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1. Introduction

Identifying the psychological process/path to consumer brand
loyalty is a focal issue in marketing research (Chaudhuri an
Holbrook, 2001; Harris and Goode, 2004; Oliver, 1999; Woodside
and Walser, 2007}, Extant literature presents several perspectives on
this issue (Harris and Goode, 2004). These studies frequently propose
differing central or pivot constructs, including trust (Morgan and
Hunt, 1994), customer satisfaction {Garbarino and Johnson, 1999;
Oliver, 1999), and perceived value (Sirdeshmukh et al, 2 :
Sweeney and Soutar, 2001) to brand loyalty. An integrated
is emerging that incorporates these constructs into holefic concep-
tualizations (Garbarino and Johnson, 1999; Harris Goode, 2004),
To date the literature pays insufficient attenti o social identifica-
tion antecedents (e.g, brand identity a rand identification) to
brand loyalty and has not yet incogp#fated them into traditional
frameworks,

Recent studies suggest th
insightful in describing
stakeholders (Ahear

social identity perspective could be
relationship between a company and

et al, 2005; Bhattacharya and Sen, 2003;
Mukherjee and He, 2008). A social identity perspective advocates the\

study of consumers' identity motives, specifically self-expression, self-
enhancement, and self-esteem in developing meaningful relation-
ships with companies and brands (Bhattacharya and Sen, 2003;
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Introduction

The removal of the submandibular gland has been a well-
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