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Abstract. The aim of the current study was to examine a few antecedents of brand loyalty, such as brand aware-
ness, perceived quality, especially focusing on the moderating role of brand image. The data were collected using
survey method and statistical techniques such as correlation and regression were used for analysis and interpreta-
tion of the said data. The results indicated a positive relationship between perceived quality and brand loyalty but
a negative relationship between brand awareness and brand loyalty. Additionally, no moderation has been found
between brand awareness, perceived quality and brand loyalty due to brand image. Furthermore, perceived qual-
ity is found to be a determinant of brand loyalty. Overall, these results demonstrated that the influence on brand
loyalty varies across various variables of study. Results from this study contribute to the marketing and brand
managers seeking to improve their understanding of the ever growing brand loyalty topic.

1 Introduction

A brand is generally defined as the name, sign,
symbol, design or combination of them, that is aimed to
give the goods and services recognition of a particular
seller or a group of sellers and distinguish them from
the competitors (Keller, 1993). Usually brands aim at
assisting the buyers to meet their requirements in an
optimal way, while sustaining their confidence in the
worth of a product on which they had depended on
previously; as doing so enhances the chances of the re-
peated purchase by the customer. Repeated purchase
depends on the fact that a customer may get some-
thing valuable out of the purchase, to make them want
to feel attached to the brand, consequently leading to
the brand loyalty. From a companys standpoint, re-
taining such customers is much more lucrative and eas-
ier, as creating a new customer pool is not only costly
but takes up much more time and effort than the for-
mer. Customer loyalty can be achieved by maintain-
ing a healthy and treasured relationship between the
customer and the brand (Raimondo et al., 2008). Com-
panies having a large pool of buyers who are loyal to
brand perform well by the virtue of increased sales
and transactions, owing to their loyal customers, hav-
ing a positive impact on brand and overall firm perfor-
mance. Chaudhuri and Holbrook (2001) posited that
a customers loyalty to the brand is one of the major
factors which influences the market share of the com-
pany. Similarly, Raju et al. (1990) postulated that the
brands with a larger loyal customer base have to spend

much less when it comes to price promotions, offers,
etc. in comparison to those with less loyal clientele.
The greater the difference between the loyalty rates
among two brands, the stronger one is more likely to
be spending on marketing in order to enhance their
sales (Agrawal, 1996). The Brand loyalty has been an
issue for researcher in measuring it or finding its an-
tecedents. According to an old approach loyalty has
two components behavioral loyalty as well as attitu-
dinal loyalty. Most of researchers have tried to inte-
grate both components, to measure it. In this particular
study we will follow the stochastic approach according
to which Loyalty is a behavior. In this support we made
the base three of theories Social exchange theory, Social
learning theory and Theory of planned behavior.

A small literature in respect of brand exists in the
developing economies. In Pakistan a least research
work have been carried out in academics on brand.
Pakistan is a different context in respect of the cul-
ture for example According to Hofstede (1984) study
of national cultural comparison Pakistan has collec-
tivism culture it means in Pakistani culture a group
orientation is common approach. These groups may
contribute in brand loyalty through positive words of
mouth. Another dimension is the high rate of uncer-
tainty avoidance. At the same time the literature sug-
gests that risk aversion may lead to brand loyalty. It
means here the research should be carried out on an-
tecedent of brand loyalty.

Furthermore, the main argument in the favor of
practical implication of this research is, in Pakistan the
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out comes of the marketing efforts of different brands
are quite different from the rest of the world. An-
tecedents of brand loyalty are less likely to be the same
in developing and developed countries, alike, owing to
the economic differences.

As far as the beverage industry is concerned, the
linkages between customer loyalty and the growth of
the industry require to be paid a bit of attention, as in
the recent years the beverage industry of Pakistan has
observed a significant growth. As per the interview of
Chairman Pakistan Beverage Manufacturers Associa-
tion, the beverage industry has an annual growth of 15
percent, with its current size of over 120 million cases
per annum. Additionally, the industry has the poten-
tial of growth increase in the coming next three to five
years, at the same rate (Pakistan and Gulf Economist
PAGE).

The rapid current growth rate of the beverage in-
dustry brings about certain opportunities as well as
threats to the marketers. The opportunity to enhance
the market share due to the growth may be threatened
by the increase in the potential new entrants, jumping
in to cash in the present opportunities. With the in-
crease in the competition, the firms need to vigilantly
invest in order to enhance the brand loyalty, as the easy
availability of the alternatives may cause the customers
to switch the brands; thus providing the rationale of
the study, which may help the marketers find out more
about the antecedents of the brand loyalty in order to
enhance theirs, to retain and win the greater market
share.

2 Literature Review

2.1 Brand Loyalty

The concept of brand loyalty has been proven to
be of importance for the marketers and the researchers
alike over the past few years. The brand loyalty can
better be defined by the help of multidimensional the-
ory of brand loyalty. Theory argued that the brand
loyalty is a biased evaluation of a brand and behav-
ioral as well as emotional tendency towards a brand.
The antecedent of brand loyalty describes how a cus-
tomer begins as a new customer and reaches the stage
of brand loyalty, going through certain stages. Au-
rier and Séré de Lanauze (2011) described that through
brand evaluation, customers manifest attitudinal loy-
alty which ultimately has a significant and positive im-
pact on the relationship quality. Literature suggests
that brand trust has a great effect on the brand loyalty,
such that, brand trust and equity ultimately result in
attitudinal and behavioral loyalty (Taylor et al., 2004).
Similarly, a study by Matzler et al. (2008) also docu-
mented brand trust and equity lead to loyalty, attitu-
dinal and behavioral; while the risk aversive behavior

of the customers also plays a vital role.
Along with the above mentioned factors, several

studies have also focused on the personal characteris-
tics and internal customer behavior of the customers,
in order to gauge brand loyalty. Demographics have
also believed to have an impact on the loyalty towards
a brand. A study by Møller Jensen (2011) found that
men were less likely to be brand loyal as compared to
women, thus establishing that gender variable is one
of the important factors to be considered while explor-
ing the antecedents of brand loyalty. He further sug-
gested that this could mean that the companies need to
pay a special attention while advertising for men, in or-
der to create brand loyalty. In a study focusing on the
personality traits of brand, Louis and Lombart (2010)
found a significant relationship between brand traits
for coca cola with customer trust, commitment and at-
tachment to the brand. Similarly, another study found
that not all the dimensions of brand personality affect
the brand loyalty; only extraversion is believed to have
a significant impact on the loyalty (Lin, 2010). Liu and
Hu (2011) posited that another factor which may add
to the brand loyalty is the complementary products,
which help enhancing the output of the core product
and brand loyalty to the core brand as well. Pricing
strategy also plays a certain role in the phenomenon.
While studying the high priced brands, it is often no-
ticed that brand loyalty is negatively associated with
the price; whereas, for low price brands the pricing,
deal promotions and the brand loyalty are positively
related (Al-Rousan and Mohamed, 2010). As far as the
market share and the strengths are concerned, the store
brands can do so on the basis of the pricing strategy
(Luis Méndez et al., 2011). Another study suggested
that the usage level of the customer has an impact on
the loyalty towards that particular brand (Liu, 2007);
as well as the positive word of mouth, which seem to
be a great source of the enhanced loyalty. Hur et al.
(2011) established that brand dedicated groups spread
the positive word of mouth about the brand amongst
their peers, which enhances the purchase intention and
ultimately brand loyalty.

Brand attachment affects the customer belief that
the customer is better off with the particular brand than
the other brand so as to make profitable transactions,
and ultimately their dedicated conduct leads to brand
loyalty (Belaid and Temessek Behi, 2011). In the con-
text of customer loyalty, researchers have explored the
dimensions of loyalty such as trust, perceived quality
and cost of switching. Aydin and Özer (2005) in their
study explored the antecedents of the customer loyalty.
Their study results predicted that trust, perceived ser-
vice quality and perceived switching cost seem to be
the detrimental factors of customer loyalty. Dedicated
customers are willing to pay more for a brand they rec-
ognize than the ones they dont (Srivastava, 2011). Loy-
alty has also been studied from the stand point of the
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employees, which is known as internal branding. Pun-
jaisri and Wilson (2011) established that when employ-
ees have been attached to the brand for an extended
time, it is important for the firm to start focusing on
internal branding as it may have a positive effect on
employee commitment and on brand loyalty. Similarly,
the service quality of the satisfied and committed em-
ployees will be better leading to the enhanced brand
loyalty (Abu-ELSamen et al., 2011).

2.2 Perceived Quality

Perceived quality is how a customer believes the
quality of the product will be based on his or her per-
ception. Studies found that while managing brands,
managers should focus on certain ten attributes, one
of which is the quality (Herstein and Zvilling, 2011).
Although, customers want a good quality product at
a low price, it is however quite tricky to assess what
quality a customer perceives in a brand and to meet
that perceived criteria (Grunert, 2005). The features
of the product comprise of intrinsic and extrinsic sig-
nals of quality. The intrinsic signals influence the per-
ceived quality; therefore, literature suggests that man-
agers should work hard to reduce the gap between
perceived and the observed quality of the product in
order to enhance the customer loyalty (Nath Sanyal
and Datta, 2011). Another study found that brand
creditability also enhances the perceived quality which
consequently affects the purchase intention, whereas,
pleasure seeking behavior has believed to moderate the
relationship between these variables (Hyun Baek and
Whitehill King, 2011). Similarly, Akram et al. (2011)
posited that when a brand is believed to be globalized,
it can affect the purchase intentions by paying attention
to certain features such as perceived quality and pres-
tige, as per the perception of the customer. According
to social exchange theory the human relationships are
based on the cost benefit analysis. So it can be argued
that the customer is likely to become loyal with the
brand in which they perceived quality. The research
conducted by Nguyen et al. (2011) showed that there is
positive relationship between customers brand loyalty
and perceived quality.

H1. Perceived quality has significant and positive im-
pact on brand loyalty.

2.3 Brand Awareness

Consumer knowledge is deemed to be important
factor in determining the choice of products and ser-
vices the same as awareness is deemed important factor
in recall and recognition. The brand awareness is a ba-
sic degree of knowledge which an individual has about
a brand for example at least he recognizes the brand or
recalls the brand in some state of deprivation. Keller

(2003) argued that the brand awareness is the customer
knowledge on the basis of which he can identify the
category of brand and know about the need which it
satisfies.

According to a study conducted by Alamro and
Rowley (2011), brand awareness is an antecedent of
brand preference, and awareness was furthermore cat-
egorized into two groups, i.e. controllable and non-
controllable communication. They further established
that in order to enhance the brand preference amongst
customers, it is important to deliver to the customers.
For which, advertising is believed to be the best tool, as
it is used to introduce, recall and remind the customer
about your product. Aravindakshan and Naik (2011)
observed that when advertising is halt the ad remain in
recollection of the buyers for twenty one days. Channel
members also have significance in the value creation
course by marketers. Gupta et al. (2010) observed that
the brand knowledge is not sufficient for the resellers in
a selection decision they also use to compare the brand
with its delegate. Radder and Huang (2008) argued
that in creating the awareness of a brand of high in-
volvement products, the role of advertising is more im-
portant than low involvement products. Perception is
the primary ingredient of consumer attitude and con-
duct. Rajagopal (2007) reported that it is very impor-
tant what buyer perceives about a brand, so the firms
are required focus and spend on the effective communi-
cation to make their consumers aware about unfamiliar
brands and as a result they will be likely to make buy-
ing decision about those brands.

The customer usually sticks to the brand of which
they are aware. According to social learning theory it
can be argued that the brand awareness can contribute
in the brand loyalty. Brand awareness basically comes
from society may be from words of mouth or some
other IMC tool. The type of product or service matters a
lot in consumer decision. Another study on university
brand posited that the customer is more likely to make
a choice based on their awareness than on the repu-
tation of the university, where different brands have
same reputations (Brewer and Zhao, 2010). Nguyen
et al. (2011) in their study established that brand aware-
ness is positively linked with brand loyalty.

H2. Brand awareness has significant and positive im-
pact on brand loyalty.

2.4 Brand Image

Brand image has been considered an important
factor in the plethora of brand literature. Studies show
that brand image can help a firm enhance its stand-
ing in the market by focusing on having a strong im-
age (Lee et al., 2011). Similarly, in a study by Li and
Hung (2009) which focused on school image, their re-
sults posited that the loyalty of the parents is more
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likely to be linked with the school image. Likewise,
when a brand is expended by company, apart from
the perceived quality, the fit between the parent brand
and its extension also affect the overall brand image
(Müge Arslan and Korkut Altuna, 2010). Brand image
has been studied as a moderator in literature of brand
loyalty. Although the current study is considering the
antecedents like quality and awareness, brand image
is also an important factor while focusing on brand
loyalty. When a company promises the deliverance of
better quality with an intention to enhance the loyalty,
brand image also comes into the play. Brand image has
been believed to have a positive relationship with the
brand loyalty (Bianchi and Pike, 2011). Likewise, brand
image has a significant impact on the perceived qual-
ity of the said brand as well (Chan-Olmsted and Cha,
2008). Hsieh and Li (2008) claimed that positive brand
image will help a company to meet the perception of
the customer.

Hence it can be hypothesized that:

H3. Brand image has moderating role in relationship
between perceived quality and brand loyalty.

H4. Brand image has moderating role in relationship be-
tween brand awareness and brand loyalty.
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Figure 1: Conceptual Framework

3 Research Methodology

3.1 Sample and Data Collection

The aim of the current study was to examine a few
antecedents of brand loyalty, such as brand awareness,
perceived quality, especially focusing on the moderat-
ing role of brand image. In order to achieve the above
objective quantitative method is used for data analy-
sis. The population was students, consumers and em-
ployees. The study is descriptive in nature. Our re-
search was a quantitative research in which we have
done non probability sampling. Structure question-

naire was used by using convenience sampling tech-
nique, because through this technique researcher is
able to gather a large amount of information easily at
very low cost. The respondent participates voluntarily
and made sure that their answers will be confidential
and will only be used for this investigation. In order to
narrow down the focus of the study, soft drinks, such
as Pepsi, Coca Cola, Sprite and 7Up were chosen as a
focused brand. Questionnaires were distributed to 150
respondents out of which 103 were usable with 86% re-
sponse rate. Out of the 130 respondents, 78 were males
and 52 were females. The data were collected from
Islamabad and Rawalpindi. Majority respondents fall
between 18 and 35 years. The questionnaires were dis-
tributed by hand to different students, employees, and
consumer and from some users online data were also
collected who had access to internet.

3.2 Measurement

Data were collected using already developed ques-
tionnaires. In order to measure brand image, a three
item questionnaire developed by Aaker (1996) and
Martinez and De Chernatony (2004) was adopted. Per-
ceived quality was measured adopting a 3 item ques-
tionnaire developed by Dodds et al. (1991) and Zei-
thaml (1988). Brand loyalty was measured adopting a
4 item questionnaire by Jacoby and Kyner (1973) and
brand awareness, scales developed by Aaker (1996)
consisting of 4 items were adopted. The five-point Lik-
ert scale was used to measure the relationship between
dependent and independent variable from strongly
disagree to strongly agree.

4 Results

The data were analyzed using SPSS, through cor-
relation and regression analyses. The results are dis-
cussed further.

Table 4.1 shows the correlation matrix between the
variables. As per the results, the correlation between
brand awareness and loyalty is positive and significant
at 0.23. Similarly, brand image and loyalty also have a
positive and significant correlation (0.46). The rest of
the variables also show positive and significant corre-
lation, showing that, perceived quality and brand loy-
alty are positively correlated at .40, whereas, aware-
ness and brand image are correlated at a significant
value of .043. Likewise, awareness and perceived qual-
ity are also positively correlated at .50 and ultimately,
brand image and perceived quality were also signifi-
cantly correlated at .48.

The regression results in Table 4.2 indicate that
there is a no significant relationship between brand
awareness and brand loyalty, i.e. b=0.06, t=.69, p=
.41>.000); whereas, perceived quality happens to have
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Table 4.1: Correlation Analysis

Brand Loyalty Brand Brand Image Perceived
Brand Loyalty 1 .23∗∗ .46∗∗ .40∗∗

Brand Awareness .23∗∗ 1 .43∗∗ .50∗∗

Brand Image .46∗∗ .43∗∗ 1 .48∗∗

Perceived .40∗∗ .50∗∗ .48∗∗ 1
** Correlation is significant at the 0.01 level (2-tailed).

Table 4.2: Regression Analysis

Predictors Brand Loyalty
Model R2 β T value Significance

P
Brand Awareness 0.24 0.06 0.69 0.41
Perceived Quality 0.24 0.46 5.00 0.00

Predictors: PQ, BA
Dependent Variable: BL

Table 4.3: Regression Analysis of Moderation

Predictors Brand Loyalty
Step 1 R2 β T value Significance
Brand Awareness 0.10 0.23 3.83 0.00
Perceived Quality 0.25 0.50 6.54 0.00
Brand Image*Quality 0.32 -0.14 -0.25 0.80
Brand image*Awareness 0.37 -0.42 -0.84 0.39

Predictors: PQ, BA
Dependent Variable: BL

a significantly positive relationship with brand loyalty
at p=.000 (b =.46, t=5.0). Similarly, for the moderation,
moderated regression results were found to be non sig-
nificant at p=0.80 (b = -.14, t = -.25) therefore, hypothe-
sis three is not supported, i.e. brand image moderates
the relationship among perceived quality and brand
loyalty. Likewise, our hypothesis four that brand im-
age moderates the relationship between brand aware-
ness and loyalty has also been rejected with p = .39 (b =
-.42, t = -.84).

5 Discussion

The main aim of the study was to explore the con-
cept and implication of brand loyalty in Pakistan. Al-
though, brand loyalty has been a well studied con-
struct, but the cultural and consequent socioeconomic
differences among cultures rendered it important to
take up the study in the Pakistani context, which hasnt

been done yet. The results of hypothesis 1 are quite
similar to earlier studies for example (Nguyen et al.,
2011). Result of H2 was not as we have hypothesized.
It may have different reasons, like awareness is a basic
degree of knowledge about some brand but loyalty is
the continuous preference and commitment towards a
brand and a biased evaluation of a brand. It may in-
volve experience for customer to reach loyalty. Or it
may also be argued that there may be a series of medi-
ating variables in this relationship.

The study results indicated that brand awareness
causes 25.4% variation in brand loyalty with quite low
degree of confidence, whereas, the negative and in-
significant relationship was found between these two
constructs. It is because; basic degree of knowledge
must depend on source of knowledge. Majority pop-
ulation of Pakistan lives in a joint family system can-
not be ignored, where our decisions are heavily influ-
enced by the word of mouth. Similarly, as far as the
selection of brands is concerned, people tend to pay
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attention to the general opinion of their friends, fam-
ilies, colleagues, etc. This creates awareness amongst
people regarding brands, therefore leading to the pur-
chase intention. But this however may not necessarily
be enough to be loyal to that specific brand. But on the
other hand, people in Pakistani culture dont rely too
heavily on the advertisement before making a purchase
decision, due to the high level of uncertainty avoid-
ance. So consequently, it can be sufficient to deduce
that brand loyalty is not only affected by the brand
awareness but is influenced by how customers achieve
that level of awareness and through which means. Fur-
thermore perceived quality brings about 25.4% varia-
tions in brand loyalty with 100% confidence interval.
The results indicate a positive relationship which has
been significantly proven and supported by previous
literature as well.

The moderating role of brand image on the rela-
tionship of brand awareness and brand loyalty as well
as on the relationship of perceived quality was not
proved. As per the results, brand image not only me-
diates the relationship between brand loyalty and its
antecedents, it simultaneously moderates the said re-
lationships. Literature provides ample evidences that
brand image moderates the relationship between brand
loyalty and its antecedents, both in service and manu-
facturing industries alike.

5.1 Managerial implications

This study and its results may prove useful for the
managers while making decisions regarding the loyalty
programs. The results suggest that it is imperative for
the management to pay special attention to the adver-
tising strategy which helps shape, mould and create the
perception of the product in the eyes of the customers.
As these findings suggest, perceived value of the prod-
uct is of utmost importance and should play a vital role
in formulating the awareness and loyalty programs.

5.2 Limitations

No study is without any certain limitations, there-
fore, so isnt the current study. The sample was drawn
using convenient sampling technique which puts a lim-
itation of the study, and hampers the generalization of
the results on all regions. The data were also collected
in one lag, which may be unable to cater to the chang-
ing market conditions over the period of time.

Lastly, data were collected from 4 major cities of the
country. Data from across the country and region may
provide more comprehensive and probably slightly dif-
ferent picture.

5.3 Future Research

For future research in the same area, a larger sam-
ple size, with data from across the country may help get
a clearer picture and more generalized results. Simi-
larly, same constructs should be explored in other prod-
uct categories, from across the industries to gauge how
different industries respond to the same constructs. Ul-
timately, the study can be expanded from merely fo-
cusing on the antecedents of the brand loyalty to the
outcomes as well.
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