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Abstract

Brand loyalty is the target marketing goal; it will lead to the purchase behavior.
Customers, who have true brand loyalty, must compose with attitudinal loyalty and behavioral
loyalty. This article is a literature review focusing on the understanding and types of brand
loyalty. It has found that brand loyalty is created by the customer who have perceived the
value and are satisfied with the brand, and that leads to the purchase behavior. Brand loyalty
has been divided into two dimensions; one is attitudinal dimension such as cognitive loyalty
phase and affective loyalty phase and another is behavioral dimension that include the
conative loyalty phase and action loyalty phase.

Keywords: Brand Loyalty, Attitudinal Loyalty, Behavioral Loyalty.
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