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 A B S T R A C T  
 

In industry of goods, the product is the primary brand. However, with services, the company is 

the primary brand. Branding is not for visible goods but also a significant factor of performance 

for services. The ability to educate consumers of their expertise and credence values before the 

order has contributed to general awareness of the value of products in the service industry in 

relation to consumer preference. If the brand is an essential consideration in any campaign 

initiative, it is crucial to consider the meaning of its equity. Brand value is the confidence gained 

in a brand regardless of customer experience. Because of the strategic advantages of 

established and established products, brand value is significant. Brand equity can make a 

significant contribution to the visualization of intangible goods for service companies. Given that 

there is no research available, this study seeks to suggest descriptive brand equity dimensions in 

Pakistan's service markets. The history is regarded as Brand Loyalty, Brand Awareness, Brand 

Association, Brand Perceived Quality, Brand Image, Brand Trust, Brand Credibility as 

antecedents of brand equity in services markets. This research is focused on the literature review 

and specifics are discussed. Systemic literature review approach for extracting the existing 

literature of desire has been used. 

Key words: Brand Equity, Service Sector, Brand Loyalty, Brand Awareness, Brand Association, 

Brand Perceived Quality, Brand Image, Brand Trust, Brand Credibility. 

1.  INTRODUCTION 
 

Marketing in the service industry is also indicated to be very difficult due to the 

uniqueness of the business and the superiority of expertise and credence. In addition, the 

expected costs are higher in the decision to pick a service because customers find the 

services tougher to test before purchasing (Gunasti et al., 2020; Kurer, 2020; McLeay et 

al., 2020). 

As a result of the COVID 19, particularly in the wholesale and retail and 

transport sectors, the services sector of the Pakistan economy has had a major effect on 

the country's closure situation. The services sector has decreased provisionally at 0.59% 

primarily as a consequence of a 3.42% decrease of the wholesale and distribution 
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industries and a 7.13% decrease in shipping, storage and communications. There was a 

small rise of 0.79 percent in the finance and insurance business. The contribution of 4,02 

3,92 and 5,39 per cent respectively was optimistic in the housing facilities, general 

government services and other private services (Pakistan Economic Survey,2020). 

Branding plays a specific role in retail companies to deal with the lack of service 

sector development as strong labels raise consumers' trust in the unseen buy. Strong 

brands help consumers to perceive and comprehend intangible goods easier (van de Sand 

et al., 020). They reduce the monetary, social or protection perceived costs of consumers 

in purchasing services that are challenging to determine before purchase (Yuan et al., 

2020). Powerful brands are the surgical providers when the business doesn't offer to 

contact, pants to try, watermelons or apples to sample, cars to test (Preciado.2020). A 

good service brand guarantees mainly potential loyalty (Zha et al., 2020). This combines 

the brand's comments, what others think, with how the business offers service — a brand 

is viewed from the customer's point of view (Ganzeboom, 2020). 

Business providers with the most influential labels demonstrate that a deliberate 

attempt is made to establish a distinct brand personality (Nyagadza, 2020). Top brand 

builders almost often ignore tradition and establish different avenues for consumers to 

reach (Fogg, 2020). In essence, a good service brand guarantees potential fulfillment. It's 

a combination of the brand's claims, other phrases, and service - all from the eyes of the 

client (Profiroiu et al., 2020). 

Branding is therefore just as applicable to services; product intangibility does not 

suggest that the production of a market is less pertinent or more essential for services 

than products (Cojocaru et al., 2020). The inherent complexities in the distinguishing 

between goods without any physical distinctions (Cojocaru et al.,2020), and intensive 

rivalry within service industries, much of which have been deregulated, render brand 

growth essential in services. "A safe place for customers" is a powerful brand (Ali & 

Eliaasson, 2020). The invisibility of the utilities renders it tempting to consumers to 

purchase them from a secure location (Tomlinson et al., 2020). 

Brand equity is 'the disparity between brand awareness and customer reaction to 

brand ads' (Keller, 1993). The further brand equities of an enterprise are, the stronger the 
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demand for the brand in the minds of the customer (Raji et al., 2020), contributing to a 

higher market share as well as higher income (Shen et al., 2020; Wang et al., 2020), the 

lower the mark equity is, in essence, deemed a variety of advantages (Huang,2020;Joseph 

et al.,2020). (Keller, 1993; Aaker, 1996). The brand equity study has widely been 

performed for physical reasons since the pioneering work of Keller (1993). Over the last 

years, service marketers claimed that service companies' brand problems were important 

and required to be examined (Khamitov et al.,2020; Khoshtaria et al., 2020). This study 

therefore aims to meet the void by addressing the antecedents of the brand equity in the 

services sector that are known as Brand Loyalty, Brand Awareness, Brand Association, 

Brand Perceived Quality, Brand Image, Brand Trust, Brand Credibility. 

2. METHODS 
 

A literature review involves the identification, selection; critical analysis and 

written description of existing information (Polit & Beck, 2004). Suikkala and Leino-

Kilpi (2001) and Evans (2002) inspired the method employed in this literature review. 

Articles and books were located using Google search engine and Google Scholar 

database covered period from August 2019 to Dec 2020.Publication in English language 

were considered only. Total 604 articles were gathered for writing this systematic 

literature review while 220 were selected and finalized among those. 

3. LITERATURE REVIEW 
 

3.1. The Concept of Brand Equity 

As a mark, name or even box, Aaker (1996) defines a brand that differentiates 

between goods or services from various providers. (Mandolfo et al., 2020) stressed 

therefore that the brand is not just a brand because the product is intended to distinguish 

the product, while the name was developed to bring meaning and individuality to the 

product. Other researchers’ also express similar meanings to emphasize that buyer must 

recognize a distinctive picture and enhanced value for products. (Rantaet al.,2020; Jain et 

al.,2020;Rather et al.,2020; Swaminathan, et al.,2020; Khamitov et al.,2020). (Khamitov 

et al., 2020) sought to design a brand by introducing the desires of efficiency 

(functionality) and personal speech into two dimensions (representation). Then De 
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Chernatony (1993b) checked this paradigm empirically on both goods and service 

industries and found that in both business categories a brand can be conceptualized using 

these two dimensions. As Harris and De Chernatony (2001) observed, branding literature 

is generally shifting from concentrating on the brand appearance definition related to 

customer expectations of brand difference to brand identification, focusing on the 

distinctiveness of the brand. Branding literature (Khamitov et al., 2020). In general, the 

first step towards recognizing the theory of brand equity understands. 

For many years, brand equity has centered for several years. Although the 

circumstances in which these studies were carried out were primarily in branded 

commodity environments, for the following purposes researchers must study brand equity 

on service markets (Raji et al., 2020). 

Next, brand equity will help envision programs. Products for service are 

immaterial, impossible to imagine and are also called interactions and qualifications (Kar, 

2020). Experience goods are those which can be tested after use (i.e., experience), while 

the choices before the purchase are complicated (Spielmann, 2020). Credence goods are 

challenging to determine both before and after consumption (Macready et al., 2020). The 

data has shown that the perceived cost of buying credentials and witnessing goods is 

comparatively large (Puhakka et al., 2020). Therefore, attempts to view certain items, 

such as brand equity, are necessary because of the intrinsic intangibility of service 

products. This principle is also reinforced by previous works suggesting that brand equity 

is key in maintaining a competitive edge in service companies (He et al., 2020). In 

addition, a good brand will reduce the perceived risk to customers and increase faith in 

the business, especially when customer choices are complicated (Keller, 1993). Brand 

equity development can help to envision service goods and thereby improve consumer 

results, such as reducing perceived risk or improving company confidence (He et al., 

2020). 

Secondly, because service goods are subjective and the gathering of specific 

knowledge by consumers sometimes is challenging before purchasing, changing service 

brands are expensive for clients who have familiarity and experience with a certain 

business (Otto et al.,2020). This gives service companies the opportunity to increase the 
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retention rate by establishing the brand stock collected by customers. This definition 

often refers to previous studies (Stocchi et al., 2020). 

Aaker (1996) described brand equity as: 

[...] a set of assets that are linked to and add value for the product or service 

offered: naming awareness, loyal customers, quality perceived and the associations. 

On the other hand, Keller (1993) defines brand equity as an impact of a brand on 

the consumer's response to its marketing activities. The descriptions above indicate that 

"brand equity is a multi-dimensional concept" (Stocchi et al.,2020) which can be taken in 

a range of forms, including capital markets, customers, the company, employees and the 

contact channel (Mittal & Sridhar,2020). The concept of brand equity underlines the 

brand as a mark, a benefit for the company because of its potential to produce potential 

profit/cash flows (Ajour, 2020). Brand equity is a consumer-specific characteristic of 

increased quality efficiency, greater risk avoidance, decreased cost of information and a 

favorable product view. Consumer-driven branded capital represents the brand's added 

value to the consumer (Shaalan et al.,2020) and may be defined as 'the overall service 

that the consumer combines with the brand's use and consumption, including associations 

expressing both functional and symbolic services' (Muk, et al.,2020; Di Vita et al.,2020; 

Wu et al.,2020;Keller, 1993). Finally, brand equity dependent on workers (EBBE) is 

another component of brand equity that relies on employee understanding of the brand. 

EBBE represents "the uniqueness, consistency of the brand, brand creditability and brand 

clarity" (Ghielen et al., 2020). 

Branding is not about a generic label, which in branding is a crucial aspect. The 

primary purpose of branding is to improve and manage the partnership between the 

insurance company and its customer and the media (Jeanningros & McFall, 2020). 

Cultivation of brand equities can help imagine services goods, thus boosting beneficial 

consumer performance including reducing perceived danger or increasing organization 

confidence. Secondly, because service goods are intangible, and it is sometimes difficult 

for consumers to receive relevant details until they shop, shifting service brands cost 

customers with knowledge and loyalty with a given business (Otto et al., 2020). This 

gives service companies the opportunity to increase the retention rate by establishing the 



NICE Research Journal, Vol.13 No.4 (2020): October-December                       ISSN: 2219-4282       

   152 

 

brand stock collected by customers. This definition often refers to previous studies 

(Stocchi et al., 2020). 

It can be positive or negative to brand equity. Positive brand stocks are the 

commercial value of a brand over a rival that is called unknown or fictionally (Gorbatov 

et al., 2020). Negative brand equity is the marketing disadvantage associated with a given 

brand (Heitmann et al., 2020). In 1997, Holiday Inn was a sponsor of television 

advertisements featuring hotel owners with chainsaws that demolished and then 

completely refurbished a Holiday Inn space. Negative brand value. Negative brand value 

describes why in the following year after a deadly crash, the Federal Aviation 

Administration's (FAA) provisional establishment and months of adverse advertence, 

ValuJet acquired and renamed itself Air Tran Airlines (Eide et al.,2020). 

This study is therefore intended to study the descriptive dimensions of Pakistan's 

brand equity services sector. Therefore, products should be evaluated and calculated 

using both market equity descriptions, since they are to be treated strategically as long-

term assets. A review of the large brand equity literature reveals that some of the above 

items are brand strategy-based and largely descriptive facets of Brand Equity: loyalty, 

awareness, association, perceived quality, image, trust and credibility. 

3.2. Brand Loyalty 

The positive effects on profitability and sustainability over time, laying our 

customers is a strategic objective for companies and a central focus of marketing efforts 

(Eide et al., 2020; Gil et al., 2020 ;). Previous reports have found that consumer retention 

costs are considerably smaller than acquisition expense relative (Guerola et al., 2020; 

You et al., 2020), with companies investing significantly on customer satisfaction 

construction and administration (Morgeson et al., 2020). For example, annually spending 

on consumer loyalty services in the United States alone has risen by 27 percent in 2010, 

to more than US$48 billion through USD2.7 billion (Vacas de Carvalho et al.,2020). 

Brand loyalty building remains a continuing problem, in particular due to the growth of 

SNSs (Vacas de Carvalho et al., 2020). Hosted social networking, such as Facebook 

brand accounts, provide brand new forms of communicating with consumers (Vacas de 

Carvalho et al., 2020; Eger et al.,2020). Earlier research has shown that social 
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communities are powerful to build and increase their loyalty to brands (Vacas de 

Carvalho et al.,2020). In addition, emerging marketing opportunities highlight new 

opportunities to leverage social media as a means of building customer-strong 

relationships through consumer commitment (Vacas de Carvalho et al.,2020). 

Brand loyalty is one of the most widely-cited principles in marketing literature 

and has been embraced by both scholars and professionals as a whole. Brand loyalty 

actually plays an important part in corporate management (Stanley, 2020). Indeed, 

companies emphasized the value of creating loyalty to their products and administering it 

(Stanley,2020). Many research papers and articles have shown that loyalty leads to 

increased profitability (Stanley,2020). Today, a corporation will maintain its life for a 

long period and benefit from economic effectiveness through cultivating loyalty 

(Stanley,2020). But not only do researchers have trouble explaining loyalty, they also 

remain keen to grasp the process of loyalty production (van Schaik et al., 2020). In 

comparison, study in loyalty so far has struggled to have a coherent picture for loyalty 

phenomenon (Aburayya et al.,2020). Nevertheless, loyalty does not always necessarily 

exist with the satisfaction of customers (Morgeson et al.,2020). Such consumers were 

found to be satisfied or very satisfied during the conduct of the assessment and the 

amounts that were defeated from most of the businesses had been approximately 60 

percent to 80 percent. Therefore, in order to achieve aims and purposes of marketing, it is 

essential for each business to generate, retain, and expand the sense of loyalty among 

customers toward their products (Närvänen et al.,2020).Besides, the studies carried out 

by (Schwartz,2020) have suggested that companies that focus on identifying customer 

brand loyalty possess the probability of generating profit increase, as well as the 

maintenance of durable relationship with consumers, reduction in cost of marketing, and 

increment in competitive advantage. It was also generally agreed that, in the current 

situation of intensified rivalry, it is still important for businesses to undertake progress to 

boost consumer engagement to the company (Aburayya et al.,2020). Nevertheless, the 

study paradigm is peculiar in its failure to yield generalizable outcomes, considering the 

abundance of experiments on Brand Loyalty over the past thirty years. Moreover, it has 

been reported, given the recent growth of loyalty literature, that marketers are worried 
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that customers are less loyal than they are in recent times (Cuong et al.,2020). In addition, 

there has been a drop-in brand loyalty awareness in relation to certain prominent national 

brands (Kaziboni & Stem, 2020). Moreover, Mark has discovered unexpected shifts in 

consumers' loyalty, especially in the mobile industry, during his annual brand loyalty 

analysis (2011). Mobile phone brands were the most damaging to brand loyalty between 

the top 100 losers: Nokia (a 63% decline) and Blackberry (51 percent). In addition, harsh 

competitiveness and the swift launch of a host of innovative items and facilities in the 

market has taken customers into familiarity with the product's specifics, increased diverse 

options and comfortable alternatives and opportunities for clients. It is also critical for 

suppliers and producers to ensure that their goods vary from their opponents on 

consistency and other features such that their services and products are desirable and 

appealing (Kaziboni & Stem, 2020). A variety of experiments have also been carried out 

to understand the important aspect deciding brand loyalty. 

3.2.1. The Nature of Brand Loyalty 

Current research defines brand loyalty in terms of behavior or as a two-

dimensional model of behavior and behavioral elements (Saleem et al., 2020). 

3.2.1.1. Behavioural Brand Loyalty  

Behavioural loyalty refers to "the pattern of previous purchases that are based on 

consumer motivations or brand commitment only in secondary respect" (Lam & Wong, 

2020). Repeat purchases of a certain brand are considered complete and adequate 

evidence of loyalty, so what the subject thinks and feels is not considered (Holmes et al., 

2020). Behavioral brand loyalty is referred to as the stochastic approach (Vacas de 

Carvalho et al.,2020) because of the typical measures used to monitor the "sequence of 

purchases and/or the proportion of purchases if the client is satisfied with the purchase of 

the brand and repeats it in a relatively short term" (You & Johi,2020). Common actions 

are brand share, purchase frequency and repeat buying within a given period (Joseph et 

al., 2020), though a wide range of measures exist. Indeed, 33 behavioral loyalty 

measures, taken in five main groups, are identified by Jacoby and Chestnut (1978), and 

continue to be evident in present research. The focus is on the proportion of purchases 

made by a given brand (Choi et al., 2020) of brands purchased (1968); probability (e.g. 
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Grover and Srinivasan 1987; 1992); two or more these steps (Sheth, 1968; Carman, 1970) 

(Farley, 1964). 

3.2.1.2. Attitudinal Brand Loyalty  

Jacoby and Kyner (1973) in their critique of a unidimensional approach to brand 

loyalty have identified six necessary conditions of brand loyalty. "The brand loyalty" 

means (1) the biased (i.e., non-random), (2) behavioral response (i.e., purchase), (3) 

expressed overtime, (4) by some decision-making unit, (5) with respect to one or more 

alternative brands out of a set of such brands, and (6) is a function of psychological 

(decision making, evaluative) processes”. This eliminates random purchases and provides 

a loyalty concept that reflects the cognitive and emotional dynamics of loyalty at the 

core. Attitude loyalty underlines the consumer's psychological commitment to a brand 

purchase (Vacas de Carvalho et al., 2020), without necessarily taking account of 

purchasing behavior (Osunmuyiwa et al.,2020). Understanding the consumer's position is 

therefore a pre-condition for the prediction of purchases and repeat sponsorship. 

Expressing positive feelings of choice, dedicatees to U2, for example, could serve as a 

signal for U2 loyalty, regardless of buying choices, compared to the British rock band, 

for example, Coldplay (Moghtader,2020). 

3.3. Brand Awareness 

Increase accessibility, easy financial accessibility and increasing consumer 

awareness on the brand have been made available throughout the world. Therefore, since 

the introduction of split brands and span brands, consumption sustainability demand has 

significantly increased. This in turn led to heavy competition between the nationally 

available various durable consumer brands as well as to a reduction in the price gap 

between the same consumer goods of different businesses. Late in the day, increased 

consumer awareness and brand awareness led consumers to choose their families and 

favorable brands for buying. If businessmen are therefore keen to live with their 

competitors, consumers should like to buy their goods and brands (Schlegelmilch, 2020). 

However, consumer knowledge and willingness to buy a product still contributes 

immensely much to consumer loyalty and purchase decisions. Brand awareness and 

positionings are important for the consumer. When consumers want to buy a product and 
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a brand name, it reflects a higher brand positioning. If a product has greater brand 

positioning, customer satisfaction, brand awareness, brand loyalty and the intention of 

purchase can be influence (Akbari et al., 2020). 

A brand is a known source offering. There are many brand names in the minds of 

people, most of whom represent the brand image. Every company is determined to create 

a strong, positive and unique brand image. If a mind doesn't know a brand, the desired 

brand organizations in consumers are very difficult to develop. The knowledge of the 

brand name serves as a bond between all else and the brand, just like a person's name that 

serves as the anchor to tie all of his relationships (Brand et al., 2020). 

Brand awareness means that consumers can recognize brands and associate them 

with logos, jingles, brand names as well as other related actions under various 

circumstances (Ngugi et al., 2020). Consumers can easily recognize brands and 

remember them within product and service categories by increasing brands awareness. 

The awareness of brand has two principal dimensions, brand recognition and brand 

recognition, according to Aaker (1996). Sensitivity to the brand produces consistency and 

brands. Islamic banking commitments brand experience. When a consumer knows a 

brand, he is responsible for the purchase of a product or service. As a consequence, brand 

awarenss is connected to the capacity for thought in diverse circumstances to recognise 

those products (Keller, 1993). Brand awareness arises as customers recognize products to 

the effect that those brands may be recognized or recognised by multiple rivals (Aaker, 

1996). Brand awareness is important in shaping the decision-making process of 

consumers, according to Keller (1993), by providing three advantages, namely learning 

excellent, consideration excellence and choice between different brands (Hu et al.,2020). 

Brand awareness is a number of fundamental dimensions, according to Aaker 

(1996), i.e. Sensitivity to brands, perceived quality, and loyalty to brand companies and 

associations. The brand recognition is connected to the power of a brand in memory that 

can be calculated as customer identity under different conditions brand identification 

(Nasution et al., 2020). The potential buyer has the capacity to recognize or reiterate that 

a company is part of certain categories of products (Nasution et al., 2020). Brand 

awareness in customer thinking can be assessed at various stages, such as 
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acknowledgement, recall, leadership and brand awareness (Nasution et al.,2020). 

The relative importance of brand recognition and recall according to Keller 

(1993) varies enormously depending on the degree to which consumer can decide. In 

addition, the brand recognition could be significantly more important if product choices 

are taken in the shop (Swaminathan et al., 2020). For low value, fast moving goods, 

unanimous sensitivity is very important. When certain products are directly connected to 

unfamiliarity on the sector, no other brand has a chance of even being quoted (Heller & 

Rowlinson, 2020). 

Today, almost all sectors of society consume branded products in every sector. A 

brand name is a consumer assurance of the seller's services. It reduces the risk of buyers 

and simplifies decision-making. Prefer brands that are well known and familiar with them 

to reduce risk to consumers. Brand awareness is thus the first and foremost first step and 

basis for brand preference (Hameed et al., 2020). 

Brand awareness influences the risk assessment perceived by consumers and 

their trust in buying choices. The branding understanding has been stressed every day 

more and more. At the same time, creative thinking to build, position and communicate 

brands is being explored more and more. Some consumers can decide to buy only the 

very famous brands on the market (Phong et al., 2020). 

By being conscious of a high brand, you will impact the liking of the brand and 

hence the behavioural desire to purchase. Brand awareness is an adequate way of 

purchasing in low involvement decision-making. The repetition of the purchase is a 

function of the brand's functional use of the image. Thus, where there are perceived cost 

disparities between rival products, customers will "paid a price" by utilizing basic 

preference heuristic devices such as brand recognition for saving time and effort (Phong 

et al., 2020). 

3.4. Brand Association 

Imaging represents a brand's brand association to a certain impression that is 

typically correlated with product characteristics, pricing, and product benefits that have 

several styles, attributes, benefits, and actions of the brand association. Brand 

partnerships can generate value for the organization and consumers because they can help 



NICE Research Journal, Vol.13 No.4 (2020): October-December                       ISSN: 2219-4282       

   158 

 

differentiate one brand from another in the process of compiling information (Phong et 

al., 2020). 

Various associations that consumers remember can produce a form of image 

about the brand (brand image) in the minds of consumers (Phong et al.,2020). "According 

to Aaker (1993), "Brand associations are all problems related to brand memories. Brand 

associations have five benefits, namely: 1) Assist the process of compiling information 

that can summarize a collection of facts that can be easily known by consumers; 2) 

Difference, which has an important role in assessing the existence or function of a brand 

compared to others; 3) Reasons to buy, which greatly helps consumers in making a 

decision to buy a product or not; 4) Positive feelings that stimulate the growth of positive 

feelings for the product; 5) Become the foundation for brand expansion which is 

considered strong. 

This describes all issues linked with the brand and is comprised of mental 

thought processes, feelings, perceptions, images, experiences, beliefs, and attitudes. It 

includes everything connected in memory with the brand (Gavilan & Avello,2020). It has 

historically been grouped into product associations and organizational associations 

(Wenzel et al.,2020). Other scholars such as (de Oliveira Santini et al.,2020) have 

identified product associations, the product image in society, the value perceived, the 

level of trustworthiness: the distinctiveness of the product or service offering and place of 

production essential elements of the brand association and exert effect on customer 

patronage. 

Brand association is linked to knowledge about what is in the attention of the 

customer about the brand, either positive or (Santoso et al., 2020) linked to the node of 

the brain memory. Brand association is shown as a method for gathering information to 

enforce brand extension and brand distinction (Bertschyet al., 2020). Specifically, any 

information in the brand association is connected to the brand name in consumer recall, 

and re (Ilias et al., 2020). 

 

The greater the product's brand associations, the more the consumer will 

recognize it and be loyal to the brand. Brand associations play an important role in 
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separating one company from the other and creating favourable perceptions towards the 

organizational product, which is dramatically beneficial to the organization. Keller (1993) 

classifies brand associations into three categories. 

Many Brand Associations represent a basis for purchasing decisions and Brand 

Loyalty. When a product is improved in quality, packaging and attribute, customer may 

tend to use it and gradually it creates a loyalty in customers’ mind. Lastly, basis for 

extensions is the result of having a successful Brand Association by creating a consistent 

feeling between the brand name and the new product or by providing a reason to buy the 

extension (Phong et al., 2020). 

3.5. Brand Perceived Quality 

Perceived quality is the consumer’s subjective assessment of the excellence or 

generic superiority of a product (Stylidis et al., 2020). In the case of evaluating a product 

or service, perceived quality becomes a tool to evaluate it. Perceived quality is a way for 

consumers to judge whether a product is worth buying and enter into the consumer 

experience (Ivanova et al., 2020). In fact, to assess the superiority of a product or service, 

perceived quality is used as an assessment tool. Perceived quality is conceptualized as 

"consumer assessment of the superiority of a product" (Rahmawan et al., 2020). 

Perceived quality has important attributes that apply to all classes of products. Objective 

is an incorrect word for perception of quality. A customer's perception of the attributes 

that are important to him is the impression of quality (Aaker, 1993). Perceived quality is 

a critical problem for producers and marketers because perceived quality can provide 

opportunities for difference. Perceived Quality is an overall consumer perception 

(perception) of a product's superiority when compared to its substitute product. From this 

it can also be seen that perceived quality is the ability of products to be accepted and 

provide satisfaction to consumers when compared relative to the available substitutions. 

High perceived quality shows that a consumer has determined the differences and 

advantages of a product with similar products. (Ho et al.,2020) states that perceived 

quality is a component of brand value where high perceived quality value will encourage 

consumers to prefer the brand over other brands for similar products. 

With long-term brand relationship experience, the degree of perceived quality 
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rises, as consumers understand brand distinction and superiority through this. Perceived 

quality is subjective because it depends on the customer's understanding and discernment. 

(Stylidis et al., 2020) define perceived quality as a consumer perception-based 

psychological assessment of the product. 

Speaking of perceived quality, we are dealing with a complex, multifaceted 

adaptive system; a system where a human is the main agent. Thus no single all-effective 

'causes' occur as with any human adaptive method (Stylidis et al., 2020). Products with 

outstanding perceived quality are not a really challenging challenge nowadays for a 

product production initiative – with higher expenses and time commitment nearly 

everything connected to exceptional quality can be accomplished. The genuinely difficult 

challenge is to achieve a perceived optimum quality standard depending on such 

technological constraints, the gestation cycle, the capability of production systems and 

financial limitations. For all phases of product growth, perceived consistency can also be 

tracked. 

Marketing has researched the idea of perceived quality extensively (Biana, 2020). 

Literature includes many meanings of perceived consistency. The perception that 

customer has overall excellence or perfection in the commodity is the perceived 

consistency (Biana, 2020). The opinion (or belief) instead, perceived quality as a function 

of the quality that is expected by the consumer and the quality that is actually 

experienced (Biana, 2020). Several marketing experiments explore the way customers are 

measured for various goods such as the local/global identity (Yanget al. 2019) and 

vehicles, such as chocolate (Manzini et al., 2017; Stylidis et al., 2019). However, the 

main difficulty confronting researchers and managers is to produce findings in general 

when calculating perceived efficiency. Currently, both intrinsic and extrinsic influences 

are used for perceived consistency. The intrinsic cues that consumers use in their 

assessment of perceived quality vary across products. For eg., a drink quality assessment 

varies from a washing machine quality assessment. In the same commodity group, the 

same disparity may be noticed. Indeed, the attributes used by customers can vary from 

product to product. For example, consumers may depend on the sauce thickness as a 

parameter to determine consistency when purchasing a tomato juice. But thickness may 
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not be connected to high content for a soft drink or its quality may not be tested (Ji et al., 

2020). Researchers also focus on external data to assess perceived product consistency. 

External metrics could better include details on the understanding and evaluation of 

consistency by customers. For example, when evaluating a product quality, the name is 

one of the most frequently selected attributes (Prasad et al., 2020). (Paul et al., 2020) 

found to have a strong impact on perceived milk quality, especially organic milk 

compared to traditional milk. 

3.6. Brand Image 

Brand Image is described according to Keller (1993) as "a collection of 

perceptions of a brand that is expressed in consumer memory by brand associations." 

Brand Image is also known as the identification sequence of a brand as a market 

associate. As a consequence of its tremendous effect on strategic strategy and success of 

a business, brand image has become an essential factor for firms. Several factors, 

including practicality, symbolicity and pleasantness of a specific product/service have 

helped create the brand image (Cham et al., 2020). The brand image will possibly be 

created by inductive inferences according to a research focused on the principle of image 

production by Riezebos (2003). Social aspects and marketing engagement techniques 

have in this situation been shown to be influential and credible inducing processes for the 

promotion of a brand reputation in the minds of other customer segments (Riezebos, 

2003). The implications of social and marketing factors are too significant to be ignored; 

hence, these impacts on the brand value of hospitals engaged in medical tourism are 

discussed in this study. 

Building and sustaining brand image is a prerequisite of brand management 

(Balmer et al., 2020), and brand image and brand recognition are the cornerstone of brand 

equity (Keller, 1993). It was also noted that not all brand features are valuable for the 

forming of a brand picture (Kauppinen et al., 2020). Strategic gaps also occur between 

local and global brands (Steenkamp et al., 2020). The advantages of a strong brand 

profile are wide-ranging and can be converted into higher financial performance; 

generate customers. They can bring to light a firm's corporate expertise and social 

responsibilities and imply that the company has fulfilled clients' expectations and desires 
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(Trivedi, 2020; Alam, 2020). In particular, the reputation of multinational corporations is 

often granted priority in industrial marketing context (Kot, 2020). In the main this form 

of study is based not just on new but rather on developed markets, while there are 

exceptions (Onufre & Bergek, 2020). In this respect the customer in developing countries 

has a better image of brands from developed countries (Grott,2020) and foreign luxury 

brand brands in China have a superior image in comparison to indigenous brand names 

(Chen et al.,2020). Current research in B2B contexts and especially with respect to 

China, to date, has not explored this problem. 

The brand image is useful to instil in the eyes of the seller what the organization 

has and provides (Propheto et al., 2020). The brand image may be useful even to put a 

firm in a certain market position. A brand can have several images. The brand is capable 

of representing the opinion of the customer and the product company., (Szabo & 

Webster,2020) claims that, "a strong brand image, a rich and long history, the ability to 

eat the product and the threat of competition all make the brand more susceptible to 

community formation." In other terms, a good reputation derives from the brand's long 

history and its capacity to broadly absorb and challenge rivalry with the goods generated 

by the company. This opinion is further clarified by (Baker et al.,2020), which says that 

"the brand image refers to the memory of a brand scheme which includes an 

interpretation by the consumer of the characteristics, benefits, uses, situations, users and 

characteristics of marketers and/or the product/brand manufacturer" It was clarified that 

after purchasing or consuming goods or services that were sold, whether favorable or 

negative, consumers of such items would be influenced by their opinion of the brand. 

When the customer logo was attached as a company of a decent product or service, the 

corporate brand image became regarded as a positive image. It follows (Ozbal et al., 

2020) that brand appearance represents customer expectations of brand features and can 

be calculated on the basis of affiliation. The picture itself relates to the perception by 

customers of the indications of the commodity, like brand service and contact. Keller 

(1993) suggests that there are three forms of brand associations: (1) descriptive 

characteristics to describe a product or service; (2) personal benefit: customer evaluation 

of a product or service, namely the consumer mind about what a product or service could 



NICE Research Journal, Vol.13 No.4 (2020): October-December                       ISSN: 2219-4282       

   163 

 

do with it; and (3) attitudes: average assessment of a brand. Brand behaviors, and 

sometimes they shape the foundation for consumers' actions, such as branding, are 

deemed essential. 

3.7. Brand Trust 

Trust establishes societal order. The social player may be paralyzed without 

confidence because of the likely unfavorable effects of each contact (Ozbal et al.,2020). 

Doney and Cannon (1997) describe two types of trust: perceived credibility and 

benevolence, depending on the sense of social science and marketing. Their analysis 

indicates that typical facets of the selling combination, including costs, allow the buy. 

Faith, in fact, serves as the 'order qualifier.' Lewis and Weigert (1985) calls confidence in 

three dimensions: cognitive, emotional, and behavioral. Selnes (1998) points out that, by 

security, reputation and security, faith is developing and decreases buyer sacrifices and 

can be regarded as worth by itself. He puts a close correlation between satisfaction and 

confidence that indicates that the partnership between a supplier and a purchaser is to be 

sustained and improved. Ganesan (1994) claimed that reciprocal confidence and reliance 

depends on the orientation of the partnership between a buyer and a seller. Decision 

results must remain unpredictable and crucial to the truster; the trustworthy parties must 

be in any form insecure until the trust becomes operational (Ozbal et al., 2020). Trust is a 

response, according to (Kim et al., 2020), to particular risk issues. 

The partnership between two parties is based not on the automatic element but on 

confidence. In the same manner, past researchers (He et al., 2020) revealed that trust 

depends on an individual's propensity to become susceptible to another person. However, 

consumer loyalty depends on a firm’s durability and qualities that urge the consumers to 

trust its products. Based on an appraisal (Al-Ekam; 2020), consumer loyalty with the 

efficiency, public relations and know-how of an organization derives from faith. In 

addition, many studies have shown that trust plays a part in local and international brand 

buying (Kumar & Kauhik, 2020). 

 

Various problems emerge in partnership marketing philosophy, including the 

formation of confidence. The main variables that rely on confidence include the country 
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of origin of a brand, stakehner and managers pushing for different incentives to be 

utilized to support the company's views of global business reliability. In order to create 

confidence, it is necessary for a company's tendency to reveal its reliability to the 

customer (Leung & Ma, 2020). 

The loss of trust is the product of the actions of a business which leads 

consumers either to trust or to mistrust their brands. In Yemen, customers are inclined to 

be subjected to companies offering schemes to consumers with their products. Further 

analysis of this has been suggested by Jimenez and Martın (2007), who advised the 

review of other market-based influences. Patriotism often shows that truth is the critical 

element impacting the buying conduct of customers. They also suggested that subsequent 

research recognize other confidence-building tools (e.g., warranties and national brand 

associations). The conduct which encourages the purchasing of any item is a critical 

factor which has a personal influence. Person behavior varies from time to time, which 

may influence the existing or prospective buying conduct. Other scholars (Hoffmann et 

al., 2020; Isaeva t al., 2020) have meanwhile noticed that comparative advantage 

combined with a complex financial operation; along with greater consumer happiness and 

loyalty are important for the creation of a fair trade between two brands or individuals. 

Trust must be established in order to discourage misuse of collaboration. Personal trust is 

a propensity to be receptive and to be persuaded that the relationship functions effectively 

between two persons or organizations and strengthens accountability and shared faith (De 

Filippi et al., 2020). In addition, Jimenez and Martın (2009) analyzed different levels of 

confidence and found that it plays an essential function in all relationships. Furthermore, 

trust is essential in the creation of good encounters leading to continuous benefits and 

greater consumer confidence (De Filippi et al.,,2020). 

The brand's confidence was facets that influenced consumers when making 

choices regarding purchasing goods. Brand trust was demonstrated as the readiness of 

consumers to trust in the brand as a consequence of the expectation that the brand will 

yield positive results (Ahmad et al., 2020). Additional researchers said brand trust was a 

state of safety when connected with a brand on the basis that the brand was to remain 

trustworthy and to ensure its customers' satisfaction (Quan et al., 2020). Brand trust was 
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also described as the average user's willingness to rely on its declared brand results 

(Cuong, 2020). Some researchers have shown that brand trust is an indicator of brand 

engagement (Koo & Curtis, 2020). In addition, confidence and commitment should be 

linked, as trust in relation exchanges is essential; and the dedication to these valuable 

connections is also necessary (Nazet al.,2020). Some observational findings have shown 

that brand belief has a major positive influence on brand interaction (Tran et al., 2020). 

Furthermore, brand trust was very necessary and a primary reason for the growth of 

brand loyalty (Tran et al., 2020). 

Brand trust as customers depend on the capacity of the brand to reliably perform 

its functions (Putri et al.,2020). Furthermore (Rasoolimanesh et al.,2020) described it as 

the capacity of the brand to have trust or reliability and the consumer's trust is that it will 

fulfil its promised benefit. In the meanwhile, trust relates to the capacity to accept an 

entity or individual characteristic (Rasoolimanesh et al.,2020). It was seen as a central 

factor or perhaps a key principle regulating a partnership (Rasoolimanesh et al.,2020). 

Trust is important to establish and sustain long-term ties between businesses and 

consumers (Setiawan et al.,2020). Trust is the entry to clients' loyalty (Setiawan et al., 

2020). These comments stress that trust will forecast loyalty. On the basis of the above 

concepts, it can be inferred that the building of a partnership between businesses and 

customers is mainly and significant. Consumers are likely to begin making repeat 

transactions with the presence of a consumer trust. 

3.8. Brand Credibility 

A product brand is important because it helps customers to recognise and 

discriminate between competing goods or services (Keller, 1993). The word, phrase, 

mark or emblem of the company remembers the characteristics, meaning and culture of 

the products (Diallo et al.,2020). Faithfulness is a critical element in creating a good 

brand (Junior Ladeira et al.,2020), as reputation is perceived credibility – faith in the 

brand's capacity to deliver (Reitsamer et al.,2020). The reputation of the brand is 

characterized by its reliability, i.e. by its perception of delivering consistently the 

commitments product location data (Junior Ladeira et al.,2020). This building has two 

elements: trust and experience. Trust is an assurance that what is promised is provided 
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and expertise is linked to the standards that the brand is willing (and able to) achieve 

what is proposed (Junior Ladeira et al.,2020). Both aspects - faith and experience - 

represent the collective (past and present) views of company and customer relations, 

which are closely related in time to the marketing mix and higher expenditure in products 

(Junior Ladeira et al.,2020). Brand reputation continues to minimize the perceived 

product/service danger and knowledge costs (Junior Ladeira et al.,2020) and improve 

perceived efficiency (Tollefsen et al.,2020), thus affecting market reaction when two bids 

are the same in other respects (Boyer et al.,2020). Analysis focuses primarily on brand 

reputation in principle (Erdem & Swait, 2004; Owens et al, 2001), customer credit 

(Erdem & Swait, 2004; Wang & Yang, 2010) and brand equity (Sweeney & Swait,2008) 

as well as on market satisfaction and brand equity. Brand credit (Erdem & Swait, 1998; 

Spry et al., 2011). 

Brand reputation studies show how cumulative expectations represent customer 

responses (HR & Aithalm, 2020). These customer reactions should be matched with 

brand promotion and expenditure mix (HR & Aithalm, 2020). Sales advertisements are 

viewed as part of the marketing mix (Junior Ladeira et al.,2020). Sales incentives are 

tactics that are applied over a given time to enable buyers to raise their sales volumes 

(Junior Ladeira et al.,2020). Centered on the short-term impacts of sales incentives on 

customers (Junior Ladeira et al.,2020), the effect of brand reputation is important to 

consider. This report stresses the need to study the short-term behavior of the marketing 

mix in relation to the influence of brand reputation. In the one side, promotional 

campaigns usually provide exposure to rewards intended to produce sales in the 

marketing mix. The theory of brand reputation suggests, on the other side, that 

dimensions like faith and knowledge represent cumulative impressions of the brand 

produced in the past or present and must be in compliance with the marketing mix. 

Brand reputation, as well as the capacity of firms to execute on their 

commitments, has been recognised as trust in the goods/service status characteristics of a 

brand Junior (Ladeira et al.,2020). If the reputation was associated as company's labels, 

or if brands were used as credible sources, credibility was defined as the credibility of 

brands (McDonald,2020). Additional inquiries found that the integrity of the source 
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consisted of three components: authenticity, competence and attractiveness 

(Cuong,2020). Confidence was linked to the customer's belief in the company. Skill was 

compared to the presumed ability of the source. The attraction/comparability of the 

source image was associated. Customer view of brand reputation then needed the brand 

to be able to do so (trustworthiness), to have the capability (i.e. expertise) and to achieve 

what businesses proclaimed (Cuong,2020). In previous research, the historical viewpoint 

on brand reputation may have an influence on former and current marketing campaigns 

and may impact the credibility of existing and potential products. The trustworthiness, the 

know-how and the appeal of a company thus showed the combined impacts of the past 

and existing marketing campaigns (De Cicco et al.,2020). The reputation of the company 

was a core aspect of the brand. When people felt that the business was performing its job, 

it implied that it was doing well. If consumers found that a brand was trustworthy 

enough, customers will take note of the fact that brand reputation is possible data to 

create a stand for customers (Seo et al.,2020). Customer satisfaction, customer retention, 

brand loyalty with word of mouth, improving profitability and competitive power for 

companies were the key elements to scrutinize (Nikhashemi et al.,2020). Prior 

investigations show a decisive prediction of consumer loyalty for brand reputation (Abu 

Zayyad et al.,2020). Previous analyses on brand reputation have found that consumer 

loyalty is favorably impacted (Zhang et al.,2020). 

The concept of brand credibility is an extension of the Brand Signaling Theory 

that explains that consumers can directly and indirectly capture data about the company 

via the received signal (asymmetric information). Clarity and credibility are the essence 

of brand signaling theory. Where clarity can be defined as the absence of information 

ambiguity while credibility is the effectiveness of brand information Faithfulness can be 

seen in brand signals as a key (Vuong et al.,2020). 

The theory of brand signals is often used for the development of the position of a 

company. Indirectly, the company sends the consumer signals (asymmetrical 

information) concerning the position of the company. For instance, when companies 

change prices, consumers get a signal of what's going on in the company. Or if businesses 

change their logos or taglines, there are messages and consumers hope to find out what 
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will change a brand in the future. Even if consumers receive information about negative 

customer reviews or brand comment, this often serves as a basis for consumer credibility 

assessment. Consumer signals will vary considerably, depending on the level of 

consumer sensitivity in the receipt of signals and interpretation. This, however, 

demonstrates the importance of brand credibility to influence subsequent consumer 

decisions (Erdem & Louviere, 2002; Erdem & Swait, 2004; Erdem, Swait, and 

Valenzuela, 2006). Brand signaling theory implies brand credibility, and brand credibility 

is also a critically important predictor for purchasing intention (Vuong & Khanh 

Giao,2020). Previous studies also showed that brand credibility has led to greater 

consumer use and intention to buy Earlier empirical studies have also shown that brand 

credibility has influenced buying plans (Lee & Kim,2020; Weismueller et al.,2020). 

4. CONCLUSION 
 

During analysis of the brand equity dimensions with descriptive, various 

interdependencies can be identified. Both inputs and outputs of each of them can be 

considered. Moreover, there are differences among authors regarding the primary or 

secondary status – a brand equity dimension to be considered primary in an author’s 

perspective is sometimes treated as a sub-dimension of other brand equity dimensions by 

other authors. In the light of different approaches and different aspects of brand equity, 

we conclude that the brand equity concept as a whole comprising the whole of this 

organization and its organizational culture must be considered, with a holistic approach to 

these aspects, considering all the elements, directly or indirectly, linked to the brand. The 

role and position of the brands in the marketing plans of any company is essential in 

order to go beyond tactical and operational issues and to overtake the entire marketing 

combinations. The enterprise as a whole must have a brand orientation focusing its 

actions towards communicated brand values. The descriptive dimensions of brand equity 

reflect each, at individual levels, certain sets of advantages for the companies in the 

service sector of Pakistan, thus generating a long-term increase in marketing efforts 

efficiency, as well as an increase in profitability. In order to achieve more value for the 

brand, any marketing strategy must be developed. Only by taking account of the 
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development plan for each such dimension can this aim be achieved. 
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