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Abstract: The purpose of this study was to identify the effects and significance of 

brand associations’ dimensions on brand loyalty in the perspective of young 

consumers in the telecom industry of Bangladesh. Data from 298 young consumers 

were examined by using descriptive analysis, factor analysis and multiple 

regression analysis through the Statistical Package for Social Sciences (SPSS) 

version 18.0. Empirical results via factor analysis separated twenty items of 

independent variables into seven factors. Further multiple regression analysis was 

done to identify the significance of these seven factors on brand loyalty. The results 

authenticated that four factors (second factor of attribute perception, price 

perception, self-congruity and brand experience) have found significant impact on 

brand loyalty among the young consumers in the telecom sector. Brand 

practitioners of telecom sector should increase their efforts to improve brand 

loyalty among young consumers through creating emotional and behavioral 

attachment, good pricing portfolios for the service offerings, innovative value added 

services, and well-structured network. Empirical findings offer academic 

contributions to the existing knowledge of brand associations’ and its impact on 

brand loyalty. Furthermore, the sophisticated quantitative data analyses will allow 

future researchers to elucidate the current study to understand brand equity among 

the young consumers in Bangladesh. 

Keywords: Brand association, Brand experience, Mobile operator, Young 

consumers, and Brand loyalty 

 

1. Introduction 

Brand management helps the organizations to attain and retain competitive advantage. 

The proposition of brand relationship theory describes that the inherent message of a 

good brand is to connect the dot between consumers and providers (Chang and Chieng, 

2006; Fournier, 1998). It is argued that brand has been emphasized as a crucial 
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relationship marketing tool for distinguishing a firm from its competitors. In the areas of 

brand management, brand practitioners are trying to improve the effectiveness of brand in 

the marketplace through building brand equity. Wang (2015) states the concept of brand 

equity focuses not only the implication of value addition but also the guideline for brand 

management in the marketplace. According to Aaker (1991) brand loyalty is one of the 

leading factors to measure brand equity for the firms. Keller (1998) also demonstrates the 

relationship between brand loyalty and brand equity in his four-building blocks of 

customer based brand equity approach (CBBE). Customer loyalty is currently garnering 

attention from scholars and practitioners because it occupies a central place in marketing 

(Lewin, Rajamma, & Paswan, 2015; Toufaily, Ricard, & Perrien, 2013) and it helps 

marketers by diminishing customer churn. Brand loyalty, related with consumer’s 

repetitive purchase behavior, affects their purchasing decisions to the same product 

(Ahmed, 2011). Su and Chang (2018) demonstrate the consumers may have higher 

tendency to be loyal when they perceive a particular brand preferably and intend to buy 

the brand as a major option. Consumer memory is associated with some unique brand 

associations. It is argued that the marketers have to create brand associations for boosting 

brand loyalty and gaining competitive advantage.  

Over the last decade, it is observed a dramatic global rise in unique subscribers in the 

mobile industry ranging from US$1 billion in 2003 to $3.4 billion in 2013 to $4.8 billion 

2016 expected to $5.7 billion in 2020 (GSMA Intelligence Report, 2014, 2017). 

According to Hafez and Akther (2017) Bangladesh is the third biggest telecom market in 

Asia after China and India. The number of mobile subscribers is increasing with the pace 

of world subscribers every year. According to BTRC report (2018) more than 140 million 

subscribers, out of Bangladesh’s population of 160 million, use mobile phones while 

around 80 million people access the internet. Young population consists of 57 million 

that is almost 30% of total population in Bangladesh (BBS, 2015). The mobile operating 

business is very competitive in Bangladesh (Masud-Ul-Hasan, 2016). Operators are 

trying to grab market through different new value-added services and tariff plans (Hafez 

and Akther, 2017). According to BTRC (2018), Grameenphone tops the chart boasting 

69.17 million and the merged Airtel-Robi holds second position with 44.3 million 

subscribers. Banglalink is a distant third with 33.3 million subscribers while state-owned 

operator Teletalk is struggling with 3.74 million subscribers. Further, the number of 

people with access to the internet has also grown by 18 percent in one year and early 73.8 

million people access the World Wide Web by mobile phones, making up 93 percent of 

the total users. It is argued that young populations are sensitive enough to differentiate 

brands in terms of the brand associations. Sasmita and Suki (2014) demonstrate that 

brand marketers should develop proper branding strategy to create brand awareness and 

brand image to the young consumers in Malaysia as they are more aware about brand 

than others. Again they discover the relationship between brand association and brand 

loyalty with brand equity. According to Ghodeswar (2008), the differentiation of a brand 
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depends on service offerings and brand management campaign. Therefore, a better 

understanding of brand association and brand loyalty for achieving brand equity can have 

practical implications for the mobile operator industry. Several studies have conducted in 

the context of the Bangladeshi telecommunications industry measuring brand loyalty 

(Azam, 2006; Islam et al., 2013; Hafez and Akhtar, 2017; Haque et al., 2018). No study 

has focused specifically on brand associations’ dimensions of CBBE approach in this 

sector.  The research question derived from the research gap “Do brand associations’ 

dimensions affect brand loyalty”? 

This study investigates the effects of brand associations’ dimensions on the brand loyalty 

and tries to identify the most significant associations’ dimension that has impact on brand 

loyalty. The results present theoretical implications, enriching the structure and process 

of brand management theory and provide a great deal of understanding about the effects 

of brand associations’ dimensions on brand loyalty in the telecom sector. In addition, the 

results will help marketers gain and retain a competitive advantage by increasing brand 

relationship quality and retaining customers’ loyalty in the highly competitive telecom 

industry. 

The paper has been organized into five sections. The first section presents introduction 

explaining the background of the study, research gap, and research objectives. The 

second section outlines an overview of relevant literature and then proceeds to a 

conceptual framework. The third section describes the methodology used to conduct the 

research and answer research objectives. The fourth section covers data analysis and 

discussion of findings. The final section outlines the conclusion of the research findings 

and summarizes the implications of the study with directions for future research. 

2. Literature Review 

Customer-based brand Equity 

Building brand equity is considered as the vital factor for brand management for the 

organizations. Farquhar (1989) defines brand equity as the value addition that a product 

or service gets through offering in the market. Researchers evaluate the brand equity from 

different perspectives. Aaker (1991) conceptualized brand equity from the financial 

perspectives as he emphasized on the assets and liabilities of brand management for a 

firm. On the other hand, Keller (1993) focuses on customer perspectives of brand equity 

that comes from creating brand identity, brand meaning, brand response and finally brand 

relationships. He further states customer-based brand equity (CBBE) occurs when the 

customer is accustomed with the brand and holds some favourable, strong and unique 

brand associations in their memory.  Researchers have argued in favor of a consumer-

based measurement of brand equity. Szőcs (2012) reports that customer-based brand 

equity (CBBE) is denoted in literature as a decision support instrument that identifies the 
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customer attitude toward a particular brand. It is agreed by the researchers that the 

difference in consumer response may be acknowledged to the brand image and shows the 

effects of the long-term marketing invested into the brand (Keller, 2008; Nam et al., 

2011; Netemeyer et al., 2004). 

Brand Loyalty  

Understanding brand loyalty drives to learn brand management. Loyalty is one of the 

essential dimensions of brand equity. Aaker (1991) states brand loyalty as the customer 

attachment or affection for a particular brand. Researchers explained various levels of 

loyalty behavior e.g. the number of repeat purchases by the consumer termed as 

behavioral loyalty (Keller, 1998), and a commitment to buy the same brand termed as 

cognitive loyalty (Oliver, 1997). Cognition has good link with loyalty behavior in case of 

brand preference (Keller, 1998). Biel (1992) interprets brand equity as being driven by 

brand image. Keller (1993) suggests that building brand equity requires creating a 

familiar brand name with a positive brand image – that is, favorable, strong, and unique 

brand associations. Brand loyalty has been measured through consumer based perceptive 

in many literatures (Su and Chang, 2018; Hafez & Akther, 2017; Ofori et al., 2016; Azadi 

et al., 2015). Ofori et al. (2016) investigates the effects of service quality and corporate 

image on customer loyalty of Ghanaian customers who use 3G mobile data service. 

Evidence shows that service quality, customer satisfaction, corporate image, brand trust 

have significant influence over brand loyalty among the Bangladeshi telecom brands’ 

users (Hafez & Akther, 2017). Su and Chang (2018) examines the effects of brand 

awareness, perceived quality, perceived value, brand personality, organizational 

associations, and brand uniqueness on brand loyalty. (Sun and Ghiselli (2010) found a 

causal and inter-dependent relationship with the customer-based brand equity (CBBE) 

dimensions (brand loyalty, perceived quality, brand awareness and brand associations). 

And so it can be presumed that the dimension of brand loyalty positively affects brand 

associations dimension, and conversely brand loyalty dimension is also positively 

affected by the dimension of brand associations.  

Brand Associations and its dimensions  

Aaker (1991) states association is the center for consumer’s purchase behavior and 

customer loyalty. Brand associations’ nodes, important aspects, help to analyze brand 

equity (Aaker and Biel, 1992). Brand associations linked to thoughts, feelings, 

perception, image, experience, belief, attitude (Kotler and Keller, 2006) and associated 

matters in the memory of a brand.  Keller (1993) defines brand associations are the 

informational nodes linked to the brand node in memory and brand meaning to the 

consumers. He also outlines that these associations provide information about the 

strength, uniqueness, and favorability of the brand meaning. Chen (2001) classifies two 

types of brand associations, the product or service and organization. On the other hand, 
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there are three categories of brand associations especially attributes, benefits, and 

attitudes (keller, 1993). As brand associations and brand loyalty are the components of 

measuring brand equity, many researchers have found the relationship of brand 

associations, brand loyalty, and brand equity (e.g., Jamira et al., 2016; Chen, 2001; 

Chang & Liu, 2009, Bilgili, & Ozkul, 2015; O’Cass & Lim, 2002; Azadi et al., 2015). 

Kim et al. (2008) found that the brand association has a positive effect on the brand 

loyalty. Gladden and Funk (2002) conducted a research on fans of professional sport and 

found the relationship between brand association and brand loyalty. Brand association 

positively influences brand loyalty but has an insignificant impact on brand loyalty 

(Chinomona & Maziriri, 2017).  Many researchers analyze the relationship between 

brand associations’ dimensions (both product and non-product related aspects) and brand 

loyalty (e.g., Aaker, 1997; Leclerc, Schmitt & Dube, 1994; O’Cass & Lim, 2002; Azadi 

et al., 2015; Chinomona & Maziriri, 2017). The dimensions of brand associations 

(attribute, price, user and usage imagery, personality and experiences) help to create 

brand knowledge and brand image (Keller, 1993).  

Attribute Perception  

Brand attributes is one of the essential categories of brand associations that have 

influence on brand loyalty and brand equity. Keller (1993) defines attributes are the 

descriptive features of product formulation or service function and consumers’ purchase 

behavior or consumption pattern. Attribute perception refers to brand’s intrinsic cues 

encompassing product or service attributes and benefits (Czellar, 2003; Grimm, 2005; 

Keller, 1993; Park & Srinivasan, 1994). Attributes can be classified into different ways 

(Myers and Shocker 1981). They can be distinguished accordance with the extent of 

product or service performance. As the study on telecom service, it is argued that service 

attributes are quite different from physical product’s attributes. Keller (1993) define 

service-related attributes are defined as the elements necessary for service function 

sought by consumers. He also states service-related attributes vary by service category. 

Many researchers have found the positive relationship among the attribute perception, 

brand experience, customer satisfaction, brand prurience, brand loyalty, and brand equity 

(e.g., Gentile et al., 2007; Rondeau, 2005; Tynan & McKechnie, 2009, Azadi et al., 2015; 

Chinomona & Maziriri, 2017). Attribute perception has a significant impact on customer 

satisfaction and brand preference (Ebrahim et al., 2016).  A study conducted on Iranian 

professional sport’s fans shows a significant relationship between attributes of brand 

association and brand loyalty (Azadi et al., 2015).  

H1: Attribute perception will have a positive effect on brand Loyalty 

Price Perception 

Brand attribute is extrinsic cue rather price is intrinsic cue. Zeithaml (1988) defines price 

is considered as an element of monetary value perception. As a monetary value 
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perception, it leads to the brand purchase and consumer choice (Erdem, Swait, & 

Valenzuela, 2006). On the other hand, Keller (1998) describes price as a non-product-

related attribute that has no relationship with product’s performance or service’s function. 

Fraj-Andrés (2007) gives a different point of perspective and outlines price band has 

impact on perceived value and quality of a brand. Brakus et al., (2009) defines price from 

the experiential marketing perspective. Price is termed as an independent factor of 

consumers’ brand preference (Alamro & Rowley, 2011; Ebrahim et al., 2016). O’Cass & 

Lim (2002) have found the positive relationship between price and purchase intention in 

the young Singaporean consumers. Accroding to Sahi et al., (2016) have tested the effects 

of switching intentions, customer loyalty, and switching barriers on telecom users in 

India. In the study, they recommend that service providers should create switching 

barriers for retaining their existing customers by providing quality services at affordable 

prices, which would further enhance the service provider’s image. There is a relevant 

study done by Indrayani et al., (2008) and they state consumers switch brand when the 

price rises. From the study on grocery products’ consumers in Portugal, Ferreira & 

Coelho, (2015) have found that product involvement influences on brand loyalty are 

partially mediated by price perceptions. They also find the positive relationship between 

price consciousness and price mavenism and brand loyalty. On the contrary, Akhtar et al., 

(2016) have found weak relationship between price and the brand loyalty in their study 

on Pakistani mobile users.  

H2: Price perception will have a positive effect on brand Loyalty 

Brand Personality 

Brand personality is considered as strategic tool that helps to form the brand’s image and 

brand communication. Aaker (1997) defines brand personality as the human 

characteristics that are associated with a particular brand.  Personality has been described 

from various perspectives by the researchers. It is thought to proliferate consumer 

preference and usage (Sirgy, 1982), increase emotional feelings in consumers (Biel, 

1993), increase levels of brand trust and customer loyalty (Fournier, 1998), and consider 

as source of product differentiation (Aaker, 1996). Aaker (1997) conceptualized brand 

personality on five dimensions mostly competence, excitement, sincerity, sophistication, 

and ruggedness. Similarly, Geuens et al., (2009) identified five factors (activity, 

responsibility, aggressiveness, simplicity and emotionality). Mengxia (2007) reported 

that brand personality has positive impact on brand preference, affection, loyalty and 

purchase intension. Akin (2017) has done a study on Turkish automobile users and 

discover the relationships between personality dimensions (competence, excitement, 

conventionality and androgyny) with brand loyalty (altitudinal loyalty and behavioral 

loyalty). Teimouri et al., (2015) discovered the significant relationship between brand 

personality and customer loyalty by presuming Aaker five core personality dimensions. 
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Chen (1998) also states that more distinct brand personality may bring stronger brand 

loyalty. 

H3: Brand personality will have a positive effect on brand loyalty 

Self-congruity 

Keller (1993) states brand user and usage imagery as one of the elements of brand 

association linked with brand image. It is argued that self-concept is not possible to 

explain from only one-sided point of view. It has multidimensional outlook. Sirgy (1986) 

explain the self-congruity theory by analyzing brand-user-imagery and proposes that 

consumer behavior can be determined by the congruence with the psychological 

comparison of the brand-user-image and the consumer’s own self-image. Brand user 

imagery Congruity acts as the knots between a buyer’s self-image and the perceived 

image of the user (Sirgy et al., 1997). It is argued that high self-congruity would mean 

that consumer brand perception for a particular brand matches his or her image. 

Consumers are more likely to purchase a particular brand if they perceive it to be 

consistent with their self-images (Liu et al., 2008).  Kang et al., (2013) have done a study 

on the Korean coffe shops’ consumers and the result shows that self-congruity 

significantly influences both cognitive and affective loyalty in the major way of 

persuasion. In addition Liu et al. (2012) finds the relationship between self-congruity and 

brand loyalty and proposes that user and usage imagery congruity are stronger predictors 

for brand attitude and brand loyalty 

H4: Self-congruity will have a positive effect on brand loyalty 

Brand Experience 

(Schmitt, 1999) states marketers are shifting their traditional marketing view to 

experiential marketing view. He adds consumers are considered as rational decision 

makers in the traditional marketing perspective whereas consumers are both rational and 

emotional human beings in the experiential marketing perceptive. Brand experience has 

been defined from different viewpoints. Researchers conceptualize brand experience that 

consumers use sensorial, emotional, intellectual, and behavioral for associating a certain 

brand (Brakus et al., 2009), social (Schmitt, 1999), pragmatic and lifestyle experiential 

aspects of the brand (Gentile et al., 2007). Ebrahim et al., (2016) finds the relationship 

between brand experience and customer satisfaction and also brand preference. Many 

researches have done on analyzing the relationship between brand experience categories 

on brand loyalty dimensions. Zajonc (1980) suggests that sensorial responses from a 

consumer’s exposure to a brand precede affective loyalty. 

H5: Brand experience will have a positive effect on brand loyalty 
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Theoretical Framework 

Table 1: Constructs and items used to develop conceptual framework for this study 

Constructs Items Sources 

Brand attributes 
(BA) 

1. Network Coverage 

2. Customer Service            

3. Activation and Operating Cost 

4. Brand Communication 

5. Access to Research Credit  

6. Value-added Services  

7. Ease of usage of operator services 

Dadzie, A. &Boachie-
Mensah, F. (2011). Brand 
Preference for Mobile Phone 
Operator Services in the 
Cape Coast Metropolis. 
International Journal of 
Business and Management. 
Vol. 6, No. 11 

Price Perception 
(PP) 

1. The brand is reasonably priced         

2. The Brand offer value for money 

3. The Price of this brand is a good 
indicator of quality 

Ebrahim, R., Ghoneim, A.,  
Irani, Z., & Fan, Y. (2016). A 
brand preference and 
repurchase intention model: 
the role of consumer 
experience, Journal of 
Marketing Management, 
32:13-14, 1230-1259, 

Brand Personality 
(BP) 

1. The brand is sincere (truthful) 

2. The brand gives you excitement 
(advanced) 

3. The brand has competence 
(dependable) 

4. The brand is sophisticated 
(distinctive) 

5. The brand has ruggedness (powerful 
and strong) 

Aaker, J. L. (1997). 
Dimensions of brand 
personality. Journal of 
Marketing Research, 34(3), 
347–356. 

 

Self-congruity  

(SC) 

1. People similar to me own the same 
brand 

2. This brand reflects who I am 

3. This brand is consistent with how I 
see myself 

Sirgy, J.M., 1982. Self-
concept in consumer 
behavior: a critical review. 
Journal of Consumer 
Research, 9(3):, pp.287-300. 

Brand Experience 
(BE) 

1. This brand induces emotional 
feelings 

2. This brand is behaviorally attached 

Brakus, J., Schmitt, B. and 
Zarantonello, L., 2009. 
“Brand experience: what is 
it? how is it measured? does 
it affect loyalty?”, Journal of 
Marketing, Vol. 73 No. 3, pp. 
52-68. 

Brand Loyalty 
(BE) 

1. I consider myself loyal to this brand 

2. I would love to recommend this 
brand to my friends. 

Gil, R. Bravo, Andres, F. and 
Salinas, E. M., 2007.Family 
as A Source of Consumer-
Based Brand Equity. Journal 
of Product & Brand 
Management. 16/3: 188-199. 

Source: Authors’ elaboration 
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Figure 1: Proposed framework to identify the relationship between brand 

associations’ dimensions and brand loyalty 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Source: Authors’ elaboration 

3. Methodology 

For this study, a quantitative research method was used which referred to be the most 

suitable method to explain phenomena by collecting quantitative data which are analyzed 

using mathematically based methods (Muijs, 2004). Besides, it helps to address questions 

about causality, generalizability, or magnitude of effect between dependent variable and 

independent variables (Fetters, Curry, and Creswell 2013). The identification of 

constructs and items for this study was done based on adopting certain exploratory 

research methods such as secondary data analysis and literature review as advocated by 

Yin (1989). For pre-testing the questionnaire, data were collected from twenty five 

respondents through survey based on a questionnaire to ensure the acceptability and to 

reduce the respondents’ inability to answer (Malhotra, 2010, p. 354). The further study 

was carried out following the descriptive research design to test relative significance of 

each of the factors by collecting primary data using the questionnaire survey method. In 

particular, the reason for conducting personal interview is the desire to obtain significant 

information from the respondent (Brinberg and McGrath, 1985). To collect data from the 

H1 

H2 

H3 

H4 

H5 
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respondents, the target population is defined to be those people who are using mobile 

telecommunication services offered by any of the four (Grameen Phone, Robi-Airtel, 

Banglalink and Teletalk) telecommunication service providers in Bangladesh. A total 

number of 298 responses were selected as sample by using a non-probability sampling 

technique that is Judgmental Technique. In selecting sample the following judgemental 

criteria were followed: 

 The respondents must be a user of any of the four telecommunication services. 

 His/her responses will be based on single preferred telecommunication operator 

(For the users of multiple operators). 

 S/He must be responsible for his/her usage related activities. 

 The respondent must have the willingness to help for the study. 

The total sample size was separated into four strata as responses were collected from 

users of four telecommunication service providers, and from each stratum, the sample 

was presented in Table 2 in Appendix. 

A survey questionnaire was administered to collect data from respondents based on the 

conceptual framework (see figure 1) with related items of each construct (see table 1).  

All the items were used to explain each construct that had been tested and validated by 

other researchers in their previous studies which increased the validity of the instrument 

(Bryman, 2008). An econometric analysis has been conducted to test the significance of 

the items used in five constructs through factor analysis, and then a multiple regression 

analysis has been used to identify the significance of these five constructs on the brand 

loyalty. The dependent variable (brand loyalty) was measured using a 5 point Likert 

Scale to apply the factor and regression analysis. For the analysis of the study Statistical 

Package for Social Science (SPSS) 18.0 has been used. 

Reliability analysis helps a study to demonstrate that the data collection methods can be 

repeated with the same results (Yin, 2003). Cronbach’s alpha is a widely used measure to 

assess the reliability of the used survey instrument (Cronbach, 1951). Hair et al., (1998) 

suggested 0.70 as the lowest limit for Cronbach's alpha and has been used to test the 

reliability of the used items in this study.  

4. Findings and Analysis 

The data were collected from 298 respondents (different universities’ students) and the 

demographic statistics of the respondents are shown in the table 3 in the Appendix. The 

reliability of the brand loyalty model can be assessed by calculating the Cronbach's alpha 

to show how well each construct has been explained by a set of attributes (Yin, 2003). 

For Cronbach's alpha, Hair et al., (1998) suggested that an alpha score of 0.70 is 

acceptable. All the constructs with associated items were found to have Cronbach’s alpha 
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more than 0.70 (see table 3). Thus, all these constructs and items were used for further 

statistical analyses to identify the factors influencing on young consumers’ brand loyalty 

toward mobile operators in Bangladesh.  

Table 3: Results of Cronbach’s alpha coefficient of each construct 

Construct Attributes Cronbach’s Alpha 

Attribute Perception (AP) 

AP1 

0.877 

AP2 

AP3 

AP4 

AP5 

AP6 

AP7 

Price Perception (PP) 

PP1 

0.701 PP2 

PP3 

Brand Personality (BP) 

BP1 

0.770 

BP2 

BP3 

BP4 

BP5 

Self Congruity (SC) 

SC1 

0.723 SC2 

SC3 

Brand Experience (BE) 
BE1 

0.716 
BE2 

Brand Loyalty (BL) 
BL1 

0.7590 
BL2 

Source: Authors’ field research 

Factor Analysis 

Factor analysis helps study to reduce the number of items or attributes that are found 

correlated with each other (Malhotra, 2010, p. 636). In this study, twenty two items were 

separated into six constructs. Hair et al., (1998) and Stevens (1996) suggested a rule of 

thumb of having at least five times as many observations as there are attributes to be 
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analysed. Therefore, at least 110 respondents were required to conduct factor analysis, 

whereas, total 298 responses were collected in this study that exceeded the mentioned 

limit. Each factor includes only those items, which are correlated with each other but the 

factors extracted are not correlated with each other (Malhotra, 2010). To conduct factor 

analysis, principal component analysis has been used in this study which considers the 

total variance in the data (Hair et al., 1998).  

Costello & Osborne (2005) suggested that if the number of attributes in a study is more 

than 20 (23), determination of a number of factors based on eigenvalues will give 

conservative results where factors with eigenvalues greater than 1.0 can be considered. 

Based on the eigenvalues criteria, seven factors emerged relevant for this study (see table 

2). Whereas the remaining factors have eigenvalues which are less than 1.0, thus those 

factors have not been retained for factor analysis and also for further analysis. Hair et al. 

(1998) suggested that factor item loadings greater than 0.5 should be considered as very 

significant attribute though there are no standard cut-off points and the decision should be 

based on the judgment of the researcher. As the study aims to identify factors with the 

most significant loadings, attributes with loadings smaller than 0.5 were eliminated. From 

the component matrix, three factors for the attribute perception construct and one factor 

for each of the other constructs found relevant for this study which has been shown in the 

table 4. 

Table 4: Factors with associated items 

Factor Number Associated Items Construct 

Factor 1 (AP1) 
Activation & Operating cost, Customer Service,  

Brand Communication 

Attribute 

Perception 

Factor 2 (AP2) Network Coverage,  Value Added Services 
Attribute 

Perception 

Factor 3 (AP3) Access to Research Credit, Ease of Use 
Attribute 

Perception 

Factor 4 (PP1) 
Reasonable Price, Value for Money, Indicator of 

Quality 
Price Perception 

Factor 5 (BP1) 
Sincerity, Excitement, Competence, Distinctive, 

Ruggedness 
Brand Personality 

Factor 6 (SC1) Similar, Reflection, Consistent Self Congruity 

Factor 7 (BE1) Emotional Feeling, Behaviorally Attached Brand Experience 

Source: Authors’ field research 
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Figure 2: Related factors to identify the relationship between brand association 

dimensions’ and brand loyalty 

 

 

 

 

                                                    

 

 

 

 

 

 

 

 

 

 

 

 

 

Source: Authors’ field research 

Regression analysis 

Regression analysis is a procedure for analysing the associative relationships between a 

metric dependent variable and independent variable(s) (Malhotra, 2010, 578). This 

analysis will help the study to determine whether the independent variables (seven factors 

found through factor analysis) explain a significant variation in the dependent variable 

(brand loyalty). Through factor analysis, seven constructs found significant for 

identifying the brand loyalty toward the telecom operators in Bangladesh. Based on the 

above-mentioned new set of factors, the multiple regression equation for this study was 

the following: 

Y (BL) = b0 + b1AP1 + b2AP2+ b3AP3+ b4PP1 + b5BP1+ b6BE1+ b7SC1 + ei 

Where, Y = Brand Loyalty (BL), AP = Attribute Perception, PP = Price Perception, 

BP=Brand Personality, SC=Self Congruity, BE=Brand Experience and ei= Error  

API 

(Cost, Customer Service, 
Brand Com) 

AP2 

(Network Coverage, Value 
Added Services) 

AP3 

(Access to Research, Ease of 
Use) 

PP1 

(Reasonable Price, Value for 
Money, An Indicator of Quality) 

BP1 

(Sincerity, Excitement, Competence, 
Distinctive, Ruggedness)) 

BE1 

(Emotional Feeling, 
Behaviorally Attached) 

SC1 

(Similar, Reflection, Consistent) 

Attribute 
Perception 

Price 
Perception 

Brand 
Personality 

Brand 
Experience 

Self 
Congruity 

Brand 
Loyalty 
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Table 5: Regression Coefficients 

 

Unstandardized 
Coefficients 

Standardized 
Coefficients 

t Sig. 

B Std. Error Beta B Std. Error 

(Constant) .004 .049  .091 .928 

AP1 .034 .064 .034 .533 .595 

AP2 .792 .057 .117 2.183 .030 

AP3 -.030 .055 -.027 -.539 .591 

PP1 .801 .062 .128 2.068 .040 

BP1 .136 .076 .136 1.800 .073 

BE1 .843 .062 .208 3.387 .001 

SC1 .725 .064 .175 2.713 .007 

Dependent variable: Brand Loyalty (BL)                                       Source: Authors’ field research 

Table 6: Model Summary 

Model R R Square 
Adjusted R 

Square 
Std. Error of the Estimate 

Durbin-

Watson 

1 .769(a) .652 .594 .64560 1.900 

Predictors: (Constant), SC1, AP2, AP3, AP1, BE1, PP1, BP1 

Dependent Variable: Brand Loyalty                                                Source: Authors’ field research 

The regression coefficient (Table 5) shows that four factors (second factor of attribute 

perception, price perception, self-congruity and brand experience) except the brand 

personality factor have found significant at 5% significance level. Thus, four factors 

found to have a considerable influence on young consumers’ brand loyalty toward mobile 

operators in Bangladesh. Our results are consistent with other research (O’Cass & Lim, 

2002; John, 2011; Choi et al., 2016; Tariq and Mat, 2018).  The findings of the study are  

supported by another study conducted in Singaporean fashion brand consumers done by 

O’Cass and Lim (2002) testing the Keller’s non-product related associations (price 

perception, user and usage imagery, brand personality and brand feelings) on brand 

preference and purchase intention. Within the statistically significant factors, brand 

experience has the largest coefficient of 0.843 represents that 1 unit change in the brand 

experience factor will be responsible for 84% change in the young consumers’ brand 

loyalty toward mobile operators. Our results also support the studies in the previous 

literature that brand experience has indirectly influence on brand loyalty through brand 

love and brand trust (Huang, 2017). Moreover, the attribute perception, price perception 

and self-congruity factors have the coefficients of 0.792, 0.801 and 0.725 which refers 

that 1 unit change in the attribute perception, price perception and self-congruity will be 

responsible for 79%, 80% and 72% variations in the young consumers’ brand loyalty 
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toward mobile operators. Only brand personality factor has the low coefficient of 0.136 

that shows 14% variation in the young consumers’ brand loyalty. But there are few 

studies reported the significant influence of brand personality toward brand loyalty (Kim 

et al., 2001; Su and Tong, 2016; Akin, 2017).  

From the table 6, we find the value of multiple regressions (R) is 0.769, which identifies 

the degree of association between the independent variables (AP1, AP2, AP3, PP1, BP1, 

SC1 and BE1) and the dependent variable (Brand loyalty). The previous studies confirm 

the relationship between the dependent variable (brand loyalty) and independent variables 

(brad attribute perception, price perception, self-congruity, brand personality, and brand 

experience) in different sectors in different countries (Gladden & Funk, 2001;O’Cass and 

Lim, 2002; Sahin et al., 2011; Liu et al., 2012; Choi et al., 2016; Jamira et al., 2016; 

Akin, 2017) . The coefficient of determination (R Square) of the model is 0.652 implies 

that the 65% of the variation in young consumers’ brand loyalty toward mobile telecoms 

operators in Bangladesh has been accounted by the change in the independent variables 

(AP1, AP2, AP3, PP1, BP1, SC1 and BE1).In other words, the used multiple regression 

equation of this study has been able to explain 65% of the total variance in identifying the 

young consumers’ brand loyalty toward mobile telecoms operators in Bangladesh. Hence, 

these results should be carefully generalized and interpreted due to the limitations of the 

used sampling technique. The initially developed brand loyalty framework (see figure 1) 

model of found very useful to evaluate the young consumers’ brand loyalty toward 

mobile telecoms operators. However, after applying in the context of Bangladesh, this 

study found a modified (brand personality found insignificant) brand loyalty framework 

model in the context of Bangladesh has been shown in figure 3. 

Figure 3: The relationship between brand association dimensions’ and brand loyalty 

 

Source: Authors’ field research 
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5. Conclusion 

Brand loyalty is one of the vital factors that lead to develop brand equity for the business 

organization. Loyalty can be achieved through creating strong, favorable, and unique 

brand associations (Keller, 2011). Enthused by O’Cass and Lim (2002)’s research which 

demonstrated a holistic approach to retail branding, in this study, we investigated the 

relationships between young consumers’ brand associations’ toward telecom sector in 

Bangladesh and their brand loyalty using a Keller (1998)’s CBBE approach. And so this 

study tries to investigate the effects of brand associations’ dimensions on brand loyalty. 

The results have discovered the influencing brand associations’ dimensions that have 

impacts on brand loyalty among young consumers, which is not much covered in the 

previous studies. The above findings would assist marketers and brand practitioners to 

develop branding strategies to improve their brand loyalty and consequently help to attain 

and retain competitive advantage. It can be concluded from the multiple regressions’ 

analysis that all postulated hypotheses except brand personality effect are supported of 

which brand experience has the strongest impact on brand loyalty among young 

consumers, followed by price perception and attribute perception. Although brand 

personality is one of the important non-product related brand associations’ dimensions, 

this study does not find any significant relationship between brand personality and brand 

loyalty. 

The significance of studying consumer’s brand associations and brand loyalty to both 

researchers and practitioners cannot be undermined and understated. The empirical 

findings are pertinent to the existing academic literatures of brand loyalty and brand 

associations. As the competition is getting intense in this sector, brand managers are 

facing challenges to make and retail customer loyalty through. According to the empirical 

evidence, brand practitioners of telecom sector should increase their efforts to create 

memorable experiences for inducing brand loyalty among young consumers and develop 

branding strategies concentrating on creating emotional appeal and behavioral 

attachment. Companies are to improve the functional benefits like good pricing portfolios 

for the service offerings, innovative value added services, and well-structured network 

coverage and these benefits lead to create brand associations and so help to attract 

customer attention and acquisition.  Besides, the organization shall have planned for 

attaining the brand loyalty by designing marketing campaigns in a way so that customers’ 

self-congruity for the brand can be enhanced.  

Limitations and Future Scope 

The study can be considered for its limitations. Young consumers from Dhaka city were 

taken as sample in this study. Since the convenience sampling method applies in this 

study and the sample size is predominantly small. Hence, further validation is required 
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for the generalizability of the results for whole population. It is suggested that further 

research can be performed with larger samples in multiple cities and differences can be 

explored between various age groups. There is a scope of future research from the brand 

marketer’s end as this study mainly covers the consumer’s perceptions. Furthermore, the 

empirical evidence found in this study might have some inherent limitations. One of them 

is the certain sampling bias error with the sampling technique used in the research 

method. As the present study works on the dimensions of brand associations, there is a 

scope for investigating the direct or indirect effects of brand association on brand loyalty. 

Further, econometric analysis like structural equation modeling could be adopted to 

analyze a more insightful meaning of the collected data for further study. 
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Appendices 

Table 2: Sample size determination based on strata 

Strata Name Sample Size % of Population 

Grameen Phone 50 17% 

Robi-Airtel 75 25% 

Banglalink 70 23% 

Teletalk 103 35% 

Total 298 100 

Source: Authors’ elaboration 

 

Table 3: Demographic information of the sample 

Measure Item Percentage 

Gender Male 56% 

Female 44% 

Age 19-23 30% 

24-28 70% 

Educational Status Graduates 65% 

 Undergraduates 35% 

Source: Authors’ elaboration 


