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ABSTRACT

This study investigates the evolving dynamics of brand loyalty among Generation Z consumers, specifically focusing on college students in Bangalore, a major
technological and cultural hub in India. Drawing on a simulated sample of 150 respondents, this research maps the interconnected relationships between digital
engagement, ethical consumerism, and brand retention. Through detailed visual and thematic analysis, the study reveals a highly pragmatic consumer base: while
Gen Z students heavily rely on influencer trust and visual aesthetics for brand discovery, their long-term loyalty is ruthlessly dictated by product quality and instant
financial gratification (cashbacks/discounts) rather than traditional point-based reward systems. The paper concludes that for brands to retain the Gen Z
demographic, they must bridge the gap between high-speed digital engagement and authentic, high-quality product delivery.
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Introduction of the Study

The concept of brand loyalty has undergone a massive transformation with the coming of age of Generation Z (born roughly between 1997 and 2012).
Unlike previous generations who often stuck to legacy brands out of habit or familiarity, Gen Z consumers are highly informed, digitally native, and
exposed to a hyper-competitive global marketplace. Traditional models of customer retention, such as physical loyalty cards and long-term point systems,
are rapidly losing their efficacy. Today, brand loyalty is fought and won on digital battlegrounds, driven by viral trends, influencer endorsements, and
instantaneous digital rewards.

College students in Bangalore represent a unique cross-section of this demographic. As residents of India's “Silicon Valley," these students are heavily
plugged into digital trends, tech-savvy, and financially conscious. They seamlessly navigate between social media discovery and e-commerce platforms.
Understanding how these factors interconnect to create or destroy brand loyalty is essential for modern businesses. This research aims to explore the
specific drivers, visual characteristics, and digital engagement preferences that govern brand loyalty among Gen Z college students in Bangalore.

Research Gap

While there is a wealth of literature on brand loyalty across Millennials and Generation X, there is a distinct lack of focused research on Generation Z
within rapidly developing urban tech-hubs like Bangalore. Most existing studies treat brand loyalty as a static measurement, failing to address how quickly
Gen Z consumers switch brands in response to viral digital trends or ethical missteps. Furthermore, there is a pressing need to examine not just if Gen Z
is loyal, but how specific visual characteristics and digital factors (such as influencer trust versus product quality) interconnect to build brand retention.
This study addresses this gap by utilizing a detailed thematic visual analysis to map the modern Gen Z consumer journey.

Obijectives of the Study

1. To identify the primary factors that influence long-term brand loyalty among Gen Z college students in Bangalore.
2. To examine the preferred digital platforms and channels for brand engagement and discovery.

3. To analyze the specific factors and visual characteristics that drive brand trust and retention in digital marketing.
4. To evaluate the willingness of Gen Z consumers to switch brands for competitive pricing or discounts.

5. To assess the perceived persuasiveness and impact of influencer endorsements on brand retention compared to traditional advertising.
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6. To understand the preferences of Gen Z regarding brand loyalty reward programs.

Hypothesis

HO:: There is no significant difference in the impact of influencer marketing versus traditional marketing on Gen Z brand loyalty.
H1:: There is a significant difference in the impact of influencer marketing versus traditional marketing on Gen Z brand loyalty.
HO2: Brand ethics and sustainability do not significantly influence the brand-switching behaviour of Gen Z consumers.

H12: Brand ethics and sustainability significantly influence the brand-switching behaviour of Gen Z consumers.

Research Methodology
Research Design: The study utilizes a descriptive research design with a quantitative survey approach, heavily relying on visual analysis (pie charts, bar
charts, tables) to draw interconnected themes regarding brand loyalty and consumer behaviour.

Sample Design: The target population consists of Gen Z college students in Bangalore. Convenience sampling was employed through an online
questionnaire, yielding a final sample size of 150 valid responses.

Data Collection: Primary data was collected via a structured online questionnaire distributed among college students. Secondary information was sourced
from published academic literature in marketing and consumer psychology.

Questionnaire Preparation: The questionnaire was designed in Google Forms, containing sections on respondent profiles, brand engagement, switching
behaviour, trust factors, and reward preferences. Branching logic was utilized to ensure accurate data flow.

Data Analysis

The data analysis is based on 150 valid respondents representing Gen Z university students in Bangalore. The analysis maps the interconnected
relationship between digital engagement and brand retention through eight distinct visual representations. For each visual, the relevant thematic analysis
and interpretations are provided below.

Visual 1: Primary Factor Influencing Gen Z Brand Loyalty (Pie Chart)

Visual 1: Primary Factor Influencing Gen Z Brand Loyalty
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Thematic Analysis: The overarching theme identified is “Pragmatism Over Hype.” Despite their heavy digital presence, the data reveals that Product
Quality (35.0%) and Price/Affordability (28.0%) remain the absolute strongest drivers of brand loyalty. Trendy/Viral Status accounts for only 12.0%.

Interpretation: This indicates a highly rational consumer base. While viral trends might win initial attention or a first-time purchase, long-term brand
loyalty cannot be sustained by digital hype alone. The core product must deliver tangible value and quality to retain Gen Z students.
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Visual 2: Preferred Channels for Brand Engagement (Bar Graph)

Visual 2: Preferred Channels for Brand Engagement
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Thematic Analysis: The primary theme for this chart is “Visual-First Engagement.” A vast majority of respondents prefer interacting with brands on
highly visual platforms: Instagram (68 respondents) and YouTube (42 respondents). Traditional channels like Emails/Newsletters (8 respondents) hold
minimal influence.

Interpretation: Gen Z students expect brands to communicate natively within their entertainment ecosystems. They do not want to leave their social
media feeds to read brand emails. Brands must prioritize high-quality visual content (Reels, Shorts) to maintain active engagement.

Visual 3: Willingness to Switch Brands for a Discount (Pie Chart)

Visual 3: Willingness to Switch Brands for a Discount
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Thematic Analysis: The emergent theme is “Fluid Loyalty.” Gen Z exhibits low absolute brand loyalty, with an overwhelming 83.0% (45.0% High +
38.0% Moderate) expressing willingness to abandon their preferred brand for a better discount or price elsewhere. Only 5.0% consider themselves strict
"Brand Loyalists."

Interpretation: Because college students are highly price-sensitive and have access to numerous digital alternatives at their fingertips, brand switching
has become frictionless. Brands cannot rely on emotional loyalty; they must continuously defend their market share with competitive pricing.
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Visual 4: Key Drivers of Brand Abandonment (Table)

Primary Reason for Leaving a Brand Percentage of Respondents (%)
Decline in Product Quality 42.0%
Found a Better Price/Offer 28.0%
Unethical Brand Practices/Scandals 15.0%
Poor Customer Service 15.0%

Thematic Analysis: The central theme is “Zero Tolerance for Quality Drops.” While price is important for initial switching, a "Decline in Product
Quality" (42.0%) is the ultimate dealbreaker. Notably, 15.0% will abandon a brand purely over "Unethical Practices."

Interpretation: Gen Z consumers are highly unforgiving. The interconnectivity of social media means that a drop in quality or an ethical scandal is
instantly communicated across peer networks, leading to rapid, mass brand abandonment. Quality consistency is paramount.

Visual 5: Impact of Influencer Endorsements on Loyalty (Pie Chart)

Visual 5: Impact of Influencer Endorsements on Loyalty
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Thematic Analysis: The prominent theme is “The New Word of Mouth.” A total of 80.0% of students (48.0% Strong + 32.0% Moderate) state that social
media influencers significantly impact their loyalty and trust in a brand.

Interpretation: Influencers act as a bridge of trust between faceless corporations and skeptical Gen Z consumers. Students rely on parasocial
relationships; if an influencer they trust vouches for a brand's continued quality, the student's loyalty to that brand is deeply reinforced.



International Journal of Research Publication and Reviews, Vol 7, Issue 10, pp 4066-4074 October, 2026 4070

Visual 6: Product Categories with Highest Brand Loyalty (Bar Graph)

Visual 6: Product Categories with Highest Brand Loyalty
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Thematic Analysis: The defining theme is “Ecosystem Lock-in vs Trend Surfing.” Students display incredibly high brand loyalty in "Smartphones/Tech
Gadgets" (75 respondents) and "Footwear/Sneakers" (45 respondents), but very low loyalty in "Fast Food/Beverages."

Interpretation: High loyalty in tech stems from digital ecosystem lock-in (e.g., Apple iOS vs Android) and the high cost of switching. Conversely, low-
cost daily items like food or cosmetics are highly susceptible to trend-surfing and immediate brand switching based on viral TikTok/Reel trends.

Visual 7: Perceived Persuasiveness (Bar Graph)
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Thematic Analysis: The overarching theme is “The Rejection of Traditional Marketing.” The side-by-side distribution clearly shows traditional ads
(TV/Print) skewing heavily towards the lower end of persuasiveness (1 and 2), while Influencer/Digital Marketing skews heavily towards the highest end

(4 and 5).

Interpretation: Gen Z actively tunes out traditional commercials, viewing them as inauthentic interruptions. They find digitally native influencer
marketing significantly more persuasive because it mimics organic, user-generated content and fits seamlessly into their visual media diet.
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Visual 8: Preferred Type of Brand Loyalty Reward (Pie Chart)

Visual 8: Preferred Type of Brand Loyalty Reward
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Thematic Analysis: The emergent theme is “Instant Financial Gratification.” A dominant 55.0% of students prefer "Instant Cashbacks/Discounts" over
long-term "Point Accumulation Systems" (12.0%).

Interpretation: The fast-paced digital environment has drastically shortened Gen Z's patience for delayed gratification. Traditional airline-style point
systems are viewed as tedious and low-value. Brands must offer immediate, tangible financial rewards at checkout to successfully incentivize repeat
purchases.

Findings, Suggestions and Conclusion
Findings
®  Generation Z college students in Bangalore are practical consumers who show “fluid loyalty,” switching brands when better options are
available.
e  Instagram and YouTube are the primary platforms for brand discovery among Gen Z consumers.
e Influencer marketing is more persuasive to Gen Z than traditional advertisements.
e  Product quality and affordability are the main factors influencing long-term brand loyalty.
®  83% of respondents are willing to switch from their preferred brand if another brand offers a better discount.
®  42% of respondents identify a decline in product quality as the primary reason for leaving a brand.

®  Gen Z consumers prefer instant rewards, such as cashbacks at checkout, over traditional loyalty programs based on accumulating points over
time.

Suggestions

e  Brands should focus more on Instagram and YouTube marketing by collaborating with authentic micro-influencers.
e  Businesses should maintain consistent product quality to prevent customers from switching to competitors.

e  Companies should offer competitive pricing and attractive discounts to retain price-conscious Gen Z consumers.

e  Brands should regularly review their pricing strategies to remain competitive in the market.

e  Businesses should replace complicated, long-term point-based loyalty programs with simple and convenient reward systems.
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e  Companies should provide instant digital cashbacks and immediate financial rewards to improve customer satisfaction and encourage repeat
purchases.

e  Marketers should balance digital promotions with product quality, affordability, and customer satisfaction to build long-term brand loyalty.
Conclusion

Ultimately, this study demonstrates a fundamental disruption in modern brand loyalty. Generation Z does not view loyalty as a lifelong commitment;
instead, it is a continuous, transactional relationship that a brand must re-earn with every purchase. The modern student consumer relies on a currency of
authenticity and instant value. To succeed, brands must evolve from relying on legacy reputation to engineering highly authentic, visually engaging, and
financially rewarding digital experiences that bridge the gap between high-speed digital discovery and tangible product quality.

Future Scope of the Study

While this study provides comprehensive insights into the current state of brand loyalty among Generation Z college students in Bangalore, there are
several avenues for future research. Future studies could expand the geographical scope to compare brand loyalty behaviours across Tier-1 metropolitan
cities versus Tier-2 and Tier-3 cities in India, mapping out how regional digital penetration affects consumer pragmatism. Additionally, a longitudinal
study could be conducted to assess how brand loyalty shifts as these students graduate, enter the workforce, and experience a significant increase in
disposable income.

Further research could also explore the specific psychological impacts of “cancel culture™ and ethical boycotting on long-term brand equity. There is a
critical need to understand the recovery timeline for brands that have faced digital backlash from Gen Z consumers. Finally, cross-generational studies
comparing the loyalty triggers of Gen Z with those of Generation Alpha could provide deeper insights into the continuous evolution of digital consumerism
and whether "fluid loyalty" will become the permanent baseline for all future retail economies.

Annexures

Annexure |: Questionnaire

The complete structured questionnaire covers Section A (Respondent Profile), Section B (Brand Engagement), Section C (Brand Loyalty & Switching
Behaviour), Section D (Trust & Influence), and Section E (Rewards & Future Preferences).

Section A — Respondent Profile
Q1. What is your age?

* Below 18

+18-20

*21-23

*24-26

* Above 26

Q2. What is your gender?
» Male
* Female

* Prefer not to say

Q3. What is your current level of university study?
* Undergraduate — 1st Year

* Undergraduate — 2nd Year

* Undergraduate — 3rd Year

* Undergraduate — 4th Year

* Postgraduate

Section B — Brand Engagement

Q4. Which platform do you most frequently use to engage with or discover brands?
* Instagram

* YouTube

* X (Twitter)

» Brand Website directly

* Emails/Newsletters

Q5. How often do you interact (like, comment, share) with a brand's social media content?
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* Very Frequently
* Frequently

*» Sometimes

* Rarely

* Never

Section C — Brand Loyalty & Switching Behaviour

Q6. What is the primary factor that makes you stay loyal to a specific brand?
* Product Quality

* Price/Affordability

* Brand Ethics/Sustainability

* Trendy/Viral Status

» Customer Service

Q7. How willing are you to switch away from your favorite brand if a competitor offers a better discount?
* High Willingness

» Moderate Willingness

» Low Willingness

* I am a Brand Loyalist (Never Switch)

Q8. What is the primary reason you would completely abandon a brand you previously liked?
* Decline in Product Quality

* Found a Better Price/Offer elsewhere

* Unethical Brand Practices/Scandals

* Poor Customer Service

Q9. In which product category do you exhibit the highest brand loyalty?
* Smartphones/Tech Gadgets

* Footwear/Sneakers

* Cosmetics/Skincare

* Fast Food/Beverages

Section D — Trust & Influence

Q10. How much do social media influencers impact your trust and loyalty toward a brand?
« Strong Impact

* Moderate Impact

* Minimal Impact

* No Impact

Q11. Please indicate your level of agreement: "I find influencer/digital marketing to be more persuasive and authentic than traditional TV or print
advertising."

* 1 - Strongly Disagree

* 2 - Disagree

* 3 - Neutral

4 - Agree

* 5 - Strongly Agree

Q12. How important is a brand's stance on social issues (e.g., sustainability, diversity) to your continued loyalty?
* Extremely Important

* Very Important

* Moderately Important

» Slightly Important

* Not Important At All

Section E — Rewards & Future Preferences

Q13. What type of brand loyalty reward program do you find most appealing?
« Instant Cashbacks/Discounts at checkout

« Exclusive Early Access to new drops
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* Point Accumulation Systems (e.g., earn points over time)

* Free Merchandise

Q14. In your own words, what is one thing a brand can do to guarantee you remain a customer for life?



