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ABSTRACT 

In emerging markets such as Pakistan, brand image carry significant and prolonged impact on 

the customer’s brand loyalty. This study is aimed at investigating towards establishing linkage 

between brand image and brand loyalty in a financial sector. The current study explores the 

impact of brand image, customer satisfaction and brand awareness on the brand loyalty. Being 

one of the most rapidly growing and organized sector in Pakistan, the banking sector has been 

selected for this study. The data were collected through reliable and valid questionnaires and the 

sample size was 500 in a convenience sampling environment from top private banks in Pakistan. 

The respondents were the costumers who were using the services of the banking sector in some 

way. The results of the research study show that brand awareness and customer satisfaction has 

a strong relationship with the brand image .Results also indicate positive linkage of brand image 

with brand loyalty in largest banks of Pakistan such as Bank Alfalah and HBL. The results 

further signify that brand image mediates the relationship between brand awareness and brand 

loyalty and shows partial mediation. However, it does not mediate the relationship between 

customer satisfaction and brand loyalty. In addition, several implications for theory and 

managerial practice are also suggested. 
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INTRODUCTION 
Economy remains the corner stone for the development of any emerging economy such as 

Pakistan. Pakistan is a developing country and its economy is the world’s 27th largest economy 

based on its purchasing power. Being the major player in monetary and credit expansion, 

banking sector plays a pivotal role in the development of different industries and sectors alike. 

Pakistan’s banking sector has seen a phenomenal growth during the past two decades since 

opening of doors for private entrepreneurs in early 90s by the State Bank of Pakistan (SBP, 

2012). From merely few big players in the nationalized sector till 90s, the banking sector has 

now grown to over 40 plus commercial banking players with ever expanding base of customers 

and products alike (SBP, 2013). Top commercial banks in the private sector such as Bank 

Alfalah, Meezan Bank, Standard Chartered Bank (Pakistan), Askari Bank and Faysal Bank have 

shown commendable success in this regard from their incorporation during 90s. During this 

period, the privatized banks such as HBL, UBL and ABL have also escalated their muscles in 

providing better services to their customers. In a 10 years key strategy paper, SBP described 

Pakistan’s banking sector as the main engine of growth for the economy and one of the ‘most 

resilient and promising growing industry in the Region while encompassing for over 72.1 percent 

of the entire assets of the financial industry of Pakistan and constituting of nearly 52.6% of the 

entire GDP (SBP, 2008). Amongst the private banks, Bank Alfalah is one of the fastest growing 

private commercial Bank both in areas of retail banking and Islamic Banking. 

The latest statistics reveal the operations of 44 active players in the banking industry of Pakistan, 

out of which 32 are domestic banks incorporated in Pakistan. Similarly, there are 12 foreign 

banks operating in Pakistan having fully fledged or partial windows. In terms of classification, 

Pakistani scheduled banks are further classified as public sector banks and domestic private 

banks. HBL remains the largest player in the private retail market and Meezan Bank is the 

largest player in the Islamic Banking industry. Bank Alfalah enjoys the unique distinction of 

being the overall 6th largest retail bank and 2nd biggest player in Islamic Banking Industry in the 

Country. In all, there are 9 public sector banks while 4 specialized banks are also operating in the 

country of around 180 million. The most prominent strata remain the retail banking, accounting 

for nearly 80 percent of the entire banking and 23 in number (Tariq et al., 2011). Majority of 

these banks cater for 20M plus unique active customer base while having multiplier effect in 

terms of customers, having multiple accounts with a given bank or different banks. 
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Correspondingly, Bank Alfalah reaches out to its current and potential customer base with state-

of-the-art technology to provide them with best financial solutions. It has scored leading 

positions in Islamic and Consumer banking in Pakistan’s banking industry. In its various reports, 

SBP has appreciated the private banking industry of Pakistan in terms of leaders in technological 

innovation and product development. Despite falling margins and yields, this strata is expanding 

at a fast pace as compared to the public sector entities in the same period (SBP, 2012).   

The role of marketing remains vital to get success in any competitive market when number of 

options in products is available to the customers. The large players in the private sector such as 

HBL and Bank Alfalah offer a complete financial solution to their customers including retail 

customers, institutions and Government alike. In his research, Keller (2008) described the 

‘brand’ as a significant determinant making it possible for the consumers to sort out the firm’s 

products or services and distinguishing variable from the competition. This leads to effective 

brand management gaining the greater pace in the global markets and has simultaneously 

increasing the competition as it helps in creating the differentiation amongst the products, 

consumer’s preferences, loyalty and ultimately helping the given concern to widen its market 

share. This fact followed the research by Aaker (1991) who argued that the brand management 

should be examined as the source of competitiveness rather than being focused for operating 

purpose in main industries. The top Pakistani guns in the banking industry such as HBL, UBL, 

Standard Chartered and Bank Alfalah equate their brand value with competitive rates and returns 

in the market on various products and services.  

Kotler (2009) classified the brand as a combination of name, term, sign or symbol that 

characterizes to provide special benefits which a company may provide to its consumers through 

differentiating products and services. Brand image remains one of the major determinants of 

overall brand management system. While the foundation and key influence of the brand image 

lies in the mindset of its customers and what they have practiced and cultured about the brand 

name over the point in time. Oliver (1980) defined the customer satisfaction as the customer’s 

judgment after making purchases or assessment of a particular product or service which 

according to Johnson and Fornell (1990) may be achieved through keeping the customer happy 

and satisfied. The company should focus on routine interactions with them and also consider the 

more global and longitudinal assessment of the performance. Using an effective brand 

management as its core business strategy, Bank Alfalah has achieved its goals of loyal customer 
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base through its ‘client-first philosophy’ and has positioned itself as a distinctive brand. The 

customer plays a vital role in determining brand image and brand loyalty. Ambler (2004) argues 

the pivotal significance of the customer in the brand value chain process since brand image is 

more about the perception and feelings of the customer about a given product than merely 

narrating the product features .While discussing the determinants of brand loyalty, customer 

satisfaction remains inevitable as it is the key antecedent of brand loyalty. While adopting this 

approach, the major players such as Bank Alfalah have employed voice of customer surveys to 

solicit genuine feedback for improving internal systems and controls, based on customer’s 

experience. 

Keller (1993) studied that to create the brand image provision of the brand awareness is the most 

essential condition. He believed that it is quite easy to attach associations with the brand and to 

memorize them. The concept studied by Schuiling and Kapferer (2004) illustrated that 

undoubtedly the brand awareness is interrelated with various image dimensions. That’s why 

(Einwiller, 2001) considered the ability to recall brand as “brand awareness”, which may be 

elaborated as a preliminary level of ‘attitude-processing’. To create its brand awareness among 

masses, Pakistani banks have launched many initiatives to reach out to their customers. Banks 

such as Meezan Bank, HBL, UBL and Bank Alfalah have launched initiatives like ‘Customer 

Care events’ which proved to be an important step in enhancing their brand image. Brand 

awareness is all about the power, favorability, and exceptionality of supposed characteristics and 

profit for the brand, on all sides of concrete and insubstantial manufactured goods or service 

deliberation. (Ailawadi et al, 2003).  It is construed to be extremely important factor of value 

chain of brand loyalty. Without this attribute, a brand may not reach up to the level to maintain 

its image.  

Brand awareness of the customers is an important determinant of brand loyalty .Brand awareness 

and the product positioning effects the buying behaviors of the consumer (Nelson & Mcleod, 

2005). This evidence shows that brand awareness is closely related with customer satisfaction, 

which is also an important determinant of brand image and brand loyalty. Approach of the 

consumer towards buying the brand is further reflected as the commitment of the consumer. 

Most of the empirical evidences proved along with the supposition that the frequent purchases of 

the certain brand shows loyalty. However frequent purchases are not the ultimate indication of 

the loyalty for this psychological connection with the brand along with repeat purchase is 
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required (Dale, Herndon & Von Riesen, 2001). Bank Alfalah has been working to sustain this 

psychological connection by offering value-added services, over time, in a number of ways 

through its solution and delivery driven approach.  

Aaker (1991) and Keller (1993) explained that brand loyalty is one of the important factor 

impacting the given brand. The customers loyalty towards brand may be enhanced by generating 

a significant and positive image of the given brand in the minds of customer. Brand image is also 

one of the strong predictors of brand loyalty and brand quality (Pike, 2007). The brand loyalty is 

influenced by collective factors including customer satisfaction, brand image, brand awareness 

strategies of the marketers. ‘Beyond Philanthropy’ has served as a fruitful campaign for 

increasing customer’s loyalty towards Bank Alfalah. The bank participates with different social 

organization on various projects and supports them. Berry (1999) argued that when companies 

enter the market as first mover or even as followers, they tend focus on providing the quality 

services and maintain the quality dealings with their customers for building customer satisfaction 

and association with the brand as their dealing transforms the brand vision to brand reality.  This 

helps them in satisfying their customers in building up a strong brand image in their minds about 

the given product range of the company.  

Being one of the key services sectors, the banking sector products are primarily intangible in 

nature. As such, the customer has to be satisfied through superior customer dealings and 

services, enabling the related brand image to develop. This is unlike FMCGs, where tangibility 

remains the main characteristic allowing packaging, labeling, displaying and marketing people 

tend to leverage through the materiality of the goods and tangible benefits through brand 

management. According to service brand equity strong brands are built by the service companies 

by using branding uniqueness and message uniformity techniques to perform their basic services 

soundly by approaching the customers emotionally and associating trust with the brand. Service 

companies focus to perform their services efficiently. Companies not only focus on performing 

the services but their main interest is on performing the services well than their competitors to 

have influential brand (Berry, 2000). Leading banks such as Bank Alfalah has initiated customer 

outreach channels of distribution such as ‘offsite ATM Booths’ and full suite of customized 

Islamic banking services which has helped the bank to gain significant market share.  
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Andreassen and Lindestad (1998) considered the customer satisfaction as an indication of 

extrinsic information for both existing and prospective buyers, who may influence the brand 

image. Since similar to brand loyalty, the brand image is of vital importance for owners of 

brands because band name is the key differentiating point of a given service from others. 

Customer satisfaction had a significant positive impact on brand image (estimates= 0.30, t = 6.24 

p > 0.01). This study investigates the connection of this variable in Pakistan’s banking industry 

through using data from top private sector banks of Pakistan.  

PROBLEM DEFINITION & RATIONALE OF STUDY 
Prior research mainly focuses on FMCGs and manufacturing sector of the Pakistan so the 

Banking Sector of Pakistan needs further research. Moreover, the research on brand loyalty, 

brand image and customer satisfaction in Banking Sector have got a very little attention and 

there is a lack of research on this sector in Pakistan. Day (1969) gave the concept of customer 

loyalty as attitude of frequent purchases that are prompted by the marketing tricks. Coming out 

of the behavioral definitions of the customer loyalty, it is the combination of both behavioral and 

attitudinal mechanisms. While Sheth (1996), studied the loyalty as a crucial objective of 

marketing, Smith et al. (2003) found after the vast research that companies persistently allocate 

massive funds to enhance the customers’ loyalty in various service markets as airlines and 

telecommunications (Johnson, Herrmann, and Huber 2006). Verhoef (2003) studied that 

antagonistic opponents and variety-seeking activities of consumers, on the other hand, put at risk 

the efficacy of such sort of investments. 

 White (1993) proposed that organizations set out to fabricate and sustain its aggressive place by 

using the marketing mix fundamentals. While Hankinson & Cowking, (1997) talking about the 

hi-tech expansion stated that its ease of access is making it complicated for the organizations to 

accomplish aggressive improvement by using only fundamentals of marketing mix, so White, 

(1993) suggested that the mainly effectual approach for organizations is that they can defend 

their position through effectively branding its products and services.  
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LITERATURE REVIEW 

Brand Loyalty 

Dale, Herndon & VonRiesen (2001) studied that the mind-set of the customer towards the brand 

is the construct of various dimensions that corresponds to the view points and stances of the 

consumer regarding the brand. Articulated loyalty can also be defined as the attitudinal construct. 

Theoretically it is reflecting that how much consumer is associated with the brand. 

Approach of the consumer towards buying the brand is reflected as the commitment of the 

consumer. Most of the empirical evidences proved along with the supposition that the frequent 

purchases of the certain brand shows loyalty.  Flanagan (1954) while generalizing the concept of 

consumer’s committed behavior for the certain brand stated that it could be structured as the pain 

or the hard work that a customer bears to hold up their preferred brand while having “critical 

moments” which are the circumstances during which the consumers and their customary 

behavioral patterns are confronted a variety of change decision or they face the competing prices 

during promotional strategies. 

Beatty and Kahle  (1988) gave classic example of committed behavior of the consumer is his 

keenness to pay more money when the prices of the brand are elevating or his reluctance to shift 

to opposing brand having extensive promotion. Jiang, Dev and Rao (2002) explained that major 

reasons for customers being loyal is that the customers do not want to bear the cost of switching 

the brand, that is why they prefer being loyal. The factors and search of the customer before 

purchasing a brand is related to the brand loyalty of the customer towards that specific brand. 

The utility and past value of the services of bank provided to the customer previously is a strong 

determinant of brand loyalty. Similarly the “Value perception” and brand loyalty in low-

involvement products do not have a straight association (Youjae & Hoseong, 2003). 

Brand loyalty has also significant relation with the purchase intentions of the customers as it 

enhances the perceived value of the brand in the customer minds (Kim & Kim, 2004).  Ki-Joon 

and Sara (2003) investigated that attitude and behavior related brand loyalty is a source to 

measure the actual brand loyalty. To enhance the brand loyalty and develop strategies and plans 

related to brand loyalty, the banks and especially higher management needs to know about the 

factors which lead to the brand loyalty (Bauer, Stokburger & Stefanie, 2008). According to Mary 
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(2007) brand loyalty could help the bank to retain the customers and they do not switch to other 

bank.  Culture is strong indicators of brand loyalty; Cultural values are significantly related with 

the brand loyalty of the individuals.  

Veerapong and Speece (2005) found that service quality is a strong determinant of brand loyalty. 

Providing ease of purchase through modern and sophisticated technologies and web services can 

enhance the loyalty of the customers, in this way number of customers getting attracted towards 

the bank is a strong indicator for the stakeholders to measure the brand loyalty of the customers 

(Barry & Bayus, 1992). Deepak (1996) has found that theoretical and empirical analysis does not 

exactly support the definition of strength of brand loyalty. Consumers buy models manufactured 

by a firm they trust because of the brand loyalty that is created (Joanna, 1995).  

According to Jeuland (1979), differences in the attributes of the products related to same 

category are the main factors which influence brand loyalty of the customers. Morrison (1966) 

explained that the time span between repurchase and pervious purchase of the same product has 

nothing to do with the brand loyalty. The customers who are less loyal with a specific brand are 

more likely to get attracted with the new brand which enters in the market (Aaker, 1991). There 

are two important factors in building brand image; brand loyalty and brand preference (Tucker, 

1964). If the market factors which effect brand loyalty remain constant then they are more likely 

to help build brand image and brand loyalty of the customers/ users of a specific product 

(Nordstorm & Swan, 1976). DuWors and Haines (1990) further explored that the orientation of 

brand loyalty is short term in its nature until enforced repeatedly. There is also a high brand 

loyalty for the brands having higher market share whereas the brands which have lower market 

share achieve less rand loyalty be the customers (Danaher, Wilson & Davis, 2003). 

BRAND IMAGE 
Keller (1993) defined brand image as “a set of associations linked to the brand that consumers 

hold in memory” so it can be said that brand image is not associated with the technologies used 

by the company or the features offered in a product, but in fact it is something that can be 

attained through promotions. This fact followed the research by Aaker (1991), who believed the 

brand management to be examined as the source of competitiveness rather than being focused for 

operating purpose in main industries. According to Keller (2003); an elaborated and well 

constructed exclusive brand associations in memory are mostly referred to as brand image 
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producing the consequences in the form of professed eminence, positive mind set and in general 

the optimistic concerns. Certainly, many of the brand factors are identified as apparent 

excellence, constructive thoughts and on the whole positive change by many of the researchers, 

might be examined as they can fit in large group of brand image and its instantaneous 

possessions. 

Keller (2008) described the brand loyalty as a ‘discriminating factor’ created by the brand 

knowledge on consumers’ perceptions of brand’s marketing strategies. In his research, Keller 

(1993) divided the brand knowledge into two main components as brand awareness and brand 

image which are considered as the important signals depicting how the consumers pick out the 

brand and thereby helping in analyzing their purchase decisions. Conveying a brand image to a 

target market is a fundamental marketing activity. Communicating a brand image to a target 

segment has long been regarded as an important marketing activity (Gardner & Levy, 1955). In 

an increasingly competitive marketplace, greater emphasis is being placed on brand image 

development as the basis for consumer discrimination (Tony, 1995). 

It is important for firms to become more aware of customer perceptions and how customers 

associate brands within a total service network experience or process to get the competitive 

advantage out of brand. Customers do not evaluate brands in isolation (Felicia, Mary & Amy, 

2004). Thakor and Katsanis (1997) studied that brand image enables the consumers to 

distinguish the product by evaluating its quality so that to minimize the purchase risk and to get 

satisfied through product differentiation. But when it moves towards the practical level then 

positive brand image is created to upgrade the inferior image of the origin country so that to 

create the possibility for the product from that country to be selected.  

Brand image is acknowledged by Gardner and Levy (1955) as a vital part of the process involved 

in developing the brand value (loyalty). Later, Aaker (1996) described it as the way consumer 

recognize the brand and further improvised by Keller (1998) as a perception about the brand 

which is revealed by the brand affiliations which consumer is having in his memory. Similarly, 

Olson and Jacoby (1972) put forward two categories as intrinsic and extrinsic product cues to 

categorize the product’s characteristics. Intrinsic describes the product’s composition that 

includes product knowledge in terms of product design and features. While the extrinsic product 

cue is all about the product related components and does not belong to product itself as price and 
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brand. Zenithal (1988) argued that product’s intrinsic and extrinsic cues are one of the most 

important factors that reflect consumer’s believe while evaluating and purchasing any product. 

Thus research proved that intrinsic cues as function or quality are sometimes cannot be 

accomplished. In such scenario, extrinsic cues such as brand image turn out to be only premises 

upon which consumers may rely. 

Rogelberg and Creamer (1994) have suggested that customer satisfaction significantly impact 

brand image. Shoemaker and Bowen (2003) explored that brand all the organizations can achieve 

the achievement of brand loyalty through service quality because service quality determines 

customer satisfaction and it is a source of brand image. The organizations which operate in 

service sector are likely to mix together the understanding of customer satisfaction with brand 

loyalty of the customers. However; to bring about brand loyalty, it is vital that a customer must 

be satisfied with the service of the organization all the times. 

H-1 Brand image is positively related with brand loyalty. 

If there is an accumulation in the brand for the customers then it is considered to be difficult and 

risky for the customers because the consumer feel the loyalty with the brand which they are 

already using, they want no modifications in that brand. Brand awareness and brand image are 

two important dimensions of brand management these two are important and interrelated factors 

as found by (Keller, 1993). Brand awareness symbolizes the existence of the brand in the 

mentality of the consumer (Keller, 1993). Keller (1993) proposed that brand awareness is a vital 

factor because of the reason it increases the brand image amongst the customers furthermore 

brand awareness has found to have a significant impact on brand image it is a stronger source of 

building sustainable brand loyalty.   

Bhat and Reedy (1998) studied the needs of consumers and categorized them as figurative or 

practical. Foxall, Goldsmith etal. (1998) defined the symbolic needs for the consumer as they 

might be reflecting the brand in the form of symbols which shows the owner’s idea thus 

satisfying them to demonstrate different dimensions of their personality as success, power etc. 

Consumer when buy the products or services they try to convey something about themselves by 

relating the product with their needs thus to communicate others their beliefs and likeness.  
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H2: Brand Image mediates the relationship between Customer Satisfaction and Brand 

Loyalty. 

Brand’s capability presentation in the market can be revealed through the product market 

procedures (Ye & Van Raaij, 2004). Aaker (1991), Keller (2003) studied the brand awareness, 

brand involvement and brand allegiance as the significant characteristics of the brand image. 

Similarly many researchers as Aaker & Biel (1992), Aaker & Keller, (1990) very 

comprehensively paid attention, specifically to the notion of brand image.  

Aaker & Jacobson (2001) provided the evidence that for a company brand image is the precious 

asset, so to get the higher company’s value brand image should be strengthen. Following this 

Keller (1993) suggested that companies are required to know about the behaviors of the besieged 

customers because attitude of the consumer is a significant feature for the firms in order to have 

a well- built brand image. So to expand the competitive advantage firms and researchers are 

required to give more attention to the attitudes of the consumers (Aaker, 2004). 

H3: Brand Image mediates the relationship between Brand Awareness and brand Loyalty 

BRAND AWARENESS 
Brand awareness advertising is defined as “the promotion of a corporate name or identity in 

association with a particular product or service” (Hoyer & Brown, 1990). Brand awareness is a 

precondition to developing brand image (Westbrook, 1980). Brand Awareness is defined as the 

ability of the customer to recognize or recall that a brand is a member of a certain product 

category (Aaker, 1991). 

 

Keller (2003) considered the Brand awareness as the strongest image of the product in the 

customer’s mind (i.e how easily he can keep the product or service in his mind and can recall it 

accordingly). This would be one of the most frequent techniques to determine brand awareness. 

Brand awareness is also viewed to comprise of brand awareness and brand image (Keller, 1993) 

Brand awareness refers to the consumer ability to confirm prior exposure to the brand using a 

given brand as a cue, and brand image is representative of the consumer ability to take back the 

brand in a given manufactured goods group (Keller, 1993). Strong brand image is positively 

associated with the brand loyalty of the customers towards the company (Kim & Kim, 2004). 
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Several studies have emphasized the significance of customer awareness in Islamic banking 

(Göksu & Becic, 2012). Nevertheless, there has been little effort to investigate banks  in Pakistan 

with special reference to the factors  that might lead to customer satisfaction. The  key  factors  

that  influence  customers’  bank  selection  include  the  range  of  services,  the rates,  and  the  

fees  and  prices  charged  (Abratt  &  Russell,  1999).  It is apparent that, to satisfy customers, 

superior service, alone, is not sufficient.  Prices are essential, if not more important than service; 

relationship quality is also important.  Furthermore, service excellence, meeting client needs, and 

providing innovative products are essential to success in the banking industry. Most private 

banks claim that creating and maintaining customer relationships  is  important  to  them  and  

that  they  are  aware  of  the  positive  value relationships  provide  (Colgate,  Stewart  &  

Kinsella,  1996). 

 

Brand awareness necessitates that consumers properly distinguish the brand as having been seen 

or heard previously (Keller, 1993). Pitta and Katsanis (1995) found that the most vital feature of 

brand awareness is forming a brand node in the memory in the first place. Keller (1993) studied 

that to create the brand image provision of the brand awareness is the most essential condition 

because he believed that it is quite easy to attach associations with the brand and to memorize 

them, when it is soundly established in memory and this was the concept studied by Schuiling 

and Kapferer (2004) which illustrated that undoubtedly the brand awareness is interrelated with 

various image dimensions that’s why (Einwiller,2001) considered the ability to recall brand as 

“brand awareness”, which can be defined as a preliminary level of attitude-processing. 

 

Kapferer (2004) studied that brand management focus highly on building the strong brand and 

considers it the most important goal because strong brand plays an important role in generating 

short term and long term revenue streams in the banking industry. According to Rajh (2002) 

brand knowledge have two major components which reflect the consumer’s perception regarding 

the brand, therefore they are of much focus and could be controlled by the banking sector as 

explained by Kotler and Keller (2009), that the brand is assisting the companies in differentiating 

their products from the others and corresponds to every responsibility and embodies it the world 

as a manuscript which helps in building the relationships by communicating and contributing to 

the group affiliation (Sherry, 2005).  
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H4: Brand awareness is positively related to brand image 

H5: Brand awareness is positively related to brand loyalty. 

CUSTOMER SATISFACTION 

Customer satisfaction may be measured by calculating the difference between the actual levels 

achieved and the level which was desired by the customer (Hall, 1996) as the customer 

satisfaction is highly correlated with the perceived quality of the product or service by the 

customer. (Bitner, Mary & Hubbert, 1993). It was proposed by Sterling and Lambert (1987) that 

customer satisfaction is focused since it would help the banking sector in increasing its market 

share, improving its economic condition and in achieving the customer loyalty where as Dick 

and Basu (1994) defined the customer loyalty as the affiliation between comparative attitude and 

repeat purchases. Farquhar (1989) studied that a brand is considered valuable only when it is 

significant for the consumer. Similarly, Keller (1993) emphasized on the significance of 

understanding the brand loyalty keeping in mind the consumer’s perspective and also focusing 

that the ultimate goal of marketing activities of Banking Sector is to maximize the sales and for 

this it is important that the consumer responds to the marketing program for the brand favorably. 

Attitudinal and behavioral loyalty is the two types in which brand loyalty can be classified.  

 

Gounaris and Stathakopoulos (2004) reviewed that behavioral loyalty deals with the repetitive 

purchases, and the strong internal temperament towards a brand is attitudinal loyalty. According 

to Aaker (1991), attitudinal loyalty is significant for the banks, which eventually leads to 

repeated purchases or behavioral loyalty. Amongst the competitive tactics customer satisfaction 

is considered as the vital constituent and to be successful in contending the customer would help 

to be significant for the banks to gain long-term business achievements. That’s why now most of 

the banks are positioning their prominence on paying attention to their customers so that to better 

comprehend them (Griffin & Hauser, 1993). Giese and Cote (2000) studied the satisfaction as the 

feedback, for the limited time, of unsteady potency for gaining the product or using it. Anderson 

and Fornell (2000) proposed that customer satisfaction should be incorporated in the 

organizational structure in order to follow the importance of the customer satisfaction to gain the 

brand loyalty. Whereas Fornell and Wernerfelt, (1988), argued that to extend the customer 
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satisfaction, company should manage the short-tempered consumer in lesser number, and this 

would in turn help the firm to have more brand loyalty. 

 

Oakland and Beardmore (1995), studied that communication with customers can facilitate in 

leveling the daily business activities, smoothing the progress towards planning, and diminishes 

tribulations. Therefore, listening to customers is normally an important ingredient of TQM 

programs. Surveys (telephone and mail), personal visits/interviews, focus groups, and complaint 

analysis are amongst the frequent practices used for listening to the customer.  

 

H6. Customer satisfaction is positively related to brand Image 

Branding is one of the most vital and inevitable factor in various industries and service sectors. 

Branding is a competitive advantage for the organization over the competitors of the industry. 

Brand awareness has a flooded marketplace and it is complicated for fresh and new companies to 

enter in the market (Hallowell, 1996).This shows that if a company launches new brand in the 

market then it would be difficult for the new brand to get hold of the attention of the customers 

along with the market share. The reason behind this scenario is that the customers are already 

connected with other brands and the customers are branding conscious they cannot easily switch 

towards another brand. 

H7: Customer Satisfaction is positively related to Brand Loyalty 

THEORETICAL FRAMEWORK 
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HYPOTHESIS 
H1: Brand image is positively related with brand loyalty. 

H2: Brand Image mediates the relationship between Customer Satisfaction and Brand Loyalty. 

H3: Brand Image mediates the relationship between Brand Awareness and brand Loyalty  

H4: Brand awareness is positively related to brand image 

H5: Brand awareness is positively related to brand loyalty 

H6. Customer satisfaction is positively related to brand Image 

H7: Customer Satisfaction is positively related to Brand Loyalty 

RESEARCH DESIGN 
Research design is “the arrangement of conditions for collection and analysis of data in a manner 

that aims to combine relevance to the research purpose with economy in procedure” (Sellitz, 

Jahoda, Deutsch & Cook., 1965, quoted in Terre Blanche  & Durrheim, 1999).  

In this study, endorsing the theoretical framework; the dependent variable is brand loyalty and 

the mediating variable is brand image. The independent variables are customer satisfaction and 

brand awareness. While the study conducted is the cross sectional study since the data being 

applied on single point of time for the collection from the consumers of Banking services and the 

event would remain same throughout the period of time. Planned nature and conscious design of 

observations differentiates research from other forms of observations. Research design included 

details of study regarding its type, settings, time horizon and unit of analysis which are discussed 

below. 

TYPE OF STUDY 

This is a relational/causal study in which the impact of brand awareness and customer 

satisfaction on brand loyalty has been measured while brand image is mediating this impact on 

the basis of self reported perception of respondents about these variables. To measure 

respondents’ perception in a study survey research design is considered the most appropriate 

because researcher can gather data from a large population. As per Burns (2000) survey has two 

main advantages. One, it allows the respondents to answer questions at their own pace thus 
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contributing towards accuracy of the responses. Secondly, the survey method uses same set of 

questions phrased in exactly similar way for each and every respondent eliminating bias that may 

be caused by the delivery wording, emphasis and style of interviewer. Survey method as a rule of 

thumb is a method of collecting quantitative data in pre-specified and prescribed format to 

facilitate the handling and analysis of data.  

Data is collected from sample and opinion is formed about the entire population (Kerlinger & 

Lee, 2000). Although sample needs to be selected in accordance to scientific research 

methodology. In this study relational survey design was used because in this study the researcher 

intended to find out the relationship between brand image, brand awareness, customer 

satisfaction and brand loyalty. 

STUDY SETTING 
This is a field study because accomplices i.e. consumers of Banking Services have been 

contacted on their job and they filled the questionnaires in their expected work surroundings. 

Variables were neither controlled nor manipulated, and no artificial settings were fashioned for 

the study. 

TIME HORIZON 
The data for this research was initiated in January, 2013 and ended in March, 2013 from 

Pakistan’s banking industry in the private sector. The data is cross-sectional in nature.  

UNIT OF ANALYSIS 

The unit of analysis for this research paper is individual (Banking Service Consumers), as the 

research is determining the individual’s attitude (Brand Loyalty) by knowing the behavior 

(Customer Satisfaction) with allusion to their knowledge (Brand awareness) and perception 

(brand image) variables. 

SAMPLE:  

Sample is composed by using the Convenience Sampling technique because of having no 

specific sampling framework and it is basically easy, inexpensive and fast to recruit the 

respondents representing the entire population through this sampling technique. This study 

mainly focuses the respondents form Banking Service Sector in main cities of Pakistan. The 
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sample size was 500 respondents from top 5 Banks Private Banks operating in main cities of 

Pakistan. 100 surveys were distributed amongst the consumers of each Bank as per convenience. 

The survey has been conducted from January-March 2013. As it has been observed that there are 

low percentages of response rates in such surveys, so to make sure that the required rate is 

achieved we have distributed a little more of the required surveys and would keep on distributing 

until unless had gained the required 500 questionnaires 

SAMPLING CHARACTERISTICS:   
The sample of the study is having following statistical characteristics. This includes gender, age, 

qualification other necessary demographic details. 

Demographics Table 

Age 18-25 9% 

26-35 47% 

36-45 24% 

45+ 10% 

Gender Males 73% 

Females 27% 

Tenure of the 

Job/Business 

NIL 9% 

0-5 Years 28% 

6-10 Years 29% 

11-15 Years 32% 

15+ 19% 

 

As it can be seen by the table above that most of the respondents range within the age of             

26-35 years. The second big proportion was of the age of 36 to 45 years of age. We can see from 

the table that low age customers responded very less in numbers. This also indicated their 
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attitudinal attachment with the certain brand. As the job post or tenure of the job increases 

consumer’s loyalty starts decreasing as they are not keener towards the brand. 

SCALES USED 

In order to measure the reliability of the scales used in the study, the reliability tests has been 

conducted by running SPSS (statistical program for social sciences) .As suggested by Nunnally, 

(1978) the criterion of Cronbach’s alpha more than 0.70. Therefore, to test the overall 

consistency of the questionnaire and stability of the questionnaire reliability test validity test has 

been conducted. 

BRAND LOYALTY 
The questionnaire that has been acquired from Yoo B, Donthu N, Lee S (2000) that is 5 item 

likert scales showing the reliability of 0.731 

BRAND IMAGE 
The questionnaire has been acquired from Aaker, D.A. & Álvarez del Blanco, R.M (1995) that is 

5 item likert scales having the reliability of 0.872 

BRAND AWARENESS 
The questionnaire that has been acquired from Nelson, M. R. & L.E. McLeod (2005), that is 5 

item likert scales and has the reliability of 0.676. 

CUSTOMER SATISFACTION 
The questionnaire for customer satisfaction has been adopted from Hallowell, R. (1999). that is a 

5 item likert scale and possessing the reliability of 0.868  

QUESTIONNAIRE DESIGN 

The questionnaire that has been used in this study is consistent of two major sections. The first 

section covers up the basic information of all the respondents whereas the second section is 

consistent of items related to the variables being measured which include: customer satisfaction, 

brand awareness, brand image and brand loyalty. The questionnaire is based on five point Likert 

scale, there are five options on this scale; strongly agree, agree, neutral, disagree, strongly 

disagree. All the study variables are being measured using self reported responses because self 

reporting is considered to be more appropriate for these measures.  
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DATA COLLECTION 
Field survey has been conducted across the top 5 private banks. The data has been collected 

through personally administered questionnaires. These are the 5 brands having a top market 

share and are also in a state of perfect competition so it is important to study the customer of the 

specified sector for this study is the Banking Sector which includes five major Banks and brands 

operating in Pakistan. The brands/ companies include: Habib Bank, MCB Bank, United Bank., 

Allied and Bank Alfalah. The data has been collected through reliable and valid questionnaires 

DATA ANALYSIS PROCEDURES 
Descriptive statistics has been obtained for sample descriptions. Descriptive statistics may reveal 

any of the problem in the data, wrong entry etc. Correlation analysis has been conducted to find 

Interco relations among study variables. Multiple linear regression analysis technique has been 

used to test Hypothesis and mediated regression analysis technique suggested by Barron and 

Kenny (1986) has been used to test the mediating impact of the variables. All the data of the 

study has been analyzed through SPSS (statistical program for social sciences) .Reliability tests, 

regression analysis and correlation analysis has been run through this software to find out the 

empirical findings of the study. Mediation has been run to measure the mediating impact of the 

variable brand image on the brand loyalty. 

RESULTS: 
Correlation, Regression and Mediation Analysis is as followed. 
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Table 1: Means, Standard Deviations, Correlations, and Reliabilities 

 

n = 500; Cronbach’s alphas presented in parenthesis. For Age type, 1―15-25; 2, ―26-35, 3― 36-45, 4―46-55, 5― 56 above ǁ Gender was coded as ―1ǁ for 
men and ―2ǁ for women.  

b ** p < 0.01 (2-tailed) * p < 0.05 (2-tailed). 
 
 
 
 
 
 
 
 

  Mean S.D 1 2 3 4 5 6 

1. Gender 1.3798 0.48606  ---           

2.Age 2.4866 0.80952  .036  ---         

3.Brand Awareness 4.3279 0.64985  .019  .027  (.676)       

4.Customer Satisfaction 4.4125 0.98639  0.026  .019  .393**  (.868)     

5.Brand Image 4.3833 0.7671  .059  .037 .580**  .898** (.872)   

6.Brand Loyalty 4.4965 0.7414  .119*  .0.41 .504**  .419** .708  (.731) 
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Table 2: Multiple Regression Results of Brand Awareness, Customer Satisfaction and Brand Image 

 
*** p < 0.001 ** p < 0.01 *p < .05 †p < 0.1 

 
 
 
 
  
 
 
 
 
 
 
 
 
 

  Brand Loyalty 

Variables 
 

B R² Adjusted R² 

Brand Awareness  0.504***  0.254 0.252 

Customer Satisfaction 0.419*** 0.176 0.173 

Brand Image 0.708*** 0.502 0.500  
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p= .03 for Brand Awareness      S= Significant 

p=0.00 for customer satisfaction      NS= Non Significant 

N = 500 

*** Significant at the 0.001  

** Significant at the 0.01 

*   Significant at the 0.05

Table 3: Results of Mediated regression Analysis  
  Brand Loyalty  
Variables (main affects B R² ΔR² Significance 
Brand Awareness  0.504***  0.254  S* 
Customer Satisfaction 0.419*** 0.176  S* 
Brand Image 0.708*** 0.502  S* 
     
Mediation analysis     
Step 1     
Brand Image (Mediator) 0.708*** 0.500  S  
Step 2 (Brand Awareness)     
Brand Awareness (Independent variable) 0.140*** 0.512 0.013* S 
Step 2 (Customer Satisfaction)     
Customer Satisfaction (Independent variable) -.846 0.745 0.245 NS* 
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CORRELATION & REGRESSION ANALYSIS 
The regression and correlation has been run to find out the empirical findings of the study and 

also to find out the fitness of the model and variables. Mediation has also been run to find out the 

mediating impact of the variable on the dependent variable. All the data has been analyzed 

through SPSS.  

The descriptive statistics (means and standard deviations) and inter-correlations among the study 

variables are shown in Table-1. The sample included 62% males and 38 % females. The average 

age of the respondents was 29years (S.D. 8.09). The total number of responses was 500(n: 500). 

 The reliabilities have been reported in the parenthesis along the diagonal in Table-1. The 

reliabilities of all the variables were above the conventional standards except for brand 

awareness. Reliabilities for brand image were .868, customer satisfaction .872, brand Loyalty 

.731.Reliability for brand awareness was .67. Although these were below conventional standards 

of .70, however, they were acceptable 

Correlations are significant for the independent and dependant variables were found. In the 

above table 1, there is a positive relationship between customer satisfaction and brand loyalty 

that is shown by the correlation value (r=.419**) in table 1. There is also a strong correlation 

between customer satisfaction and brand image that is (r=0.898)  

There is a positive and strong relationship between brand image and brand loyalty, that proves 

hypothesis 1 (h1), with correlation (r=.708***) in table 1. Positive and significant relationship has 

been seen between brand awareness and brand loyalty (r=.504**) in table 1. Brand awareness and 

brand image are also significantly correlated with each other with correlation (r=0.580**). 

REGRESSION RESULTS 
We examined the impact of brand awareness, customer satisfaction and brand image on brand 

loyalty being the dependant variable. 

R squared is the proportion of variation in the dependent variable explained by the regression 

model, it shows how much percent of dependent variable has been significantly explained by all 

independent variables, the beta coefficient tells how strongly is the independent variable 
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associated with the dependent Variable and the significance shows that how much the results are 

accurate and there accuracy is show by these signs (***). 

As shown in table 2 Brand Awareness has a significant impact on brand loyalty with (β=.504) 

and p<0.001*** respectively, R² is 0.204 .Customer satisfaction has also a very significant 

relationship and impact on brand loyalty with (β=.419, p<0.001***), and R² is  .176. Brand 

image and brand loyalty has a strong significant relation between each other with (β=.708, 

p<0.001***), and R² .502 respectively. 

This shows that all independent variables are in significant and positive relationship with 

dependant variable that is brand loyalty. In table 3, mediating impact of brand image can be 

observed by seeing the values of change in R square (ΔR²) 

 MEDIATED REGRESSION ANALYSIS 

To test this hypothesis, authors used the mediated multiple regression technique recommended 

by Barron and Kenny (1986). By this technique, the following conditions should be met to prove 

the mediation effect of any construct. (1) Path (a) between independent and mediator should be 

significant.(2) Path (b) between mediator and outcomes should also be significant (3) When path 

(a) and (b) both are controlled then already significant main effect between independent and 

dependant variable should be about zero for full mediation and it should be weaker for partial 

mediation  (Barron & Kenny, 1986). 

 Mediation of Brand Image for brand Awareness and brand loyalty 

In the 1st step, the authors have tested the mediation of brand image for brand awareness 

and brand loyalty. In 1st step of testing mediation, Barron and Kenny (1986) approach has 

been followed, placing brand loyalty as dependent variable and brand image as 

independent variable then in 2nd step brand awareness as independent variable and 

observed mediated regression. While comparing the main effect with mediated affected, 

it has been observed that Beta value of brand awareness decreased to β=.140 and the 

change in R square (ΔR²) is 0.13* that shows partial mediation as it is still significant. 

The illustration shows partial mediation impact. Brand image partially mediates the 

Relationship between brand awareness and brand loyalty which proves hypothesis 7 (h7) 
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 Mediation of brand Image for customer satisfaction and brand loyalty 

In the 2nd step for Customer satisfaction, the authors have tested the mediation of brand 

image for customer satisfaction and brand loyalty. The authors have put brand loyalty as 

dependent variable and brand image as independent variable then in next step customer 

satisfaction as independent variable and examined mediated regression .When authors 

compared the main effect with mediated affected it has been observed The Beta value of 

customer satisfaction went insignificant β=-.846***. The illustration shows full 

mediation impact. It means Brand image mediates the relationship between customer 

satisfaction and brand loyalty which proves hypothesis 4 (h4). 

DISCUSSION 

Following the Table- 2, it became evident that there is a significant strongly positive relationship 

between brand awareness and brand loyalty, similarly it can be seen that the customer 

satisfaction has strong positive connection with the brand image. This shows that customer is 

satisfied when he is having positive brand image in his mind although and positive brand image 

is being developed by the product price and its quality mainly in Pakistan, so we can infer the 

customer satisfaction as the customer’s judgment after making purchases or assessment of a 

particular product or service which according to Johnson and Fornell (1990), can be achieved 

through keeping the customer happy and satisfied. This impact has also been mentioned earlier 

as that banks such as HBL and Bank Alfalah have succeeded in attracting loyal customers by 

providing high mark up rates and better returns. Following the Table- 2, it also shows a strongly 

positive relation between brand awareness and brand image. 

Consistent with literature, brand image is significantly predicting the brand loyalty. It clearly 

implies that if the brand image is being strongly created in the minds of Pakistani people then 

they tend to be more loyal to the given brand in the banking sector. Customer satisfaction is 

showing the weak relation with the brand awareness thus going inconsistent with the literature. 

Table- 3 reveals that brand image is mediating partially between brand awareness and brand 

loyalty thus proving the literature that brand awareness is undoubtedly related with the brand 

images in a way or two thus creating the ability in the consumer to recall a brand. While on the 

other hand, Table- 3 indicates that brand image has perfectly mediating effect for customer 
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satisfaction and the brand loyalty. This shows that in Pakistan’s Banking Sector, the customers 

are generally loyal and satisfied when they are given positive brand image in their mind. The 

moment when customer gets negative brand image, his/her satisfaction would reduce and he/she 

may switch to the other brand. Endorsing the findings, Akaah and Korgaonkar (1988) researched 

that consumer is more inclined towards purchasing a well reputed brand products having 

optimistic image to overcome the purchase risk. Despite of its recent establishment, Bank 

Alfalah has been very lucky to secure the 6th place in the entire banking sector of Pakistan. Other 

big players are struggling to inculcate similar image in the minds of the customers despite being 

having the foot prints for over decades.   

CONCLUSION: 
Decision making approach of the consumer is his psychological point of reference that 

exemplifies a consumer’s views to go for a certain preference (Sproles & Kendall, 1986). 

Morgan and Hunt (1994) studied the brand loyalty as major feature of any prolonged relation, 

that is, according to Lau and Lee (1999), if a customer trusts any other party it is then most likely 

that he will build up some sort of optimistic attitudinal objectives towards that party. Research 

shows that loyalty programs do affect the customer’s loyalty but Pakistani banks are only giving 

loyalty programs to their corporate customers and general public is not that much influenced by 

loyalty programs but they do want some kind of rewards given by their respective banks.  When 

banks focus on customer loyalty, account holders will not only keep their accounts with the 

bank, but they will also feel comfortable referring to family and friends. Hence, to be a 

successful player, banks should focus on building strong brand image in the minds of the 

customers thereby creating customer loyalty through continuous innovation. For this very reason, 

banks should  offer  loyalty  programs  to  retain  quality customers on a regular basis since  

loyalty  programs  helps  in  developing  strong relationships with all the customers that could 

directly or indirectly affect the success of banks. In this regard, emerging banks such as Bank 

Alfalah hold a unique image in Pakistan’s banking industry of pursuing the ‘client-first 

philosophy’ in addition to being ‘corporate socially responsible citizen’ to make customers 

realize that they are the most valued and precious asset of the organization.  
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LIMITATIONS AND FUTURE RESEARCH 
The current study has several limitations. A potential limitation of this research is the 

longitudinal study. In future this study can be replicated by using the cross sectional approach in 

order to understand that how different companies in Banking Sector of Pakistan are striving to 

achieve the brand loyalty. Another limitation is that there should be more variables to study the 

brand loyalty of the customer. Because solely brand awareness is not enough to induce the brand 

loyalty, similarly there are many other factors as price, quality, advertisement and discounts etc 

that work along with brand image, brand awareness and customer satisfaction to make the 

customer loyal to the product or service. 
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1 APPENDICES 

1.1 APPENDIX A: COVERING LETTER AND QUESTIONNAIRES 
 
 

 
 
 

Dear Respondent, 

This questionnaire is designed to find out the impact of brand Awareness, Customer Satisfaction 

on Brand Loyalty with mediating variable that is Brand Image.  

Your honest views will help us to find out this impact. This is not a test and there are no right 

and wrong answers. This study is for research purpose only. Your response will be kept strictly 

confidential. Only members of the research team will have access to the information you give. 

Therefore, kindly answer ALL questions as honestly and accurately as possible. I once again thank 

you for your help and cooperation in this research endeavor. 

 

Thanking you 
 
Ali Raza Nemati & Ahmed Nauman Anees 
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Section I 
 
Demographics  
 
You are using:  

 

 
 
Gender 

 
 
 

 
Age 

1 2 3 4 5 
15-25 26-35 36-45 46-55 Above 55 

 
Job Tenure, 

1 2 3 4 5 
        NIL 0-5 6-10 11-15 15+ 

 

For each item of the statements below, please indicate the extent of your agreement and 

disagreement by ticking (√) the appropriate number 

1= strongly Disagree      2= Disagree      3= neither Agree nor Disagree     4= Agree       

5= strongly Agree 

Section II 
 
Brand Awareness   
 
I Pay attention to the brand names of the product or service I use.            
 
Brand tells me something about the quality of the product.                                                                                                      
  
Sometimes I am willing to pay more money for the X brand because of its 
brand name.                                                                            
  
Brand awareness changes my purchase intention                                            

1 2 3 4 5 

HBL UBL ABL BAFL MCB 

1 2 
Male Female 

1 2 3 4 5 

1 2 3 4 5 

1 2 3 4 5 

1 2 3 4 5 
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Section III 
Customer satisfaction  
 
Properly handles any problem that arises.                 

 
Having the complete knowledge of product and services                                     

 
There is understanding of your specific needs for services.                          

 
There is ability to answer your questions.    
 

Section V 

Brand loyalty 

I consider myself to be loyal to X. 

X would be my first choice. 

I will not have any other brands if X is available. 

Section VI 

Brand image 

Some characteristics of X come to my mind quickly                     

I can quickly recall the symbol or logo of X 

X has a strong personality 

I have a clear impression of the type of people who uses X brand 

X has a strong image 

The intangible attributes X brand are reason enough to buy it 

X provides a high value in relation to the price we must pay for it 

X is a very attractive brand 

X is a different brand 

 

1 2 3 4 5 

1 2 3 4 5 

1 2 3 4 5 

1 2 3 4 5 

1 2 3 4 5 

1 2 3 4 5 

1 2 3 4 5 

1 2 3 4 5 

1 2 3 4 5 

1 2 3 4 5 

1 2 3 4 5 

1 2 3 4 5 

1 2 3 4 5 

1 2 3 4 5 

1 2 3 4 5 

1 2 3 4 5 


