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Branding Strategies Effects in Enhancing SMEs
Performance in Saudi Arabia
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Abstract--- The purpose of this study is to investigate the relationship of brand experience and brand image to
SMEs performance through mediation of brand loyalty. The study is conceptualized in context of Saudi Arabia. The
study highlights the factors which compels customers to show loyalty towards SMEs and role of loyalty to enhance
firm’s performance. This study includes theoretical model to describe relationships in presentable way. In this study,
Discussion also being provided to explore relationships further and limitations of study also provided. Future

directions also provided for future studies to consider in another services context
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I. INTRODUCTION

Small-medium enterprises (SMESs) contribute majorly to economical and sociological growth as recognized by
(Gou, Tang, Su, & Katz, 2016) to the gross domestic product of a country™®: In Saudi Arabia, SMEs are the strength
of the economy as 99% of private sectors consists of SMEs which absorbs 70% of the workforce and there’s need to
focus on their commercialization and marketing aspects (AL-Kinani, 2019)®). Globally, the rate of SME failure is
very high and Saudi Arabia is facing the same issues according to Ajami (2015) who asserts that Saudi Arabian

private sector is not doing enough and more knowledge is required in brand building to be able to solve this issue®.

This paper therefore is seeking to ascertain the results of the different strategies of branding on the performance
of SMEs by looking at factors which are crucial for branding of SMEs. This study aims at discovering the attitude of
consumers towards SMEs’ brands to understand the branding strategy of successful SMEs as well as to understand
the different success factors which affect customer loyalty in SME brands. More precisely, this study addresses the
issues faced bySaudi ArabianSMEs. The outcome of this study will give an elaboration on the model to enhance
performance of SMEs. The study will also look at how consumers respond to successful SME brands and
understand the different success factors which influence customer loyalty in SME brands. It will also address the

issues faced by Saudi Arabian SMEs and examine the model that can enhance the performance of SMEs.

Branding is an integral part of SMEs as it can contribute to their overall success and this is seen by brands

competing on the basis of brands to be awarded as best brands (The BrandLaureate, 2015)®. One of the major
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challenges facing SMEs and start-up industries in Saudi Arabia is a lack of finances as most of them are unable to
enhance their performance resulting in shutting down their operation within the first three years (Al-Saidlani,
2019)®. A lack of finances means that SMEs are unable to invest in branding that will make them stand out. A study
by Mi and Baharun (2013) focuses on the need of branding for SME sector to use it as competitive tool to enhance
their performance®. Furthermore, the performance of SMEs has been an interesting area to explore by researchers
from decades (Bolton, 1971 ). Many scholars and economists have recognized the significance of customer loyalty
to brands in the achievement of SMEs. Datuk Dzulkifli Mahmud pointed out that SMEs with a robust brand are
more likely to achieve a competitive edge over large corporations (Bernama, 2013)®. However, this places small
brands at a disadvantage as they are unable to compete with large brands due to a small customer base and less
frequent purchases (Ehrenberg et al. 1990)). Frequent buyers would prefer to purchase from global brands rather
than from SMEs. This is commonly denoted as the double jeopardy phenomenon and contributes in lowering the

market share of SME brands.

This study will further analyze stimulus organism response model theory to establish the direct and indirect
stimulus through an integrated process and in this case, how customers behave towards SMEs that have established
their brands. It will look at how a good image of brand and brand experience increases loyalty of brand which as a
result increases brand performance. It’s important to therefore establish how SMEs can reap benefits from branding

strategies since their success directly correlates to the growth of the country’s GDP.

Il. LITERATURE REVIEW
2.1 Small Medium Enterprises (SMES)

There are many ways that can be used to identify an SME including the size of the enterprise, the number of
staff, the total capital investment, etc. Countries have a system of identifying SMEs centered on the number of staffs
or the total yearly income. (SME Corp, 2013)“?. However, the identification of SMEs cannot be done accurately
based on a comparison of the firms’ size (Hill, 2001 a)™. According to Mendham and Bannok (1982), factors such
as the business objectives, style of management and marketing strategy should also be considered®?. Most studies
conducted on SME branding concentrated on the effect of internal branding on the company’s performance
(Agostini, Filippini, &Nosella, 2014(13); Asamoah, 2014 (14);Reijonen et al., 2012 (15); Berthon et al., 2008 (16);
Krake, 2005)*"). According to a study conducted by Merrilees, Rundle-Thiele, and Lye (2011), the competence of
firms in creating brands had an important effect on the SMEs performance in Australia®®. Similarly, Reijnonen,
Laukkanen, Komppula, and Tuominen (2012) have determined one of the major factors that affect the businesses’
profits is brand orientation®®. In addition to this, it was determined that the majority of studies conducted on this
topic brought forward the perspectives of only the managers and owners and not much focused on customers
(Eggers, O’Dwyer, Kraus, Vallaster, &Guldenberg, 2013%?; Merrilees, Rundle-Thiele, & Lye, 2011®; Reijnonen
et al., 2012%; Wong &Merrilees, 2008)). According to Centeno, Hart, and Dinnie (2013)??, the opinion of clients
is of utmost importance as well due to the external nature of branding as well as the fact that a brands profitability is
determined by the number of frequent purchases of the product (Aaker, 1996)®. This indicates that for a brand to

witness success, it has to have a strong internal structure which ultimately leads to frequent purchases by customers.
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The core to a brands performance can be determined through a measure of brand loyalty (Aaker, 1996%%;
Chaudhuri & Holbrook, 2001?”; Russell-Bennett, McColl-Kennedy, &Coote, 2007%®:Sahin, Zehir, &Kitapci, 2011’
@9 Brand loyalty can be achievedby using two methods. The composite approach regards brand loyalty to be a
composition of both the attitude and behavior of consumers. (e.g., Brakus, Schmitt, &Zarantonello, 2009%7; Ha,
John, Janda, &Muthaly, 2011)®Y The second approach views both aspects on separate basis. (e.g., Chaudhuri &
Holbrook, 2001¢®?:Kuikka& Laukkanen, 2012%% Lin, 2010)®? From an analysis of marketing literature, it can be
determined that both the attitudes and behavior of the customers have different impacts on brand loyalty. While
attitudinal loyalty denotes to the preference of a buyer to pay more for a certain brand and expansion through
referrals, but behavioral loyalty aims to have a direct impact on market share and profits of the product (Rauyruen et
al., 2009®; Sethuraman&Gielens, 2014)®®). This study is centers on determining the results of both factors on

SMEs in the restaurant industry and the effect that this has SME performance.

Moreover, there is a need to determine which factors increase customer loyalty (Agostini et al., 2014; Ng & Kee,
2012)®". Many SMEs are encouraged to take the opportunity and study the success factors behind successful SME
brands (SME Masterplan, 2013)®®. Factors that affect consumer loyalty include perceived value, perceived quality,
and commitment satisfaction, (Belaid&Behi, 2011%9; Walter et al., 2013)“?. However, these factors were identified
based on global brands and there has been limited information regarding the factors that affect SME brands. Several
authors have determined the need for separate studies to be conducted on SMEs due to the separate nature of the
businesses (Agostini et al., 2014“Y; Ng & Kee, 2012“?; Spence &Essousi, 2010)“?. Berthon et al. (2008) shed light
on the different management practices of SMEs and global companies“?. Similarly, Mi and Baharun (2013)have
indicated the different issues in branding that affect global brands and SMEs“. According to many different
studies, the performance of the brand differs amongst global brands and SMEs. For instance, Caloghirou,
Protogerou, Spanos, and Papagiannakis (2004) have determined that large enterprises use financial assets to boost
their performance, while SMEs increase their performance through the effective utilization of human resources“®.
In a separate study, Saini et al. (2013) found that different factors affect the success of large firms and SMEs“".
Subsequently, it can be deduced that the factors affecting customer loyalty will differ as well amongst large firms
and SMEs. This is the same asRauyruen et al. (2009), who claimed that different factors affect consumer loyalty
between global firms and SMEs“®. This urge the need for a conceptual study to validate this research. Whereas,
branding perspective is an important factor to determine the SME performance (Berger, 2016)“". Therefore, this

study focuses on branding strategies to ensure their influence on SMEs performance.

2.2 Overview of Loyalty of Brand

Brand insistence is the first terminology of loyalty of brand introduced by Copeland (1923)®?. It is used to refer
to a customer who is decisive in buying a certain product and would only look for an alternative where there is no
other option available. Subsequently, much of marketing literature is based on brand loyalty (e.g., Brown, 19526Y:

Cunningham, 1956) and it has been the center of much research for nine decades®?.

Literature indicates that there are three different methods to define brand loyalty. This includes the attitude-based

approach, the action-based approach, and the composite approach (Chaudhuri & Holbrook, 2001¢%; Day, 1969®;
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Dick &Basu, 1994®°; Jacoby &Kyner, 1973)®%. Attitudinal loyalty refers to the psychological and inner feeling of a
consumer, such as preference, emotion, and commitment to a specific brand in the hope to engage continued buying
without showing the actual purchase action (Baldinger&Rubinson, 1996®"; Chaudhuri & Holbrook, 2001)®®. The
attitude-based method focuses on factors which influence customers’ purchase behavior (Bennett & Bove, 2002)%.
Preference, commitment, word of mouth endorsement, and customer enthusiasm to pay a much higher price are the
common methods used to measure attitudinal loyalty (e.g., Chaudhuri & Holbrook, 2001®?; Fullerton, 2003®Y; Lin,
20102 Zeithaml, Berry, & Parasuraman, 1996 (%%); Zhang &Bloemer, 2008)®.

Action loyalty refers to the actual purchases made by the consumer. It is measured through the percentage of
repurchases made by a consumer (Cunningham, 1956®®; Farley, 1964®®: McConnell, 1968)¢". While the attitude
model regards consumer purchases to be as result of a thoughtful process, the action based model claims that
customers buy on the spot rather than through pre-planning (Bennet & Bove, 2002)®®. Meanwhile, determination to
repurchase and level of expenditure are common indicators of behavioral loyalty (Bennet & Bove, 2002®; Pan,
Sheng, &Xie, 20127?; Zeithaml et al., 1996). A meta-analysis by Curtis, Abratt, Rhoades, and Dion (2011)

("2when a customer had an intent to purchase, they were more likely to make the actual purchase.

Lastly, the composite model consists of both behavioral and attitudinal loyalty. This model links brand loyalty
with both attitudinal and behavioral factors. The difference between behavioral and attitudinal loyalty is that
attitudinal loyalty occurs before the actual purchase which leads to the discovery of factors influencing loyalty
formation. However, the behavioral concept claims that there is no prior planning to a consumer purchase. However,
by taking any one individual aspect to measure brand loyalty would not bring about accurate results (e.g., Day,
1969: Dick &Basu, 19947;Mellens, Dekimpe, & Steenkamp, 1996>); Pan et al., 2012)""®.

The attitude-based approach disregards the actual purchase and only focuses on the intention to purchase.
(Mellens, Dekimpe, & Steenkamp, 1996)""” On the other hand, behavioral loyalty is unable to identify the factors
which ultimately blead to a purchase. This means that there would be no difference between a purchase and a
repurchase (Day, 1969; Dick &Basu, 19947®:Mellens et al., 1996)"%. While customers may be inclined to
repurchase, they are also affected by competitors and advertisements. (Baldinger&Rubinson, 1996)©”. Therefore,
loyalty comprises of both attitudinal and behavioral dimensions (Day, 1969®; Oliver, 1999)®?. This study
acknowledges the importance of measuring both dimensions because attitudinal loyalty alone does not guarantee to
increase profits for a firm in which repurchase action is needed (Chaudhuri & Holbrook, 2001®¥;Rauyruen et al.,
2009®%:Sethuraman&Gielens, 2014)®. There are two techniques to investigate brand loyalty. The composite
approach regards brand loyalty as a composition of both the attitudinal and behavioral factors (e.g., Brakus, Schmitt,
&Zarantonello, 2009®®; Erdogmus&Budeyri-Turan, 2012)®”. The second approach involves measuring attitudes of
loyalty and behaviors of loyalty separately (e.g., Chaudhuri & Holbrook, 2001; Kuikka& Laukkanen, 2012¢®; Lin,
2010 Rauyruen et al., 2009)©?.

According to marketing literature, both factors affect consumer brand loyalty separately. Attitudinal loyalty is
connected to the readiness of a customer to pay extra for a brand compared to the alternative, while behavioral

loyalty focuses on increasing the profits and the market share of the brand (Chaudhuri & Holbrook, 2001¢Y;
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Rauyruen et al., 2009°?; Sethuraman&Gielens, 2014)®® . This study focuses on composite approach for

measurement of loyalty of brand.

2.3 Brand Image (BI)

Brand image is described as “the perceptions and beliefs held by consumers, as reflected in the associations held
in consumer memory” (Kotler, Keller, Brady, Goodman, & Hansen, 2009)®* Brand image is a meaning connected
by customers with the brand “perceptions about a brand as reflected by the brand associations held in consumer
memory.” This is a synopsis of the things that clients associate with the brands which lead towards association and
perception of brand. Hsieh, Pan, and Setiono (2004) consumers can determine their brands satisfaction through an
understanding of the brand image®. Furthermore, brand image influences the way customers collect data,
differentiate brands, build optimistic feelings, and form a need to purchase (David, 1991)®®. The image of brand
comprises of the way the customer feels about that brand (Faircloth, 2005), it differs between various brands
(Faircloth, 2005)®". Furthermore, brand image helps drive consumers to purchase products that will help strengthen
their perception of themselves (Tepeci, 1999)®®). Attractive brand images can lure customers to the purchase of the
brand. Park, Jaworski, and Maclnnis (1986) argued that companies that possess the ability to attract customers
towards a brand image and then strengthen the image in the customers’ minds will achieve higher profitability®®. As
a result, companies can increase their competitive advantage as well as provide more value in a brand
(Boush&Loken, 19911%; Keller, 1993)“%Y. Besides, according to Rooney (1995), brand loyalty can be created by
introducing a strong image of the brand to the client. Brand image is used to develop and identify aspects that have a
strong effect on the consumer and strengthen them through business marketing®*?. Brand image was beginning to

gain recognition due to research that indicated the positive memory that the customer associated with certain brands.

A qualitative research by Xing-wen and Zhang (2008) asserts that loyalty is directly influenced by brand

image®. Tu et al. (2012) observed the connection between corporate brand image and consumer loyalty amongst

n%_ Al-Azzam and Salleh (2012) pointed out that a progressive correlation

(105)

customers who visit Starbucks in Taiwa
existed between image of brand and loyalty of brand based on a study conducted on the tourism industry
However, Roy and Chakraborti (2015) conducted a study amongst users of mobile phones in India and established
that there was no direct correlation between the image of the brand and customer loyalty®®®- Hsiang et al. (2011)
examined the correlation between variations of images of brand and brand equity scopes (brand loyalty) in
Taiwan®"" This indicated that brands with a strong influence and a positive image had less brand loyalty. Wu et al.
(2011) here exists an indirect correlation between image of brand and loyalty of brand (**®). The study among clients
of medical cover in Taiwan showed both loyalty of brand and image of the brand are determined by the customer
satisfaction level. On the other hand, the structural path coefficients between customer loyalty and image of brand
bore no much consequence. Lai et al. (2009) discovered that image of the brand did not affect brand loyalty amongst
users of Chinese mobile phones®®. Sang (2009), scrutinized the between brand image and brand loyalty amongst
clients of spontaneousrestaurant chains diners in the United States and found that there was no positive relationship
between the two™®" Similarly, Chen and Myagmarsuren (2011) observed the same effect amongst users of

telecommunication services in Taiwan®"
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2.4 Brand Experience (BE)

Brand experience is used for building, generating, and upholding a correlation between customers and the brand
and is one of the factors that affect loyalty of brand (Sahin et al., 2011)*'?. Brand experience has been closely
observed recently (Alamanos, Brakus, & Dennis, 2015™%;Brakus et al., 2009®*; Humphrey Jr, Laverie, &
Rinaldo, 2015)%9),

Marketing experts need to recognize the influence of experience of brand and its capability to influence
marketing strategies. Brand experience is created through customer word-of-mouth and the customer sharing their

experiences on different occasions. (Muk, Chung, & Kim, 2015)®©.

Experiences of Brand is well-defined as a “subjective, internal (sensations, feelings, and cognitions) and
behavioral responses evoked by brand-related stimuli that are part of a brand design and identity, packaging,
communications, and environments” (Brakus et al., 2009, p. 53)*'"). The interface between the customer, the brand
and the company can be denoted as brand experience (Schmitt et al., 2009)™®. Furthermore, Alloza (2008) defined
brand experience as the way the customer perceives and establishes a connection with the brand at any specific
time'®. Brakus et al. (2009) indicated of the existence of four aspects of experiences of brand #?%. These include
affective, sensory, behavioral, and intellectual dimensions. According to Zarantonello and Schmitt (2010), a sensory
dimension is “visual, gustative, auditory, olfactory, and tactile stimulations provided by a brand” (p. 533)*?). The
affective aspect refers to the effect that the brand has on consumer feelings and emotions. Furthermore, it is stated
that the affective dimension include brands that have the ability to establish a connection with the customers

emotionally.

The third dimension is intellectual; it refers to brands that make use of different techniques to stimulate the
thought process in the consumer as well as develop curiosity. The last dimension is behavioral, which refers to the

actions that the consumers take when they are introduced to a brand (Zarantonello& Schmitt, 2010)*?2.

Literature has indicated a positive connection between experience of brand and loyalty of brand (Alamanos et
al., 2015%; |glesias et al., 2011#*;Muk et al., 2015"?:Sahin et al., 2011"?®:Ueacharoenkit& Cohen, 2011)®",
Biedenbach and Marell (2009) indicated that consumer experience was more dominant on affecting brand loyalty in
the B2B service industry®?®. They pointed out the need to apply this model in the B2C context testing the model on
tangible goods in B2C markets. Shim (2012) also pointed out that image of the brand has a direct effect on consumer
experience®®. The literature indicates that there is a potential correlation between experience of the brand and
loyalty of the brand with local automobile brands in Malaysia. Thus, brand experience is an essential component of
this research. Loyalty of brand is directly influenced by the type of experience that the consumer has with the brand
and can potentially affect brand satisfaction and consumers confidence in the brand. Prior research has indicated that
the consumers experience with a product is related to the level of loyalty of brand of that consumer (Brakus et al.,
2009™?; Sahin et al., 2011)™*) Nevertheless, other research has indicated otherwise (Forsido, 2012(*2:Nysveen et
al., 2013). It shows the limited studies that have explored the effects of experience of brand and loyalty of brand

amongst consumers of automobile brands.
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I11.DISCUSSION, LIMITATIONS AND FUTURE RESEARCH

3.1 Theoretical Framework

Independent Variable Mediator Dependent Variable

Brand Experience

N . SME
Brand Loyalty ¥ Performance

Brand Image

Figure showing the relationship between variables (independent and dependent and mediator

The theoretical framework of study examines the relationship of branding strategies to SMEs Performance.
Study in hand incorporates experience of brand and image of brand as independent variable, loyalty of brand as
mediator and SME performance as dependent variable. The relationships of variables are shown in framework above
indicating that brand loyalty only comes after the SMEs have a good brand experience and brand image which will

result in an increase in the SME performance.

3.2 Underpinning Theory

The framework is centered on theory of stimulus organism response model. The theory explains the direct and
indirect effects of stimulus on response through an integrated process (Russell & Mehrabian, 1977)®. This theory
is well recognized to explain customers behavior towards SMEs (Algharabat, 2007) and in this instance, the
stimulus is the experience of the brand and brand image ®*¥ . Stimulus organism theory states that stimuli can be
anything which causes responses through a process. In context of management sciences, stimulus are the factor
which trigger customers to perform any task (Sherman, Mathur, & Smith, 1997)®. These stimuli process can be
psychological or intentions of customers (Changa, Eckmanb, & Yanb, 2011)®® This study incorporates brand
loyalty as a process. The response is defined as outcomes of process (Jacoby, 2002) leading to higher brand

performance **")

Brand experience and brand image not only help the brands to attain loyalty of customers but also helps SMEs to
improve their performances. Therefore, organizations are encouraged to put their efforts to design branding
strategies to reach optimum performance. The model demonstrated in this study is supported by earlier studies and
provides deep insights for future researches. This study focuses on image of the brand and experiences of the brand
image only to generate loyalty of customers’ which is a limitation since branding strategies are so many. Future
studies can also consider other branding strategies too. Moreover, this study focus is SMEs in Saudi Arabia context;

future studies can consider this research for SMEs in different contextual environments.

DOI: 10.37200/1JPR/V2413/PR200828
Received: 12 Jan 2020 | Revised: 30 Jan 2020 | Accepted: 02 Feb 2020 735



International Journal of Psychosocial Rehabilitation, Vol. 24, Issue 03, 2020
ISSN: 1475-7192

References
[1] Guo, H., Tang, J., Su, Z., & Katz, J. A. (2017). Opportunity recognition and SME performance: The
mediating effect of business model innovation. R&D Management, 47(3), 431-442.
[2] AL-Kinani, M. (2019). SMEs comprise ‘99% of Saudi private sector. Retrieved from
https://www.arabnews.com/node/1444706/saudi-arabia
[31  Ajami, N. (2015). 6 challenges facing Saudi entrepreneurs [Opinion]. Wamda.
[4] The BrandLaureate. (2014). The Brand Laureate: SMEs bestbrands awards.
[5] Al-Saidlani, A. (2019). Crowd funding: A new way of closing the financing gap for SMEs and
entrepreneurs in Saudi Arabia. Arab News.
[6] Mi, T. J., &Baharun, R. (2013). Introduction to SMEs in Malaysia: Growth potential and branding strategy.
Proceedings of 3rd Asia-Pacific Business Research Conference, Kuala Lumpur, Malaysia.
[7] Bolton Committee Report. (1971). Report of the Commission of Inquiry on Small Firms. London: HMSO.
[8] Bernama News. Retrieved from http://blis2.bernama.com.eserv.uum.edu.my Bernama. (2010, October 6).
Only five pct of local SMEs have a strong brand.
[9] Ehrenberg, A. S. C., Goodhardt, G. J., & Barwise, T. P. (1990). Double jeopardy revisited. Journal of
Marketing, 54(3), 82-91.
[10] SME Corp. (2013). SME Annual Report 2012/13: Embracing changes.
[11] Hill, J. (2001). A multidimensional study of the key determinants of effective SME marketing activity: Part
1. International Journal of Entrepreneurial Behavior and Research, 7(5), 171-204.
[12] Mendham S., Bannock G. (1982), "Small business and economic change". Paper presented at the
International Congress on Small Business, October, Malaga, Spain.
[13] Agostini, L., Filippini, R., &Nosella, A. (2014). Corporate and product brands: Do they improve SMESs'
performance? Measuring Business Excellence, 18(1), 78- 91.
[14]  Asamoah, E. S. (2014). Customer based brand equity (CBBE) and the competitive performance of SMEs in
Ghana. Journal of Small Business and Enterprise Development, 21(1), 117-131.
[15] Reijonen, H. (2010). Do all SMEs practice same kind of marketing? Journal of Small Business and
Enterprise Development, 17(2), 279-293.
[16] Berthon, P., Ewing, M. T., & Napoli, J. (2008). Brand management in small and medium-sized enterprises.
Journal of Small Business Management, 46(1), 27- 45.
[17] Krake, F. B. G. J. M. (2005). Successful brand management in SMEs: A new theory and practical hints.
Journal of Product and Brand Management, 14(4), 228- 238.
[18] Merrilees, Bill & Rundle-Thiele, Sharyn & Lye, Ashley. (2011). Marketing Capabilities: Antecedents and
Implications for B2B SME Performance. Industrial Marketing Management. 40. 368-375.
[19] Reijonen, Helen & Laukkanen, Tommi&Komppula, Raija& Tuominen, Sasu. (2012). Are Growing SMEs
More Market-Oriented and Brand-Oriented?. Journal of Small Business Management. 50.
[20] Eggers, F., O’Dwyer, M., Kraus, S., Vallaster, C., &Guldenberg, S. (2013). The impact of brand authenticity
on brand trust and SME growth: A CEO perspective. Journal of World Business, 48, 340-348.
[21] Merrilees, Bill & Rundle-Thiele, Sharyn & Lye, Ashley. (2011). Marketing Capabilities: Antecedents and
Implications for B2B SME Performance. Industrial Marketing Management. 40. 368-375.
[22] Reijonen, Helen & Laukkanen, Tommi&Komppula, Raija& Tuominen, Sasu. (2012). Are Growing SMEs
More Market-Oriented and Brand-Oriented?. Journal of Small Business Management. 50.
[23] Wong, H. Y., &Merrilees, B. (2005). A brand orientation typology for SME: A case research approach.
Journal of Product and Brand Management, 14(3), 155- 162.
[24] Centeno, E., Hart, S., &Dinnie, K. (2013). The five phases of SME-brand building. Journal of Brand
Management, 20(6), 445-457.
[25]  Aaker, D. A. (1996). Building a strong brand. New York: Free Press.
[26]  Aaker, D. A. (1996). Building a strong brand. New York: Free Press.
[27] Chaudhuri, A., & Holbrook, M. B. (2001). The chain of effect from brand trust and brand affect to brand
performance: The role of brand loyalty. Journal of Marketing, 65, 81-93.
[28] Russell-Bennett, R., McColl-Kennedy, J. R., &Coote, L. V. (2007). Involvement, satisfaction, and brand
loyalty in a small business services setting. Journal of Business Research, 60, 1253-1260.
[29] Sahin, A., Zehir, C., &Kitapci, H. (2011). The effects of brand experiences, trust, and satisfaction on

building brand loyalty: An empirical research on global brands. Procedia. Social and Behavioral Sciences,
24, 1288-1301.

DOI: 10.37200/1JPR/V2413/PR200828
Received: 12 Jan 2020 | Revised: 30 Jan 2020 | Accepted: 02 Feb 2020 736



International Journal of Psychosocial Rehabilitation, Vol. 24, Issue 03, 2020
ISSN: 1475-7192

[30]
[31]
[32]
[33]
[34]
[35]
[36]
[37]
[38]

[39]

[40]

[41]
[42]
[43]
[44]
[45]
[46]

[47]

(48]
[49]
[50]

[51]
[52]

[53]

[54]

[58]

Brakus, J. J., Schmitt, B. H., Zarantonello, L. (2009). Brand experience: What is it? How is it measured?
Does it affect loyalty? Journal of Marketing, 73, 52-68.

Ha, H., John, J., Janda, S., &Muthaly, S. (2011). The effects of advertising spending on brand loyalty in
services. European Journal of Marketing, 45(4), 673-691.

Chaudhuri, A., & Holbrook, M. B. (2001). The chain of effect from brand trust and brand affect to brand
performance: The role of brand loyalty. Journal of Marketing, 65, 81-93.

Kuikka, A., & Laukkanen, T. (2012). Brand loyalty and the role of hedonic value. Journal of Product and
Brand Management, 21(7), 529-537.

Lin, L. (2010). The relationship of consumer personality trait, brand personality and brand loyalty: An
empirical study of toys and video games buyers. Journal of Product and Brand Management, 19(1), 4-17.
Rauyruen, P., Miller, K. E., &Groth, M. (2009). B2B services: Linking service loyalty and brand equity.
Journal of Service Marketing, 23(3), 175-186.

Sethuraman, R., &Gielens, K. (2014). Determinants of store brand share. Journal of Retailing, 90(2), 141-
153.

Agostini, L., Filippini, R., &Nosella, A. (2014). Corporate and product brands: Do they improve SMEs'
performance? Measuring Business Excellence, 18(1), 78- 91.

SME Masterplan. (2012). SME Masterplan 2012-2020: Catalyzing growth andincome. Retrieved from
http://www.smecorp.gov.my

Belaid, S., &Behi, A. T. (2011). The role of attachment in building consumer-brand relationships: An
empirical investigation in the utilitarian consumption context. Journal of Product and Brand Management,
20(1), 37-47.

Walter, N., Cleff, T., & Chu, G. (2013). Brand experience’s influence on customer satisfaction and loyalty:
A mirage in marketing research? International Journal or Management Research and Business Strategy,
2(1), 130-144.

Agostini, L., Filippini, R., &Nosella, A. (2014). Corporate and product brands: Do they improve SMEs'
performance? Measuring Business Excellence, 18(1), 78- 91.

Ng, H. S., & Kee, D. M. H. (2012). Development of intangible factors for SME success in a developing
country. International Journal of Academic Research in Business and Social Sciences, 2(12), 198-213.
Spence, M. &Essoussi, L. H. (2010). SME brand building and management: An exploratory study.
European Journal of Marketing, 44 (7/8), 1037-1054.

Berthon, P., Ewing, M. T., & Napoli, J. (2008). Brand management in small and medium-sized enterprises.
Journal of Small Business Management, 46(1), 27- 45.

Mi, T. J., &Baharun, R. (2013). Introduction to SMEs in Malaysia: Growth potential and branding strategy.
Proceedings of 3rd Asia-Pacific Business Research Conference, Kuala Lumpur, Malaysia.

Caloghirou, Y., Protogerou, A., Spanos, Y., &Papagiannakis, L. (2004). Industry versus firm specific effects
on performance: Contrasting SMEs and large sized firms. European Management Journal, 22(2), 231-243.
Saini, S. Nigam, S., &Misra, S. C. (2013). Identifying success factors for implementations of ERP at Indian
SMEs: A comparative study with Indian large organizations and the global trend. Journal of Modelling in
Management, 8(1), 103-122.

Rauyruen, P., Miller, K. E., &Groth, M. (2009). B2B services: Linking service loyalty and brand equity.
Journal of Service Marketing, 23(3), 175-186.

Berger, P. (2017). An Exploration of Customer-Based Brand Equity in Industrial Markets (Doctoral
dissertation, University of Gloucestershire).

Copeland, M. T. (1923). Relation of consumers’ buying habits to marketing methods. Harvard Business
Review, 1, 282-289.

Brown, G.H. (1952). Brand loyalty — fact or fiction. Advertising Age, 23: 53-55.

Cunningham, R. M. (1956). Brand loyalty: What, where, how much? Harvard Business Review, 34, 116-
128.

Chaudhuri, A., & Holbrook, M. B. (2001). The chain of effect from brand trust and brand affect to brand
performance: The role of brand loyalty. Journal of Marketing, 65, 81-93.

Day, G. S. (1969). A two-dimensional concept of brand loyalty. Journal of Advertising Research, 9(3), 29-
35.57. Baldinger, A. L., &Rubinson, J. (1996). Brand loyalty: The link between attitude and behavior.
Journal of Advertising Research, 36(6), 22-34.

Dick, A. S., &Basu, K. (1994). Customer loyalty: Toward an integrated conceptual framework. Journal of
the Academy of Marketing Science, 22(2), 99-113.

DOI: 10.37200/1JPR/V2413/PR200828
Received: 12 Jan 2020 | Revised: 30 Jan 2020 | Accepted: 02 Feb 2020 737



International Journal of Psychosocial Rehabilitation, Vol. 24, Issue 03, 2020
ISSN: 1475-7192

[56]
[57]
[58]
[59]

[60]
[61]

[62]
[63]
[64]
[65]
[66]
[67]
[68]
[69]
[70]
[71]
[72]
[73]
[74]
[78]
[76]
[77]
[78]
[79]
(80]
(81]

(82]
(83]

(84]

Jacoby, J., &Kyner, D. B. (1973). Brand loyalty versus repeat purchasing behavior. Journal of Marketing
Research, 10(1), 1-9.

Chaudhuri, A., & Holbrook, M. B. (2001). The chain of effect from brand trust and brand affect to brand
performance: The role of brand loyalty. Journal of Marketing, 65, 81-93.

Bennett, R., & Bove, L. (2002). Identifying the key issues for measuring loyalty. Australasian Journal of
Market Research, 9(2), 27-44.

Chaudhuri, A., & Holbrook, M. B. (2001). The chain of effect from brand trust and brand affect to brand
performance: The role of brand loyalty. Journal of Marketing, 65, 81-93.

Fullerton, G. (2003). When does commitment lead to loyalty? Journal of Service Research, 5(4), 333-344.
Lin, L. (2010). The relationship of consumer personality trait, brand personality and brand loyalty: An
empirical study of toys and video games buyers. Journal of Product and Brand Management, 19(1), 4-17.
Zeithaml, V. A., Berry, L. L., & Parasuraman, A. (1996). The behavioral consequences of service quality.
Journal of Marketing, 60(2), 31-46.

Zhang, J., &Bloemer, J. M. M. (2008). The impact of value congruence on consumer service brand
relationships. Journal of Service Research, 11(2), 161-178.

Cunningham, R. M. (1956). Brand loyalty: What, where, how much? Harvard Business Review, 34, 116-
128.

Curtis, T., Abratt, R., Rhoades, D., & Dion, P. (2011). Customer loyalty, repurchase, and satisfaction: A
meta-analytical review. Journal of Consumer Satisfaction, Dissatisfaction, and Complaining Behavior, 24,
1-26.

Farley, J. U. (1964). Why does brand loyalty vary over products? Journal of Marketing Research, 9-14.
McConnell, J. D. (1968). The development of brand loyalty: An experimental study. Journal of Marketing
Research, 5, 13-19.

Bennett, R., & Bove, L. (2002). Identifying the key issues for measuring loyalty. Australasian Journal of
Market Research, 9(2), 27-44.

Bennett, R., & Bove, L. (2002). Identifying the key issues for measuring loyalty. Australasian Journal of
Market Research, 9(2), 27-44.

Pan, Y., Sheng, S., &Xie, F. T. (2012). Antecedents of customer loyalty: An empirical synthesis and
reexamination. Journal of Retailing and Consumer Services, 19, 150-158.

Zeithaml, V. A., Berry, L. L., & Parasuraman, A. (1996). The behavioral consequences of service quality.
Journal of Marketing, 60(2), 31-46.

Curtis, T., Abratt, R., Rhoades, D. L., & Dion, P. (2011). Customer Loyalty, Repurchase and Satisfaction: A
Meta-Analytical Review. Journal of Consumer Satisfaction, Dissatisfaction and Complaining Behavior, 24.
Day, G. S. (1969). A two-dimensional concept of brand loyalty. Journal of Advertising Research, 9(3), 29-
35.

Dick, A. S., &Basu, K. (1994). Customer loyalty: Toward an integrated conceptual framework. Journal of
the Academy of Marketing Science, 22(2), 99-113.

Mellens, M., Dekimpe, M. G., & Steenkamp, J. E. M. (1996). A review of brand loyalty measures in
marketing. Tijdschriftvoor Economieen Management, 41, 507-533.

Pan, Y., Sheng, S., &Xie, F. T. (2012). Antecedents of customer loyalty: An empirical synthesis and
reexamination. Journal of Retailing and Consumer Services, 19, 150-158.

Mellens, M., Dekimpe, M. G., & Steenkamp, J. E. M. (1996). A review of brand loyalty measures in
marketing. Tijdschriftvoor Economieen Management, 41, 507-533.

Day, G. S. (1969). A two-dimensional concept of brand loyalty. Journal of Advertising Research, 9(3), 29-
35.

Mellens, M., Dekimpe, M. G., & Steenkamp, J. E. M. (1996). A review of brand loyalty measures in
marketing. Tijdschriftvoor Economieen Management, 41, 507-533.

Baldinger, A. L., &Rubinson, J. (1996). Brand loyalty: The link between attitude and behavior. Journal of
Advertising Research, 36(6), 22-34.

Day, G. S. (1969). A two-dimensional concept of brand loyalty. Journal of Advertising Research, 9(3), 29-
35.

Oliver, R. L. (1999). Whence consumer loyalty? Journal of Marketing, 63, 33-44.

Chaudhuri, A., & Holbrook, M. B. (2001). The chain of effect from brand trust and brand affect to brand
performance: The role of brand loyalty. Journal of Marketing, 65, 81-93.

Rauyruen, P., Miller, K. E., &Groth, M. (2009). B2B services: Linking service loyalty and brand equity.
Journal of Service Marketing, 23(3), 175-186.

DOI: 10.37200/1JPR/V2413/PR200828
Received: 12 Jan 2020 | Revised: 30 Jan 2020 | Accepted: 02 Feb 2020 738



International Journal of Psychosocial Rehabilitation, Vol. 24, Issue 03, 2020
ISSN: 1475-7192

(85]
(86]
[87]
(88]
(89]
[90]
[91]
[92]
(93]
[94]
[95]
[96]

[97]
[98]

[99]
[100]
[101]
[102]
[103]

[104]

[105]

[106]
[107]
[108]

[109]

[110]

[111]

Sethuraman, R., &Gielens, K. (2014). Determinants of store brand share. Journal of Retailing, 90(2), 141-
153

Sherman, E., Mathur, A., & Smith, R. B. (1997). Store environment and consumer purchase behavior:
Mediating role of consumer emotions. Psychology and Marketing, 14(4), 361-378.

Brakus, J. J., Schmitt, B. H., Zarantonello, L. (2009). Brand experience: What is it? How is it measured?
Does it affect loyalty? Journal of Marketing, 73, 52-68.

Erdogmus, 1., &Budeyri-Turan, 1. (2012). The role of personality congruence, perceived quality, and
prestige on ready-to-wear brand loyalty. Journal of Fashion Marketing and Management, 16(4), 399-417.
Chaudhuri, A., & Holbrook, M. B. (2001). The chain of effect from brand trust and brand affect to brand
performance: The role of brand loyalty. Journal of Marketing, 65, 81-93.

Lin, L. (2010). The relationship of consumer personality trait, brand personality and brand loyalty: An
empirical study of toys and video games buyers. Journal of Product and Brand Management, 19(1), 4-17.
Rauyruen, P., Miller, K. E., &Groth, M. (2009). B2B services: Linking service loyalty and brand equity.
Journal of Service Marketing, 23(3), 175-186.

Chaudhuri, A., & Holbrook, M. B. (2001). The chain of effect from brand trust and brand affect to brand
performance: The role of brand loyalty. Journal of Marketing, 65, 81-93.

Rauyruen, P., Miller, K. E., &Groth, M. (2009). B2B services: Linking service loyalty and brand equity.
Journal of Service Marketing, 23(3), 175-186.

Sethuraman, R., &Gielens, K. (2014). Determinants of store brand share. Journal of Retailing, 90(2), 141-
153

Kotler, Keller, K., Brady, M., Goodman, M., & Hansen, T. (2009). Marketing management: first European
edition: Pearson.

Hsieh, Pan, S.-L., &Setiono, R. (2004). Product-, corporate-, and country-image dimensions and purchase
behavior: a multicountry analysis. Journal of the academy of marketing science, 32(3), 251-270.

David, A. A. (1991). Managing brand equity: Capitalizing on the value of a brand name: Free Pr.

Faircloth, J. B. (2005). Factors influencing nonprofit resource provider support decisions: applying the
brand equity concept to nonprofits. Journal of Marketing Theory and Practice, 1-15.

Tepeci, M. (1999). Increasing brand loyalty in the hospitality industry. International journal of
contemporary hospitality management, 11(5), 223- 230.

Park, Jaworski, B., &Maclnnis, D. (1986). Strategic brand concept-image management. The Journal of
Marketing, 135-145.

Boush, D. M., &Loken, B. (1991). A process-tracing study of brand extension evaluation. Journal of
Marketing research, 16-28.

Keller. (2003). Brand synthesis: The multidimensionality of brand knowledge. Journal of consumer
research, 29(4), 595-600.

Rooney, J. A. (1995). Branding: a trend for today and tomorrow. Journal of Product & Brand Management,
4(4), 48-55.

Xing-wen, & Zhang, M.-l. (2008). Relationship benefit in consumer markets and its role in brand image-
brand loyalty chain. Paper presented at the Management Science and Engineering, 2008. ICMSE 2008. 15th
Annual Conference Proceedings., International Conference on.

Tu, Y.-T., Wang, C.-M., & Chang, H.-C. (2012). Corporate Brand Image and Customer Satisfaction on
Loyalty: An Empirical Study of Starbucks Coffee in Taiwan Journal of Social and Development Sciences
3(2), 9.

Al-Azzam, A. F., & Salleh, S. M. (2012). The direct effect of predictor variables on destination brand
loyalty in Jordan.

Roy, S. K., &Chakraborti, R. (2015). Incorporating Customer Advocacy in the Customer Satisfaction Model
The Sustainable Global Marketplace (pp. 449-449): Springer.

Hsiang, M. L., Ching, C. L., &Cou, C. W. (2011). Brand image strategy affects brand equity after M&A.
European Journal of Marketing, 45(7/8), 1091- 1111.

Wu, C.-C,, Liao, S.-H., Chen, Y.-J., & Hsu, W.-L. (2011). Service quality, brand image and price fairness
impact on the customer satisfaction and loyalty. Paper presented at the Industrial Engineering and
Engineering Management (IEEM), 2011 IEEE International Conference on.

Lai, F., Griffin, M., &Babin, B. J. (2009). How quality, value, image, and satisfaction create loyalty at a
Chinese telecom. Journal of Business Research, 62(10), 980-986.

Sang, H. P. (2009). The antecedents and consequences of brand image: Based on Keller’s customer-based
brand equity. The Ohio State University.

DOI: 10.37200/1JPR/V2413/PR200828
Received: 12 Jan 2020 | Revised: 30 Jan 2020 | Accepted: 02 Feb 2020 739



International Journal of Psychosocial Rehabilitation, Vol. 24, Issue 03, 2020
ISSN: 1475-7192

[112]

[113]

[114]

[115]

[116]

[117]

[118]
[119]
[120]
[121]
[122]
[123]

[124]

[125]

[126]

[127]

[128]

[129]
[130]
[131]
[132]

[133]
[134]

Chen, C.-F., &Myagmarsuren, O. (2011). Brand equity, relationship quality, relationship value, and
customer loyalty: Evidence from the telecommunications services. Total Quality Management & Business
Excellence, 22(9), 957-974.

Sahin, A., Zehir, C., &Kitapci, H. (2011). The effects of brand experiences, trust, and satisfaction on
building brand loyalty: An empirical research on global brands. Procedia Social and Behavioral Sciences,
24, 1288-1301.

Alamanos, E., Brakus, J. J., & Dennis, C. (2015). How Digital Signage Affects Shoppers’ In-Store
Behavior: The Role of the Evoked Experience Ideas in Marketing: Finding the New and Polishing the Old
(pp. 748-751): Springer.

Brakus, J. J., Schmitt, B. H., Zarantonello, L. (2009). Brand experience: What is it? How is it measured?
Does it affect loyalty? Journal of Marketing, 73, 52-68.

Humphrey Jr, W. F., Laverie, D. A., & Rinaldo, S. B. (2015). Fostering Brand Community Through Social
Media: A New Relational Framework for Targeting Connected Consumers Ideas in Marketing: Finding the
New and Polishing the OId (pp. 664-664): Springer.

Muk, A., Chung, C., & Kim, J. (2015). Korean Consumer Perspectives Toward Social Media Advertising
and Intention to Join Brand Pages Ideas in Marketing: Finding the New and Polishing the OId (pp. 16-16):
Springer.

Brakus, J. J., Schmitt, B. H., Zarantonello, L. (2009). Brand experience: What is it? How is it measured?
Does it affect loyalty? Journal of Marketing, 73, 52-68.

Schmitt, B., Zarantonello, L., &Brakus, J. (2009). Brand Experience: What is it? How is it Measured? Does
it Affect Loyalty? Journal of marketing, 73, 52- 68.

Alloza, A. (2008). Brand engagement and brand experience at BBVA, the transformation of a 150 years old
company. Corporate Reputation Review, 11(4), 371-379.

Brakus, J. J., Schmitt, B. H., Zarantonello, L. (2009). Brand experience: What is it? How is it measured?
Does it affect loyalty? Journal of Marketing, 73, 52-68.

Zarantonello, L., & Schmitt, B. H. (2010). Using the brand experience scale to profile consumers and
predict consumer behaviour. Journal of Brand Management, 17(7), 532-540.

Zarantonello, L., & Schmitt, B. H. (2010). Using the brand experience scale to profile consumers and
predict consumer behaviour. Journal of Brand Management, 17(7), 532-540.

Alamanos, E., Brakus, J. J., & Dennis, C. (2015). How Digital Signage Affects Shoppers’ In-Store
Behavior: The Role of the Evoked Experience Ideas in Marketing: Finding the New and Polishing the Old
(pp. 748-751): Springer.

Iglesias, O., Singh, J. J., & Batista-Foguet, J. M. (2011). The role of brand experience and affective
commitment in determining brand loyalty. Journal of Brand Management, 18(8), 570-582.

Muk, A., Chung, C., & Kim, J. (2015). Korean Consumer Perspectives Toward Social Media Advertising
and Intention to Join Brand Pages ldeas in Marketing: Finding the New and Polishing the Old (pp. 16-16):
Springer.

Sahin, A., Zehir, C., &Kitapci, H. (2011). The effects of brand experiences, trust, and satisfaction on
building brand loyalty: An empirical research on global brands. Procedia Social and Behavioral Sciences,
24, 1288-1301.

Ueacharoenkit, S., & Cohen, G. (2011). Investigating the relationship of brand experience and loyalty: A
study of luxury brand in Thailand. European, Mediterranean & Middle Eastern Conference n Information
Systems 18.

Biedenbach, G., &Marell, A. (2009). The impact of customer experience on brand equity in a business-
tobusiness services setting. Journal of Brand Management, Vol. 17(6).446-58.

Shim, S. I. (2012). Enhancing Brand Loyalty through Brand Experience| Application of Online Flow Theory.
Auburn University.

Brakus, J. J., Schmitt, B. H., Zarantonello, L. (2009). Brand experience: What is it? How is it measured?
Does it affect loyalty? Journal of Marketing, 73, 52-68.

Sahin, A., Zehir, C., &Kitapci, H. (2011). The effects of brand experiences, trust, and satisfaction on
building brand loyalty: An empirical research on global brands. Procedia Social and Behavioral Sciences,
24, 1288-1301.

Forsido, M. Z. (2012). Brand loyalty in Smartphone (Master), Uppsala University

Russell, J. A., & Mehrabian, A. (1977). Evidence for a three factor theory of emotions. Journal of Research
in Personality, 11, 273-294.

DOI: 10.37200/1JPR/V2413/PR200828
Received: 12 Jan 2020 | Revised: 30 Jan 2020 | Accepted: 02 Feb 2020 740



International Journal of Psychosocial Rehabilitation, Vol. 24, Issue 03, 2020
ISSN: 1475-7192

[135]
[136]
[137]

[138]

[139]

Algharabat, R. (2007). The role of the Stimulus-Organism-Response (S-O-R) model in explaining effects of
image interactivity technology (I1T) on consumer responses © Raed Algharabat. Brunel University Journal,
(28), 1-7.

Sherman, E., Mathur, A. and Smith, R.B. (1997) Store Environment and Consumer Purchase Behavior:
Mediating Role of Consumer Emotions. Psychology & Marketing, 14, 361-378.
https://doi.org/10.1002/(SICI)1520-6793(199707)14:4<361::AID-MAR4>3.0.CO;2-7

Hyo-Jung Chang, Molly Eckman &Ruoh-Nan Yan (2011) Application of the Stimulus-Organism-Response
model to the retail environment: the role of hedonic motivation in impulse buying behavior, The
International Review of Retail, Distribution and Consumer Research, 21:3, 233-249.

Jacoby, Jacob. (2002). Stimulus-Organism-Response Reconsidered: An Evolutionary Step in Modeling
(Consumer) Behavior. Journal of Consumer Psychology - J CONSUM PSYCHOL. 12. 51-57.

DOI: 10.37200/1JPR/V2413/PR200828
Received: 12 Jan 2020 | Revised: 30 Jan 2020 | Accepted: 02 Feb 2020 741



	Introduction
	Literature Review
	Discussion, Limitations And Future Research
	References

