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Abstract : Purpose: This paper attempts to examine how different facets of attitudinal brand loyalty are determined by
different brand image elements in business markets. Design/Methodology/Approach: Statistical analysis is employed to data
from a web survey, covering 226 professional packaging buyers in eight countries. Findings: The results reveal that different
brand loyalty facets have different antecedents. Affective brand loyalties (or loyalty 'feelings') are mainly driven by customer
associations to service relationships, whereas customers’ loyalty intentions (to purchase and recommend a brand) are triggered
by associations to the general reputation of the company. The findings also indicate that willingness to pay a price premium is
a distinct form of loyalty, with unique determinants. Research implications: Theoretically, the paper suggests that corporate
B2B brand loyalty needs to be conceptualised with more refinement than has been done in extant B2B branding work.
Methodologically, the paper highlights that single-item approaches can be fruitful when measuring B2B brand loyalty, and that
multi-item scales can conceal important nuances in terms of understanding why customers are loyal. Practical implications:
The idea of a loyalty 'silver metric' is an attractive idea, but this study indicates that firms who rely too much on one single type
of brand loyalty risk to miss important building blocks. Originality/Value/Contribution: The major contribution is a more multi-
faceted conceptualisation, and measurement, of corporate B2B brand loyalty and its brand image determinants than extant
work has provided.
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