpha
coefficients for nine factors. The results showt #ilhconstructs have higher scores
than that of the acceptable level of Cronbach’shAl@.7. All the scale items are
statistically significant at the significance lewafl 0.05. Therefore, the data of this
research have good convergent validity.

More importantly, with the rotated component matgix variables were rotated
using the Varimax rotation with Kaiser NormalizatioThe results displayed by
Table 2 indicated that all 25 variables loaded onibt@ factors loading coefficients
greater than 0.5 and there was no cross-loadirgnpifactor.

Table2: Reliablity and validity

Variables Measures Corréation Cronbach

Alpha

Functional Value (F\ Fv1 0.61¢ 0.801
Fv2 0.64(
FV3 0.68¢

Social Value (SV Svi1 0.63¢ 0.797
SV2 0.652
SV3 0.631

Emotional Value (EV EV1 0.772 0.77:
EV2 0.82¢
EV3 0.80:
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Price Worthiness (PV PW1 0.811 0.82¢
PWZ 0.80¢
PW: 0.817

Brand Trust (BT BT1 0.76¢ 0.852
BT2 0.80¢
BT3 0.781

Brand Social BSRI1 0.817 0.81¢
Responsibility Image BSRIZ 0.80%
(BSRI) BSRIG 0.78C

Customer Satisfaction Cs1 0.80: 0.827
(CS) Cs: 0.762
Cs: 0.74¢
CS¢ 0.82z

Brand Loyalty (BL BL1 0.77i 0.892
BL2 0.71¢
BL3 0.801

5. Empirical analysisand results

5.1. Descriptive statistics

The table 3 shows the results of Pearson correfatib all the variables. According
to this, the Sig. value of all independent variab®/, SV, EV, PW, BT, BSRI and
the dependent variable BL in Pearson correlatioasall 0.000<0.05. Hence, the
linear is significant between observed variablasdependent variables.
Specifically, the correlation between BT (Brand Sijiand BL (Brand Loyalty)
is highest with r=0.508, following by FV, CS and @ith r=0.463; 0.442 and 0.431
while the correlation between BL and EV is loweghw=0.328
Table 3: Correlations result

FV SV EV PW BT BSRI
SV 0.251"
EV 0.152" 0.21%"
FW 0.32¢" 0.277 0.25¢"
BT 0.447" 0.37 0.217 0.324"
BSRI 0.26¢" 0.29¢ 0.237" 0.317 0.46¢€"
BL 0.46%" 0.40¢” 0.32¢" 0.417" 0.50¢" 0.407"

Note: * p <0.05; _** _p<0.01; _
5.2. Regression analysis
The linear regression equation represents theigeddip among six determinants
(independent variables) and the brand loyalty afta@uers in organic industry in
Vietnam (dependent variable).

Table 4 in the output, shown below, includes infation about the quantity of
variance that is explained by predictor variablds first value, R Square, is simply
the squared value of R. This is frequently usedetcribe the goodness-of-fit or the
amount of variance explained by a given set of iptedvariables. The value of R
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Square is 0.535, which indicates that 53.5% of/tir@ance in the dependent variable
is explained by the independent variables in thdehBesides, the Durbin-Watson
coefficient is 1.739, which means that there isantocorrelation detected in this
model. The F statistic represents a test of thehygbthesis that the expected values
of the regression coefficients are equal to eahkraand that they equal zero. Put
another way, this F statistic tests whether thelRue proportion of variance in the
dependent variable accounted for by the predidtorero. If the null hypothesis
were true, then that would indicate that thereoisanregression relationship between
the dependent variable and the predictor variaBles.instead, it appears that the six
predictor variables are not all equal to each o#met could be used to predict the
dependent variable, BL (Brand Loyalty), as is iatic by a large F value = 65.915
and a small significance level (Sig=0.000).Accogdio the result of VIF coefficients
of all independent variables, we can see thatfdth@m are less than 2. This result
reveals that the problem of multicolinearity doe$ @xist in this regression model.
Therefore, this model formulation is acceptable earibe proceed.

Additionally, in model 1-7 which indicate respectively linear regression
relationship between different independent varmlded dependent variable, for
example, the model 1 reprents the linear regressiationship between functional
value and brand loyalty. Sig. value of all compdagimcluding FV, SV, EV, PW,
BT and BSRI are all less than 0.05. It demonstrttas there is not any variable
rejected from this model; and all these independ@miables are significant to
explain for dependent variable (BL). The above essgjion results demonstrate that
the hypothesis of H1, H2, H3, H4, H5, and H6 ampsuted by empirical data.

Table4: Regression result

Dependent Variable: Brand Loyalty (BL)
Model Model Model Model Model Mode VIF

1 2 3 4 5 6

FVv 0.251™ 1.23:

SV 0.171" 1.12¢

EV 0.16€6™ 1.26¢

PW 0.181" 1.58¢

BT 0.29¢" 1.36:

BSRI 0.137 1.31¢
R? 0.535
Durbin-Watsot 1.73¢

F Value 65.915***

Note: * p <0.05; _** p<0.01; *** p <0.001

5.3. Reaults of hypothesis
Table5: Summary result of hypothesis test

Items Hypotheses Results

H1 | There is a positive and direct relationship betw| Supporte
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functional value and brand loya

H2 | There is a positive and direct relationship leety Supported
emotional value and brand loya

H3 | There is a positive and direct relationship leemvsocial Supported
value and brand loyalty.

H4 | There is a positive and direct relationship leetmvprice  Supported
worthiness and brarloyalty.

H5 | There is a positive and direct relationship leetwvbrand  Supported
trust and brand loyalt

H6 | There is a positive and direct relationship leetwvbrand  Supported
social responsibility and brand loya

6. Conclusion

According to the research results, six independariibles, including Functional

Value (FV); Social Value (SV); Emotional Value (EMprice Worthiness (PW);

Brand Trust (BT) and Brand Social Responsibilityagia (BSRI) totally influence on

the dependent variable Brand Loyalty (BL). As aulieshis research gained insights
into organic industry in Vietnam’'s marketing stgiés with several findings as
follows.

Based on the Standardized Coefficients of Beta,otider from strongest to
lowest influencing level of independent variablesiependent variable (BL) is: FV
(0.225) > BT (0.213) > SV (0.163) > PW (0.149) > E¥/148) and BSRI (0.114),
which means that factor Functional Value is theaggst factor influencing on brand
loyalty of consumer on organic food industry in tiem; follow by Brand Trust;
Social Value; Price Worthiness; Emotional Value &mdnd Social Responsibility
Image. In other word, to maintain and enhance tlead loyalty of consumer,
especially in organic food industry, Viethamese panies doing business in
manufacturing and purchasing the organic produetge hto come up with the
solutions as well as the marketing strategies th htiract customers and maintain
stable numbers of loyal customer by promotion thecgived value of customer
about functional value; social value; emotionalieadnd price worthiness. Besides,
the companies also need to spread their sociabmeiylity image of their brand to
the customer, and the most significant factor iandr trust of customers by
enhancement their awareness about the high quaditefits and the perceived value
affecting on their health and environment of thgaoic products.

6.1. Recommendations

In order to build and maintain the brand loyaltyMiétnamese consumer to organic
products, it is extremely significant to Vietnameseterprises to research and
analyze the influencing factors such as perceiataeg, especially functional value;
social value; emotional value and price worthine$sthe products; customer
satisfaction; brand trust, customer involvemenival as brand social responsibility
image.
Firstly, the quality of products plays the mostatalirole in building the brand

loyalty of customer, which is mainly due to thetftitat the better the quality of
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products is, the higher degree of brand trust oftaruers is. In addition, the
enterprises need to be honest and intelligibldédr ttustomers by maintaining the
reputation of their business, listening and respgcthe psychology, purchasing
habit and benefits of customers... More importaritig companies should come up
with the discount programs, promotions or orgagjzine activities of trying new
products freely in some special occasions or evamnth as Black Friday; big sale
11-11; Tet Holiday; Christmas... This attracts mattentions of customers to their
products as well as expanding their brands on thanic market, which promotes
customer's brand trust.

In terms of functional value of product, businesanofacturing the organic
products needs to note that they have to makeahowat the real quality and the
outstanding advantages as well as the positivetsffef organic products on their
health, their beauty... comparing with normal pidu More importantly, the
companies need to show the customers that thelupt® are tested and approved by
the standard quality verification system for orggmioducts by printing verification
stamp or label attaching with the products. Besitlesstore or supermarkets selling
organic products have to make sure that their mtsdare real organic food by
achieving the certificate of standard quality vesfion system for organic products
to express their business ethics which is reallgortant in the cuisine industry,
especially organic food.

Additionally, price worthiness is one of the moshpobrtant factors that
influencing on the brand loyalty of consumers. iRgcbased on the degree of
perceived value of customer is the most effectivethwd. The higher degree of
perceived value that customers can find when usiagprganic food is, the higher
level of brand loyalty of customer is. If they fitlte quality of the products brought
to them, they will be sure to spend their monepug these products. For organic
products with high quality, the price stability sitb be considering by the
companies; because this research's results, omcecustomers find the price
worthiness with the quality of products, their degiof brand loyalty will increase
soarly. Furthermore, decreasing the price whidbvier than other products’ price on
the market is not an efficient way for companiesidance the degree of brand
loyalty of consumer; because this will negativeeetfion their psychology of thinking
about the real quality of the products.

To express or boost the brand social responsibilinage, the organic
companies should use a small part of their bertefitgsganize the charity to difficult
area in Vietnam to show their social responsihilitgw they contribute to society.
Besides, these companies also should hold the fapksor conferences to talk
about the benefits of organic to environment amdroanity healthcare, which raises
awareness as well as the brand trust to consunmesshave purchased and used
organic food products. More importantly, organicnganies should build and
develop the organic farming experiences for consu@ensumer can come and
grow vegetables by themselves, which helps thememstahd the differences
between normal food and organic food, they theeefaise and maintain their brand
trust and satisfaction when experiencing in orgéamia, do what they eat every day
and aware of their real benefits to their healthd asommunity including
environmental issue and healthcare.
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When establishing the distribution channel, theestlaree crucial tasks that the
company has to note, including making the prodapgsear on the market; making
consumer realize their products and turning théngeplaces into the place to
advertise the products.

For the first task of the distribution channel -king the product appear on the
market, which means that the company has to maepthduct available for
customers to buy wherever they want. Besides, tierm@ises must identify their
potential markets, which helps them promptly suipglyproducts to customers.
Once the products of the business are availablgoiantial markets, with wide
coverage, creating commitment for customers, deigain that consumers will not
hesitate to purchase and use the products of Biedss.

6.2. Suggestion for the futureresearch

To improve the research scopes, the author suggistiethe further research should
extent the research scopes by conducting the swamwdycollecting the data from
consumer in small cities or different areas in Némh to explore other factors
influencing on brand loyalty of consumer on orgdoiad industry as well as explore
the potential and loyal customer of this kind ajgurct.

The concept model of determinants of brand loyaktyconsumers need to
estimate and conduct when researching for varipsstof organic products in the
various context of different market.
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