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Abstract

Group advertisement can help build brands, but dependability is what makes them preceding.
If people believe they share values with an organization, they will remain loyal to the
particular brand.” There is only one boss ‘the customer’ and he can fire everybody in the
company, simply investing money somewhere else, he wants. Keeping in mind that
costumers are a challenging aspect for organizations, our study aims to contribute in the
brand loyalty. There is a rapid increase seen in the needs of brands in the market, now a day.
Customers feel good, safe, proud, sophisticated, satisfied and obliged having brands,
explained by research. As customers want brands and the main purpose of this research paper
was to study the contribution of brand equity, perceived quality, consumer satisfaction, brand
commitment, brand credibility, and brand trust for building brand loyalty. Also, present the
role of brand loyalty on brand equity. Our study also explains that how can be the
customers remain loyal with a brand and what they need in it and what will be the future of
all this. A self-administered questionnaire was developed to collect data from randomly
selected 200 female consumers of Stylo shoes in Pakistan. We constructed a structural model
and tested it. The SPSS analysis was performed in order to check the fit of conceptual model
presented. To evaluate the relationship between variables, correlation and regression analysis
was also used. The findings of this study demonstrate that all the variables positively and
significantly effects brand loyalty. Additionally, the relationship of brand loyalty and brand
equity was also seen. This article and its findings have numerous limitations and give
directions for future work.
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1. Introduction

With the growing era of technology and globalization, worldwide competition between
businesses and around World Wide Web, ‘Brand’ is becoming a favorite topic for discussion.
Brands are creating reputation, name, and fame for a product or a company in the market,
where they facilitates customers and satisfy their needs and wants. Brands, due to their great
importance, are being used in International trade. For that level of importance of a brand,
brand loyalty is also very important for businesses especially in the field of marketing.

It is very difficult to make customers loyal for a brand, and satisfy those customers with the
particular brand and eventually building brand loyalty and to become a company that leads
and flourishes in the field of trade and marketing. In addition, brand determines the value of
the organization in the aggressive environment. ‘Brand’ we can say a symbol or a name for
a recognition and fame. Brand can be a mean to create a good will and a well-known image
on the minds of consumers and is entirely different from competitors. It provides the
opportunity for companies to make a group of loyal customers and increase market share.
Brand loyalty of customers is to show a repeatedly purchase behavior and create a positive
word of mouth about the brand and recommend that brand to others. Customer preferences
are formed by the importance and functions about the choice of the brand by customers so
organizations must be more efficient and effective in order to survive in the market. Brand is
also becoming a decision making content in purchasing.

Actually, brand choice has a priority in the decision making of customers. Thus, brand
influences customer repeat purchase behavior and his loyalty for a brand. That loyalty can be
a positive one to create a strong relation with the brand and a negative one resulting in
changing the brand. There are so much brands in the market of one kind, and customers
having a lot of alternatives and options that they switch their brands according to their needs
and satisfaction and this made easy for them to adopt the best brand and switch to the best
alternative but this has made brand loyalty formation difficult(\WWood, 2004). As brand loyalty,
formation is becoming that much difficult, as a result researchers are getting more interested
in this topic. Studies cleared that we cannot say single brand loyalty, but there are different
types within it.

First one is affective loyalty, in this type, customers are emotionally attached to the brand and
they are not willing to buy other alternate brands and eventually have attitude towards
repurchasing of the brand in future. Moreover, an attitudinal index of brand loyalty defines
the statements of preference or intentions to behave and not actual purchase behavior.

As well as our study is concerned, we are mainly studying brand loyalty and the effects of
brand trust, brand commitment, perceived quality, brand credibility and customer satisfaction
towards brand loyalty and the relationship between brand equity and brand loyalty. In
addition, there are relationships that we ought to discuss about are between perceived quality
and brand credibility; brand credibility and brand commitment; perceived quality and
customer satisfaction.

Brand equity is that, a brand provides a product with a value called as ‘Added Value’. It has
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been and will be an area of interest for marketing managers. All marketing efforts are towards
the development of brand equity. Therefore, researchers made efforts to understand the
concept of brand equity as deep as possible. As companies own, a great asset that has a
good deal of importance that is their brand, which can also be a competitive advantage for a
company, easy to access and an extra hand for a company as compare to its competitors.

A brand has a great deal of importance in the market. As they build a relationship between the
company and the consumers and consumers, show loyalty and trust towards a brand if they
become satisfy with that. Experience about a brand is very important for a customer in taking
decision about that particular brand to repurchase it or not. Most of the companies remain
unsuccessful to implement the marketing mix, as the customers want to buy according to
their requirements say on their own conditions. The companies are misunderstanding
customers and their importance and along with that, they underestimate them by not fulfilling
their requirements and making them unsatisfied. Additionally, companies are not giving
perceived quality to the customers as they promises high about a product but performance of
that product is low comparatively, this eventually lessens credibility of a brand, and thus
loyalty is affected due to all these mishaps.

Brand loyalty is a most popular cognitive predictor of consumers’ behavior toward a brand.
The study of perceived quality and satisfaction along with loyalty created the service
literature more important. Companies has a need to bind customers to their brands with full
loyalty and this require customer’s satisfaction most importantly, as the satisfied customers
become loyal to that brand by showing their commitment.

2. Literature review
2.1 What is brand loyalty?

Brand is a “sign, expression, design, representation, or a name and can be a combination of
all, representing a product (good or service) from a manufacturer or a manufacturing group
that should be innovated and entirely different and unique from competitors of a company
Kotler (1997).” Keller said that a product, an idea, service, a shop, a famous personality,
place or an organization all could be a brand (2003). It is more than a name, logo or a good
will. Davis said that collection of views and observations and experiences created by the
recognition of a product is a brand (2002). Components of a brand, tangible or intangible,
interacts the perception of the customer, and can create a place in the minds of customer with
the passage of time by satisfying their needs and wants being a developed and established
brand.

When customers recognize a brand and perceive it good that make brand trustworthy in the
eyes of customers and a strong positive relation developed between them and value of the
brand is also increased in the viewpoint of customers, that will create customers’ repurchase
behavior and thus loyalty is build. A customer chooses products based on brands, this creates
the link between producers and customers, which enable customers to buy value and become
satisfied. Brands also give repute to customers so they should consider brand while
purchasing. Customer’s awareness about a brand and its importance make a brand popular
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and creates loyalty towards it. An interesting thing has been seen that in a product its
packaging, price and technical characteristics are more important than the brand to evaluate
that product (Serge, 2000). Popular brands provide more value of a product than a less
popular brand and they give full information about those values (Keller, 2003).

Organizations face various challenges in the market through competition, national and
international trade, and technology and about customer satisfaction. These challenges make
these organizations suffer a lot to improve their products and lessen the prices, which results
a long-term relationship between customers and brand awareness by the customers. Those
organizations, which attract customers well from the good performance of their brands, are
more successful. This gives those organizations the opportunity to make their customers loyal.
There are different levels of customer satisfaction, commitment and loyalty for a brand (a
product or service) (kandampully and Sunartanto, 2000). Brand loyalty is to show a
repurchase behavior for a brand and having a positive and good attitude towards it.

Liu said that a repurchase behavior of a customer for a brand and his or her commitment
towards it to buy it in the future for a long time is brand loyalty (2007). Researchers and
writers gave so many definitions of brand loyalty, so it is very difficult to find only one
definition agreed by all. So here, we will take some definitions of brand loyalty given by
different research scholars. Jacoby very firstly discussed brand loyalty and was awarded for
that, he gave first definitions of loyalty and laid its foundation.

Brand loyalty is a long-term behavior of customers to buy only one brand in more
alternatives (Jacoby and Chestnut, 1978). Brown (1952) studied that loyalty is to purchase the
same brand over times repeatedly in all conditions. Jalab (1952) stated that Customer’s
choice to buy a specific brand is brand loyalty. In addition, Najem (1952) defined loyalty as
to what extent customers buy a particular brand. Guest (1964) suggested that customer
preferences are the only criteria to estimate loyalty. Oliver (1999) said that commitment of
customers to repurchase a brand for a long time in the future is loyalty. In contrast,
Cunningham (2000) defined loyalty as comparison between competitor brands that which one
is purchased more frequently. In 2001, Mowen and Minor stated that a positive attitude
towards the purchase of a brand and commitment to buy it repeatedly in the long run. Tawfeq
(2007) said that the habits of repurchasing of customers evaluate loyalty. We can say that a
customer purchases products from only one organization even if other organizations provide
more incentives and shows better performance by products.

2.2 Brand trust

Scholars gave trust a great deal of importance and attention in various disciplines like
sociology (Weigert and Lewis 1985), psychology (Huston and Larzelere 1980; Deutsch 1960;
Rotter 1980; Rempel et al. 1985) and economics (Dasgupta 1988). Along with this attention,
trust is also in many functional regions like marketing (Dwyer et al. 1987; Hunt and
Morgan 1994; Andaleeb 1992) and management (Hausen and Barney 1994) Trust is being
very important in building brand loyalty, explained from studies (Schefter & Reicheld, 2000;
Berry, 1995; Holbrook and Chaudhuri, 2001; Hunt & Morgan 1994, Hollis, Dyson & Farr,
1996). Scholars also showed the importance of trust in the field of marketing (Scherer, Dwyer
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& Oh, 1987; Hunt & Morgan, 1994; Andaleeb, 1992). There are many concepts of trust given
by various scholars of different fields; here we mention some of their viewpoints. Deutsch
(1973) Trust is the assurance about a product that it is not feared that requirements will be
fulfilled (p. 148). Customer’s belief that a brand would provide the best quality, which is
being promised, and they can depend on that particular brand. While we define brand trust as
what customers perceive about the value they acquire and cost incurred (Singh & Agustin
2005). Hansen & Barney (1994) studied that a mutual understanding that neither party will
violate the rules of honesty against each other is trust.

Hunt & Morgan said that a confidence in a trade in which two parties shows truthfulness and
dependability on each other is trust (1994, p. 23). They show trust and other traits of
accountability, sincerity, justice, cooperation and generosity. Brand loyalty maintains a good
relationship that trust is creating (Cemal et.al, 2011). In other terms, trust builds relation with
loyalty and their link is very important to study. Trust on a brand is build by its consistent
good performance and sudden response that customers have that created their belief on that
brand that their expectations are being fulfilled (Leonard & Ashley 2009). Hunt & Morgan
(1994) and Moorman, et.al (1992) studied about the positive directive relation of brand trust
and brand loyalty that is when brand trust increases loyalty of customers also increases.
Therefore, studies showed that brand trust contributes not only in attitudinal loyalty but also
in the purchase or behavioral loyalty.

H1: Brand trust positively and significantly affects loyalty of a brand.
2.3 Customer Satisfaction

In the marketing viewpoint there are number of definitions of satisfaction, over the years.
Cote & Giese studied one of the wide and varied definition of customer satisfaction and
according to that an outline affective reaction of unstable intensity with a time-specific point
of determination and inadequate period intended for essential points of brand acquirement
and/utilization (2000, p. 15).

Satisfaction is the customer’s evaluation about a product that to what extent that brand is
meeting the wants and needs of the customers to their expected level. San Martin &
Rodriguez Del Bosque studied the two aspects of satisfaction that are motivative along with
cognitive (2008). On the other hand, studies showed that there are numerous definitions of
customer satisfaction, which varies from each other. We can measure satisfaction by two
means; one is transaction- specific that shows customer satisfaction as a whole. This type of
satisfaction is evaluated and judged suddenly by post-purchase and is the reaction of a
customer that experienced recently a firm (Oliver, 1993).

Second one is transactional-specific, a post consumption and one time encounter with the
firm creates satisfaction that can be with a particular employee you deal with (Suh & Jones
2000). While according to (Bitner & Hubert, 1994) it is the last purchase and all time
encounters with the firm and judged all these. Consequently, satisfaction as a whole is the
combination of all transaction- specifics among the encounters of service (Gilbert,
Moutinho, Veloutsou) varied along with experience whereas satisfaction collectively is the
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attitude towards a brand and to purchase it (Johnson , Auh, Salisbury &, 2003).

This whole concept is very important to measure satisfaction, which is a good scale to find
loyalty and performance of a business in the future (Fornell, 2001). Thus, we can say that
customer’s responses emotionally towards the experience of a brand and his last purchase and
that is satisfaction of a customer. According to the intellectual study, the difference between
expectations and perception of a customer towards the purchase of a brand is customer
satisfaction (Oliver, 1977; Surprenant & Churchill 1982; Yi, 1990 and Tse & Wilton in 1988).
If performance of a brand is more than the expectation of a customer, then there will be a
positive reaction of customer and customer would appraise and would be delighted.

A number of researchers studied that Antecedent of customer repurchase behavior and
intention towards a brand and their attitude toward brand loyalty is satisfaction (Pritchard et
al., 1999; Oliver, 1980; Russell- Bennett et al., 2007). Satisfaction increases loyalty when we
measure brand loyalty in a number of Successive purchases of the same brand (LaBarbera
and Mazursky, 1983). This proposed that customer satisfaction influences loyalty of a brand.

H2: Customer satisfaction is effectively, positively and significantly affects the loyalty of a
brand.

2.4 Perceived quality

According to Anderson, 1993; Chen, 2001; Olsen, 2002 Scholars view perceived quality as
special and biased. Oliver’s (1999) definition of perceived quality is a worldwide buyer
opinion of the supremacy of the product or service integrating consumer requirement and
perceptions.

Perceived quality is the Consumer's judgment about a product's ability to fulfill
his expectations. It may have somehow or nothing to do with the actual performance of the
product, and is depends on the firm's (or brand's) current image (corporate image), customer's
experience with the firm's all other products, It also based upon the result of the opinion
leaders, consumer's peer group, and others. In order for a company’s offer to reach the
customers, there is a need for services/products. These products/services depend on the type
of product and it differs in the various organizations. Quality is one of the important things
consumer want to see in an offer, which service happens to be one. By Kotler et al., 2000
Quiality is defined as the sum of features and characteristics of a product or services that stand
on its ability to fulfill stated or implied expectation. Consume can develop brand love based
on perceived quality and value thus finally develops brand loyalty.

Since the literature review is well describing the link of perceived quality and customer
loyalty, there is a relatively limited relationship between perceived quality and brand loyalty.
For example, the brand equity literature views two constructs as dimensions of brand equity
(Aaker, 1996; Keller, 1998; Parasuraman and Grewal, 2000; Yoo et al., 2000), but relatively
few studies have focused on the relationship between the two constructs (Chiang, 1991;
McConnell, 1968). Such a relationship has the potential to contribute differentially to
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customer attitudes and behaviors, because the strength of brand loyalty could be Ha and Park
6747 explained by perceived quality (McConnell, 1968). Thus, we hypothesize the following:
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H3: Perceived quality has positive effect on brand loyalty.

2.5 Perceived quality and customer satisfaction

Customer is king and management’s first priority is to satisfy them because they are the
major stakeholders in the organization. In addition, customer satisfaction has been an area
under discussion of great importance to organizations and researchers. Now, organizations are
welcome to provide more services in addition to their offers. Customer satisfaction is all
about quality service delivery. Some researchers have proved the relation of service quality
and customer satisfaction. The academic literatures propose that customer satisfaction is a
function of the difference between a consumer’s prior prospect and his or her sensitivity
concerning the purchase (Churchill & Surprenant, 1982; Tse & Wilton, 1988; Oliver, 1977; Vi,
1990).

When a practice is better than the customer expected is, there is a positive disconfirmation of
the expectation and a favorable customer evaluation. Previous research support predictive
effect of perceived Quality on customer satisfaction. For example, Cronin and Taylor (1992)
assess several models and conclude that satisfaction is a result of perceived quality. Lee and
iBack (2008) also have the same opinion like Tylor. This link has also been previously
established in numerous other quality Studies (Brady and Robertson, 2001; Fornell, 1992; Tse
And Wilton, 1988). The link of perceived quality to Satisfaction is a good predictor of brand
loyalty because consumer behavior Theory suggests that cognition (evaluation of service
Quality) influences affect (judging the satisfaction for the Service) (Brady and Robertson in
2001).

H4: Perceived quality has direct positive effect on customer satisfaction.

2.6 Brand Commitment

According to Kiesler, (1971) the concept of commitment is, having intended aspects in
psychology, and his definition of commitment: “the individual’s pledging or obligatory
behavioral acts”. Commitment level is a psychological condition that globally represents the
experience of dependence on a relationship, feelings of connection to a partner and a desire to
maintain the relationship a long-term orientation towards it. Cunningham (1967) was one of a
few early researchers viewing brand commitment as a predecessor of loyalty intentions.

Bloemer and Kasper (1995), Kim et.al, also took a similar view of commitment. (2008);
Knox and Walker (2001); Mathew, Thomas and Khader (2011) and Verhoef (2003) Findings
of Chaudhuri (1999) support this view that customers with commitment along with a sense of
loyalty have enabled the brand to gain higher prices, positive word of mouth and lower
advertising cost in the long run. Based on these arguments we propose the following
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hypotheses:

H5: Brand commitment has a direct positive effect on brand loyalty.

2.7 Brand Credibility

Brand credibility is a multi-characteristic term showing the integrity of the brand in the eyes
of customers. Erdem and Swait (1998) define brand credibility as the brand having
believability and reliability of product position information contained in a brand, in terms of
reliability, claim-justification, and trust dispersion and delivering which entails consistently
delivering what is promised. Stating clearly by Sternthal and Craig, 1982: Erdem and Swait
2004, brand credibility is a three-fold term necessitating dependability, aptitude and
magnetism. Trustworthiness means that it is believable that a brand will deliver the promise
thing, and aptitude implies that the brand is capable of delivering the promises and
attractiveness means that apparently the brand is also fulfilling the promise it has made about
its good appearance.

Brand’s customer base and company’s market share are affected by Brand credibility
(Chaudhuri and Holbrook, 2001). Brand signaling theory also peeps into this significance by
implying the relevance of brand credibility in fabricating brand equity (Swait and Erdem,
1998). Brand manufactures are firmly in search of motivators that can considerably agree,
towards the intensification of brand credibility.

Having the belief that the brand warrants its publicized qualities can build up a strengthened
and ongoing confidence between the manufacturer and its customers. Maathuis et al. (2004)
and Swait and Erdem (2007) have insisted on the significance of brand credibility in
consumer’s decision-making and choice perceptions. Brand credibility refers to as
risk-minimization approach for customers as they commend the brand qualifications and
regarding the products worth they have convincing psychological motivation. It result in
increasing the intrinsic risk, which customers see, but also reduces the information outlay
while reaching a decision to use the product (Shugan, 1980) and thus increases brand loyalty.
A credible brand leads towards higher levels of consumer loyalty.

H6: Brand credibility has a positive and significant relation with brand loyalty.

2.8 Brand credibility and brand commitment

A customer who perceives higher credibility with the offering stands to consider the efforts
taken by firm for an interaction with him/her more favorably, leading to commitment with the
brand (Ganasan 1994)

H7: Brand credibility has a positive and significant effect on brand commitment.

384 www.macrothink.org/jsr



- Journal of Sociological Research
A\\ MaC_I'Otthl;lk ISSN 1948-5468
Institute 2014, Vol. 5, No. 1

2.9 Perceived quality and brand credibility

A consumer’s prejudiced assessment of the brand is referred to as the perceived quality of the
brand (Zeithaml, 1988) improvement in the credibility of the brand in the eyes of the
customers is because of higher quality perceptions related to a product. The relationship
between perceived quality and brand credibility is that a credible brand may not have the best
available quality among the available brands. Sometimes, a moderate-valued product may be
more credible to customers due to the perception that they offer what they broadcast or spell
out. Therefore, truthfulness in this regard may also yield higher brand reliability as compared
to the competitors who are not consistent. Credibility linked with higher or lower perceived
quality also affects the feeling of customers towards prices. Generally, consumers who

Highly-perceive a brand are less receptive to prices as compared to those perceiving brands
of lower excellence (Krishnamurthi et al., 1992). Thus, they perceive the promised greater
quality that increased their trust and believability on brand.

H8: Perceived quality positively affects brand credibility.

2.10 Brand equity

There are two wide approaches in defining brand equity, the first approach from firm
perspective and other from customer. Brand equity outcomes are the basis of first approach
such as price and market share while the second approach has attitudinal relations (Chaudhuri
1999). Accordingly, there are different definitions for brand equity (Aaker 1991, 1996; Keller
1993). Aaker (1991) defined brand equity as “A set of brand assets and liabilities referred to a
brand, its name and symbol that add to or subtract from the value to their customers, provided
by a product or a service of a firm”. Keller (1993) defined, Consumer based brand equity
(CBBE) as “the discrepancy effect that the brand awareness has on customer responses to the
marketing of a definite brand. Study shows ten measures of brand equity under five
categories as measures in loyalty, perceived quality, relations and responsiveness, all taken
straightforwardly from customers; and a set of market performance (market share and price
and distribution indices) measures which are derived from the market place (Aaker 1996).

Brand is that which has positive customer based brand equity when customers prefer to a
marketed product and the method when the brand is recognized, as compare to when it is
not.” For building a strong brand, this model, estimated four most significant steps acquired
for namely brand meaning are estimated, brand associations, brand uniqueness and brand
responses. He also proposed that there are six building block of brand building - salience,
performance, metaphors, judgments, feelings, and quality. Keller also emphasized the order
to place these building blocks.

Brand equity has alternating definitions and these alternate definitions show a discrepancy
much (Ha, Janda, & Muthaly 2010; Rangaswamy, Bruke, & Oliva 1993). Those definitions
have some combinations of consciousness, partiality and loyalty. Kartono and Rao (2005)
pointed out that there may not be a common method of creating an exhaustive list of
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formative indicators for brand equity for all brands, while Aaker (1996); Erdem and Swait
(1998) pointed the need of a customized approach.

In addition, research conducted by Chaudhuri (1999) has found that brand loyalty has a
positive effect on brand equity Findings by Atilgan et.al. (2005): Joseph and Sivakumaran
(2009) supported the view that loyalty significantly affects the brand equity. Thus, we
propose the following hypothesis:

H9: Brand loyalty has a direct positive effect on brand equity.

3. Research Methodology

We are using descriptive type of research. Moreover, Descriptive research refers to as
explaining something, some observable fact of any exacting situation. These researches do
not interpret or make decisions but describe the existing situation (Creswell. 1994). The main
aim of the descriptive research is to reflect the current situation by confirmation of the
developed hypothesis. If we want to get information about current picture, descriptive
research will be helpful it also focus on past and present for example excellence of life in a
society or customer attitudes towards any promotion activity (Kumar, 2005).

3.1 Sample/Data

In order to collect the data for understanding the situation about customer’s loyalty towards
Stylo shoes, a sample of 200 respondents were asked to participate in self-administered
questionnaire. The population for current research is the users of Stylo shoes in Pakistan.

The current study utilizes a non- probability sampling technique which is also called as
convenience sampling. A technique that obtains and collects relevant information from
sample or from a unit of study that are conveniently available is convenience sampling
(Zikmund, 1997). Convenience sampling is normally used for reducing cost and increasing
efficiency. (Lym et al, 2010).

It has ensured that the sample members should have two main requirements to contribute in
the self-administered study. Firstly, the sample members should be Stylo shoes users and
having enough know how about Stylo shoes. Second, they never purchased any item over the
Stylo shoes because in the case of experience regarding the purchase of Stylo shoes, it
absolutely influences the approach and behavior of the respondent.

We choose these samples members from different metropolitan cities of Pakistan. Three main
clusters will aim to collect the sample data like university students, housewives and working
professionals, all are females. The selection of students, housewives and working
professionals are based on the preceding results of the studies on brand loyalty. According to
Wood (2002), young adults are more interested to buy Stylo shoes as comparatively others.
Stated by Hubona and Kennick (1996) young community can easily be trained for the skills
required to be loyal for a brand. For the repurchase behavior and become loyal of Stylo shoes
income is also a factor to be considered (Shin, 2009).
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3.2 Instrument and Measures

The survey instrument of the current study address two major purposes: First is to analyze the
relationship of different variables in consumer brand loyalty towards Stylo shoes. Second is
to collect information about the different characteristics of the respondents that can be used to
understand the variations in diversified groups. This study mechanism contains two sections.
Section 1 contains different personal and demographic variables and this will obtain the
personal information about the respondent like gender, age, income, education and status,
frequency of purchase of Stylo shoes and possible future purchase of the product. Second
section comprises upon latent variables that are important in current study. These variables
are brand trust, brand commitment, perceived quality, brand credibility, customer satisfaction
and brand equity and brand loyalty. Past literature and already used questioners is the base of
this section of study (Table 1).

Scales of the study were adopted from the previous literature and published paper. The first
two variable of the study were perceived quality and brand equity. They have four and three
items respectively and their scales were taken from (Yoo et al, 2000). The third variable of
the study is brand loyalty it has five items and its scales were taken from Chaudhuri and
Holbrook, (2001), Yoo and Donthu (2001). The fourth variable of the study was brand trust it
has five items and its scales were taken from Matzler it all, (2008) Chanduhuri and Holbrook,
(2001). Next one is customer satisfaction, it has two items, and its scales were taken from
Ragunathan and Irwin (2001). The sixth variable of the study is brand credibility, it has five
items, and its scales were taken from Erdem and Swait (2004). The last variable of the study
is brand commitment and it has five items and its scales were taken from the research paper
Employees dedication to brands in service sector: Luxury hotel chains in Thailand’.

Table 1: Scale of the study

No. | Variable Items Reference

1. This brand (Stylo shoes) would be
my first choice.

2. | consider myself loyal to this
brand.

3. 1 will not buy any other brand if
Brand Loyalty the same product is available at | (Chaudhuri and

the store. Holbrook, 2001)
4. 1 recommend this brand to
someone who seeks my advice.

5. 1 get good value for my money.

387 www.macrothink.org/jsr




Macrothink
A\\Institute ™

Journal of Sociological Research

ISSN 1948-5468
2014, Vol. 5, No. 1

1. I trust on this brand (Stylo shoes).
2. | rely on this brand. Matzler it al, (2008)
Brand Trust 3. This is an honest brand. Chanduhuri and
4. This brand meets my Holbrook,(2001)
expectations.
5. This brand is safe.
1. 1 usually tell my friends that this
IS a great brand (Stylo shoes) to
buy.
2. 1 am proud to tell others that | use Empl9yees
. commitment to brands
this brand. . )
in the service sector:
Brand 3. For me this is the best of all | Luxury hotel chains in
Commitment possible brands | used. Thailand’
4. | am extremely glad that I choose
this brand over others | was
considering.
5. I really care about this brand.
1. This brand (Stylo shoes) is of high
quality.
Perceived 2. Ltilshlllzilll)i/tthat the brand is of very Yoo et al (2000)
Quality gh qualtty.
3. It is likely that brand is of very
consistent quality.
4. 1t is likely that the brand offer
excellent features.
1. This brand (Stylo shoes) has the
ability to deliver what it promises.
2. This brand delivers what it
promises.
3. This brand’s product claims are
Brand believable. Erdem and Swait
Credibility 4. This brand has a name you can (2004)
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trust.

5. This brand does not pretend to be
something it is not.

1. Overall, | am satisfied with
specific experience with the brand

Customer (Stylo shoes).

Satisfaction

Ragunathan and

Irwin(2001)

2. | am satisfied with my decision to
purchase from this brand.

1. It makes sense to buy Stylo shoes
instead of any other brand even if
another brand has the same,
features as Stylo shoes.

Brand Equity 2. There was another brand as good | Yoo et al. (2000)
as Stylo shoes.

3. Another brand is not different
from Stylo shoes in any way.

3.3 Procedure

The 200 respondents in Bahawalpur and sadiqabad filled the questionnaire. The respondents’
selection criteria have been mentioned above. For respondents’ easiness, the purpose of study
and questions were explained for easy fill up and relevant responses. Only 151 questionnaires
were used for analysis because rest of the questionnaire responses was invalid and incomplete.
SPSS sheet were used to enter and code data. Regression analysis was also used for further
processing.

3.4 Reliability Analysis

According to Nanually (1970) and Moss et al. (1998), 0.50 and 0.60 value of Cranbach’s
alpha of all the variables on brand loyalty towards Stylo shoes is more than the satisfactory
and suggested value. It indicates that all 29 items were consistent, applicable, and helpful in
measuring opinions of consumers towards brand loyalty of stylo shoes.
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Table 2: Reliability of Measurement mechanism

Scales Items Cronbach Alpha
Brand Loyalty 5 0.889
Brand Trust 5 0.890
Brand Commitment 5 0.910
Perceived Quality 4 0.886
Brand Credibility 5 0.890
Customer Satisfaction 2 0.887
Brand Equity 3 0.663

4. Results and Analysis
Profile of the Respondents

Personal data and demographics such as age, income, educational level, status, frequency of
instrument used potential purchase over the Stylo shoes are presented in the following (table
3).

Table 3: Profile of the Respondents

Variable Category Frequency Percentage
Age 15-20Years 54 35.8
20-25 Years 73 48.3
25-30 Years 5 3.3
30-35 Years 7 4.7
35-40 Years 10 6.6
Above 40 Years 2 1.3
Income (Rs/Month) Below 15000 109 72.2
15000-25000 22 14.6
25000-35000 10 6.6
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35000-45000 7 4.6
45000-55000 2 1.3
Above 50000 1 0.7

Education Matriculation 10 6.6
Inter 15 9.9
Bachelor 79 52.3
Master 29 19.2
MS/M. Phil 18 12
PHD - -

Status Students 111 73.5
Employed 18 11.9
Unemployed 5 3.3
Businesswomen 4 2.7
Housewife 13 8.6

5. Hypothesis Testing
5.1 Brand loyalty and Brand trust

The results of the study show brand trust has a significant positive relation with brand loyalty
towards Stylo shoes. Specifically, brand trust has a significant positive relation with (3=0.110)
and (p<0.05) to brand loyalty. That means brand trust contribute 11% to brand loyalty of
Stylo shoes. Results of the current study validate H1.

5.2 Brand loyalty and customer satisfaction

The results of the study confirms that there is a significant positive relationship between
brand loyalty and customer satisfaction ($=0.147) and (p<0.05). The results prove that
customer satisfaction contributes more than 14% to brand loyalty. These results of the study
validate H2.

5.3 Brand loyalty and perceived quality

The analysis of the brand loyalty model shows that there is a positive significant relationship
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between brand loyalty and perceived quality with (=0.143) and (p<0.05). The results
describe that perceived quality contribute more than 14% to brand loyalty. The result of the
study validates H3.

5.4 Customer satisfaction and Perceived quality

According to the results of the study, customer satisfaction has a significant positive relation
with perceived quality towards Stylo shoes. Specifically, perceived quality has a significant
positive relation with (B=0.698) and (p<0.001) to customer satisfaction. That means
perceived quality contribute 11% to customer satisfaction of Stylo shoes. Results of the
current study validate H4.

5.5 Brand loyalty and brand commitment

The results of the study confirms that there is significant positive relation between brand
loyalty and brand commitment (f=0.425) and (p<0.001). According to these results, brand
commitment contributes more than 42% to brand loyalty. These results of the study validate
H5.

5.6 Brand loyalty and brand credibility

The analysis of the brand loyalty model shows that there is a positive significant relationship
between brand loyalty and brand credibility with (=0.247) and (p<0.01). The results suggest
that brand loyalty contribute more than 24% to brand loyalty. The result of the study validates
H6.

5.7 Brand commitment and brand credibility

The results of the study confirms that there is significant positive relation between brand
commitment and brand credibility (3=0.770) and (p<0.001). According to these results, brand
credibility contributes 77% to brand commitment. These results of the study validate H7.

5.8Brand credibility and perceived quality

The analysis of the brand loyalty model shows that there is a positive significant relationship
between brand credibility and perceived quality with (p=0.743) and (p<0.001). The results
suggest that perceived quality contribute more than 74% to brand credibility. The result of the
study validates H8.

5.9 Brand equity and brand loyalty

The analysis of the brand loyalty model shows that there is a positive significant relationship
between brand equity and brand loyalty with (f=0.534) and (p<0.001). The results suggest
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that perceived quality contribute more than 74% to brand credibility. The result of the study

validates H9.

Table four shows the collective results of the regression analysis of the study and Figure
2 shows the graphical representation of the structural model of our study.

Table 4 regression results

Hypothesis | Model Variables Estimate | S.E CR P Results
‘—
H1 Brand Loyalty Brand | 0.110 0.089 |1.821 | 0.018 | Supported
Trust
4_
H2 B.L Customer | 0.147 0.055 | 2.741 | 0.015 | Supported
Satisfaction
<_ -
H3 B.L Perceived | 0.143 0.077 | 1.918 | 0.040 | Supported
Quality
H4 C.S P.Q 0.698 0.071 | 11.891 | *** Supported
H5 B.L Brand | 0.425 0.066 ikl Supported
: 6.136
Commitment
H6 B.L Brand | 0.247 0.076 0.001 | Supported
- 3.355
Credibility
H7 B. C Brand | 0.770 0.056 | 14.739 | *** Supported
Credibility
4_
H8 Brand Credibility P.Q | 0.743 0.055 | 13.536 | *** Supported
H9 Brand Equity | 0.534 0.059 |7.719 | *** Supported
B.L
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Figure 2: Structural Model Results

Figure 2: Structural Model Results
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6. Conclusion and discussion

This paper has suggested what is practical, possible, and can be done by marketers in terms of
brand equity, brand credibility, customer satisfaction, brand commitment, perceived quality,
brand trust and brand loyalty. This research has provided information about female customer
buying behavior. Marketers agree that developing an understanding of segments and target
customers are important inputs in differentiating products and enhancing sales level. Brand
loyalty makes sure that the products of that company are being kept in the minds of
customers and prevents them to switch to another brand. The research results proves that, it
was not easy to sustain and attain customer loyalty for a company’s products because there
were many forces drawing consumers away for example consumers’ thirst for variety
products, competitors etc. We found support in all hypotheses in our proposed model overall.

Statistical analysis result shows that trust in a brand is important and plays a key role in the
development of brand loyalty. The effect of brand trust on brand loyalty was found supportive
H1.Trust enhances loyalty, a study confirms the paths by which manufacturers build
consumer trust and confirms a path from consumer trust to loyalty in relationship connections.
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Through the creation of a highly valued exchange relation brand trust could achieve brand
loyalty and to make consumers have the depth of commitment to the brand and to share
some information about his or her choices, priorities, and behavior and this is the role of a
factor that motivates. Brand can be trusted when it can fulfill customers' needs and
expectation from the product; brands must build customer trust to improve their brand image
in market. Management needs to ensure that the brand product acquired by the customers is
what is expected in order for the brand image to be believable and for brand trust to be
established.

Moreover, this study enhances the existing knowledge by examining the effect of customer
satisfaction on brand loyalty. This empirical study tries to inspect the level of customer
satisfaction on the brand loyalty in the shoe industry. The relationship between customer
satisfaction and brand loyalty has been well researched in customer markets. In such cases, as
level of customer satisfaction increases with service quality the level of brand loyalty is also
increased. The main effect of perceived quality on satisfaction would come as no wonder to
researchers. The current judgment indicates that, the link of perceived quality to satisfaction
performed the best in predicting the brand loyalty.

When the effect of brand commitment on brand loyalty and repurchase intentions was
measured, it was found out that affective commitment with the specific brand had an
important effect on repurchase intentions and brand loyalty, customers show a stronger
emotional promise to their brand and they do not move to the other brand easily (Fullerton,
2003). The results obtained shows that, the commitment contributes more in the creation of
customer loyalty. From this viewpoint of, businesses/organizations should attach more
importance to affective commitment and creating trust for their brands. In order to be
successful, businesses/organizations should offer valid and no of reasons to their customers to
be always connected with their brand and make them buy their products and services by
getting into the world of customers market. In this way, they can have best loyal customers.

Brand credibility has a significant positive relation with customer loyalty to specific brand.
Perceived quality yields strong correlation coefficient with brand credibility. A brand may
or may not be the best among the brands available there but it is considered that quality may
bring more market share than other high-quality alternates may bring. Because of this reason
brand manager should refrain from claiming things that the product misses and present a true
picture of the specifications of the product. The study has examine how credibility improves
the formation of brand commitment toward the specific brand, creates loyalty intentions in
turn, leading to brand equity. This research finds that brand loyalty and brand credibility
positively affect the brand equity and brand commitment consequently. These findings
suggest the marketers to develop strategies for the enhancement brand equity among its
customers.

Recommendations

Recommendations that are offered for those researchers who are interested in the related field
and want to conduct subsequent studies:
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Change the brands of the research

New researchers can select several brands of shoes for evaluation and explore differences
among varying brand personalities.

Research variables Change

Researchers can change variables in the study as there is a penalty of variables to develop
brand loyalty in customers and each variable has its own exposure. In addition, the
correlation among various variables is low in accordance with our study, it illustrates that
there are other variables also which can be studied. Thus, the researchers working on the
follow-up research must review other literature to choose different variables, measurement,
dimensions and provide a more integrated survey.

In new research, change the industry

This is only an experimental analysis of our study, in the shoes industry, but the researchers
working on the follow-up research can apply the same model to other industries for more
verification of the results, so the model can be enthusiastically adapted to other applications.

Native language

Number of respondents faced problems with understanding of language such as English is not
the native language of this country (Pakistan). Use of different alternate words or rephrasing
the questions may find the solution of the issue. In addition, the questionnaire in the native
language may solve the problem. Possibly additional items are designed in further studies in
order to find the religious orientation of the respondents.

7. Limitation and Future Research

Even though this research contributes to the existing brand management reporting, it has
some kind of boundaries also. First, one is that it is specific to only two cities (Bahawalpur,
Sadigabad) and only one brand (Stylo shoes). Second limitation relates to the size of the
sample. The third limitation is that questionnaire research was targeted to mainly students. On
the behalf of this information, study cannot be generalized to the whole population and to
make possible the development of the external validity of the study, other service dominant
brands model should be applied to the brand loyalty.

Even if, this research provides some preliminary insights into the relationships between brand
loyalty, brand equity, brand credibility, customer satisfaction, brand trust, brand commitment,
and perceived quality future research should build upon this research model and provide
further information about the nature of these relationships in different circumstances.

This research finds that there is a strong relation between customer satisfaction and brand
equity, brand loyalty, brand credibility, brand commitment, brand trust, and perceived quality.
The most important limitation in this research is that it defines only one product category,
which actually limits other fields to be universal. These results must be changed with diverse
products and brand categories.
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Moreover, this study does not examine personal factors, and brand personality and brand
involvement. We still need the progress of a more wide-ranging understanding of the
relationship among brand loyalty, brand equity, and other relationship marketing related
variables such as brand trust and brand experience. Brakus et al, said in 2009 that brand
experience concept and scale development is very significant for further understanding and
managing brand trust and brand loyalty concepts.

The research was limited by age, gender, and geographic location. Of course, additional
studies are needed in order to identify the brand loyal customers. Other variables such as the
amount of involvement, the perceived risk, the amount of time and so on are needed to profile
brand loyal customers.

Moreover, additional measurements about brand personality, service quality, and brand
communication should be technologically advanced, that may lead to the better explanation
of brand and loyal customer relation outcomes. In 2001, Chaudhuri and Holbrook stated that
in spite of the standers of the concept, brand loyalty dimension has not flourished in the
marketing literature respective.
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