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ABSTRACT 

 
This study seeks to examine the practicality and applications of a customer-based brand equity model in the Iranian general clothing 

industry. Based on Aaker’s well-known conceptual framework of brand equity, this study employed structural equation modeling to 

investigate the causal relationships among the four dimensions of brand equity and overall brand equity in the general clothing industry. 

The present study used a sample of 265 actual consumers from Iran’s two largest cities, Tehran and Isfahan. The findings conclude that 

brand associations, brand loyalty and perceived quality/leadership had a significant effect on band equity. Loyalty demonstrated the 

strongest impact. Final results did not provide enough support for the brand awareness dimension. It should be noted; brand awareness 

might affect brand equity by influencing brand association, brand loyalty and perceived quality/leadership first. The paper shows that 

general and fashion clothing brand managers should consider the relative importance of brand equity in their overall brand equity 

evaluation, and should concentrate their efforts primarily on building brand loyalty and image. In the highly competitive general clothing 

industry, the key is to create a unique, favorable, and strong brand image to provide customers with a reason to buy the brand, then work to 

keep their loyalty and gain their repeat business. This study contributes to the scant literature testing the applicability of consumer-based 

brand equity in the general clothing industry. Since Iran is the fastest-growing market for general and fashion clothing products, this study 

also provides important insights about the understanding of Iranian consumers’ perceptions of overall brand equity and its dimensions. 
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INTRODUCTION 

 

Building a strong brand requires careful 

planning as well as long-term investment. At the 

heart of a successful brand, there is a great product or 

service which is supported by creatively designed 

and effective marketing plan and execution. It has 

been generally accepted that a brand is a powerful 

tool of differentiation, and that differentiation is an 

important aspect of a successful marketing strategy 

[17,18,26]. Brand Equity is of much importance for 

managers and researchers to implement marketing 

strategies successfully [20]. As a fundamental 

concept, brand equity is in connection with brand 

management and has been already discussed from 

several points of view [1,20,36]. There is a varied 

and wide range of debate regarding the definition of 

brand equity and its measurement [36]. However, 

brand equity is the overall utility that customers 

place in a brand while comparing it against its 

competitors [8,33]. 

Brand equity also plays a significant role in 

helping general and fashion clothing brand managers 

to gain competitive advantage, and, at the same time, 

assists them in making their managerial decisions in 

a wisely manner. If the brand equity is measured in a 

right way, it can be a suitable metric for evaluating 

the long-term impacts of marketing decisions [28]. 

Although the brand literature has identified several 

aspects of brand equity from some industries, there 

are still no studies carried out on brand equity in 

general and fashion clothing industry especially in 

Iran. Despite the growing importance of the Iranian 

market in general and fashion clothing, there are no 

investigations carried out on how companies build 

brand equity. The main purpose of this research is to 

empirically test and operationalize the dimensions of 

customer-based brand equity, and how these 

dimensions interact within the context of Iran’s 

general and fashion clothing brands. Also, the results 

of this research lead to a deeper understanding of the 

concept of brand equity in general and fashion 

clothing industry as well as some implications for 

practitioners in the general and fashion clothing 

industry. In order to reach the purposes 

aforementioned, this article discusses the relevant 

theoretical literature and explains the hypotheses of 

the study; it then describes the methodology and 

logic for measuring customer-based brand equity 
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which are followed by the conclusions and 

managerial implications. 

 

Theoretical Framework And Research Hypotheses: 

 

Aaker [2] defines brand equity as a “set of five 

categories of brand assets (liabilities) linked to a 

brand’s name or symbol, which are added to 

(subtracted from) the value provided by a product or 

service”. These set of brand’s assets is as follows: 

(1) brand awareness (2) brand 

perceived quality (3) brand associations(4)  

brand loyalty; and (5) other proprietary 

Brands assets, such as patents, trademarks, 

and channels relationships. This definition 

of brand equity has been used in several 

empirical [35,34,21,]. Among these five 

brand equity dimensions, the first four 

dimensions indicate customers’ assessments 

and reactions to the brand, which can be 

easily understood by customers [6,36], so 

these four dimensions have been widely 

used in the previous studies on 

measurement of customer-based brand 

equity. Among all the several models on 

brand equity in the literature, we used 

Aaker’s model [3]. This model is the most 

commonly cited and has been also 

empirically tested in a number of previous 

[32,5,21]. In this research, customer-based 

brand equity has been tested with general 

clothing brands in the Iranian market, which 

is shown in  

Fig. 1. 

 

 
 

Fig. 1: Conceptual Framework 

    Source: (Aaker 1991a) 

 

Brand awareness: 

 

Brand awareness is one of the most important 

elements of brand equity. It refers to the strength of 

brand presence in the customer’s mind. Brand 

awareness is the potential buyer’s ability to recognize 

or recall that a brand is a member of a certain product 

category [1,19]. Brand awareness makes it easier for 

consumers to recognize the product. Brand 

awareness can be defined based on the two 

dimensions, depth and breath. The depth of brand 

awareness is related to the ease and possibility that to 

which extent each of the elements of the brand comes 

to customer’s mind. The breath of brand awareness is 

related to purchase and consumption situations in 

which the elements of the brand come to consumer’s 

mind [22]. The breath of brand awareness is highly 

depended to the organization of brand and product 

knowledge in memory. According to what already 

noted, the following hypothesis is formulated: 

H1: Brand awareness is positively and 

significantly associated with brand equity. 

  

Brand associations: 

 

Brand association is anything related to a brand. 

Most of brands create various associations for their 

consumers [3]. Brand association includes 

consumers’ definitions of the brand. It can be seen in 

all the possible forms and reflects product features or 

aspects independent of the product itself [7] . In 

order to build brand equity, a brand should have 

strong, desirable, and unique associations, so it is 

counted as a real challenge with which marketers are 

faced. But it is necessary for firms to build the 

customer-based brand equity. The desirable brand 

associations are created through making consumers 

to have confidence in a brand which has unique 

attributes and benefits that satisfy their needs and 

wants. These unique attributes and benefits help 

consumer be able to make a positive judgment about 

the brand [22]. Based on this, then, the second 

hypothesis is posited: 

H2: Brand association is positively and 

significantly associated with brand equity. 
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Brand Loyalty: 

 

As a basic and central concept in marketing, 

brand loyalty is the main component of brand equity. 

It is a measure for the customer’s dependency on a 

brand, indicating how likely a customer will be to 

switch to another brand, especially when that brand 

makes a change, either in price or in product features. 

Brand loyalty is an index of brand equity which is 

obviously related to the organization’s future profits. 

Loyalty is comprised of two components; behavioral 

and attitudinal component [19,14]. The first one is 

measured by repeat purchase; the second component 

is considered as positive attitude towards the brand 

reflected in positive word-of-mouth engagement 

about the company and the brand [9]. Brand loyalty 

is generally different from the other dimensions of 

brand equity. It strongly depends on the experience 

of using the product. Brand loyalty cannot exist 

without previous purchase and use experience. Aaker 

[1] defines loyalty as “the attachment that a customer 

has to a brand”, and consider it as the main element 

of brand equity. In contrast, Keller [19] believes that 

brand loyalty is a result of brand equity. For instance, 

when a product has desirable features, it leads the 

consumer to re-buy that product. Yoo & Donthfu 

[36] define brand loyalty from the attitudinal point of 

view that “the tendency to be loyal to a focal brand, 

which is demonstrated by the intention to buy the 

brand as a primary choice”. The present study has 

conceptualized brand loyalty based on consumer 

perception. Thus, the following hypothesis is 

proposed: 

H3: Brand loyalty is positively and significantly 

associated with brand equity. 

 

Perceived quality/leadership: 

 

Perceived quality has been defined as customer’s 

perception of the overall quality or superiority of a 

certain product or service over the other alternatives 

with respect to its intended purpose [37]. Also it is 

defined as customer’s judgment about dimensions of 

brand values [2]. According to Aaker and Jacobson, 

it is defined as the overall advantage and superiority 

that persuade customer to choose a product or service 

to buy. In fact, perceived quality is not the real 

quality of a product, but is only customer’s 

understanding of overall quality and advantages of 

that product [37]. Marketers have increasingly 

recognized the importance of perceived quality in 

consumers’ buying decisions process [24]. Kotler 

emphasizes that there is a close relationship between 

quality of a product or service, customer satisfaction, 

and firm’s profitability. Perceived quality is the 

intangible and overall feeling about a brand. 

However, it is based on fundamental dimensions 

such as reliability and performance. Identification 

and measurement of the fundamental dimensions will 

be useful for understanding perceived quality that is 

the main factor to determine brand strength. Based 

on the above definition, the following hypothesis is 

proposed: 

H4: Perceived quality/leadership is positively 

and significantly associated with brand equity. 

 

Materials And Methods 

 

The framework of the research was designed to 

test the above hypothesized relationships in the 

general clothing industry in Iran. For this purpose, 

the three well-known brands in the general clothing 

market were targeted. This consideration was based 

on the fact that Iran is the fast growing market for 

general clothing products, especially for foreign 

brands. More than half of Iran's population is under 

35 by 2012 and is very interesting market for 

branded general and fashion clothing. Population of 

Iran is growing and reached around 75 million 

people by 2011 [4]. In 2012, more than half of Iran’s 

population was under 35 years old, indicating that 

this market is very interesting market for branded 

general and fashion clothing.  

 

Sample and data collection: 

 

The present research has considered young 

people as the main consumers of clothing brands. 

The target population of the research consists of 

young customers ranging from 15 to 45 years old. 

This group of consumers allocates further time and 

money to purchase of clothes, and thus, is counted as 

one of the most important parts of the market for 

foreign clothing retailers in Iran. The Mall-intercept 

interview was used to collect information on 

consumers’ perception. Eight shopping centers in 

Tehran and Isfahan (four in each city) were selected. 

Tandis, Hyper Star, Milad Noor and Tiraje shopping 

centers in Tehran and Mehrsan, Osan, Kosar and 

City Center shopping centers in Isfahan were chosen 

to collect data. The questioner selected those 

consumers that seemed to be 15 to 45 years old, and 

asked them to answer the questions. Three clothing 

brands – Benetton, Mango, and Geox – were selected 

as stimuli in the study. The respondents were asked 

to select one brand among the three noted, which 

they were more familiar with than the others. They 

were then asked to answer all the questions in the 

questionnaire for that specific brand.  

 

Method: 

 

In this research, we employed a survey method 

to measure brand equity and its four dimensions. In 

order to measure the research constructs, the existing 

scales in the literature were used. We prepared a 

questionnaire whose validity was investigated by a 

group of clothing brands sale agents in Iran as well 

as experts in branding. 
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Then we conduct a pre-test of the questionnaire 

in some shopping centers in Tehran. Ultimately, the 

final questionnaire was prepared to use, which 

included 26 questions based on a five -point Likert 

scale (1=strongly disagrees to 5 = strongly agree).  

The questionnaire of the research includes some 

questions for measuring the dimensions of brand 

equity as well as some demographic questions. 

 

Measures: 

The measurement scales have been adapted from 

the existing scales in the literature to measure brand 

awareness, brand association, brand loyalty, 

perceived quality/leadership, and brand equity. The 

scales relevant to the dimensions of brand equity 

have been derived primarily from previous 

researches with some modifications. Brand 

awareness was measured with five items drawn from 

the works of Aaker [1] and Yoo et al. [36]. Measures 

for brand association were adopted from Aaker [1], 

Keller [19], and Pappu et al. [26], with six items. 

Borrowed from Yoo et al. [35] and Pappu et al. [26], 

five items were used in order to measure consumer’s 

overall loyalty to a certain brand. Perceived quality/ 

leadership were measured with seven items drawn 

from the works of Aaker [1] and Pappu et al. [26] 

(four items for perceived quality and three items for 

leadership). The overall brand equity scale has been 

mainly derived from the work of Aaker [1] and Yoo 

et al. which was measured with three items.  

 

Results: 

 

265 of all the collected questionnaires were valid 

and used in the final analysis. Totally, 105 

questionnaires were taken away as either they were 

incomplete or the respondent’s age was not in the 

target range of 15 to 45 years old. Structural equation 

modeling was used for confirmatory factor analysis 

and path analysis. We have used the two-stage 

method recommended by Anderson & Gerbruy.  In 

the first stage, the measurement model was analyzed 

so as to ensure the adequate reliability and validity of 

the constructs. In the second stage, the hypotheses 

related to the relationships between constructs were 

tested. Model fit criteria recommended by Hu and 

Bentler were used for both the measurement and the 

structural model: ( )/df, goodness of fit (GFI), 

adjusted goodness of fit (AGFI), comparative fit 

index (CFI), root mean square residual (RMR), and 

root mean square error of approximation (RMSEA). 

Acceptable models should have ( )/df ≤ 3, AGFI ≥ 

0.80, RMR ≤ 0.1, RMSEA ≤ 1.0, and GFI and CFI 

greater than 0.90. 

 

Demographic characteristics: 

 

Table 1 shows the respondents’ demographic 

characteristics. The distribution of demographic 

characteristics indicated that most of the respondents 

were young, educated and with high-incomes. 

Among the 265 respondents, 45 percentage were 

male (N=119) and 55 percent were female (N=146). 

Most of them were between 25 to 35 years old 

(n=138). 75 percent (n=199) had academic degree, 

and around 70 percent (n=212) had the family annual 

income of over 20,000 dollars per year almost 

indicating the fact that rich people are the main 

customers of foreign clothing brands in Iran. 45 

percent of the respondents selected Benetton, 32 

percent Mango, and 23 percent Geox as their brand 

of interest. 

  
Table 1: Demographic characteristics of respondents 

Items  Percentage 

Gender  

Male 45 

Female 55 

Age  

15-25 26 

25-35 52 

35-45 22 

Education  

Diploma 25 

Bachelor’s degree 55 

Master’s degree 18 

Ph.D. degree 2 

Income  

3,420$-6,840$ 5 

6,840$-10,260$ 10 

10,260$-17,160$ 15 

17,160$ - 20,580$ 40 

> 20,580$ 30 

Brands  

Benetton 45 

Mango 32 

Geox 23 
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Instrument Reliability and validity: 

 

In order to examine the internal consistency of 

the variables, construct reliability was assessed using 

two indices: Composite Reliability (CR) and 

Cronbach’s alpha coefficients. The estimated indexes 

were all higher than recommended thresholds of 0.6 

for CR and 0.70 for Cronbach’s alpha. As a result, all 

of the constructs were accepted, and totally 26 items 

were remained for the five constructs in the study. 

One of the statements related to the overall brand 

equity structure was taken away from the final 

indices due to a low item-total correlation. 

Convergent validity of the constructs was measured 

by the average variance extracted (AVE). The 

Average Variance Extracted (AVE) varies from 0.50 

to 0.74, so satisfying the criteria of 0.50. Table 2 

shows the CRs, Cronbach’s alpha coefficients, and 

AVEs for the constructs. All factor loadings are 

significant ranging from 0.52 to 0.85, satisfying the 

convergent validity criteria. Table 3 shows the factor 

loadings. In addition, the discriminant validity of the 

scales evaluated for all possible paired combinations 

of the constructs and all differences were 

significant, demonstrating good discriminant validity 

of all scales. Then, Confirmative Factor Analysis 

(CFA) with LISREL software was used for the 

measurement model. The goodness-of-fit statistics 

indicated that all criteria met the recommended 

values in the measurement model (( )/df = 2.75; 

GFI = 0.93; AGFI = 0.84; CFI = 0.90; RMR = 0.06, 

and RMSEA=0.0892). 

 
Table 2: CR and Cronbach’s alpha coefficients 

Construct CR α AVE 

Brand awareness 0.945 0.892 0.65 

Brand association 0.968 0.953 0.62 

Brand loyalty 0.865 0.750 0.50 

Perceived Quality/leadership 0.892 0.936 0.74 

Overall brand equity 0.894 0.842 0.61 

 

Table 3: Confirmatory factor analysis for the constructs 

Latent variables and observed indicators Standardized factor loading t-value 

Brand awareness   

BAW1 I have an opinion about X brand 0.54 7.24 

BAW2 Some characteristics of X come to my mind quickly 0.68 6.13 

BAW3 I know what X brand means 0.52 6.32 

BAW4 I can recognize X quickly among other competing brands 0.62 - 

BAW5 I am familiar with X brand 0.66 6.68 

Brand association   

BAS1 There are reasons to buy X brand over competitors 0.72 - 

BAS2 X has very unique brand image, compared to competing brands 0.71 7.72 

BAS3 I respect and admire people who wear X 0.72 8.63 

BAS4 I like the brand image of X 0.66 8.25 

BAS5 I like and trust the company, which makes X products 0.65 7.36 

BAS6 The organization associated with this brand has credibility 0.74 7.12 

Brand loyalty   

BL1 I consider myself to be loyal to X 0.61 10.12 

BL2 When buying general clothing, X would be my first choice 0.53 - 

BL3 I will keep on buying X as long as it provides me satisfied products 0.68 10.83 

BL4 I am still willing to buy X even if its price is a little higher than that of its 

competitors 

0.62 10.47 

BL5 I would love to recommend X to my friends 0.68 11.37 

Perceived quality/Leadership   

PQ1 X has consistent quality  0.74 11.28 

PQ2 I trust the quality of products from X 0.64 10.26 

PQ3 Products from X would be of very good quality 0.85 - 

PQ4 Products from X offer excellent features 0.62 8.61 

PL1 X is the leading brand in the market 0.64 7.29 

PL2 X is growing in popularity 0.58 6.89 

PL3 X is innovative, first with advances in product or services 0.56 9.75 

Overall brand equity   

OBE1 Even if another brand has the same features as X, I would prefer to buy X 0.72 - 
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OBE2 If another brand is not different from X in any way, it seems smarter to 

purchase 

0.64 11.79 

OBE3 X is more than a product to me 0.62 7.93 

Notes: X means the specific brand; – means the path parameter was set to 1, therefore, no t-value was given; all loadings are significant 

at 0.001 level 

 

Hypotheses testing: 

 

Structural Equation Modeling (SEM) has been 

developed so as to evaluate the statistical 

significance of the proposed relationships between 

brand equity and its dimensions. The results obtained 

from SEM are shown in figure 2. Brand awareness, 

brand association, brand loyalty and perceived 

quality/leadership have all been considered as 

exogenous variables, and brand equity as endogenous 

variable. Here, all the four exogenous variables are 

intercorrelated.

 

 

Brand awareness

Brand association

Brand loyalty

Perceived Quality/

Leadership

Overall Brand Equity 

H
1

H2

H3

H
4

0.49**
0.49**

0.53**
0.53**

0.51**
0.51**

0.16
0.16

(χ2)/df = 2.75 GFI = 0.93

AGFI = 0.84 CFI = 0.90

RMR = 0.06 RMSEA=0.0892

(χ2)/df = 2.75 GFI = 0.93

AGFI = 0.84 CFI = 0.90

RMR = 0.06 RMSEA=0.0892

 
 

Fig. 2: Relationships between all dimensions of brand equity 

 

All of the fit measures indicated that the 

structural model was relatively acceptable (( )/df = 

2.75 (p < 0.00); GFI = 0.93; AGFI = 0.84; CFI = 

0.90; RMR = 0.06, and RMSEA=0.0892).  

Regardless of the model’s general fit, the parameters 

of the model were tested to make a decision about 

the proposed relationships between endogenous and 

exogenous constructs [13]. Although it was assumed 

that the four constructs (brand awareness, brand 

association, brand loyalty and perceived 

quality/leadership) are antecedents of brand equity, 

the results obtained from the estimated model 

verified only three of the four hypotheses. The results 

show that H2, H3, and H4 were supported strongly, 

which indicated brand associations (β= 0.51, t = 

5.35), brand loyalty (β = 0.53, t = 5.42), and 

perceived quality/ leadership (β = 0.49, t = 3.86) 

affect brand equity in a positive and direct manner. It 

was determined that brand awareness (β = 0.16, t = 

0.84) had very low parameter estimation. So, it is 

concluded that brand awareness has no direct 

significant impact on brand equity (see Table 4).

 
Table 4: Summary of the hypotheses testing results 

Hypotheses Relationship Standardized 

coefficient 

t-value p-value Results 

H1 Brand awareness → brand equity 0.16 0.84 < 0.05 Unsupported 

H2 Brand association→ brand equity 0.51 5.35 ≤ 0.001 Supported 

H3 Brand loyalty→ brand equity 0.53 5.42 ≤ 0.001 Supported 

H4 Perceived Quality/leadership→ brand equity 0.49 3.86 ≤ 0.001 Supported 

Note: explained variance (R2) = 0.83 

 

Discussion And Conclusion: 

 

In a strong competition existing among many of 

active companies in fashion and general clothing 

market, brand is located in the center of business 

strategy. Firms seek to increase their profitability and 

achieve further customer’s loyalty by building a 

strong brand. The present study is aimed at 

evaluating the application of Aaker’s brand equity 

model and its four dimensions in the context of 

general clothing and fashion industry in Iran. It also 

provides an insight into measurement of brand equity 



12                   Amirhosein Pourhosseini et al, 2014 /Journal Of Applied Sciences Research 10(1), January, Pages: 6-13 

 

as well as a basic for future researches on branding in 

clothing industry. Findings indicate that the scales 

presented in this paper are valid and reliable for 

brand association, brand loyalty, perceived 

quality/leadership, and brand equity in general 

clothing industry. In addition to testing this 

constructs in general clothing market, assessment of 

the antecedents to brand awareness, brand 

association, brand loyalty, and perceived 

quality/leadership may act as a guide for those 

marketing manager that are seeking to improve their 

company’s brands.  

Although the findings do not support all of the 

dimensions of Aaker’s brand model thoroughly, we 

noticed that brand associations, brand loyalty, 

perceived quality/ leadership had a remarkable and 

meaningful effect on brand equity. Brand loyalty 

shows the strongest impact indicating the 

fundamental effect of brand loyalty in building brand 

equity in the Iranian general clothing market. 

Customer loyalty is considered as the basis of brand 

equity, as the value of a brand depends on the 

number of customers which are ready to pay the 

price set for that brand. This result verifies the 

findings obtained from some other researches such as 

those conducted by Tong and Hawley [32], Kim and 

Kim and Yoo et al. [35]. Also, brand association has 

a positive relationship with brand equity meaning 

that strong associations supporting a powerful and 

interesting competitive position may create a strong 

and desirable feeling about the brand and lead to a 

strong general clothing brand in Iran. Results of data 

analysis did not support and verify the positive and 

direct relationship between brand awareness and 

brand equity, indicating that having only a well-

known brand name is not a guarantee of a successful 

brand in the general clothing industry in Iran, as 

shown in some of the previous studies [30,32,35]. It 

should be noted that the correlations existing 

between brand awareness and brand association, (γ = 

0.592, t = 7.243) and brand loyalty, (γ = 0.658, t = 

6.521) and perceived quality/leadership (γ = 0.582, t 

= 5.296) are all significant and positive. Thus, brand 

awareness might affect brand equity by influencing 

brand association, brand loyalty and perceived 

quality/leadership first (see Table 5). 

 
 Table 5: Correlations among constructs 

  Constructs 

Constructs 
Brand awareness Brand association Brand loyalty Perceived Quality/leadership 

n t-value n t-value n t-value n t-value 

Brand awareness 1.000        

Brand association 0.592 7.243 1.000      

Brand loyalty 0.658 6.521 0.752 8.624 1.000    

Perceived Quality/leadership 0.582 5.296 0.651 6.582 0.627 7.054 1.000  

Note: All correlations are significant at 0.001 levels 

 

The present research may be also practically 

used by those practitioners that are interested in 

brand equity management. Firms are firstly 

recommended to regularly measure their brand 

equity. It makes them able to evaluate their 

marketing efforts.  

The second implication is making managers to 

focus their efforts primarily on brand loyalty and 

brand association or image, which are of much 

importance in the construct of brand equity.  

In the general clothing industry, which has a 

competitive market, creating a unique, desirable, and 

strong brand image is deemed to be the key to 

success as it provides customers with a reason to buy 

that brand. Then, corporations should make some 

efforts to maintain their customer loyalty and 

persuade their customers to re-buy their products or 

services [2,31]. Sponsoring sports events, advertising 

in several media, and promoting the prices are among 

the effective potential marketing strategy in building 

strong brand image as well as strong brand loyalty 

[2,20,35]. The present research also suggests that 

companies should manage all of the elements of 

brand equity in order to improve it. It also indicated 

that consumers assume an halo around the 

dimensions of brand equity, meaning that if 

consumers know that a brand have the best quality, 

also expect the brand to have unique, favorable, and 

strong image. The fourth implication is that brand 

and marketing managers should consider the 

reciprocal correlation between the four dimensions of 

brand equity, especially the relationship of brand 

awareness to brand association and brand loyalty. 

Managers should know that brand awareness serves 

as a basis for brand image and brand loyalty and high 

quality enables consumers to recognize the 

advantages and salience of the brand and leads to 

satisfaction and loyalty [2,25]. The fifth implication 

of the present research is that integrated marketing 

communications (IMC) with a united message is 

important to the development of brand equity. 

Promotion may be used in order to increase brand 

awareness, develop brand association, and improve 

brand loyalty and perceived quality/leadership.  
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