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Abstract: 

This study investigates how to increase brand loyalty of fashion products. This study used brand image 

(BI), brand satisfaction (BS), and brand trust (BT), which are believed to increase brand loyalty (BL). 

Using 1,088 young Indonesian fans of favorite brands, the study is expected to uncover several key 

findings. The research results are expected to add evidence of the influence of BI, BS, and BT on BL. 

In addition, this study also tested the relationship model between the four variables so that the most fit 

model with the data can be found. The study used a survey method with a questionnaire with 1088 

respondents as a sample. Testing the validity and reliability of the questionnaire after all data was 

collected, then continued with a correlation test between variables and ended with a test of the 

relationship model using structural equation modeling (SEM). The results of the study strengthen 

previous studies that BI has an effect on BT and BS. In addition, in the model that best fits the data, the 

influence of BI on BL is through BT, but not through BS. Although BI has an effect on BS, BS cannot 

increase BL. The results of the study are also discussed at the end along with the limitations of this 

study. It is hoped that companies can increase consumer loyalty to brands by building image, 

satisfaction, and trust in the brand. 
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Introduction 

Researchers have agreed that brands have a significant influence on the purchase of various products 

(Kiss et al., 2022). Therefore, how brands are perceived by consumers is a very interesting topic to 

study. In the post-COVID-19 pandemic crisis, companies prefer to retain existing customers rather than 

attract new consumers. Currently, new consumers are difficult to obtain, not only because they are also 

fanatic about certain brands, but the post-pandemic conditions have not yet restored people's 

purchasing power. Consumers' positive evaluations of a brand make it difficult for them to switch to 

another brand (Tahir et al., 2024). BL reduces the time consumers spend choosing and making product 

purchasing decisions (Yoo & Park, 2016).  

Consumer-brand relationship theory underlies the need for a good relationship between consumers and 

brands (Davvetas & Diamantopoulos, 2017) so that it generates profits. Long-term customer 

management always leads to how to maintain and even improve BL. BL will emerge when consumers 

have an experience that satisfies them and makes them believe in the brand (Kamran-Disfani et al., 

2017). BL, BS, and BT have become the focus of many practitioners and academics because they are 

believed to be able to encourage consumer loyalty to certain products or brands (Ling et al., 2021; 

Masud et al., 2024; Song et al., 2019). Policies related to relationships with retaining customers are a 

major concern. Companies must manage customers well to increase their loyalty.  

BL is able to explain the relationship between brands and consumers and is a strategic asset for 

increasing marketing and company profits (Kim et al., 2020). Interpersonal relationship theory explains 

that BL is a form of interaction between brands and consumers (Giovanis & Athanasopoulou, 2017). 

Based on consumer value theory, consumers who are satisfied with a brand because the product value 

matches the values they embrace will make repeat purchases (Yeh et al., 2016). This has been proven 

by researchers, so they agree that BS is a predictor of BL (Hwang et al, 2021; Lee et al., 2011; Shin et 

al., 2020). Some researchers even state that BS is the main determinant of BL (Mofokeng, 2021; Slack 

et al., 2019).  

Consumer value theory also explains that repeat purchases are also based on trust in the brand or 

product (Song et al., 2019). Researchers agree that BT can increase BL (Cuong et al., 2020; Yeon et 

al., 2019). BL and BT can form long-term relationships with customers (Cardoso et al., 2022). 

Furthermore, some researchers found that BS is a predictor of BT (Kamran-Disfani et al., 2017; Song 

et al., 2019; Raut et al., 2019), other researchers found that BT influences BS (Park et al., 2017). 

Furthermore, based on social exchange theory, BS is also an important factor that influences BL (Puska 

et al., 2018). BS and BT are ways to build relationships, so both are positively correlated (Ercis et al., 

2012). Meanwhile, commitment-trust theory explains that repeat purchases will be made because 

consumers trust the products or brands they have consumed (Morgan & Hunt, 1994). Based on the 
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theory and results of previous studies, this study aims to re-examine how the relationship between BI, 

BS, BT, and BL in efforts to retain medium-term and long-term customers. This study also tests the 

relationship model between BI, BS, BT, and BL that best fits the existing data. 

Literature Review 

Consumer-brand relationship has developed rapidly, creating a relationship of brands and consumers 

based on the concept of social psychology and interpersonal relationships (Nawaz et al., 2020). This 

relationship occurs because of repeated actions that result in loyalty, repeat purchases, and positive 

word of mouth and social media promotions (Eelen et al., 2017; Sharma & Jain, 2019). The concept of 

loyalty has been widely discussed because it plays an important role in the sustainability of a company's 

life. BL is a consumer response to a product or service or brand by making repeat purchases or giving 

positive recommendations to others (Wongsansukcharoen, 2022). 

BL is a consumer's tendency to make repeat purchases and is a consumer's attachment to the brand 

(Masud et al., 2024). BL is also a purchase that continues to the next purchase (Kosiba et al., 2018). BL 

has consequences for purchase intention (Hwang et al., 2019). BL is an attitude and commitment to 

remain loyal and friendly to the brand (Kim et al., 2020). BL consists of attitudinal and behavioral loyalty 

(Cuong, 2020). Attitudinal loyalty is the acceptance of promotions and pricing even though they are 

expensive, while behavioral loyalty is repeat purchasing behavior (Nyadzayo & Khajehzadeh, 2016). 

Researchers agree that BL influences purchasing decisions (Lee & Park, 2016; Song et al., 2019; Yeon 

et al., 2019).  

Based on self-presentation theory, loyal consumers will have a commitment to continue using the brand, 

provide positive comments about the brand and recommend it to others (Jimenez-Barreto et al., 2022). 

Based on this theory, BL is also influenced by value congruence and positive attitudes towards the brand 

(Alguacil et al., 2021). BL reflects the brand's value according to consumers, consumers have a positive 

attitude towards the brand, and consumers trust the quality of the product (Chuenban et al., 2021). 

Relationship-oriented marketing is indeed a strategy that has been able to beat promotional activities 

(Nyadzayo & Khajehzadeh, 2016). Based on interpersonal relationship theory, BL is formed due to the 

interaction between brands and consumers (Giovanis & Athanasopoulou, 2017). BL is a form of 

consumer commitment to a brand as a result of consumer satisfaction and trust (Upamanyu et al., 2014). 

BL allows consumers to buy the same brand for the second, third, or even multiple times and refuse to 

switch to another brand even though competitors offer various attractive offers (Rahi et al., 2017). 

Several researchers have proven that satisfaction and trust are predictors of BL (Coelho et al., 2018; 

Upamanyu et al., 2014). This is because BL will emerge due to positive consumer experiences in the 

form of BS and BT. BL is a consequence or response to consumer behavior.  
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An important component in marketing that also relies on relationships with consumers is trust. The 

definition of trust has yet to find a consensus because the concept is multidimensional. Trust is a 

psychological condition in the form of acceptance and is an expectation to be able to interact (Cardoso 

et al., 2022). BT is dependence, confidence, consistency, and fulfillment of expectations towards the 

brand (Tseng et al., 2022; Khan & Fatma, 2023). BT includes cognitive and emotional dimensions (Yeon 

et al., 2019). Cognitive BT is a form of satisfaction, communication, honesty, reliability, and can fulfill its 

promises to provide solutions (Kim et al., 2018; Wongsansukcharoen, 2022). Cognitive BT arises 

because the brand is able to keep its promises by offering products that meet customer expectations 

(Masud et al., 2024). Meanwhile, emotional BT is created because there is a relationship between 

consumers and sellers so that special feelings arise in consumers that influence their behavior (Yeon et 

al., 2019). These two BTs can drive consumer purchasing intentions (Xiao et al., 2019). 

Li et al. (2008) found BT dimensions consisting of competence, namely brand trust in meeting consumer 

needs and benevolence, which is consumer belief that the brand is good. Delgado-Ballester (2004) and 

Baser et al. (2015) found reliability and intention dimensions in BT. Reliability is the belief that a brand 

is able to meet consumer needs, while intention is consumer belief that the brand is able to meet their 

interests and welfare. Although BT has several different dimensions according to the researchers' 

perceptions, the researchers agreed not to test BT according to its dimensions. BT is tested as one 

dimension or unidimensionality.  

Based on commitment-trust theory, repeat purchases will be made because of the trust of consumers 

who have had experience with the brand (Morgan & Hunt, 1994). BT is very important in building BL 

(Coelho et al., 2020; Fetscherin et al., 2021; Pu et al., 2023; Romaniuk & Nenycz-Yhiel, 2013). This is 

because consumers who trust will tend to make repeat purchases (Anaya-Sa’anchez et al., 2020; Balaji, 

2015). In marketing activities that are oriented towards customer relationships, BT is a primary 

requirement (Song et al., 2019). BT and BL are believed to be the company's competitive advantage. 

BT can increase certainty and reduce customer rejection (Cardoso et al., 2022). Customers who trust 

will also be loyal and faithful. BT can directly increase BL (Alhaddad, 2015; Upamanyu et al., 2014). The 

concept of BT also affects BS and BL because satisfied customers will definitely be loyal and trust the 

brand (Alguacil et al., 2021; Choi & La, 2013).  

In addition to BT, BS has also been shown to have an effect on BL (Hwang et al., 2021; Kao & Lin, 

2016). BS is a psychological and emotional evaluation of a product or brand (Giebelhausen et al., 2016). 

BS is a customer's assessment of a brand that shows conformity with their desires and expectations 

(Orel & Kara, 2014). In other words, satisfaction is the impact of an individual's positive experience after 

making a purchase (Aktepe et al., 2014). BS is the result of a customer's assessment of a product brand 

compared to other products and with their standards or expectations (Lu & Hsiao, 2010). Low BS will 
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encourage customers to switch to other brands (El-Adly & Eid, 2016). Furthermore, based on social 

exchange theory, satisfaction can bring consumers closer to brands (Puska et al., 2018). BS is also an 

important factor that influences BL (Chuah et al., 2017; Lee et al., 2018). However, the influence of BS 

on BL was not directly, consumer attitudes mediate this influence (Krystallis & Chrysochou, 2014) 

BS can increase BL by re-consuming the product and recommending it to others (Kim et al., 2020; 

Lombart & Louis, 2012). BS and BT have been widely explored by researchers because their influence 

on both BL and PI has been proven (Liang et al., 2018). However, because BS and BT are 

multidimensional concepts, research on the influence of both variables on BL and PI still needs to be 

done. BS is a dimension of experience and transaction dimension (Huang & Dubinsky, 2014). Therefore, 

an analysis of the influence of BS and BT with their respective dimensions on BL and PI needs to be 

carried out carefully. BS contributes to BT to be able to increase BL (Albaity & Rahman, 2021). Other 

researchers have found that BS and BT together can increase BL (Park et al., 2017; Song et al., 2019). 

Some researchers have found that BT determines BS and PI (Weisberg et al., 2011). Research on BS 

and BL and BT and BS has become a hot and interesting research topic (Park et al., 2017). The results 

of Song et al.'s (2019) study found that BT and BS had an effect on BL, but BS also mediated the effect 

of BT on BL. 

Meanwhile, BI is the overall impression, belief, feeling, and assessment of a brand based on experience 

and observation (Nyadzayo & Khajehzadeh, 2016; Shabbir et al., 2018). BI is also the result of an 

evaluation that is then perceived in consumer memory and influences repurchase behavior (Bian & 

Moutinho, 2011). BI plays a role in increasing BS because BI describes the quality and value of the 

brand that satisfies customers because it is able to meet their expectations and demands (Tahir et al., 

2024). Researchers also agree that BI is positive in increasing BS, BT, and BL (Nyadzayo & 

Khajehzadeh, 2016). Based on consumer value theory, consumers who adhere to the same values as 

the product brand will feel satisfied, trust and make repeat purchases (Yeh et al., 2016).  

BI can significantly influence BS (Giebelhausen et al., 2016; Mohammed & Rashid, 2018). However, BI 

can also increase BT (Lien et al., 2015). The results of research by Alguacil et al., 2022) found that BI 

can increase BL. BT often acts as a mediator in the relationship between brands and BL (Huang, 2017; 

Li et al., 2020). BI can directly affect BL, but it can be indirect, mediated by BS (Tahir et al., 2024). 

Methods and Data 

Sample and Procedures  

The study was conducted in Indonesia with respondents from the community who had more than twice 

purchased and used fashion products with local Indonesian brands, namely 3second, Buttonscarves, 

Cotton Ink, Erigo, Minimal, and Wakai. Data collection was carried out using a questionnaire adapted 
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from previous research. In distributing the questionnaire, a purposive sampling technique was used with 

initial screening to obtain respondents who matched the expected characteristics. The distribution of the 

questionnaire was carried out for five months and 1088 respondents were collected as samples for this 

study. Of that number, 54.78% were female and 45.22% were male, and 78.25% were aged 15-45 years 

and the rest were over 45 years old. Because it used a google form, the questionnaires collected were 

filled out completely.  

After the data was processed and coded, a series of tests were carried out, namely testing the validity 

and reliability of the questionnaire, correlation between variables, and testing the relationship model 

using SEM with a two-step approach with AMOS software. Validity testing using exploratory factor 

analysis with loading factor > 0.5, Kaiser-Meyer-Olkin (KMO) > 0.50 (Hair et al., 2019). Meanwhile, 

reliability testing is carried out with Cronbach's alpha more than 0.70 and composite reliability with the 

same criteria. Testing of the relationship model is carried out using SEM to find the most fit model with 

the existing data. 

Measurements  

The measurement used in this study was adapted from Song et al. (2019) which was translated into 

Indonesian and adjusted to existing products. Validity testing used factor analysis and reliability using 

Cronbach’s α. BI used 6 items (e.g. my fashion brand is different from other brands) that were valid 

(loading factor 0.703 to 0.796, KMO = 0.860 which indicates that factor analysis is feasible because it 

is more than 0.50, significance 0.000) and reliable (α = 0.831). BS used 6 items (e.g. I am satisfied with 

this fashion brand) that were valid (loading factor 0.768 to 0.823, KMO = 0.897 or more than 0.50, 

significance 0.000) and reliable (α = 0.885). BT uses 5 items (e.g. my fashion is a quality product) that 

are valid (loading factor 0.771 to 0.848, KMO = 0.872 or more than 0.50, significance 0.000) and reliable 

(α = 0.875). Meanwhile, BL uses 9 items (e.g. I will continue to use this fashion) that are valid (loading 

factor 0.700 to 0.888, KMO = 0.952 or more than 0.50, significance 0.000) and reliable (α = 0.941).  

Results 

Preliminary  

Analysis After testing the validity and reliability of the measuring instrument, a correlation test between 

variables was carried out to ensure that all independent variables in this study were related to their 

dependent variables. Table 1 shows the results of the initial tests. 
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  BI BS BT BL 

Brand Image (BI) 1.000    

Brand Satisfaction (BS) 0.784** 1.000   

Brand Trust (BT) 0.782** 0.735** 1.000  

Brand Loyalty (BL) 0.732** 0.794** 0.743** 1.000 

Gender 0.059** 0.075** 0.087** 0.061** 

Mean 3.9626 3.9714 4.0216 3.6914 

Standard Deviation 0.5788 0.6310 0.6105 0.7509 

Composite Reliability 0.915 0.943 0.938 0.971 

Table 1: Mean, Deviation, Composite Reliability, and Correlation 
(Source: Processed primary data, 2024) 

Table 1 shows that the four variables are positively and strongly correlated. In addition, both BI, BS, BT, 

and BL are also correlated, although weakly, with gender. The average of each variable is also quite 

high, because it is above 3.67. The standard deviation is also above 0.5, which indicates that the 

respondents filled out the questionnaire independently. The composite reliability of each variable is more 

than 0.90, which indicates very good reliability (Zikmund et al., 2010).  

Testing the Relationship Model  

Testing the relationship model is carried out to test the model that best fits the data. This is done because 

the influence between the variables studied is still very diverse. This study tested three models of 

relationships between the variables BI, BS, BT, and BL. Testing of this relationship model was carried 

out using SEM with a two-step approach with Chi-square criteria approaching 0, Goodness of Fit Index 

(GFI) > 0.90, Adjusted Goodness of Fit Index (AGFI) > 0.90, Comparative Fit Index (CFI) > 0.90, Normed 

Fit Index (NFI) > 0.90, Incremental Fit Index (IFI) > 0.90, Tucker-Lewis Fit Index (TLI) > 0.995, 

Standardized Root Mean Square Residual (SRMR) ≤ 0.10, and Root Mean Square Error Approximation 

(RMSEA) ≤ 0.08 (Byrne, 2010). 
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Figure 1: BS Mediates the Effect of BI and BT on BL (Source: Processed primary data, 2024) 

Model 1 shows that BS fully mediates the influence of BI and BT on BL. Model 1 fits the data because 

it has the criteria Chi-square = 15.728; degree of freedom (df) = 2; p-value = 0.000; Chi-square/df = 

7.864. GFI = 0.997, AGFI = 0.983; CFI = 0.998; NFI = 0.998; IFI = 0.998; TLI = 0.995; SRMR = 0.001; 

and RMSEA = 0.055. Based on these criteria, Model 1 fits the existing data. BS mediates the influence 

of BI and BT on BL.  

 

Figure 2: BT Mediates the Influence of BI and BS on BL (Source: Processed primary data, 2024) 

Model 2 shows that BT fully mediates the influence of BI and BS on BL. Model 2 fits the data because 

it has the criteria Chi-square = 81.790; degree of freedom (df) = 2; p-value = 0.000; Chi-square/df = 

40.895. GFI = 0.987; AGFI = 0.908; CFI = 0.990; NFI = 0.989; IFI = 0.990; TLI = 0.969; SRMR = 0.002; 

and RMSEA = 0.132. Based on these criteria, Model 2 fits the existing data. BT mediates the influence 

of BI and BS on BL.  
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Figure 3: BS and BT Mediate the Effect of BI on BL (Source: Processed primary data, 2024) 

Model 3 shows that BS partially mediates the effect of BI on BL, while BT fully mediates the effect of BI 

on BL. Model 3 also shows that BT has a positive effect on BS, but BS partially moderates the effect of 

BT on BL. Model 3 also fits the data because it has the criteria Chi-square = 13.933; degree of freedom 

(df) = 1; p-value = 0.000; Chi-square / df = 13.933. GFI = 0.997; AGFI = 0.969; CFI = 0.998; NFI = 0.998; 

IFI = 0.998; TLI = 0.990; SRMR = 0.001; and RMSEA = 0.075. Based on these criteria, Model 3 also fits 

the existing data. BT mediates the effect of BI on BL. BT also mediates the effect of BI on BS. However, 

BS does not mediate the effect of BI on BL and the effect of BT on BL. Next, the three models are 

compared to see which model best fits the existing data. The results are presented in Table 2.  

Models 

Tested 

Chi-Square GFI CFI NFI TLI IFI SRMR RMSEA 

Model 1 15.728 0.997 0.998 0.998 0.995 0.998 0.001 0.055 

Model 2 81.790 0.987 0.990 0.989 0.969 0.990 0.002 0.132 

Model 3 13.933 0.997 0.998 0.998 0.990 0.998 0.001 0.075 

Table 2: Comparison of Model Fit Results 

Based on Table 2, the GFI, CFI, NFI, TLI, and IFI values of the three models indicate that all three are 

included in the good fit category because the values of the five criteria are more than 0.90. Based on 

the SRMR value, the three models are also classified as good fit because they meet the SRMR ≤ 0.1 

criteria. Meanwhile, the Chi-square value that has the smallest among the three models is Model 3. For 

the RMSEA value, Model 1 and Model 3 meet the RMSEA ≤ 0.08 criteria, so Model 1 and Model 3 are 

classified as good fit. Therefore, although the three models are included in the fit with the data, Model 3 

is the model that fits the data the most. 
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Discussion 

This study examines the relationship model of BI, BS, BT, and BL of fashion products with local 

Indonesian brands, namely 3second, Buttonscarves, Cotton Ink, Erigo, Minimal, and Wakai. The 

average BI, BS, BT, and BL of customers are relatively high. These brands are fashion brands favored 

by young people in Indonesia, particularly in major cities. This shows that fashion with local brands has 

been trusted by consumers in Indonesia. In addition, the five brands are well-known and have a very 

good relationship with consumers. The values of these product brands are in accordance with the values 

of consumers who are mostly young people and people who are young at heart. Consumers also feel 

satisfied and trust these brands and are loyal to these brands and recommend them to others.  

The correlation test results also show that the four variables are significantly positively related. The 

correlation is quite strong, with a coefficient of more than 0.5. This shows that an increase in one variable 

will affect the increase in other variables. Furthermore, testing the three relationship models shows that 

all three models fit the data. Model 1 in which BS mediates the influence of BI and BT on BL shows that 

BS mediates fully. The model also shows that BI and BT have a significant positive influence on each 

other. However, BI and BT do not have a direct effect on BL.  

Model 2 shows that BT fully mediates the influence of BI and BS on BL. BI and BS also show a mutually 

influencing relationship. The influence of BI and BS on BL is also not direct. Meanwhile, in Model 3, BI 

has a significant positive effect directly on BS and BT, but not on BL. The influence of BT on BL is 

partially mediated by BS because BT has a direct effect on BL, but BS has no effect on BL. Model 3 is 

the model that best fits the existing research data. In other words, BS partially mediates the influence of 

BT on BL, BT mediates the influence of BI on BL, while BS has no effect on BL.  

This study supports the previous studies that have proven the effect of BT on BL (Cardoso et al., 2022; 

Kamran-Disfani et al., 2017; Wongsansukcharoen, 2022). The results of this study further strengthen 

the commitment-trust theory by proving that trust makes consumers loyal to a brand by continuing to 

buy the brand and recommending it to others to buy the brand (Morgan & Hunt, 1994). This study also 

supports previous researchers who have proven that BI can increase BT and BS and make consumers 

satisfied and trust the brand (Nyadzayo & Khajehzadeh, 2016; Song et al., 2019; Tahir et al., 2024). The 

results of this study strengthen the consumer value theory which proves that the value or perception of 

a brand can increase consumer trust in the brand (Yeh et al., 2016).  

This study further strengthens the evidence that customer relationships must always be built and 

improved. This study proves that the relationship between BI, BS, BT, and BL is very close. Positive BI 

can increase BS and BT, which in turn encourages BL. Therefore, companies need to focus on 

developing good BI and building BT and BS to achieve long-term loyalty. Good BI can increase BS, 
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which in turn contributes to BL. This is in line with the understanding that consumers tend to choose 

brands that have a positive image, because they believe that products from that brand will meet their 

expectations.  

Meanwhile, the significant influence of BI on BT shows that BI can be used to predict its influence on BT 

directly. BS can also increase BT where the higher BS, the higher BT.  When consumers have become 

accustomed to and trust the brand offered, this will have an impact on the emergence of BT, which then 

increases customer satisfaction. Consumers who trust a brand tend to feel more comfortable and 

satisfied with the products or services offered by the brand. Building an image is indeed a crucial step 

in marketing activities. A strong BI will lead to BT and BS, which in turn will drive BL, both attitudinal and 

behavioral. 

Conclusion 

Relationship-based marketing is constantly pursued by marketers today because finding new customers 

is challenging. To retain loyal existing customers, marketers must build positive BI and a trustworthy and 

satisfying brand. This study has demonstrated that BI, BS, BT, and BL have a very strong correlation. 

BI, BT, and BS influence BL through various models, all of which are fit with the available data. However, 

for the case of six local Indonesian fashion brands, Model 3 best fits the data. BI cannot directly increase 

BL. BS can directly increase BL. BT can also directly increase BL. The influence of BI on BL is mediated 

by both BS and BT. BI is a variable that must be continuously improved because it influences both BT 

and BS, which together drive increased BL. Furthermore, BT can increase BS. A trustworthy brand is 

proven to be able to create consumer satisfaction.  

The theoretical implication of this study is that it confirms various theories regarding the relationship 

between brands and customers. There is an exchange between the two, where a brand that is positively 

evaluated, trusted, and satisfying can drive BL. Furthermore, it has been proven that customers who 

are committed to a particular brand will be loyal to that brand. This commitment arises from trust. 

Customers will always remember a brand that is trustworthy and has a good or positive image that 

satisfies them. This will foster loyalty, whether through repeat purchases or positive recommendations. 

The practical implication of this research is that marketers should understand how to build a brand that 

has a positive, trustworthy, and satisfying image, thereby encouraging customer loyalty. Marketing mix 

activities, both online and in-person, should be aimed at building a brand that can drive BL. This applies 

to existing customers to maintain their loyalty and new customers to expand the target market. 

Furthermore, marketers need to develop appropriate branding strategies to build BI, BS, BT, and BL. 

This study has demonstrated that BI, BS, and BT can increase BL and demonstrates a strong correlation 

between these four variables. However, there are limitations to this study. The use of cross-sectional 
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data to test the mediation model is not appropriate; therefore, more precise longitudinal data is needed 

to test the mediation model (Maxwell et al., 2011). Further research on relationship-based marketing is 

needed for other brands and products. Furthermore, increasing the number of respondents will further 

demonstrate that the respondents are representative of the intended population. This is necessary to 

further generalize various theories regarding brand-customer relationships across brands and product 

types.   
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