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MOTIVATION & GOALS

Measuring customer loyalty
* It's difficult

* Depth of loyalty

* Econometric methods

Oblective

* Identify and measure levals of loyalty
* Input supply brands

* Analyze factors of the buying process

SURVEY DESIGN

Survey Methods Measuring
Loyalty

* Previous LCP surveys

The Loyalty Ladder
* Das Narayandas, 2005

* Successlvely higher levels of
loyalty

*Figure adapted from Naryandas' Loyaity Ladder {2005).

DATA & METHODS

2013 Large Commercial Producer Survey
{LCP)
* >$100,000 gross farm sales
* Major commodity groups
* Seed, Crop Protection, Feriilizer, & Capital Equipment Brands
* Buying behaviors

2,348 useable responses

* Dillman, 1991

* input Brand Loyalty Analysis: 2,079 responses
Probit Analysis

* Marginal effecls

* intetpretation

1 EXPLANATORY VARIABLES

EXPLANATORY VARIABLES
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CUSTOM SERVICES AND CAPITAL
EQUIPMENT BRANDS

Statistical significance at the 10%, 5%, and 1% levet denoted by * **, and **¥, respectivaly.

RESULTS & DISCUSSION | weusronc oy

*mpadis fo equipment companies

| LOCATION

’ SPOUSES

CONCLUSIONS
QUESTIONS?

Loyaity is trickyl

* Varlable results

Custom Services
* Capltal equipment brands

Spouses
* Loyal, then nol

Locatlon
* Crop protection & ferfilizer brands

Future Research
* Incremental cost-benefit analysis




