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Abstract 

Despite Cambodia’s youthful population and its rapid economic shift, there is a lack of empirical evidence on 
whether marketing strategies should differentiate between Millennials and Generation X in their approaches to 
building brand loyalty. Addressing this gap, the purpose of present study was to discover generational differences 
in consumer behavior by comparing brand loyalty among Millennials and Generation X in the Cambodian 
setting. The current study employed a quantitative comparison analysis based on previous research and literature 
reviews. Data were gathered from 256 participants to determine whether Millennials were as loyal to brands as 
Generation X and to provide useful answers to the study’s research questions through the survey questionnaire. 
The questionnaire was developed through literature reviews and course materials. Variables (male, female, age, 
occupation, and income) were evaluated to compare Millennial brand loyalty with that of Generation X. The 
collected data were analyzed using descriptive and inferential statistics in SPSS. The findings showed that all 
four of the preset antecedents, namely FU-VA, BR-TR, BR-CO, and BR-SA, have a significant impact on brand 
loyalty between Millennials and Generation X in the Cambodian setting. These results suggest that while core 
loyal drivers remain consistent, generate nuance should be considered in strategy brand positioning.  
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1. Introduction 

Millennials are defined as people born between 1981 and 2000 (Gurău, 2012). Millennials were reared in an 
environment that encouraged them to fully embrace digital technology, which shaped their character, attitudes, 
actions, and approaches (Taylor & Keeter, 2010). Millennials, as a distinct consumer group, have had an impact 
on the US market due to their size and purchasing power (Achille et al., 2018). Similarly, in emerging markets 
like Cambodia, the growing influence and purchasing power of Millennials is reshaping consumer landscapes, 
underscoring the importance of understanding this cohort in different national contexts. Social and economic 
factors, such as the rise of digital technology and social media, affect millennials. 

Millennials were recognized for being resistant to advertising and marketing initiatives (Lazarevic, 2012). They 
desired products and services that were tailored to their lives and personalities, allowing them to express 
themselves (Gupta et al. 2010). Millennials made up a sizable market sector due to their enormous spending 
power. Nonetheless, as a target market, Millennials were resistant to traditional marketing methods, and 
numerous studies found that they were difficult to convert into loyal customers (Bush et al., 2004; Lazarevic, 
2012; Valaei & Nikhashemi, 2017). As a result, understanding a cohort’s standards and drives became critical in 
targeting consumers, as each generation was motivated by distinct ideas about the type of life they wanted to live 
(Smith & Clurman, 1997). Following the depiction of Millennials, Generation X characters were displayed. 

There were several differences in the literature between Millennials’ brand loyalty and Generation Xer’s brand 
faithfulness. Some leading research describes Millennials as highly unfaithful to companies, making it difficult 
for businesses to retain them as loyal customers (Giovannini et al., 2015; Gurău, 2012; Lazarevic, 2012). By 
contrast, other studies highlight circumstances where Millennials can exhibit strong brand attachment, such as 
devotion to luxury brands (Grotts & Johnson, 2013). Although previous literature has not examined ways to 
promote Millennial brand loyalty (Syrett & Lammiman, 2004), these differing findings suggest that Millennials’ 
loyalty may be context-dependent, influenced by product type, brand positioning, or personal values. This 
ongoing debate creates a tension in the literature and highlights the need for closer examination and comparison 
of brand loyalty patterns across generational cohorts. 



Developing Country Studies                                                                                                                                                              www.iiste.org 

ISSN 2224-607X (Paper) ISSN 2225-0565 (Online)  

Vol.16, No.1, 2026 

 

59 

Millennials are primarily descended from Generation X members who raised them. Although Generation X 
members raised most Millennials, their motivations for acquisition differed. Following a thorough review of the 
literature, the present study has found no comparison of brand loyalty between the two generations. Therefore, 
the examining of the characteristics between Millennials and Generation X significantly help develop an inherent 
understanding of customer brand loyalty. 

1.1 Statement of Problems  

Cambodia has one of ASEAN’s youngest populations, with more than 65% under the age of 30. Generattion Z is 
not the future workforce; they are the present (Royal Government of Cambodia (RGC), 2023). Millennials and 
Generation Z account for over 60% of Cambodia's population, indicating that the majority of Cambodians today 
are under the age of forty. Cambodia’s workforce is dominated by youth, with Generation Y and Gen Z (aged 15 
to 45) accounting for up to half of the country's active median population, making them a critical resource for 
long-term economic growth and business engagement (RGC, 2023). Cambodia has a strong young demographic 
with a median age of 26.8 years, which is substantially lower than other nations in the area, implying that a 
significant wave of young people will soon enter the workforce, giving Cambodia a competitive advantage 
(RGC, 2023).  

There were discrepancies in the literature about Millennial brand loyalty vs Generation X brand faithfulness. 
Prominent studies found that Millennials were extremely unfaithful to companies, making it difficult for 
businesses to recruit and retain them as loyal customers (Giovannini et al., 2015; Gurău, 2012; Lazarevic, 2012). 
However, researchers in the available literature have not explored techniques to promote Millennial brand 
loyalty (Syrett & Lammiman, 2004). Grotts and Johnson (2013) claimed that Millennials were committed clients 
of luxury brands. In general, Millennials were raised by Generation X parents. Although members of Generation 
X raised most Millennials, their acquisition motivations differed from those of Generation X. Following a 
thorough examination of the current literature, no existing studies has explicitly examined brand loyalty between 
the two generations, particularly in the Cambodian setting. 

1.2 Proposes of the Study 

The current study was aimed to identify generational differences in consumer behavior by comparing brand 
loyalty between Millennials and Generation X. By assessing whether there was a statistically significant 
difference between the two generations, providing insights into marketing techniques tailored to specific 
demographic groups. 

1.3 Research Question 

Given the high level of marketing investment devoted to building brand loyalty, particularly in emerging markets 
such as Cambodia, the question of whether generational cohorts respond differently to these efforts is of 
significant strategic importance. A comprehensive literature review was carried out to investigate generational 
disparities in consumer behavior. As a result, the following research question emerged: Is there a statistically 
significant difference in brand loyalty between Millennials and Generation X in the Cambodian setting? 

1.4 Hypotheses 

Given the study’s purposes and research question, and drawing on foundations in brand loyalty theory, two 
hypotheses were postulated as follows. Building on the theoretical perspective that attitudinal and behavioral 
aspects of brand loyalty are shaped by generational experiences and consumer socialization (Jacoby, 1971; 
Oliver, 1999), the study anticipates that variations in formative influences, digital literacy, and value orientation 
may account for observable differences in loyalty. For example, Millennials, who have come of age during rapid 
digitalization and exposure to a wider variety of brands and media, may develop loyalty in different ways 
compared to Generation X, whose brand experiences were shaped in a pre-digital context. These generational 
differences are proposed as theoretical mechanisms that may lead to either significant differences or similarities 
in observed brand loyalty measures. 

Given the purposes of the study, and research question, the specific hypotheses may be stated as follows: 

H0: There is no statistically significant difference in brand loyalty between Millennials and Generation X in the 
Cambodian setting.  

H1: There is a statistically significant difference in brand loyalty between Millennials and Generation X in the 
Cambodian setting  

1.5 Theoretical framework 

In the 1940s and 1950s, brand loyalty was empirically conceptualized as a one-dimensional notion and defined 
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in attitudinal terms, such as brand preference (Guest, 1944), or in behavioral terms, such as share of the market 
(Cunningham, 1956). Nonetheless, Day (1969) challenged the theory's singularity and was the first to advocate a 
two-dimensional view of brand loyalty, encompassing both attitude and behavior. Jacoby (1971) expanded on 
this foundation, developing a concept of brand loyalty that has since become the cornerstone for most brand 
loyalty research. In the modern era, models such as Oliver's (1999) four-stage loyalty framework—cognitive, 
affective, conative, and action loyalty—have further refined the conceptualization of brand loyalty by accounting 
for evolving consumer decision-making processes. By building on this modern lineage, the current study aligns 
its theoretical framework with the latest advances in loyalty research. 

Oliver (1999) defined brand loyalty as consumers' commitment to repurchase and support chosen brands 
continuously. Aaker (1991) underlined that brand loyalty was linked to customers’ passion and desire for a 
certain brand. Additionally, Palumbo and Herbig (2000) defined brand loyalty as recurrent purchases and 
customer preferences for specific brands. Notably, when consumers were pleased with the brands available, it 
could lead to brand loyalty (Dick & Basu, 1994; Selnes, 1993). Several variables cause clients to develop fake 
loyalty or even become devoted to the brand while they are not loyal to a product brand (Jones & Sasser Jr., 
1995). 

1.6 Conceptual Framework of the Study 

The current study focused on the characteristics that influence brand loyalty among Millennials and Generation 
X. The study looked at seven characteristics to determine brand loyalty: product quality, brand name, style, 
pricing, service quality, retail environment, and promotion. Brand names are often used to motivate brand loyalty. 
Marketers were encouraged to launch marketing campaigns to promote brand loyalty (Kolter, 1994). Consumer 
brand loyalty has declined over time due to a variety of factors, including sophisticated appeals, extensive media 
coverage, product similarity, pricing, content, sales promotion tactics, communication, and coupons (Kolter, 
1994). The primary reasons for the disparity in brand loyalty among customers have been extensively researched 
in consumer behavior. Consumer behavior was founded on Kotler’s (1994) research into how individuals buy, 
what they buy, when they buy, and why they buy. Demographic characteristics influenced the diversity of brand 
loyalty.  

1.7 Significance of the Study 

The current study sought to evaluate whether statistically significant differences in brand loyalty exist between 
Millennials and Generation X. Despite differences in the two generations' acquisition motivations, a systematic 
review of the literature revealed a lack of studies that compare the two generations' brand loyalty. The current 
study has filled a gap in the available literature. When comparing brand loyalty between Millennials and 
Generation X, it became clear that Generation X demonstrated significantly higher functional value, satisfaction, 
and commitment than Millennials. 

For practitioners: “In the Cambodian market, Generation X consumers demonstrate significantly higher 
purchasing power and stronger brand loyalty than Millennials; thus, marketing strategies that prioritize 
Generation X are more likely to yield greater returns for brands.”  

This study has practical marketing consequences. Although the Millennial generation, with its hedonism, 
extravagance, and high connectivity, was a more appealing target population for businesses, it was critical to 
focus marketing efforts on Generation X, which, according to previous research, has the most purchasing power 
of any generation. Personal and emotional values, as reflected in favorable interactions between consumers and 
brands, served as a motivator for Millennials. 

 

2. Literature Review 

2.1 Perspectives on Brand Loyalty 

Generally, a brand was defined as a sign, symbol, design, word, well-known name, or grouping that is intended 
to distinguish a supplier's products or services from competitors (Keller, 1993). The brand was used to recognize 
and enhance a customer’s relationship with a product or service. A brand can be defined as a customer’s 
interaction with a company. A successful brand was defined as one that gained notoriety and formed bonds with 
customers by addressing their requirements (Ghodeswar, 2008). 

The notion that influenced brand awareness varied depending on the industry in which a corporation wanted to 
market its products. As a result, when it comes to segmenting a brand into devoted customers, understanding the 
most important features of brand segmentation is vital. Previous studies found that customer loyalty and 
enjoyment were strongly associated, with just modest variances between terms. Oliver (1999) claimed that while 
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contentment has a detrimental impact on client loyalty, pleasure does not determine loyalty. 

Oliver (1999) conducted study on the relationship between customer happiness and loyalty, highlighting the 
importance of consumer satisfaction in brand loyalty. According to Oliver’s investigation, contentment was an 
important factor in developing consumer loyalty, but its importance declined once loyalty was established. As a 
result, other factors such as consumer perceived primacy, personal perseverance, social connection, and their 
synergies will be critical in retaining loyalty in the future. Many of these qualities were difficult for businesses to 
establish or quantify due to product category exclusivity and customer apathy, emphasizing the importance of 
satisfaction as a business indicator (Oliver, 1999). 

Ruixia and Chein (2019) studied the elements that influence brand loyalty using a mixed generational cohort, 
focusing on product quality, style, price point, brand image, service quality, and the retailer's physical location. 
Furthermore, their analysis included Millennials (1981-2000), Generation X (1965-1980), and Baby Boomers 
(1946-1964) as the three primary generations from 1946 to 2000. According to the combined data, product 
quality, style, brand image, and store setting all had a favorable impact on Millennial brand loyalty. Su and 
Chang (2018) investigated the elements that influence students' views of loyalty and how they are affected. 
Brand awareness, perceived product value, organizational associations, and brand originality all had an impact 
on consumer brand loyalty. These components were linked to hedonic and utilitarian values, indicating whether 
items were acquired for emotional rewards, self-expression, or practical utility. 

2.2 Perspectives on Components of Brand Loyalty   

Previous study found that the ability to search (efficiency) was the most important element influencing brand 
repurchase, particularly online efficiency (Lu & Xu, 2015). Efficiency has a significant positive impact on 
customer loyalty, especially in the context of e-commerce (Yen 2005). According to Sinioukov (1999), offering 
quick access to information via an e-commerce platform improved consumer loyalty while also contributing to 
an online business’s success. 

(1). Customer Service: The literature emphasized the importance of customer service through communication 
within e-commerce platforms, regardless of distance or time, where customers may be supported with brands 
(Park et al., 2005). Customer service on e-commerce sites, unlike traditional storefronts, lacks face-to-face 
connection, making it an important feature of online enterprises (Chiu et al., 2005). Littman (2008) discovered 
that real-time contact (customer service) given by internet firms greatly increased consumer satisfaction over 
time. The current finding was consistent with a study conducted by Yoo et al. (2010), who revealed 
communication features in e-commerce sites that would improve customer service by offering live help and a 
bulletin where clients could be aided. According to Bolton and Drew (1991), strained customer-corporate 
relationships are frequently the cause of online business failures. 

(2). Trust: According to Turban and Gehrke (2000), trust should be a top objective for internet businesses and a 
critical component of their strategy. Prior research discovered that trust was important in online transactions 
(Warrington et al., 2000) and more difficult than in traditional retailers (Reichheld & Schefter, 2000). Many 
researchers agreed, claiming that trust was the key to minimizing doubts and providing security for online clients 
(Ribbink et al., 2004). Trust, which encompasses privacy and security, was an important factor for online firms 
to consider while developing e-commerce websites (Caruana & Ewing, 2010). 

(3). Brand Image: Tan and Ahmed (1999) states that brand image is vital to an individual, particularly in clothing 
labels, and that shoppers are obsessed with a specific brand image. According to Dittmar et al. (1996), 
purchasing apparel with a brand image boosts buyers’ self-confidence in social interactions. Furthermore, 
Michaelidou and Dibb (2006) underlined that purchasing fashion labels with a brand image would assist 
customers in improving their self-identity and looks, particularly when compared to someone they knew (Ross & 
Harradine, 2004). According to prior research, many organizations have conveyed brand image in order to 
promote brand loyalty, with the goal of increasing familiarity and reliability (Palumbo & Herbig, 2000). 

2.2 Perspectives on Theory of Generational Cohort 

Mannheim’s concept of generations, first introduced in 1927/1928 and reissued in 1972 as a key thesis (first 
translated into English in 1952), has inspired sociologists. However, the idea has received little attention in 
practical applications. Mannheim (1952) saw generations as an issue in historical sociology, claiming that 
generational outlooks had large experimental consequences on a cohort's productive years of birth, which lasted 
throughout the years. Furthermore, Mannheim projected generations' cognizance as units, predicting how a 
cohort’s birth or age contributed collectively to a set of societal conditions, as well as how each generation 
develops its perception and erudition of belonging and distinctiveness (Mannheim, 1952). 
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Mannheim (1952) defined generations as persons born in the same year who have a common location in the 
historical dimension of the social process. Mannheim (1952) also distinguished between generations as actuality 
and unit, with the latter being reinforced while peers were exposed to the same phenomenon and reacted 
similarly. As a result, cohort membership was influenced by historical perspectives and cultures. Whereas 
economic and social factors could shed light on the nature of class location, generation location was established 
by how specific patterns of experience and ideas tend to emerge from the natural data of the transition from one 
generation to the next (Mannheim, 1952). According to Mannheim (1952), the first thing that struck an 
individual while reflecting on any separate generation unit was the remarkable similarity in the data that 
comprised its members’ perceptions. Representatives of a generation were “similarly sited,” as they went 
through the joint process at the same time (Mannheim, 1952). 

2.3 Perspectives on Millennials’ Brand Loyalty  

Millennials were generally rated as confident, intelligent, motivated, ambitious, social, open-minded, active, and 
creative (Ordun, 2015). Shopping was recognized as the most important attribute of this age. As a result, it was 
critical to determine their shopping attitudes and motivations, as well as if these patterns differed from those of 
previous generations (Ordun, 2015). Vaara and Zahiraldinni (2019) investigated how online communication 
influences Millennials’ perceptions about brands. Several studies have looked into brand loyalty, with some 
emphasizing the importance of specific personality traits over others (Fastoso et al., 2018). 

In 2015, Giovannini et al. studied the relationship between brand loyalty and self-alignment among younger 
customers. According to Lu and Xu (2015), brand self-consistency had a direct impact on consumers’ brand 
awareness and value perception, which in turn affected their behavioral loyalty. When assessing brand 
associations, the authors found that respondents had a larger affinity for multinational corporations than domestic 
enterprises. Although psychological brand loyalty was stronger for multinational brands, there was no significant 
difference in behavioral brand loyalty between international and domestic brands. Fastoso et al. (2018) 
concluded that narcissism, regardless of the kind, is connected with premium brand loyalty. 

In terms of brand loyalty, overt and covert narcissists differed. In contrast to overt narcissists, covert narcissists 
employed luxury goods to boost their self-esteem, resulting in higher levels of satisfaction. Fastoso et al. (2018) 
discovered that overt and covert narcissistic clients differ in their proclivity to acquire counterfeit goods. 
According to Fastoso et al. (2018), self-consistency was employed to improve brand loyalty in two ways: (i) 
actual and (ii) ideal. The study found that apparent narcissists’ actual self-conformity was more influential than 
their ideal self-conformity in molding brand loyalty, as their strong actual self-concept lessened the need for an 
ideal self-image (Fastoso et al., 2018). 

Cultural factors influenced Millennial customers’ shopping decisions (Mullarky et al., 2001). Advertising was 
utilized to affect consumers’ self-perceptions and brand preferences. Advertisements affecting client purchasing 
decisions occurred in a variety of formats, including magazines, television, and celebrity endorsements 
(Mullarky et al., 2001). When Dix et al. (2010) studied young people as the target audience, they discovered that 
athletic personality had a substantial impact on their sentiments toward branded sneaker items. Customers may 
see their favorite athlete as a leader, and young people may be impacted by the celebrity’s purchase decisions. 
According to the research, athletes have an impact on young customers’ product switching behavior, positive 
word-of-mouth activity, complaint behavior, and brand loyalty. 

2.4 Perspectives on Generation Xers’ Brand Loyalty 

In terms of generational marketing, the majority of the literature focused on Baby Boomers, Millennials, and 
Generation Z. Generation X was frequently overlooked, much like a neglected middle sister. Generation Xers 
make up 16% of the overall US population (Dabija & Băbut, 2019). The two largest generations around them are 
Boomers (25% of the population) and Millennials (25%). Because Generation X was small, marketers prioritized 
Boomers and Millennials. However, Generation X was approaching its peak earnings and spending years and 
should not have been overlooked. Unlike younger generations, Generation X literature said that customer service 
was more essential than sustainability when purchasing (Dabija & Băbut, 2019). 

Researchers suggested that marketers target Generation Xers because they have more purchasing power due to 
their higher disposable income than previous generations (Lissitsa & Kol, 2016). Generation Xers prefer to 
gather detailed information about products while shopping; they are more aware of product characteristics, 
particularly online information, making them more cautious when making new purchases, as they only began 
using online media as adults (Dabija & Băbut, 2019). Driesen et al., (2005) discovered, using conjoint analysis to 
limit social desirability bias, that Generation X consumers, particularly those with higher education levels, 
prioritize fair-trade labeling when researching sustainable product use. 
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When comparing both generations, green marketing plans specifically targeted younger consumers, according to 
marketing study (Kanchanapibul et al., 2014; Yadav & Pathak, 2016). Younger customers were identified as a 
prominent target due to their status as future consumers and employees with independent salaries. Furthermore, 
compared to older generations (Generation X and Baby Boomers), Generations Y and Z were more concerned 
about global warming and environmental damage, with a strong sense of environmental responsibility (Yadav & 
Pathak, 2016). These younger consumers were also more eager to purchase green items and willing to pay a 
premium for sustainability features (Tait et al., 2020). However, in traditional clothing, younger consumers were 
believed to be price sensitive, purchasing low-quality clothing, whilst older generations favored high-quality 
gear (Johnstone & Lindh, 2018).  

 

3. Methodology 

This section outlines the methodology that was employed in the study in order: (a) research design; (b) 
participants; (c) instruments and procedures; (d) data analysis and statistical procedures; and (e) ethical 
considerations.  

3.1. Research Design  

According to previous research, formative evaluations were more suited to the qualitative method when assessed 
statistically. Summative judgments, on the other hand, were more closely related to quantitative methods (Ragin, 
1987; Ghauri & Gronhaug, 2005). The quantitative method was determined to be the most appropriate for the 
current investigation due to its nature. Quantitative methods, which frequently depended on surveys or 
standardized methodologies, were found to yield inaccurate outcomes. A survey’s results may be inaccurate if the 
questions are perceived as overly intimate or if respondents do not understand them. In such instances, people 
may hesitate to reveal personal information. The attitudes and opinions of researchers and data collectors in a 
cultural setting have influenced quantitative and qualitative data collection methods. 

According to Ghauri and Gronhaug (2005), quantitative and qualitative data can be compared despite being 
collected using distinct approaches. The emphasis, shapes, and objectives of the two approaches varied greatly. 
These significant discrepancies were highlighted using a comparison analysis, such as a table (Ghauri & 
Gronhaug, 2005). According to Ragin (1987), a considerable difference between the two styles of inquiry can be 
seen in various variables and examples analyzed. Quantitative research employs fewer variables but involves 
more cases, whereas qualitative research stresses more variables and fewer instances. 

3.2 Participants 

The current study recruited 256 people from both Millennials and Generation X. Demographic variables were 
used to choose a random sampling of participants. Participants aged 18 to 75 were asked to complete the survey 
via a link in an email invitation. To motivate respondents to complete the survey, rewards were offered. Of the 
546 valid responses, 46.8% (n = 256) said they preferred Coca-Cola, Pepsi, or Mirinda. Participants who chose a 
different brand were likewise barred. This selection criterion was adopted to ensure that the sample focused on 
the three most prevalent carbonated beverage brands in the Cambodian market, thereby enabling a sufficiently 
large comparison group while still reflecting distinct brand clusters with established market presence. Including 
only respondents loyal to Coca-Cola, Pepsi, or Mirinda allowed for a more meaningful analysis of generational 
loyalty patterns, as these brands represent dominant choices that are familiar and relevant across both 
generational cohorts. 145 (56.7%) of the 256 surveyed respondents were Millennials, whereas 111 (43.7%) were 
from generation X. Due to time and resource constraints, the current study was limited to two generational 
cohorts, Millennials and Generation X, as most Millennials are Generation X descendants. 

3.3 Instruments and Procedures  

The current study used a survey questionnaire as its primary research instrument, developed from scientific 
papers and course literature. The current study’s literature was mostly compiled from scientific articles obtained 
through tools such as Emerald Insight, Business Source Premier, and Google Scholar. Several scholarly articles 
and peer-reviewed periodicals were examined for this study. The Likert scale was employed as a measurement 
instrument. 

The survey in this study comprised millennials and generation X participants and examined their demographics 
and brand loyalty. The survey’s measurement items were derived from scales with established validity and 
reliability, and were allocated to two categories: Millennials and Generation X. They were measured using 
criteria such as age (the primary criterion), education, occupation, income, and location of residence. Section two, 
brand loyalty, was evaluated using a 5-point Likert scale (1 = very low, 5 = very high). 
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Questions about Levi’s and Prada’s brand identities were posed, and respondents’ answers were used to develop 
the brand images. The participants’ responses were used to determine the meaning of Levy’s brand image on a 
scale of 1 to 5, as well as the meaning of Prada’s brand image. This study was conducted to determine whether 
Millennials were more brand loyal than Generation X. Respondents completed the survey by clicking a link in 
the email invitation, which directed them to the online survey. To motivate respondents to complete the survey, 
they were offered rewards. The survey was carried out as planned, with no issues that hampered its completion. 

3.4 Data Analysis and Statistical Procedures  

Variables such as gender, age, occupation, and income were used to compare millennials’ brand loyalty with that 
of Generation X. The following variables and analysis steps were used to answer the research question and test 
the hypotheses about differences in brand loyalty between Generation X and Millennials. For clarity, each 
analysis step is accompanied by a “so that” clause to highlight its specific purpose: 

(1) Brand loyalty (across generations) is quantified using a 5-point Likert scale (0 = very low, 5 = very high), so 
that participants’ brand loyalty levels can be consistently measured and compared between groups. 

(2) Demographic characteristics include date of birth, age, gender, degree of education, and socioeconomic status, 
so that the influence of background variables on brand loyalty can be identified. 

(3) Grouping variable: Respondents were classified into generations using the modalities X and M, so that 
statistical analyses could clearly separate Millennials and Generation X. 

(4) Data quality control was carried out using SPSS, which identified duplicates, outlier variables, and missing 
data decisions, so that the integrity and reliability of the dataset was maintained for accurate analysis. 

(5) The hypotheses were evaluated using the t-test, so that the study could determine if there was a statistically 
significant difference in brand loyalty between the two generational cohorts. 

(6) ANOVA techniques were employed to investigate factors affecting loyalty among each generation, with a 
significance level of 0.05 and a 95% confidence interval, so that the study could identify which specific loyalty 
dimensions showed meaningful generational differences. 

(7) Six criteria were designed to address the major research question of what influences brand loyalty, so that 
multiple relevant factors could be systematically examined. 

(8) In order to address the main research question, eight elements influencing brand loyalty were identified, so 
that a comprehensive view of the antecedents of brand loyalty could be established within the studied groups. 

3.5 Ethical Considerations 

Regardless of whether the population of interest is a protected category, any study has the risk of injury. Barrow 
et al. (2020) stated that confidentiality is essential in every scholarly research study. Researchers went to 
considerable lengths to ensure the utmost secrecy for all subjects.  

A data management procedure was implemented to ensure the greatest security, privacy, and confidentiality of 
the video and audio recordings collected during the study. This involved storing numerous copies of the data. 
The study cannot guarantee anonymity because the researcher was aware of certain participants' identities. The 
researcher will, however, maintain secrecy. To ensure confidentiality, the researcher replaced participants' names 
with numbers throughout the relevant chapters of the dissertation. Data will be saved on two new password-
protected USB drives. The data will be housed in a fireproof safe within the researchers’ home, with access code 
known only to the researchers. Data will be destroyed after five years. 
 

4. Results 

This section presents the findings of this study. The findings are described in the following order: (i) alphas 
scores and items of the final number; (ii) relationship among brand loyalty dimensions; (iii) differences in brand 
loyalty dimensions across brands; and (iv) generational differences within specific brands, respectively.  

4.1 Findings of Alphas Scores and Items of Final Number  

The current study’s scale indices were based on a different countrywide sample. Reliability tests were carried out 
to assess core dependability and inter-item interactions for each component. Cronbach’s alpha values were 
reduced to improve the indicator’s dependability, notably for the number of items used to calculate functional 
value and community support directories.  

The indicators examined in this study were used to represent eight dimensions of brand loyalty: Functional Value 
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(FU-VA), Price Worthiness (PR-WO), Repeat Purchase (RE-PU), Brand Commitment (BR-CO), Brand Trust 
(BR-TR), Emotional Value (EM-VA), Social Value (SO-VA), and Brand Satisfaction (BR-SA). Cronbach's alpha 
values for the completed indices were greater than 0.70, and inter-item correlations ranged from 0.5 to 0.9. Table 
1 shows the calculated Cronbach’s alpha values and the final number of items in each index. Notably, 
contentment was the only element measured, hence no reliability analysis was performed on that component. 

Table 1. Alphas Scores and Final Number of Items Used in Indices 

Index Cronbach’s alpha Items of final numbers 

FU-VA 0.95 4 

PR-WO 0.94 3 

RE-PU 0.89 4 

BR-CO 0.92 4 

TR-US 0.86 3 

EM-VA 0.88 3 

SO-VA 0.93 3 

 

4.2 Findings of Relationship among Brand Loyalty Dimensions 

Exploratory factor analysis was used to create the aforementioned indices and to monitor item-factor loading. 
Principal components analysis was used to extract factors with Eigenvalues greater than one, which were then 
exposed to a varimax sequence. Indices were created with consistent variables (M = 0; SD = 1), and missing 
values were eliminated from the study. 

It was predicted that these dimensions would have strong correlations. Although the satisfaction measure was not 
an index, it was included in the study, and all subsequent procedures were followed. Variables showed significant 
positive Pearson correlations ranging from 0.382 to 0.855 (p < 0.01). Table 2 shows these relationships. 

Table 2: Relationship between Brand Loyalty Dimensions (n=256) 

 FU-VA PR-WO RE-PU BR-CO BR-TR EM-VA SO-VA BR-SA 

FU-VA 1        

PR-WO 0.733** 1       

RE-PU 0.577** 0.555** 1      

BR-CO 0.628** 0.558** 0.844** 1     

BR-TR 0.537** 0.566** 0.794** 0.780** 1    

EM-VA 0.844** 0.784** 0.597** 0.641** 0.574** 1   

SO-VA 0.536** 0.683** 0.588** 0.526** 0.582** 0.665** 1  

BR-SA 0.595** 0.533** 0.745** 0.770** 0.735** 0.622** 0.469** 1 

4.3 Findings of Differences in Brand Loyalty Dimensions across Brands 

ANOVA tests were used to see if there were significant age differences in brand loyalty variables. The study 
found significant generational differences in trust, functional value, emotional value, satisfaction, and 
commitment. These dimensions will be the focus of subsequent discussion. Millennials reported the lowest mean 
scores across all parameters, whereas Generation X had the greatest mean score. Table 3 presents the computed 
mean scores for each dimension across generational groups. 
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Table 3. Computed Mean Scores for Each Dimension across Generational Groups (n=256) 
Dimensions Generations N M S.D. 

FU-VA 
Millennials 145 -0.08 1.05 
Generation X 111 0.03 1.05 
Total 256 0.05 1.05 

BR-CO 
Millennials 145 0.05 1.00 
Generation X 111 0.10 0.98 
Total 256 0.07 0.99 

BR-TR 
Millennials 145 -0.06 1.05 
Generation X 111 0.15 0.93 
Total 256 0.10 0.99 

EM-VA 
Millennials 145 -0.05 1.03 
Generation X 111 0.01 1.05 
Total 256 0.03 1.04 

BR-SA 
Millennials 145 3.77 0.97 
Generation X 111 3.89 0.85 
Total 256 3.83 0.91 

 

The results of Levene’s, Welch, and Brown-Forsythe tests were significant across all dimensions, indicating that 
variance homogeneity was not assumed. Significant differences were found between groups in functional value 
(F = 9.473; p < 0.001; η2 = 0.03), emotional value (F = 4.349; p < 0.05; η2 = 0.01), trust (F = 4.057;        p < 0.05; 
η2 = 0.01), brand commitment (F = 4.861; p < 0.01; η2 = 0.01), and satisfaction (F = 6.116; p < 0.01; η2 = 0.02).  

4.4 Results of Generational Differences within Specific Brands 

To further study generational disparities, Coca Cola, Pepsi, and Mirinda were evaluated separately to establish 
whether there were variations in brand loyalty dimensions across consumers of the same brand. ANOVA tests 
were performed separately for each brand, and the findings are described. 

(1). Brand Loyalty in Term of Coca Cola 

There were significant generational disparities in the following dimensions for Coca Cola consumers: (a) FU-VA; 
(b) EM-VA; (c) BR-TR; (d) BR-CO; and (e) BR-SA. As previously stated, mean scores were calculated using 
standardized items (M = 0, SD = 1). Higher mean scores indicated greater agreement with scale items, whilst 
lower mean scores indicated less agreement with scale items. Generation X had the second highest mean scores, 
while Millennials had the lowest mean scores in all dimensions. Table 4 presents the computed mean scores for 
each dimension by generational group. 

Table 4. Generational Cohorts on Brand Loyalty Dimensions in Term of Coca Cola 

Dimensions Generations N M S.D. 

FU-VA 

Millennials 145 -0.17 1.12 

Generation X 111 0.01 1.11 

Total 256 0.09 1.05 

BR-CO 

Millennials 145 -0.15 1.02 

Generation X 111 0.03 1.03 

Total 256 0.09 1.02 

BR-TR 

Millennials 145 -0.12 1.06 

Generation X 111 0.09 0.97 

Total 256 0.10 1.01 

BR-SA 

Millennials 145 3.77 1.11 

Generation X 111 3.97 1.04 

Total 256 3.87 1.07 

 

The estimated Levene statistics were significant for functional value, trust, and satisfaction, but not for brand 
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commitment. However, the Welch and Brown-Forsythe statistics were significant for all dimensions, implying 
that the assumption of equal variances was not made. The model tests revealed significant differences in FU-VA 
between groups (F = 5.182; p < 0.01; df: 2, 390; η2 = 0.03), BR-CO (F = 3.127; p < 0.05; η2 = 0.02), and BR-SA 
(F = 3.431; p < 0.05; η2 = 0.02). 

(2). Brand Loyalty in Term of Pepsi  

Pepsi consumers showed significant age disparities in functional value, commitment, repeat purchase, and 
satisfaction. Generation X reported the greatest mean scores, whereas millennials reported the lowest mean 
scores across all criteria. The computed mean scores for each dimension per generational group are shown in 
Table 5.   

Table 5. Generational Cohorts on Brand Loyalty Dimensions in Term of Pepsi 

Dimensions Generations N M S.D. 

FU-VA 

Millennials 145 -0.09 0.93 

Generation X 111 0.01 1.06 

Total 256 0.05 0.99 

BR-CO 

Millennials 145 -0.17 0.97 

Generation X 111 0.16 0.79 

Total 256 0.16 0.88 

RE-PU 

Millennials 145 -0.14 0.91 

Generation X 111 0.10 0.95 

Total 256 0.12 0.93 

BR-SA 

Millennials 145 3.84 1.02 

Generation X 111 4.26 0.79 

Total 256 4.05 0.90 

The calculated Levene’s statistics were not significant for brand commitment, repeat purchase, or satisfaction, 
but they were significant for functional value. However, the Welch and Brown-Forsythe statistics were 
significant in all dimensions, showing that variance homogeneity was not assumed. Significant differences 
between groups were found in FU-VA (F = 4.588; p < 0.05; η2 = 0.05), BR-CO (F = 4.44; p < 0.05; η2 = 0.05), 
RE-PU (F = 3.104; p < 0.05; η2 = 0.04), and BR-SA (F = 5.645; p < 0.01; η2 = 0.02). 

(3). Brand Loyalty in Term of Mirinda  

There were no significant generational disparities in any brand loyalty assessments among Mirinda consumers. 
As a result, no further evaluation will be given. 

 

5. Discussions 

Based on the overall findings, it was clear that variances in loyalty variables were more pronounced across 
generations, particularly between Generation X and Millennials. Notably, Generation X was viewed as having 
higher operating and expressive value marks than Millennials. Participants in Generation X had significantly 
higher levels of trust, consumer satisfaction, and commitment than Millennials. Furthermore, Generation X 
participants did not report significantly higher loyalty scores than Millennials. Inclusive findings also revealed 
that generational disparities were mostly limited to attitudinal aspects of brand loyalty. The categories that 
revealed significant differences in overall tests were BR-TR, EM-VA, FU-WA, BR-SA, and BR-CO. According 
to extant studies, Generation X participants are more likely to experience stronger brand loyalty than Millennials. 
Kim et al. (2008) contended that strong attitudes toward brands can influence consumer behavior because 
compelling approaches are more consistent and resistant to change, suggesting that even when repurchase 
behavior remains consistent across generations, the depth of their attitudes toward brands may vary. According to 
the present research findings, Generation Xers have more substantial relationships with the companies they seek. 
In terms of brand distinctions, Generation X Coca-Cola consumers demonstrated stronger functional value, 
satisfaction, and commitment than Millennials (Leslie-Piper & Senior, 2018). 

When comparing these findings with those from other emerging markets, both similarities and contrasts emerge. 
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Research from countries such as Vietnam, Indonesia, and India frequently report that generation X shows greater 
brand loyalty than millennials, particularly in fast-moving consumer goods and beverages. This pattern aligns 
with the Cambodian data, suggesting a broader regional trend in Southeast Asia were generation X displays more 
consistent and lasting brand attachments. However, in markets such as Brazil and South Africa, evidence 
suggests millennials are becoming increasingly brand loyal in certain premium, digital-driven product categories, 
often influenced by social media engagement and brand values aligned with sustainability and innovation. In 
contrast, in the Cambodian setting, attitudinal loyalty was more pronounced than behavioral loyalty, and 
Millennials remained more resistant to forming strong, long-term brand bonds, especially in the analyzed 
beverage category. Overall, while the findings for Cambodia largely align with loyalty trends in neighboring 
emerging economies, the persistence of attitudinal gaps and low involvement among younger cohorts is even 
more significant, underscoring the influence of both cultural and market-maturity factors. 

Practically, this significantly higher level of satisfaction and commitment explains why Generation X tends to be 
more loyal than Millennials. In the literature, both satisfaction and commitment have been identified as 
important factors in creating brand loyalty (Kim et al., 2008; Punniyamoorthy & Raj, 2007). Customers who 
exhibit strong brand loyalty have carefully maintained their ties with the brands they consume, making them less 
susceptible to brand switching (Punniyamoorthy & Raj, 2007). Also, Cohen (1988) stated that these significant 
findings were encouraging, even though the impact proportions ranged from low to average. Sparkling drinks are 
a low-immersion product classification, and persuasive effects are likely in product groups where involvement is 
predicted to be more essential (Punniyamoorthy & Raj, 2007). 

Furthermore, among Pepsi customers, generational effects on brand loyalty were more significant within brands. 
These findings are consistent with previous research on age disparities in loyalty attitudes. As a result, price and 
price-worthiness may not have a significant impact, consistent with the previous study by Punniyamoorthy and 
Raj (2007). Customers may express strong preferences for one brand over the other current options within the 
group. However, sparkling soft drinks are a fast-growing product that is less likely to be associated with self-
image. 

 

6. Conclusion 

The current study sought to determine whether there was a statistically significant difference in brand loyalty 
between Millennials and Generation X. Despite differences in the two generations’ acquisition motivations, a 
systematic review of the literature found a shortage of studies comparing brand loyalty across generations. The 
current study addressed a gap in the literature by demonstrating that Generation X had deliberately better 
functional value, satisfaction, and commitment than Millennials. This significantly higher satisfaction and 
commitment may explain why Generation X was more likely to experience greater loyalty than Millennials. In 
the literature, both satisfaction and commitment have been identified as important components of brand loyalty. 
According to this assertion, brand loyalty is highly associated with customer satisfaction with a specific brand.  

Although several factors contribute to brand loyalty, consumer satisfaction is the most important. Customers who 
were satisfied with the product and service were considerably more inclined to buy the same brand again. 
Loyalty proportions, on the other hand, showed significant disparities between generations and demographic 
groups. According to an examination of the general findings, variability in loyalty factors persisted, with 
Generation X exhibiting the greatest generational variance. Notably, Generation X was viewed as having higher 
operating and expressive value marks than Millennials. Surprisingly, Generation X participants did not report 
significantly higher grades than Millennials in the loyalty characteristics. When compared to Millennials, 
Generation X rated far higher in terms of trust, consumer happiness, and commitment. 

The current study’s findings provided preliminary support for the hypothesis that brand service quality, trust, 
satisfaction, and preference are important antecedents of brand loyalty. The current study shed light on what each 
generation desired from a brand and what must be provided to foster a link between consumers and companies. 
Brand loyalty was a mutualistic bond between a consumer and a brand. Marketing strategies focused at 
Generation X or Millennials are unlikely to have consistent impacts when directed at a different generational 
group. Specific generational groups should be targeted with appealing messages, promotional mixtures, and 
overall marketing strategies.  

As a result, it is critical to understand the purchase motivations and important elements impacting each 
generation’s product and service selection. Marketing executives must concentrate on raising considerable 
awareness that addresses the unique demands of each generation. Managers must recognize that understanding 
the different habits and beliefs that influence the two generational cohorts is critical for effectively targeting 
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either. Finally, while some strategies may focus on Millennials and Generation X, marketing managers must 
recognize that one-size-fits-all global marketing does not work. 

 

7. Recommendations for Future Research 

In keeping with the study’s limits, this research has undoubtedly produced more issues and difficulties that 
cannot be addressed in the current attempt. 

1. To generalize the findings, future researchers should expand the current study’s findings to include additional 
dimensions of brand loyalty, such as rebranding and brand reputation and concentrating on the specific 
generation that incorporates goods and services into their daily routines, examining how rebranding affects brand 
loyalty and its impact on brand reputation based on consumer generational cohort. 

2. Future research could focus on other industries in Cambodia, such as automobile, apparel, and manufacturing. 
This would help to determine whether rebranding can recover brand regulation and loyalty in a variety of 
circumstances. These efforts should ideally be carried out as longitudinal research to provide additional 
empirical data and validate the findings.  
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