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The Effect of Consumer Attitudes Towards Hometown Brands on Brand 
Loyalty: A Research on Sausage Brands in Kayseri Province 

Abstract 

While some of the many studies on brand loyalty are on whether consumers show loyalty or not, some of them are studies on how 
brand loyalty is formed. In this study, it is designed to reveal the effects of consumers' perspectives and attitudes towards brands 
specific to their hometowns on brand loyalty. The research was conducted on consumers over the age of 18 living in the province 
of Kayseri. The data obtained in the research were analyzed with the SPSS 22 package program. According to the results of the 
research, it is seen that the participants have cognitive dependence and partly emotional dependence in the factors related to the 
brand loyalty scale. In the factors related to the consumer attitudes scale, it was seen that the participants were satisfied with Kayseri 

 items. 
According to this average, consumers see Kayseri sausage brands as a reliable, successful, respected and leading brand. While there 
is instability in the factors of emotional dependence and positive attitude, the average of other factors is greater than 3.40, in favor 
of Kayseri sausage brands. It was concluded that all the independent variables obtained as a result of the regression test were 
effective on the dependent variables, that is, the attitudes of consumers towards their hometown brands were effective in creating 
brand addiction. 
Keywords: Kayseri sausage brands, consumer attitudes, brand loyalty, hometown brands. 
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