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Abstract 

In a competitive and brand conscious market like India, building brand equity of mobile phones is a challenging 
task. The companies need to assess the prior experiences and future aspirations of consumers to possess these 
brands. In this context, present study examines the relationship between brand equity dimensions, overall brand 
equity and customer satisfaction. Data was collected from 245 university students in New Delhi and adjoining 
cities of India through self-administered questionnaires using convenience sampling technique. Out of these, 205 
were used for the purpose of study, which provided a response rate of 83.5 percent. Multiple regressions 
confirmed a significant relationship between the dimensions of brand equity and overall brand equity; and also 
between overall brand equity and customer satisfaction. Marketing managers often have limited resources in 
terms of money, time, and manpower to implement branding strategies, so these findings can help them to 
prioritize and allocate resources across important dimensions.  

Keywords: perceived quality, brand loyalty, brand association, brand awareness, brand equity, customer 
satisfaction, mobile phones 

1. Introduction 

The concept of brand equity was first introduced in marketing literature in the 1980’s. Later it became an 
important concept from both academicians and practitioners (Aaker, 1991; Kapferer, 1998; Keller, 1998; Huang 
& Sarigollu, 2014).The formation of brand equity is dependent on the perception of consumers towards a brand, 
which might depend on various factors. One such factor that can be considered is brand. For a brand to have 
value it must be valued by consumers. Then, the power of a brand lies in what customers have learned, felt, seen, 
and heard about the brand as a result of their experiences over time (Keller, 2003). One way of measuring to 
what extent consumers identify with the brand is through brand equity. One of the most well-known scholars on 
brand equity is David A. Aaker. Building strong brands has become a marketing priority for many organizations 
today because it yields a number of advantages. Almost all conceptualizations of brand equity agree today that 
the phenomena involve the value added to a product by consumers’ associations and perceptions of a particular 
brand name (Winters, 1991; Chaudhuri, 1995). Brand equity cannot be fully understood without carefully 
examining its sources, that is, the contributing factors to the formation of brand equity in the consumers’ mind. 
The most commonly listed constructs leading to brand equity are brand awareness, perceived quality, brand 
association, and brand loyalty.  

In recent years, Indian mobile handset markets have been facing a challenging marketing environment in the 
form of more demanding consumers, intensified competition and fast-growth markets. With the increasingly 
fierce competition and growing brands in the Indian mobile handset market, all the operators lay a lot of 
emphases on the brand establishment, devoting substantive resources to build and customer satisfaction. As a 
result, a number of brands have been formed and many customers begin to show notable preference to these 
brands. This study address the issue with the focus on National Capital Region in mobile industry, and to 
measure the brand equity of mobile industry. 

India, which has the world's second-highest number of mobile phone accounts after China, is the third-biggest 
market by number of smartphones sold. According to the latest report from Market Monitor (2014) for Q3 2014 
(July-September), Indian smartphone market saw a significant annual growth of 64 percent in Q3 2014 in 
comparison to the year-over-year growth of 84 percent in Q2 2014. Smartphone market grew 25.3 percent in Q2 
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2014, establishing a new single quarter record of 301.3 million shipments. Vendors shipped a total of 327.6 
million units during Q3 2014, resulting in 25.2 percent growth when compared to the 261.7 million units shipped 
in Q3 2013 (IDC Asia/Pacific Quarterly Mobile Phone Tracker, 2014). The big global brand faces competition 
from the local and Chinese brands as they are building the capability to cover broad consumer segment to 
compete at larger level. Therefore, brand equity plays a strategic role in helping mobile handset brand managers 
gain competitive advantage and make wise management decisions. The conclusion of this study leads to a deeper 
understanding of a mobile phone brand equity concept and the measurement of the effect of dimensionsof brand 
equity on overall brand equity, and also the consequence of overall brand equity which ultimately leads to 
customer satisfaction. 

2. Theoretical Background 

2.1 Brand Equity 

From the early years of its development, various researchers have proposed definitions and models to measure 
the same.The term brand equity is debated in different ways for different purposes (Keller, 2002). Farquhar 
(1989) was among the first to start the publications on the subject and also to initiate the discussion on brand 
equity wherein he defined brand equity as the “added value” that a brand endows a product with. A fair amount 
of conceptual work has been done on this (Aaker, 1991, 1996, 2000; Srivastava & Shocker, 1991; Kapferer, 
2004; Keller, 1993, 1998). However, brand equity content and meaning have been debated in number of ways 
(Vazquez et al., 2002; Keller, 2003) but so far no common viewpoint has emerged (Vazquez et al., 2002; Keller, 
2003; Washburn, 2002). Operationalization studies, especially Aaker’s model, were initiated by (Yoo et al., 
2000). Almost all conceptualizations of brand equity agree today that the phenomena involve the value added to 
a product by consumers’ associations and perceptions of a particular brand name (Winters, 1991; Chaudhuri, 
1995). 

Aaker (1991) defines it “as a set of brand assets and liabilities linked to a brand, its name and symbol that add to 
or subtract from the value provided by a product or service to a firm and/or to that firm’s customers”. Keller 
(1993), defines brand equity as “the differential effect of brand knowledge (consisting of awareness and image) 
on consumer response to the marketing of the brand”. Rust et al. (2004) consider brand equity to be “the 
customer’s subjective and intangible assessment of the brand, above and beyond its objectively-perceived value”. 
Yoo et al. (2000) define it as “the difference in consumer choice between the focal branded product and an 
unbranded product given the same level of product features”. 

From these definitions, brand equity can be said as the value incrementality due to brand name. Although the 
classic definition of brand equity refers to the added value of the brand endowed by its name, recent writings 
about brand equity have expanded its definition to include a broad set of attributes that drive customer choice 
(Yoo et al., 2000; Rust et al., 2001). In a general sense, brand equity is defined in terms of the marketing effects 
uniquely attributable to the brand. That is, brand equity relates to the fact that different outcomes result from the 
marketing of a product or service because of its brand element, as compared to outcomes if that same product or 
service did not have brand identification. 

According to Lassar, Mittal and Arun (1995), the existing extent literature has evaluated the brand equity from 
two different point of view; financial perspective and customer perspective. Financial perspective is usually 
referred to the company’s brand value. Simon and Sullivan (1993) emphasized macro and micro approaches as 
an estimation technique extracting the value of brand equity from the value of the firm’s other assets. While, the 
customer perspective appraises brand equity based on the customers’ perceived brand value from the anchor of 
marketing decision making (Kim, Kim, & An, 2003). 

2.2 Customer Satisfaction 

Oliver (1997) defined satisfaction as “the summary psychological state resulting when the emotion surrounding 
disconfirmed expectations is coupled with prior feelings about the consumer experience”. Consumer satisfaction 
is essential for the success of long-term business, and one of the most frequently researched topics in marketing 
(Pappu & Quester, 2006). This is also important in terms of firm’s economic performance. Customer satisfaction 
also influence consumer purchase intentions (Cronin & Taylor, 1992) creating repeat purchase behavior 
(LaBarbera & Mazursky, 1983). Marketers consider improved customer satisfaction as being a principal strategy 
for gaining loyalty, improving willingness to pay, and enhancing the lifetime value of the customer to the firm 
(Hogan et al., 2002; Keller & Lehmann, 2006). It is widely accepted that satisfied consumers are less price 
conscious and are loyal to the firm longer than dissatisfied customers (Dimitriades, 2006). Customer satisfaction 
states the feeling level of someone after compare the performance that he perceived with his expectations (Kotler, 
2000).  
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While customer satisfaction is a critical component of brand equity, companies often underdeliver when it comes 
to service. Improving service element can be costly; often it requires the substantial reorganization of a business. 
However, companies spend significant amount of their budget on achieving the customer satisfaction (Homburg 
& Giering, 2001). And when high levels of service delivery have been achieved, loyalty can be maintained, thus 
retaining the customers. 

3. Conceptual Model and Hypotheses Development 

3.1 Conceptual Model 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 1. Model of study 

 

Based on Aaker’s well-known conceptual model, brand loyalty, perceived quality, brand association and brand 
awareness are the four dimensions of brand equity. Over here customer satisfaction had been taken as the 
consequence of the overall brand equity. The conceptual model is shown in figure 1. 

3.2 Hypothesis Development 

3.2.1 Brand Loyalty and Brand Equity 

Loyalty is an important concept in marketing strategy. Solomon (1992) showed that loyalty-based buying 
decisions might turn into a habit and this may result from current brand equity. The loyal customers would have 
benefit for an organization in the reducing costs and implementing its works (Rundle & Bennet, 2001). 
Moreover, loyalty can get a chance to company to react against threats such as competition because as 
consumers become loyal to a brand they become less sensitive to a price increase because of the product's ability 
to satisfy their needs. Travis (2000) claims brand loyalty is “the ultimate objective and meaning of brand equity”, 
adding that “brand loyalty is brand equity”. Assael (1998), Oliver (1999), and Deighton et al. (1994) defined 
brand loyalty where consumers have deep commitment to re-buy and satisfy their past experiences in use of the 
same brand and incur repurchase behavior. 

Brand loyalty has been considered as the core dimension of brand equity by Aaker (1991) mainly because of the 
value of a brand to an organization depends on the loyalty of the customers which in turn can generate profit. 
Keller (2003) referred to it as the relationship between customer and a brand, and the relatedness of customer 
with the brand. Aaker (1991) defined brand loyalty as symbolizes a constructive mind set toward brand that 
leading to constant purchasing of the brand over time., which is well researched (Yoo et al., 2000; Chaudhuri, 
2001; Atilgan et al., 2005; Pappu & Quester, 2006; Gil, Andres, & Salinas, 2007; Yasin et al., 2007; Tong & 
Hawley, 2009; Kumar et al., 2013). According to Yoo (2000), brand loyalty has the power to impact on customer 
decision to purchase the same product or brand and decline to shift to competitors’ brands. Thus, the following 
hypothesis is formulated: 



www.ccsenet.org/ijms International Journal of Marketing Studies Vol. 7, No. 2; 2015 

62 
 

H1: Brand loyalty has a significant direct effect on brand equity. 

3.2.2 Perceived Quality and Brand Equity 

Aaker (1991) defined Quality as “consumer’s perception of the overall quality or superiority of a product or 
service with respect to its intended purpose, relative to alternatives”. Quality from a consumer’s perspective is 
referred to as ‘perceived quality’. Quality, in the customer’s context, is not technical but perceptions about the 
products, tangible and intangible, that the consumer observes. This creates customer satisfaction and value by 
consistently and profitably meeting customer’s needs and preferences for quality, and influences its purchase 
decision (Ha, Janda, & Muthaly, 2010). Perceived quality is viewed as a dimension of brand equity and is 
positively related to the brand equity (Aaker, 1991; Kamakura & Russell, 1993; Feldwick, 1996; Motameni & 
Shahrokhi, 1998; Yoo et al., 2000). It is difficult for customers to make a rational judgment of the quality. 
Boulding et al. (1993) argued that quality is directly influenced by perceptions. Zeithaml (1988) asserts that 
perceived quality can act as a key influencing factor in determining consumer’s choices. It is therefore important 
to understand the relevant quality attributes are with regard to brand equity.Thus, the following hypothesis is 
formulated: 

H2: Perceived quality has a significant direct effect on brand equity. 

3.2.3 Brand Awareness and Brand Equity 

Brands vary in the amount of power and value they have in the market place. At one extreme are brands that are 
not known by most users. While on the other, there are brands for which buyers have a fairly high degree of 
brand awareness. Aaker (1996) defines brand awareness as the durability of a brand that is embedded in the 
customer memory. Therefore, brand awareness will be created by ongoing visibility, enhancing familiarity and 
powerful associations with related offerings and buying experiences (Keller, 1998). Yoo et al. (2000), Pappu and 
Quester (2006), Tongand Hawley (2009) empirically validated brand awareness as one of the dimensions of 
brand equity. The depth and breadth of brand’s awareness determine brand equity (Keller, 1993). Moreover, 
brand awareness is linked as strength of the brand in the minds of consumers, which provide firm’s with a value 
that can be used in future to attract and promote products or services (Kim & Kim, 2005). Researchers have 
found brand awareness as key dimension (Yoo et al., 2000; Marinova et al., 2011; Pappu & Quester, 2006; 
Motameni & Shahrokhi, 1998; Kumar, Dash, & Purwar, 2013). Thus, the following hypothesis is formulated: 

H3: Brand awareness has a significant direct effect on brand equity. 

3.2.4 Brand Association and Brand Equity 

Associations represent the basis for purchase decision and for brand loyalty (Aaker, 1991). Aaker (1996) 
conceptualized brand awareness as an antecedent of brand associations. That is where a consumer must first be 
aware of the brand in order to develop a set of associations (Washburn & Plank, 2002). Brand association refers 
to “anything linked to a brand” and is considered as a dimension of brand equity (Aaker, 1991) and is found to 
provide differential advantage to a brand (Rio, Vazquez, & Iglesias, 2001). According to Keller (1998), brand 
association can be created via the association with attitudes, attributes and benefits respectively. Aaker (1991) 
proposed brand association as a dimension of brand equity, which is tested by researchers (Yoo et al., 2000; Ye 
& van Raaij, 2004; Tong & Hawley, 2009; Kumar et al., 2013). Bridges et al. (2000) argued that strong, positive 
associations help to strengthen brand and the equity that is carried into a leverage situation if affected by the 
types association made with the brand. 

In addition, Yoo et al. (2000) and Atilgan et al. (2005) have stated that strong brand association leads to higher 
brand loyalty. High brand equity implies that consumers have strong positive associations with respect to the 
brand. Thus, the following hypothesis is formulated: 

H4: Brand association has a significant direct effect on brand equity. 

3.2.5 Brand Equity and Customer Satisfaction 

Customer satisfaction is considered to be a primary strategy for increased loyalty and willingness to pay (Keller 
& Lehmann, 2006; Torres & Tribo, 2011). Researchers have found a positive relationship between customer 
satisfaction and brand equity (Aaker, 1991; Keller, 1993; Blackston, 2000; Pappu & Quester, 2006; Chen, 2009; 
Ha et al., 2010; Torres & Tribo, 2011). Very few researchers studied the effect of brand equity on customer 
satisfaction (Broyles, Schumann, & Leingpibul, 2009; Huang, Yen, Liu, & Cheng, 2014). In this research the 
following hypothesis is formulated: 

H4: Brand equity has a significant direct effect on customer satisfaction. 
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4. Methodology 

4.1 Research Design 

Descriptive research design was adopted in this study to conclude the inferences derived from the hypothesis 
testing. 

4.2 Scale Development 

The scale comprised five dimensions. The dimensions were derived from the empirical study of Yoo et al. (2000) 
which tested the Aaker’s (1991) conceptual brand equity model.The items were brand awareness, perceived 
quality, brand association, and brand loyalty. The reason is that their scale development studies have brought 
both the academics and practitioners closer to a universally accepted measure of brand equity and the structural 
model of brand equity creation process has important implications for marketing managers (Washburn and Plank, 
2002). A five-point Likert scale was used, ranging from “1= strongly disagree” to “5= strongly agree”. 

4.3 Sample and Data Collection 

The target population of this study was the population living in New Delhi and adjoining cities of India. 
Mall-intercept survey was employed to collect data on consumer perceptions. 245 potential respondents were 
used as a sampling size and in order to choose the potential respondents in this survey, convenience sampling 
technique has been adopted. Out of 245 questionnaires that have been distributed in the actual survey; 205 
questionnaires were gathered. 40 questionnaires were unfinished because the respondents were not willing to 
cooperate. The rest of the questionnaires (245) have been used (83 percent) for data analysis using SPSS 
software (version 21). 

5. Research Results 

5.1 Demographic Profile Analysis 

The demographic statistics is provided in table 1. Respondents of this survey consist of 55 percent male and 45 
percent female, which mean there were more of male participants. Out of total respondents between the age of 
26-35 years old group has the highest respondents (52.2 percent) that is followed by the age group of 18-25 years 
old (42.9 percent), 36-45 (3.9 percent) and finally the age group of 46 years old and above had the lowest 
participant amongst all the age groups participated in this survey. The respondents’ highest education levels were 
majority in Master’s Degree (73.2 percent), following by Bachelor’s Degree (15.1 percent) and Doctorate (10.7 
percent). Majority of the respondents are working in a private sector company (47.3 percent). 

 

Table 1. Demography 

Variable Category Frequency % 

Gender 
Male 113 55.1 

Female 92 44.9 

Age 

18-25 88 42.9 

26-35 107 52.2 

36-45 8 3.9 

46 and Above 1 0.5 

Education Level 

High School 2 1.0 

Graduate 31 15.1 

Post Graduate 150 73.2 

Doctorate 22 10.7 

Occupation 

Student 73 35.6 

Government Sector 11  5.4 

Private Sector 97 47.3 

Self Employed 22 10.7 

Income 

Upto 3 lakhs 33 16.1 

3-6 lakhs 58 28.3 

6-9 lakhs 45 22.0 

9-12 lakhs 27 13.2 

12 lakhs and above 42 20.5 

Marital Status 
Single 136 66.3 

Married 69 33.7 
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5.2 Reliability Test 

Reliability test can be used as a measure that signals the consistency and stability of the instruments used in the 
survey when repeated measurements are made. A well known approach to measure reliability is to use the 
Cronbach’s alpha. A reliability test was done and Cronbach’s α for the factors were found to be 0.810, 0.802, 
0.814, 0.843, 0.919 and 0.878, respectively. The values are acceptable as they were found to be greater than the 
recommended value of 0.70 (Nunnally, 1988). The summary is provided in table 2. 

 

Table 2. Reliability test results 

Dimension 
Cronbach’s Alpha 
(α) 

Brand Loyalty 0.810 
Perceived Quality 0.802 
Brand Awareness 0.814 
Brand Association 0.843 
Brand Equity 0.919 
Customer Satisfaction 0.878 

 

5.3 Exploratory Factor Analysis 

Table 3 shows the outcome of factor analysis which was done separately for each of the dimensions. This 
includes four dimensions of brand equity (brand awareness, perceived quality, brand association, brand loyalty), 
overall brand equity, and customer satisfaction. The value of Kaiser-Mayer-Olkin (KMO) was 0.887 which was 
above the recommended value (0.8) which means that the sample size is big enough to conduct factor analysis. 
The statistical test for Bartlett test of sphericity was significant. 

 

Table 3. Exploratory factor analysis 

Dimension Item Mean 
Factor 
Loading 

Brand Loyalty 

If I am going to buy products other than mobile, I will choose my brand if it makes the product 3.73 0.66 
I consider myself to be loyal to this mobile brand 3.80 0.53 
Compared to other brands that have similar features, I am willing to pay a higher price for my 
preferred brand 

3.54 0.59 

I will not buy other mobile brand, if my brand is available for purchase 3.76 0.54 
I make my purchase selection according to my favorite brand name, regardless of price 3.18 0.62 

Perceived 
Quality 

The likelihood that my brand would be functional is very high 3.95 0.75 
The likelihood that my preferred brand is reliable is very high 4.06 0.66 
The quality of my brand is higher in comparison to its competitors 4.06 0.56 
Buying this brand is risk free 3.83 0.53 

Brand 
Awareness 

I can recognize my brand among competing brands 4.34 0.59 
I am aware of my brand of mobile phone 4.30 0.85 
Some characteristics of my brand come to my mind quickly 4.28 0.86 
I can quickly recall the symbol or logo of my brand 4.40 0.56 
My mobile brand has a personality of its own 4.24 0.51 
This is the only brand I recall, when needed to make a purchase decision  3.28 0.69 

Brand 
Association 

There is a reason to buy my brand over others 4.08 0.58 
I have a clear image of the type of person who would use my brand 3.64 0.51 
I trust my preferred brand 4.14 0.53 
I associate my preferred brand with excellence 4.08 0.54 
I associate this brand with a good feeling 4.16 0.53 

Brand Equity 

Even if another brand has same features as my brand, I would still prefer to buy my brand 3.79 0.74 
Even if another brand has the same price as my brand, I would still buy my preferred brand 3.97 0.68 
Even if there is another brand as good as my brand, I would still prefer to buy my brand 3.60 0.77 
Even if another brand is similar to my brand, it still seems smarter to purchase my brand 3.80 0.86 
Using my brand adds value to my experience 3.86 0.59 

Customer 
Satisfaction 

Compared to other stores, this store confirms to your expectation 3.69 0.79 
You are satisfied with price/quality ratio offered at the store 3.92 0.79 
In general, you are satisfied with the service you get from this store 3.81 0.83 
Based on all experiences with this store, you are very satisfied 3.77 0.69 

Extraction Method: Principal Axis Factoring. Rotation Method: Varimax with Kaiser Normalization. 
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5.4 Regression Analysis 

For the purpose of testing five hypotheses (H1, H2, H3, H4 and H5), regression analysis was used in this 
research. Table 4 provides regression analysis results, which reveal a significant relationship between brand 
awareness, perceived quality, brand association, and brand loyalty with brand equity. Also a significant 
relationship was found between brand equity and customer satisfaction. The relationship is significant (p < 0.05), 
which supports all hypotheses H1-H5. The beta coefficients (β) are in the hypothesized direction, and are used to 
assess the contribution of dimensions of brand equity to the overall brand equity. 

 

Table 4. Regression analysis 

Hypothesis Relationship Beta Coefficient (β) Sig. Conclusion 

H1 Brand Loyalty →Brand Equity 0.690 0.000* Supported 
H2 Perceived Quality → Brand Equity 0.582 0.000* Supported 
H3 Brand Awareness → Brand Equity 0.677 0.000* Supported 
H4 Brand Association → Brand Equity 0.674 0.000* Supported 
H5 Brand Equity → Customer Satisfaction 0.570 0.000* Supported 

Note. * p< 0.05. 

 

6. Conclusion 

To build brand equity is very important for a branded product category. The mobile handset brands in India are 
facing the same problem because of the highly competitive and brand-conscious market. The research was aimed 
to examine the applicability of Aaker’s conceptual framework of brand equity for mobile phone brands in Indian 
market. The study confirms that the dimensions of brand equity have positive impact on the overall brand equity, 
which does parallel the findings of Yasin et al. (2007). Out of all the dimensions, brand loyalty was found to 
have the most dominant effect on brand equity. It had the strongest impact, which indicated the essentiality of 
development of brand loyalty to build brand equity for mobile brands. This was further confirmed with the data 
analysis (β=0.690) followed by brand awareness (β=0.677). Researchers have highlighted the fact that if 
customers are satisfied, the tendency of positive word of mouth and loyalty is increased (Omar & Sawmong, 
2007; Amin & Isa, 2008; Cerri, 2012; Jayasankaraprasad & Kumar, 2012; Amin et al., 2013). 

Two implications can be derived from the findings. The first is that marketing managers should concentrate their 
efforts primarily on brand loyalty which, which has high importance in the construct of brand equity and will 
contribute positively to the firm’s brand equity. In the highly competitive mobile handset industry, they should 
work to retain consumer loyalty and gain repeated business. Brand loyalty has several important strategic 
benefits to the firms, such as gaining high market share and new customers, supporting brand extensions, 
reducing marketing costs, and strengthening brand to the competitive threats.  

The second implication is that marketing managers should consider the inter correlations among all four 
dimensions of brand equity. Brand loyalty can be increased when the customer is aware of the brand’s good 
image and better quality, which in turn will increase overall brand equity. Further empirical studies supporting 
the positive relationship between consumer satisfaction and brand loyalty can be found in Anderson, Fornell, and 
Lehmann (1994), Hallowell (1996), Kandampully and Suhartanto (2000), as well as Lin and Wang (2006). 

7. Limitations 

The research study to measure brand equity of mobile handset brands is limited to National Capital Region only, 
so there is a scope to study consumer’s attitude and behaviors of other regional markets of India to avoid the 
significant regional gaps in. Cavana et al. (2001) have stated that cross-sectional data that is only able to reveal 
the net effect of predictor variable towards a particular criterion variable at a specific point of time. Furthermore, 
the restriction of using convenience sampling techniques has indicated that the outcomes of this research cannot 
be generalized. 

References 

Aaker, D. A. (1991). Managing Brand Equity: Capitalizing on the value of a brand name, NY: The Free Press. 

Aaker, D. A. (1996). Measuring brand equity across products and markets. California Management Review, 
38(3), 102-120. http://dx.doi.org/10.2307/41165845 

Aaker, D. A., & Joachimsthaler, E. (2000). The brand relationship spectrum. California Management Review, 
42(4), 8-23. http://dx.doi.org/10.2307/41166051  



www.ccsenet.org/ijms International Journal of Marketing Studies Vol. 7, No. 2; 2015 

66 
 

Amin, M., & Isa, Z. (2008). An examination of the relationship between service quality perception and customer 
satisfaction: A SEM approach towards Malaysian Islamic banking. International Journal of Islamic and 
Middle Eastern Finance and Management, 1(3), 191-209. http://dx.doi.org/10.1108/17538390810901131  

Amin, M., Yahya, Z., Ismayatim, W. F. A., Nasharuddin, S. Z., & Kassim, E. (2013). Service quality dimension 
and customer satisfaction: An empirical study in the Malaysian Hotel Industry. Services 
MarketingQuarterly, 34(2), 115-125. http://dx.doi.org/10.1080/15332969.2013.770665  

Anderson, E. W., Fornell, C., & Lehmann, D. R. (1994). Customer satisfaction, market share, and profitability: 
Findings from Sweden. The Journal of Marketing, 53-66. http://dx.doi.org/10.2307/1252310  

Assael, H. (2000). Consumer Behaviour & Marketing in Action. South-Western Educational Publishing. 

Atilgan, E., Aksoy, S., & Akinci, S. (2005). Determinants of the brand equity: A verification approach in the 
beverage industry in Turkey. Marketing Intelligence & Planning, 23(3), 237-248. 
http://dx.doi.org/10.1108/02634500510597283  

Belen del Rio, A., Vazquez, R., & Iglesias, V. (2001). The role of the brand name in obtaining differential 
advantages. Journal of Product & Brand Management, 10(7), 452-465. 
http://dx.doi.org/10.1108/eum0000000006242  

Blackston, M. (2000). Observations: Building brand equity by managing the brand's relationships. Journal of 
Advertising Research, 40(6), 101-105. 

Boulding, W., Kalar, A., Staelin, R., & Zeithaml, V. A. (1993). A dynamic process model of service quality: 
From expectation to behavioralintentions. Journal of Marketing Research, 30(1), 7-27. 
http://dx.doi.org/10.3844/jcssp.2011.1267.1274  

Broyles, S. A., Schumann, D. W., & Leingpibul, T. (2009). Examining brand equity antecedent/consequence 
relationships. The Journal of Marketing Theory and Practice, 17(2), 145-162. 
http://dx.doi.org/10.2753/mtp1069-6679170204  

Buil, I., Martinez, E., & de Chernatony, L. (2013). The influence of brand equity on consumer responses. 
Journal of Consumer Marketing, 30(1), 62-74. http://dx.doi.org/10.1108/07363761311290849  

Bridges, S., Keller, K. L., & Sood, S. (2000). Communication strategies for brand extensions: enhancing 
perceived fit by establishing explanatory links. Journal of Advertising, 29(4), 1-11. 
http://dx.doi.org/10.1080/00913367.2000.10673620 

Buil, I., de Chernatony, L., & Martinez, E. (2008). A cross-national validation of the consumer based brand 
equity scale. Journal of Product & Brand Management, 17(6), 384-392. 
http://dx.doi.org/10.1108/1061042081090412 

Cerri, S. (2012). Exploring the relationships among service quality, satisfaction, trust and store loyalty among 
retail customers. Journal of Competitiveness, 4(4), 16-35. http://dx.doi.org/10.7441/joc.2012.04.02  

Chaudhuri, A. (1995). Brand equity or double jeopardy? Journal of Product & Brand Management, 4(1), 26-32. 
http://dx.doi.org/10.1108/10610429510083730 

Chen, Y. S. (2010). The drivers of green brand equity: green brand image, green satisfaction, and green trust. 
Journal of Business Ethics, 93(2), 307-319. http://dx.doi.org/10.1007/s10551-009-0223-9  

Cheng-Hsui Chen, A. (2001).Using free association to examine the relationship between thecharacteristics of 
brand associations and brand equity. Journal of Product & Brand Management, 10(7), 439-451. 
http://dx.doi.org/10.1108/10610420110410559  

Cronin Jr, J. J., & Taylor, S. A. (1992). Measuring service quality: a reexamination and extension. The Journal 
of Marketing, 55-68. http://dx.doi.org/10.2307/1252296 

Dimitriades, Z. S. (2006). Customer satisfaction, loyalty and commitment in service organizations: some 
evidence from Greece. Management Research News, 29(12), 782-800. 
http://dx.doi.org/10.1108/01409170610717817 

Deighton, J., Henderson, C. M., & Neslin, S. A. (1994). The effects of advertising on brand switching and repeat 
purchasing. Journal of Marketing Research, 31(1), 28-43. http://dx.doi.org/10.2307/3151944  

del Rio, A. B., Vazquez, R., & Iglesias, V. (2001). The effects of brand associations on consumer response. 
Journal of Consumer Marketing, 18(5), 410-425. http://http://dx.doi.org/10.1108/07363760110398808 



www.ccsenet.org/ijms International Journal of Marketing Studies Vol. 7, No. 2; 2015 

67 
 

Feldwick, P. (1996). What is brand equity anyway, and how do you measure it? Journal of the Market Research 
Society, 38(2), 85-104. 

Farquhar, P. H. (1989). Managing brand equity. Journal of Marketing Research, 1, 24-33. 

Gil, R. B., Andres, E., F., & Salinas, E. M. (2007). Family as a source of consumer-based brand equity. Journal 
of Product & Brand Management, 16(3), 188-199. http://dx.doi.org/10.1108/10610420710751564  

Ha, H.-Y., Janda, S., & Muthaly, S. (2010). Development of brand equity: Evaluation of four alternative models. 
The Service Industries Journal, 30(6), 911-928. http://dx.doi.org/10.1080/02642060802320253  

Hallowell, R. (1996). The relationships of customer satisfaction, customer loyalty, and profitability: an empirical 
study. International Journal of Service Industry Management, 7(4), 27-42. 
http://dx.doi.org/10.1108/09564239610129931 

Hogan, J. E., Lemon, K. N., & Rust, R. T. (2002). Customer equity management charting new directions for the 
future of marketing. Journal of Service Research, 5(1), 4-12. 
http://dx.doi.org/10.1177/1094670502005001002 

Huang, R., & Sarigollu, E. (2014). Assessment of brand equity measures. International Journal of Market 
Research, 56(6), 783-806. 

Huang, C. C., Yen, S. W., Liu, C. Y., & Chang, T. P. (2014). The relationship among brand equity, customer 
satisfaction, and brand resonance to repurchase intention of cultural and creative industries in Taiwan. The 
International Journal of Organizational Innovation, 6(3), 106-120. 

Jayasankaraprasad, C., & Kumar, P. V. V. (2012). Antecedents and consequences of customer satisfaction in 
food & grocery retailing: An empirical analysis. Decision, 39(3), 101-140. 

Kamakura, W. A., & Russell, G. J. (1993). Measuring brand value with scanner data. International Journal of 
Research in Marketing, 10(1), 9-22. http://dx.doi.org/10.1016/0167-8116(93)90030-3  

Kandampully, J., & Suhartanto, D. (2000). Customer loyalty in the hotel industry: the role of customer 
satisfaction and image. International Journal of Contemporary Hospitality Management, 12(6), 346-351. 
http://dx.doi.org/10.1108/09596110010342559  

Kapferer, J. N. (2004). The New Strategic Brand Management. New Delhi: Kogan Page. 

Keller, K. L. (1993). Conceptualizing, measuring, and managing customer-based brand equity. The Journal of 
Marketing, 57(1), 1-22. http://dx.doi.org/10.2307/1252054 

Keller, K. L., Sternthal, B., &Tybout, A. (2002). Three questions you need to ask about your brand. Harvard 
Business Review, 80(9), 80-89. 

Keller, K. L. (2003). Strategic Brand Management: Building, Measuring and Managing Brand Equity (2nd ed.). 
NJ: Prentice-Hall, Englewood Cliffs. 

Keller, K. L., & Lehmann, D. R. (2006). Brands and branding: Research findings and future priorities. Marketing 
Science, 25(6), 740-759. http://dx.doi.org/10.1287/mksc.1050.0153  

Kim, H. B., Gon Kim, W., & An, J. A. (2003). The effect of consumer-based brand equity on firms' financial 
performance. Journal of Consumer Marketing, 20(4), 335-351. 
http://dx.doi.org/10.1108/07363760310483694  

Kim, H. B., & Kim, W. G. (2005). The relationship between brand equity and firms’ performance in 
luxuryhotels and chain restaurants. Tourism Management, 26(4), 549-560. 
http://dx.doi.org/10.1016/j.tourman.2004.03.010 

Kumar, R. S., Dash, S., & Purwar, P. C. (2013). The nature and antecedents of brand equity and its dimensions. 
Marketing Intelligence & Planning, 31(2), 141-159. http://dx.doi.org/10.1108/02634501311312044 

LaBarbera, P. A., & Mazursky, D. (1983). A longitudinal assessment of consumer satisfaction, dissatisfaction: 
The dynamic aspect of cognitive process. Journal of Marketing Research, 20(4), 393-404. 
http://dx.doi.org/10.2307/3151443  

Lassar, W., Mittal, B., & Sharma, A. (1995).Measuring customer-based brand equity. Journal of Consumer 
Marketing, 12(4), 11-19. http://dx.doi.org/10.1108/10610420710823762 

Lin, H. H., & Wang, Y. S. (2006).An examination of the determinants of customer loyalty in mobile commerce 
contexts. Information & Management, 43(3), 271-282. http://dx.doi.org/10.1016/j.im.2005.08.001 



www.ccsenet.org/ijms International Journal of Marketing Studies Vol. 7, No. 2; 2015 

68 
 

Marinova, S. T., Cui, J., Shiu, E., &Marinov, M. A. (2011). Customer Relationships and Brand Equity: A Study 
of Bank Retailing in China. Journal of Euromarketing, 21(1), 6-9. http://dx.doi.org/10.9768/0021.1.03 

Motameni, R., & Shahrokhi, M. (1998). Brand equity valuation: A global perspective. Journal of Product & 
Brand Management, 7(4), 275-290. http://dx.doi.org/10.1108/10610429810229799  

Netemeyer, R. G., Krishnan, B., Pullig, C., Wang, G., Yagci, M., Dean, D., Ricks, J., & Wirth, F. (2004). 
Developing and validating measures of facets of customer-based brand equity. Journal of Business 
Research, 57(2), 209-224. http://dx.doi.org/10.1016/s0148-2963(01)00303-4 

Nunnally, J. C. (1988). Psychometric Theory. NJ: McGraw-Hill, Englewood-Cliffs. 

Omar, O., & Sawmong, S. (2007). Customer satisfaction and loyalty to British supermarkets. Journal of Food 
Products Marketing, 13(2), 19-32. http://dx.doi.org/10.1300/j038v13n02_02 

Pappu, R., Quester, P. G., & Cooksey, R. W. (2005). Consumer-based brand equity: Improving the 
measurement-empirical evidence. Journal of Product & Brand Management, 14(3), 143-154. 
http://dx.doi.org/10.1108/10610420510601012 

Pappu, R. & Quester, P. (2006). Does customer satisfaction lead to improved brand equity? An empirical 
examination of two categories of retail brands. Journal of Product & Brand Management, 15(1), 4-14. 
http://dx.doi.org/10.1108/10610420610650837 

Oliver, R. L. (1999). Whence consumer loyalty? The Journal of Marketing, 63 (Special Issue), 33-44. 
http://dx.doi.org/10.2307/1252099  

Rundle-Thiele, S., & Bennett, R. (2001). A brand for all seasons? A discussion of brand loyalty approaches and 
their applicability for different markets. Journal of Product & Brand Management, 10(1), 25-37. 
http://dx.doi.org/10.1108/10610420110382803 

Rust, R. T., Lemon, K. N., &Zeithaml, V. A. (2004). Return on marketing: Using customer equity to focus 
marketing strategy. Journal of Marketing, 68(1), 109-127. http://dx.doi.org/10.1509/jmkg.68.1.109.24030 

Severi, E., & Ling, K. C. (2013). The mediating effects of brand association, brand loyalty, brand image and 
perceived quality on brand equity. Asian Social Science, 9(3), 125-137. 
http://dx.doi.org/10.5539/ass.v9n3p125  

Simon, C. J., & Sullivan, M. W. (1993). The measurement and determinants of brand equity: A financial 
approach. Marketing Science, 12(1), 28-52. http://dx.doi.org/10.1287/mksc.12.1.28 

Solomon, M. R. (2013). Consumer Behavior: Buying, Having and Being, PHI Learning, India (10th edition) 

Srivastava, R. K., & Shocker, A. D. (1991). Brand equity: A perspective on its meaning and measurement 
Marketing Science Institute(Report)  91-124. 

Tong, X., & Hawley, J. M. (2009). Measuring customer-based brand equity: Empirical evidence from the sports 
wear market in China. Journal of Product and Brand Management, 18(4), 262-271. 
http://dx.doi.org/10.1108/10610420910972783 

Travis, D. (2000). Emotional branding: How successful brands gain the irrational edge. Crown Publishing 
Group. 

Vazquez, R., Del Rio, A. B., & Iglesias, V. (2002). Consumer-based brand equity: Development and validation 
of a measurement instrument. Journal of Marketing Management, 18(1-2), 27-48. 
http://dx.doi.org/10.1362/0267257022775882 

Washburn, J. H., & Plank, R. E. (2002). Measuring brand equity: An evaluation of a consumer-based brand 
equity scale. Journal of Marketing Theory and Practice, 10(1), 46-62. 

Wood, L. (2000). Brands and brand equity: Definition and management. Management Decision, 38(9), 662-669. 
http://dx.doi.org/10.1108/00251740010379100 

Winters, L. C. (1991). Brand equity measures: Some recent advances. Marketing Research, 3(4), 70-73. 

Yasin, N. M., Noor, M. N., & Mohamad, O. (2007). Does image of country-of-origin matter to brand equity? 
Journal of Product & Brand Management, 16(1), 38-48. http://dx.doi.org/10.1108/10610420710731142 

Ye, G., & van Raaij, W. F. (2004). Brand equity: Extending brand awareness and liking with signal detection 
theory. Journal of Marketing Communication, 10(2), 95-114. 
http://dx.doi.org/10.1080/13527260410001693794 



www.ccsenet.org/ijms International Journal of Marketing Studies Vol. 7, No. 2; 2015 

69 
 

Yoo, B., Donthu, N., & Lee, S. (2000). An examination of selected marketing mix elements and brand equity. 
Journal of the Academy of Marketing Science, 28(2), 195-211. 
http://dx.doi.org/10.1177/0092070300282002  

Yoo, B., & Donthu, N. (2001). Developing and validating a multidimensional consumer-based brand equity 
scale. Journal of Business Research, 52(1), 1-14. http://dx.doi.org/10.1016/s0148-2963(99)00098-3 

Yoo, B., & Donthu, N. (2002).Testing cross-cultural invariance of the brand equity creation process. Journal of 
Product & Brand Management, 11(6), 380-398. http://dx.doi.org/10.1108/10610420210445505  

Zeithaml, V. A. (1988). Consumer perceptions of price, quality, and value: A means-end model and synthesis of 
evidence. Journal of Marketing, 52(3), 2-22. http://dx.doi.org/10.2307/1251446 

 

Copyrights 

Copyright for this article is retained by the author(s), with first publication rights granted to the journal. 

This is an open-access article distributed under the terms and conditions of the Creative Commons Attribution 
license (http://creativecommons.org/licenses/by/3.0/). 


