
DOI: 10.4018/JECO.2020100105

Journal of Electronic Commerce in Organizations
Volume 18 • Issue 4 • October-December 2020


Copyright©2020,IGIGlobal.CopyingordistributinginprintorelectronicformswithoutwrittenpermissionofIGIGlobalisprohibited.



93

Psychological and Relational Moderators 
for the Relationship Between Brand 
Equity and Its Consequences
Ying Kai Liao, Nanhua University, Taiwan

Giang Nu To Truong, Nanhua University, Taiwan

 https://orcid.org/0000-0003-2223-6404

Phuong Minh Binh Nguyen, Van Lang University, Vietnam

ABSTRACT

Oneofthemostcriticalmarketingtopicswhichhavebeenwidelydiscussedisbrandequity.However,
themoderatingeffectsofrelevantvariablesonbrandequityarestillinconclusive.Thisstudyfocusedon
thepotentialmoderatingeffectsofconsumervariablesontheinfluencesofbrandequityonbehavioral
intention.Usingasurveyapproach,theresultof353cosmeticsconsumersshowedthatthelevelof
relationalmoderators,includingloyaltyprogramparticipation,relationshipage,productknowledge,
and previous shopping experience would accelerate the influences of brand equity on behavior
intention,brandpreference,andwordofmouth.Whilethelevelofpsychologicalmoderatorsincluding
productinvolvement,brandcommitment,brandlove,switchingcostandcustomerexpectationwould
amplifytheinfluenceofbrandequitytothesameconsequentialvariables.Theseresultsmayprovide
anessentialreferenceforbothacademiciansandprofessionalstoconductfurtherempiricalvalidation
ordevelopappropriatemarketingprogramstopromotebrandequity.
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INTROdUCTION

Buildingandmanagingstrongbrandstopromotebrandequityisconsideredasoneofthemostcritical
tasksinbrandmanagement(He,Li&Harris,2012).Someofthemosttrustedbrandshaveexisted
formorethan150years.Thosebrandsaresuccessfulincreatingandmaintainingagoodrelationship
withtheircustomersandcanallowfirmstogaincompetitiveadvantages.Brandsthathavehigher
equitycanresultinhigherbrandawareness,higherperceivedquality,strongerbrandassociations,
andbetterbrandvalue(Emari,Jafari,&Mogaddam,2012).Brandvaluemayfurtherrelatetothe
thinking,feeling,andactingofconsumerswithrespecttothebrandandconsumptionbehaviors(Keller
&Kotler,2012).Asaresult,astrongbrandcanprovideaseriesofbenefitsforafirm,includinga
highercustomerloyalty,morelicensing,brandextensionopportunities,higherresiliencytoresponse
topricechange,whichmayfurtherresultinhigherprofitmargin(Fischer&Himme,2017;Foroudiet
al.,2018;Emarietal.,2012).Therefore,theemergenceofbrandequityhascreatedtheimportanceof
marketingstrategiesforthebuildingofbrandawareness,brandassociation,brandimage,andbrand
loyalty.Brandequityisalmostcenteredaroundeverysinglemarketingactivity.Furthermore,high
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brandequityalsoincreasestherichness,reliabilityandcreditabilityfirmsandproductinformation,
aswellasreducestheperceivedriskfromlackofinformation.However,despitetheprogressofthe
previousstudies,theresultsarestillinconclusivebecauseastructuralrelationshipsframeworkto
integratedifferentdimensionsofbrandequityisyettobefullydeveloped.

Firstofall,thedefinitionofbrandequityhasbeenevolvedsincethe1980sinvariousways.
Perhaps,oneofthemostfamousandmostciteddefinitionsisfromAaker(1991).Theauthorreferred
brandequityas“asetofbrandassetsandliabilitieslinkedtoabrand,itsnameandsymbol,that
addstoorsubtractsfromthevalueprovidedbyaproductoraservicetoafirmand/ortothatfirm’s
customers”.ThemajorityofresearchershaveadoptedtheconceptsofAaker(1991)andKeller(1993)
toexaminethedimensionsofbrandequityusingcustomer-basedbrandequity(CBBE)(Pikeetal.,
2010).KellerandLehmann(2006)summarizedthreedifferentmeasurementapproachestobrand
equity suchasbusiness-based, customer-basedand financial-based.Meanwhile,Trent andMohr
(2017)explainedbrandequityfromafinancialperspectiveasanadditionalcashflowgeneratedfrom
thebrandedproductsandservicesratherthanequivalentnon-brandedones.Asaresult,brandequity
isdefineddifferently,dependingontheperspectiveofresearchers.

Secondly, as commentedbyYoshidaandGorden (2012), themoderatingeffectsof relevant
variablesonbrandequityarelimitedandinconclusive.Thescholarsfromthecontingencyperspective
(Evanschitzky&Wunderlich,2006;Hariharanetal.,2018;Leetal.,2018;Seidersetal.,2005)argued
thattheinfluencesofbrandequityontheconsequentialoutcomes(suchasbrandpreference,purchase
intention,andWOM)shouldbecontingentuponcertainmoderatingvariables(suchasrelational
variableandpsychologicalvariables).Asbrand-relatedresearchbecomesabundant,moreandmore
scholarshavetriedtoinvestigatethepotentialmoderatingeffectsofconsumervariablesonconsumer
behaviors,especiallyintherelationshipsbetweensatisfactionandbehaviorloyalty(LeeandFerreira,
2011;Raimondoetal.,2008;YoshidaandGordon,2012).Twotypesofspecialbutconsequential
moderatorswereconcludedinthestudythatcanenhancethesatisfaction-behavioralintentionlinks,
which are psychological characteristics and relational characteristics. In terms of psychological
characteristics,previousstudiesidentifiedinvolvement(Seidersetal.,2005),commitment(Ahluwalia,
Burnkrant,&Unnava,2000)andbrandlove(Carroll&Ahuvia,2006)asthepotentialfactorsto
moderatethesatisfaction-loyaltylink.Intermsofrelationalfactors,previousstudies,identifiedloyalty
programparticipation(Evanschitzky&Wundderlich,2006),andrelationshipage(Raimondoetal.,
2008)asthecriticalmoderatorstothissatisfaction-loyaltylink.

Althoughthepotentialmoderatingeffectsonthesatisfaction-behaviorlinkhavebeendiscussed
widely,thereisalackofresearchregardingthemoderatingeffectsontherelationshipbetweenbrand
equityandbehavioralintentions.Thisstudyintendstoencompassmorevariablestoidentifytheroles
ofrelationalandpsychologicalmoderatorsontheinfluencesofbrandequityonbehavioralintention,
brandpreference,andwordofmouth,respectively.Specifically,thisstudyintegratestheresultsof
previousstudiesandidentifiesloyaltyprogramparticipation,relationshipage,productknowledge,
andpreviousshoppingexperienceastherelationalmoderators;andproductinvolvement,consumer
expectation,alternativeattractiveness,brandlove,brandcommitment,andswitchingcostsasthe
psychologicalfactorstomoderatetheinfluencesofbrandequityanditsoutcomes.

LITERATURE REVIEw

Theoretical Background
Thedefinitionandmeaningofbrandequityhavebeendebatedinmanydifferentwaysfordifferent
purposes,andnocommonviewpointhasemerged.Aaker(1991)definedfourbasicdimensionsof
brandequity:perceivedquality,brandawareness,brandassociationandbrandloyalty.Thissuggestion
hasbeenwidelyacceptedbyvariousscholar(Chen&Tseng2010;Kim,Kim,&An,2003;Han,
Nguyen,&Lee,2015;Liuetal.,2017).
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Recently, Yoshida and Gordon (2012) developed consumer-based brand equity (CBBE) as
a psychological construct that captures consumers’ differential responses directly to marketing
stimuli.Theirstudyproposedthreeprimarydriversthatleadtothecreationandgrowthofcustomer
equity:valueequity,psychologicalequity,andrelationshipequity.Valueequityreferstocustomers’
assessmentsoftheutilityofabrandbasedontheexpectationofwhatisgivenupandtheexperience
ofwhathasreceivedtrade-offbetweengivingandreceiving(LeeandPark,2019).Therearethree
keyelementsthatcapturevalueequity:quality,price,andconvenience.Psychologicalequityrefers
tothevalueaddedtoproductorservicebythebrandname(Vogel,Evanschitzky,&Ramaseshan,
2008),andhelptocreatedefensiblecompetitivepositionsandretaincustomersfromtransferring
tootherorganizations(Machadoetal.,2018).Relationshipequityreferstotheblendofcustomers’
perceivedbenefitsthatstickthecustomerstoabrand(Vogeletal.,2008;Zhangetal.,2014).Itis
becomingmoreimportantforserviceorganizationstocreateandmaintaintherelationshipequityto
achievesustainableloyalty(Wong,2013).

Brandequityhasbeenregardedasoneofthemostcriticalfactorstopromotebehavioralintention,
brandpreference,andwordofmouth.Shamsuddohaetal.(2010)arguedthat,whencustomersdo
nothaveknowledgeorconsumptionexperienceaboutaproduct,theyaremorelikelytousebrand
nameorbrandinformationtoevaluatetheproductandmaketheirpurchasedecision.VinhandHuy
(2016)andotherresearcherssharedareliableconfirmationthatbrandequityplayedasignificantrole
incustomer’sselectionofservice.ChenandChang(2008)statedthatastrongbrandcouldincrease
customer’strusttowardtheproductandfurtherenablecustomerstovisualizeandunderstandbetter
theintangiblefactorsofthebrand.MoradiandZarei(2011)furtherconfirmedthatbrandequitycould
influencebrandpreferenceandpurchaseintentions,whichfurtherinfluencescustomers’brandchoice.
Brandpreferenceisthebiasthatacustomershowswhenchoosingabrandamongotheralternatives
basedonaspecificcharacteristicthebrandproved(Vinh&Huy,2016).Inaddition,Troiville,Hairand
Cliquet(2019)confirmedthattheelementsofbrandequityhavesignificantcontributionstocustomers’
word-of-mouthactivity.Loyaltycustomersaremorelikelytogivemorepositiverecommendationsof
thebrandtotheirreferencegroupsandtoprocessnewinformationaboutthefirmorthebrand.These
loyalcustomershaveastrongerresistancetobepersuadedbyanalternativeorcontraryinformation.

Hypothesis development
The Impact of Brand Equity on its Consequences
Thisstudyfocusesonconsumer-basedbrandequitywhichconcentratesontheknowledgeofconsumers
aboutthebrand.Previousstudieshaveconfirmedthatbrandequitycaninfluencebrandpreferenceand
purchaseintentionsandconsumerchoice(Shamsuddohaetal.2010;VinhandHuy,2016).Naeini,
AzaliandTamaddonib(2015)recognizedtheimportanceofbrandequityandpointedoutthathigher
equitywillleadtohigherbrandpreferenceandloyalty.Awell-knownbrandisnotonlyattractivefor
customerstopurchase,butalsohelpstocreaterepeatpurchasingandincreasetheassetvalueofthe
firm(Yasin&Shamim,2013;Vinh&Huy,2016).

KellerandKotler(2012)contendedthatbrandequityistheconsumer’sabilitytoidentifythe
brandunderdifferentsituations,mostlyreflectedbytheirbrandrecognitionorrecallperformance.
YasinandShamim(2013)arguedthattrust,commitmentandbrandequitywouldenhanceconsumer’s
purchaseintention,whichwillfurtherenhanceword-of-mouthcommunication.LakshmiandKavida
(2016)statedthatbrandequity,asmainlyaresultoftrust,canbetranslatedasconsumers’loyaltyand
theirwillingnesstopayhigherpricesforthebrand.Theyfurtherconfirmedthatbrandequitycould
resultinhighersalesvolume,higherbrandpreference,higherpurchaseinterest,andhigherpurchase
satisfaction.AnuwichanontandMechinda(2014)pointedoutthatbrandequitycouldbesignificant
foritspsychologicalvalues.Consumerstendtopurchasepopularbrandwhentheylackofproduct
familiarity.Therefore,brandequitycanaffectcustomerevaluationandchoicedecisions.Customers
tendtoperceivehigherbrandpreferenceandpurchaseintentiontowardproduct/servicewithhigher
brandequity.Therefore,thefollowinghypothesisisdeveloped:
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HypothesisH1:Thereisasignificantimpactofbrandequityon(a)behavioralintention,(b)brand
performanceand(c)WOM.

The Moderating Effects of Psychological Moderators
Previousstudieshaveidentifiedproductinvolvement(Lin,2015;Seidersetal.,2005)andcommitment
(Ahluwaliaetal.,2000)astwoofthemostimportantpsychologicalmoderatorsforcustomersatisfaction
andbrandloyaltylink.Maläretal.(2011)arguedthatproductinvolvementcouldserveasamoderator
betweenbrandpersonalityandemotionalbrandattachment.Itissuggestedthatconsumerswithhigher
levelofproductinvolvementcouldbemoremotivatedtoinvestthecognitiveeffortwhichisrequired
forself-verification.Seidersetal.(2005)statedthathighlyinvolvedconsumerstendedtoallocate
moretimeandefforttosearchandshowhigherlevelsofpatronageintention.Therefore,involvement
couldenhancethepositiveeffectofsatisfactiononpurchaseintention.Previousempiricalevidence
alsoshowedthatinvolvedconsumerstendedtospendmuchmoretimewhentheirsatisfactionishigh.

Accordingtoattachmenttheory,peoplearemostlikelytodevelopattachmentandcommitmentto
products(orservices)thatcanfulfilltheirfunctionalneeds,experientialneeds,andemotionalneeds
(Kim&Stepchenkova,2018;Park,MacInnis,&Priester,2006).Vlachosetal.(2010)suggested
thatconsumerswhoareemotionallyattachedtothefirm(orthebrand)willbemorecommittedto
repurchaseandmorelikelytorecommendtoothers.Consumerswithhighercommitmentanxietytend
toperformstrongerbrandcommitment,whichcould,interm,heighteningtheinfluencesofbrand
equityonpurchaseintention,brandpreference,andwordofmouthtowardthebrand.

Inaddition,DohandHwang(2009)indicatedthatinvolvementwouldsignificantlymoderate
theinfluencesofe-WOMmessagesonattitudetowardtheproduct/brand,purchaseintention,and
messagecredibility.Inotherwords,consumerswithhigherinvolvementwillacceleratetheinfluences
ofe-WOMonattitude,intentionandcredibility.WangenheimandBayon(2004)alsosuggestedthat
theinfluenceofcustomersatisfactiononthenumberofreferralswillbemuchgreaterinhighproduct
involvementratherthanlowproductinvolvementsituation.Thatisanexampletointerpretproduct
involvementcanbeoneofthepsychologicalmoderators.Hernández,JiménezandMartín(2010)
arguedthatwheneveracustomerbuyssomeproductsorservices,he/sheautomaticallydevelopssome
expectations.Themoretheexpectationsgainfromthefirm,themorethecustomerwillconcernabout
thefirm.Themoretheconcern,thehigherintentiontoknowandbuytheproductsorservices.This
meansthatacustomerwithhigherexpectationwillbemorelikelytodeveloprelationshipwiththe
firmandthebrandthanacustomerwhoisindifferentwithnoexpectation.AccordingtoChenand
Chang(2008),underhigherlevelsofswitchingcosts,theinfluencesofbrandequityonpurchasing
intention,andtheinfluencesofbrandpreferenceonpurchasingintentionwillbeamplified.Beiand
Widdows(2005)alsoarguedthatproductknowledgeandproductinvolvementwouldenlargetheeffects
ofinformationonpurchasedecisions.Leeetal.(2008)contendedthatalternativeattractiveness(refer
totheperceptionsoftheattractivenessofavailablecompetingalternativesinthemarketplace)hasa
moderatingeffectontheinfluenceofrelationalbenefitsoncustomerloyaltyandpurchaseintention.
Basedontheabovediscussion,thefollowinghypothesisisdeveloped.

HypothesisH2:Customers’psychologicalcharacteristicsmoderatetheinfluenceofbrandequityon
(a)behavioralintention,(b)brandpreferencetowardthebrand,and(c)WOM.

The Moderating Effects of Relational Moderators
Severalconsumer’srelationalcharacteristicscouldbeservedasthemoderatorsfortherelationship
betweenrelationshipequitytobehavioralintentionlink.Firstly,EvanschitzkyandWunderlich(2006)
havefoundasignificantmoderatingeffectofconsumer’sparticipationintheloyaltyprogramson
theinfluenceofconsumersatisfactiononbrandloyaltylink.Theysuggestedthatwhenacustomer
believesthathimselforherselfisapartofthecommunityofthebrandloyaltyprogrammembers
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andreceivethepreferentialtreatment,thatcustomerwillperceiveahigherqualityrelationshipwith
thebrand.Also,Raimondoetal.(2008)suggestedthatrelationshipagecouldenhancethepredictive
poweroftheinfluenceofconsumersatisfactiononbehavioralconsequences.Itmeansthatwhen
customerscontinuouslyuseabrand,theywillbecomeloyalandwillhavenointentiontoswitch.
DohandHwang(2009)arguedthatpriorknowledgewouldmoderatetheinfluenceofe-WOMon
attitude,intention,andmessagecredibilityoftheproduct/brand.PizzuttiandFernandes(2010)argued
thatconsumer’sperceivedqualityofpriorexperiencewouldmoderatetheinfluenceofthelevelsof
satisfactionwithcomplaintshandlingonthelevelsoftrusttowardonlineshopping.Furthermore,
previousstudiesalsosuggestthatfirmsexercisehigherlevelsofsocialinteractionamongcustomers
willenhancecustomerloyalty(Johannaetal.,2012;Yadav&Rahman,2018).Thismeansthatby
encouragingcustomerstoparticipateinbrandcommunities(structuredsocialrelationshipsamong
usersofabrand), itwillbecomeasuccessfulbrandstrategytopromotebrandloyaltyandbrand
equity.Inthebrandcommunity,afeelingofbelonging,abeliefthatmembersmattertooneanother,
andasharedfaiththatmembers’needswillbemetthroughtheircommitmenttobetogether.Based
ontheabovediscussion,thisstudyproposesthefollowinghypotheses:

HypothesisH3:Customers’relationalcharacteristicsmoderatetheinfluenceofbrandequityon(a)
behavioralintention,(b)brandpreferencetowardthebrand,and(c)WOM.

Basedontheaboveliteraturereviewandthehypothesesdevelopment,theprimaryobjectiveof
thisstudyistoadevelopacomprehensiveresearchmodeltoidentifythemoderatorsofbrandequity.
TheresearchmodelofthisstudyisshowninFigure1.

RESEARCH METHOdOLOGy

The Measurement of Research Constructs
Tomeasurebrandequity,thisstudyincluded5itemsforvalueequity(Bradyetal.,2002;Yoshida
&Gordon,2012),8itemsforpsychologicalequity(Delgado-Ballester&Munuera-Alemán,2005;
Yoshida&Gordon,2012);and5itemsofrelationshipequity(DeWulf,Odekerken,&Lacobucci,
2001;YoshidaandGordon,2012).

This study also identified relational variable and psychological variables as two groups of
moderatorsthatcouldmoderatetheinfluencesofbrandequityonbrandpreference,behaviorintention
and WOM, respectively. To measure psychological moderator, this study included alternative
attractiveness(5itemsmodifiedfromLee,Ahn,&Kim,2008),productinvolvement(5itemsmodified
fromMaläretal.2011),brandcommitment(5itemsmodifiedfromCoulter,Price,&Feick,2003),
brandlove(6itemsmodifiedfromCarroll&Ahuvia,2006),switchingcost(5itemsmodifiedfrom
Jones,Mothersbaugh,&Beatty,2000),andconsumerexpectation(5itemsmodifiedfromJoneset
al.,2000).

Tomeasure relationalmoderator, this study included loyaltyprogramparticipation (5 items
modifiedfromRosenbaum,Ostrom,&Kuntze,2005),productknowledge(5itemsmodifiedTaleghani
&Almasi,2011),andpreviousshoppingexperience(5itemsmodifiedfromDelgado-Ballester&
Munuera-Aleman,2005)andrelationshipage(indicatetheperiodtheybecomecustomerswiththe
brand).

FiveitemsfromCroninetal.(2000)andYoshidaandGordon(2012),fivetimesfromDelgado-
BallesterandMunuera-Aleman(2005)andfiveitemsfromCarrollandAhuvia(2006)wereusedto
measuredbehavioralintention,brandpreferenceandWOMrespectively.Alloftheaboveitemswere
measuredbasedonaseven-pointLikertscalerangingfrom1=totallydisagree,7=totallyagree.
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QUESTIONNAIRE SAMPLING

Thesurveydatawascollectedvia intercept interviews in themallsand thedepartmentstores in
Taiwan.TheentirequestionnairewasdesignedinEnglish,andthentranslatedintoChineseandthen
back-translatedintoEnglishtoconfirmthereliabilityandvalidityofthetranslation(Brislin,1980).
Apreliminaryversionofthisquestionnairewasdesignedbythefirstauthorbasedonacriticalreview
ofpreviousliterature.Thequestionnairewaspretestedinapilotstudythatincluded43MBAstudents
fromaUniversityinTaiwanasparticipants.Thequestionnaireitemswerefurtherrevisedbasedonthe
resultsofthepretestbeforebeingputintothefinalform.SinceTaiwaniswellknownforitscosmetic
industryandTaiwanesepeoplearequitefamiliarwithcosmeticproducts.Respondentswerefirstasked
toidentifyacosmeticsbrandthattheymostfavoritewithpreviousconsumptionexperiences.They
weretheninterviewedwithreferencetooneofthebrandsthattheyhavementioned.After2months,
thisstudyeventuallyreceived353validresponseswhen82wereeliminatedduetorespondentsnever
participateinpurchasingcosmeticsproducts.

dATA ANALySIS

Inordertotestthehypotheses,SPSS16.0,AMOS7.0,andSmartPLSwereemployedtoanalyze
thecollecteddata.Toverifythedimensionalityandreliabilityoftheresearchconstructsinthis
study,severalpurificationprocesses,includingfactoranalysis,correlationanalysis,andinternal
consistencyanalysis(Cronbach’salpha)wereconducted.Furthermore,toassessthepossibility

Figure 1. Research model to identify the moderaters of brand equity
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ofcommonmethodvariance,aHarmonone-factortestwasadoptedanddiscriminatedvalidity
wasperformed. Inaddition,ThePartialLeastSquares (PLS)pathmodelingalgorithmwas
adoptedinthisstudyforboththemeasurementmodelandthestructuralmodel.Finally,this
study checked the moderating role of relational and psychological factors by using linear
regressionanalysisinSPSSsystem.

RESULTS

Characteristics of Respondents
Thecharacteristicsofrespondentsweregathered.ThedescriptiveanalysisisshowninTable1.From
353respondents,277werefemale(78.47%),andmostoftherespondentswereagedbetween18
and35yearsold(67.14%).Mostcosmeticscustomershavelessthan3yearsofworkingexperience
(37.39%).Formonthlyincome,mostoftherespondentsclaimedtoreceivefromUSD15,000-30,000
ofannualincome(46.18%).

FACTOR ANALySIS ANd RELIABILITy TEST

To verify the dimensionality and reliability of constructs of this study, purification processes
wereconductedinthisstudy.Factoranalysisexaminedthebasicstructureofthedata.Coefficient
(Cronbach’s)alphameasuredtheinternalconsistencyofeachidentifieddimension.Foreachresearch
constructs, factor analysis was first employed to identify the dimensionality of the construct, to
selectquestionnaireitemswithhighfactorloadings,andtocomparetheseselecteditemswithitems
suggestedtheoretically.Itemtototalcorrelationandcoefficientalphawerethenassessedtoidentify
theinternalconsistencyandreliabilityoftheconstruct.Allresearchitemssatisfiedthecriteriaand
nonewasdeletedforfurtherdataanalysis(AppendixA).

Common Method Variance
Inordertoassesstheissueofcommonmethodvariance,firstlyaHarmonone-factortestwasadopted
andloadedallvariablesintoaprincipalcomponentfactoranalysis(Podsakoffetal.,2003).Second,
discriminatedvaliditywasalsoperformedbycomparing thesquare rootof theaveragevariance
extracted(AVE)withthePearsoncorrelationsamongtheconstructs.AllAVEestimatesasshown
inTable2aregreater than thecorresponding inter-construct squarecorrelationestimates.These
empiricalresultssuggestedthattheissueofcommonmethodvarianceisstillundertheacceptance
level.Thisstudythusconductedfurtherempiricaltestinginthefollowingsections.

Evaluation of the Measurement Model
Following Hair, Ringle, and Sarstedt (2011), this study checked several criteria to measure the
reliability and validity of the measurement model, including coefficient of determination (R2),
AVE,compositereliability(CR)andCronbach’salphacoefficient.AsshowninTable3,R2forthe
endogenouslatentvariablesareasfollows:0.681forbehavioralintention,0.611forbrandpreference,
and0.557forWOMandareconsideredassubstantial.TheAVEsoftheconstructsarerangedfrom
0.683to0.840,whichdemonstrateasatisfactoryreliabilityandconvergentvalidityoftheresearch
constructs.TheCronbach’salphacoefficientsarerangedfrom0.843to0.952,whichhavefulfilledthe
criteriaof0.7,andconfirmtheinternalconsistencyofthemeasurementitems.TheCRcoefficientsare
rangedfrom0.805to0.963,whicharemuchhigherthanthecriteriaof0.6andshowthatthevariance
sharedbytherespectiveindicatorsisrobust.Basedontheabovediscussions,itwasconcludedthat
thereliabilityandconvergentvalidityoftheresearchmodelareappropriate,whichenabledauthors
toproceedtoanevaluationofthestructuralmodel.
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Table 1. Demographic and descriptive information of sample for this research

Demographic Variables Frequency (n=353) %

Gender Male 76 21.53

Female 277 78.47

Age Lessthan17yearsold 20 5.67

18to25yearsold 135 38.24

26to35yearsold 102 28.90

36to45yearsold 52 14.73

46to55yearsold 24 6.80

Morethan55yearsold 20 5.67

Education Highschoolorlower 23 6.52

Bachelordegree 201 56.94

Masterdegree 118 33.43

Doctoraldegree 11 3.12

WorkingExperience Noworkingexperience 51 14.45

Lessthan3years 132 37.39

3to5yearsexperience 91 25.78

6to9yearsexperience 45 12.75

10to15yearsexperience 20 5.66

Morethan16yearsexperience 14 3.97

CurrentCareer Student 114 32.29

Official 36 10.20

AdministrationStaff 20 5.67

Financial/Accounting 40 11.33

EducationalService 13 3.68

MedicalServices 30 8.50

R&DTechnological 7 1.98

TourismandLeisureIndustry 28 7.93

DoingOwnBusiness 14 3.97

Unemployed 13 3.68

Others 38 10.76

AnnualIncome(USD) Lessthan15,000 89 25.21

15,000–30,000 163 46.18

30,001–60,000 67 18.98

60,000–90,000 22 6.23

90,001–120,000 12 3.40

Morethan120,000 0 0
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Evaluating the Relationship Between Brand Equity and its Outcome
Thestructuralmodelwithitsresearchhypotheseswastestedusingtheparameterestimatesofthe
pathbetweenresearchconstructs.Usingasampleof353,anon-parametricbootstrappingprocedure
wasperformedwith2500sub-samplestoobtainthestatisticalsignificanceofeachpathcoefficient
forhypothesestesting.TheempiricalresultsareshowninTable4.Theresultsindicatedthatbrand
equityhassignificantimpactonbehavioralintention(β=0.724,t=20.435),brandpreference(β=0.782,
t=26.760)andWOM(β=0.653,t=16.565).

Evaluating the Moderating Effects of Relational Moderators
Toevaluatethemoderatingeffectsofrelationalmoderators,thisstudyusedK-meansmethodtocluster
therespondentsinto4groupsforeachrelationalmoderator.Forexample,inthecaseofusingloyalty
programparticipation(LP)asthemoderator,therespondentsweredividedinto4groupsusingLP
andBE(brandequity)asthetwo-categorizingvariable.Therefore,therespondentsweredividedinto
thefollowing4groups:(1)HighBE/HighLP,(2)HighBE/LowLP,(3)LowBE/HighLP,and(4)
LowBE/LowLP.TheANOVAresults,whichusedtocomparethemeanvaluesofbrandpreference,

Table 2. Correlations among the research constructs

Constructs Brand equity Behavior intention WOM Brand preference

Brandequity 0.873 0.508 0.421 0.629

Behaviorintention 0.713 0.827 0.453 0.669

WOM 0.649 0.673 0.914 0.476

Brandpreference 0.793 0.818 0.697 0.917

Table 3. Evaluation of the measurement model

Construct AVE CR Cronbach’s Alpha 
(α) R2

Brandequity 0.762 0.905 0.843 0.750

Behaviorintention 0.683 0.914 0.878 0.681

WOM 0.840 0.963 0.952 0.611

Brandpreference 0.836 0.962 0.951 0.557

Table 4. Evaluation of structural model and hypothesis testing

Hypo. Path Standardize 
Estimate t-value p-value

H1a BrandEquity->
BehavioralIntention 0.724 20.435 ***

H1b BrandEquity->
BrandPreference 0.782 26.760 ***

H1c BrandEquity->
WOM 0.653 16.565 ***
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behavioralintentions,andWOM,areasshowninFigure2andTable5.Theseresultsindicatedthat
respondentswithlongerloyaltyprogramparticipationtendedtoperformhigherbrandpreference(F
=90.222,p<0.000),higherbehavioralintention(F=64.619,p<0.000),andhigherWOM(F=
62.319,p<0.000)thanthosewithshorterloyaltyprogramparticipation.

Usingthesamecategorizingmethodforotherrelationalmoderators,itcouldbeconcludedfrom
Figure2andTable5,thatrespondentswithmoreproduct/brandknowledgetendedtoperformhigher
brandpreference(F=96.520,p<0.000),higherbehavioralintention(F=76.657,p<0.000),and
higherWOM(F=63.570,p<0.000)thanthosewithlessproduct/brandknowledge.Inaddition,
comparedtothosewithshorterrelationshipage,respondentswithlongerrelationshipagetended
tohavehigherbrandpreference(F=106.037,p<0.000),higherbehavioralintention(F=81.319,
p<0.000),higherWOM(F=64.944,p<0.000).Finally,comparedtothosewithlessshopping
experience,respondentswithmoreshoppingexperiencestendedtohavehigherbrandpreference(F
=178.013,p<0.000),higherbehavioralintention(F=118.602,p<0.000),andhigherWOM(F
=90.304,p<0.000).However,thecaseofshoppingexperiencescanonlybeappliedtothegroups
whichhaverelativelylowerbrandequitycategories(i.e.,lessshoppingexperiences/lowbrandequity
andmoreshoppingexperience/lowbrandequity).Thestudy’sresultssuggestedthatinthegroupsof
higherbrandequity,allrespondentsshowedonlyhighpreviousshoppingexperiences,noneofthem
belongstohighequity/lessshoppingexperience.

Evaluating the Moderating Effects of Psychological Moderators
To evaluate the moderating effects of psychological moderators, this study also used the same
categorizingmethodwithK-meansclusteranalysistodividetherespondentsinto4groupsforeach
psychologicalmoderator.TheANOVA’sresultstocomparethemeanvaluesofbrandpreferences,
behavioralintention,andWOMareshowninTable6andFigure3.Theseresultsindicatedthatthose
whoperceivedloweralternativeattractivenesstendedtohavehigherbrandpreference(F=78.499,
p<0.000),higherbehavioralintention(F=47.913,p<0.000),andhigherWOM(F=45.642,p<
0.000),comparedtothosewithhigheralternativeattractiveness.Also,respondentsperceivedwith
higherproduct involvement tendedtoperformhigherbrandpreference(F=99.425,p<0.000),
higherbehavioralintention(F=65.259,p<0.000),andhigherWOM(F=56.391,p<0.000).In
addition,respondentsperceivedhigherswitchingcoststendedtoperformhigherbrandpreferences
(F=99.660,p<0.000),higherbehavioralintention(F=53.413,p<0.000),andhigherWOM(F
=53.559,p<0.000).Respondentshavinghigherbrandcommitmenttendedtohavehigherbrand
preference(F=100.381,p<0.000),higherbehavioralintention(F=60.864,p<0.000),andhigher
WOM(F=52.278,p<0.000).Furthermore,respondentsperceivedhigherbrandlovetendedto
performhigherbrandpreference(F=92.133,p<0.000),higherbehavioralintention(F=59.253,p
<0.000),higherWOM(F=56.655,p<0.000).Finally,respondentswithhigherexpectationtowards
thebrandtendedtohavehigherbrandpreference(F=93.280,p<0.000),higherbehavioralintention
(F=64.351,p<0.000),andhigherWOM(F=45.613,p<0.000).

dISCUSSION ANd CONCLUSION

discussion
Severalpointsmaybedrawnbasedontheaboveresults.Firstofall,brandequityobviouslywillresult
inhigherbrandperformance,purchaseintention,andwordofmouth.Theresultsareinlinewith
previousstudies(Yasin&Shamin,2013;Lakshmi&Kavida,2016;Moradi&Zarei,2011),which
suggestedthatasaresultofbrandequitycaninfluencecustomer’sevaluationtowardthebrand,brand
preference,andbehaviorintention.Therefore,intheprocessofbrandchoice,consumersmayhave
tobeconvincedthroughthepromotionofbrandequity.
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Thisstudy’sresultssuggestedthatbothrelationalandpsychologicalaspectsofmoderatorshave
significantmoderatingeffectson the influencesofbrandequityonbrandpreference,behavioral
intention, and WOM. Specifically, respondents who perceived lower alternative attractiveness
of a brand, higher product/brand involvement, higher switching costs, higher brand love, higher
brandcommitment, higher expectation,will result inhigherbrandpreference,higherbehavioral
intention,andhigherWOM.Theseresultsareinlinewithpreviousstudies.YoshidaandGorden
(2012)advocatedthebenefitsofthecombinedeffectsofbrandequityanddifferentpsychological
moderatorsonpromotingbehavioralintentiontowardsthebrand.Seidersetal.(2005)proposedthat
consumerstendedtoallocatemoretimeandeffortonthebrandandshowhigherlevelofpatronageor
re-patronageintention.Vlachosetal.(2010)suggestedthatconsumerswhoareemotionallyattached
(brandloveandbrandattachment)toaspecificbrandtendedtobemorecommittedtorepurchase
andtorecommendittoothers.ChenandChang(2008)arguedthatunderhigherlevelsofswitching
costs,consumerstendedtostaywiththeoriginalbrandratherthanswitchingtoanewbrand.Lee
etal.(2008)contendedthatifthealternativeattractivenessofanotherbrandislessthanthecurrent

Table 5. The Results of relational moderators

Name of 
Factor

Low Brand Equity High Brand Equity F-value (p) Duncan

1.ShortLP
(n=142)

2.LongLP
(n=42)

3.ShortLP
(n=41)

4.LongLP
(n=128)

Behavioral
Intention 4.4049 5.2619 5.3902 5.7969 64.619*** 1,23,4

Brand
Preference 4.2972 5.0000 5.5854 5.9000 90.222*** 1,2,3,4

WOM 3.8873 4.8714 4.7805 5.5437 62.391*** 1,32,4

Name of 
Factor

Low Brand Equity High Brand Equity F-value (p) Duncan

1.LessPK
(n=44)

2.MorePK
(n=140)

3.LessPK
(n=7)

4.MorePK
(n=162)

Behavioral
Intention 3.7670 4.8625 4.9643 5.7299 76.657*** 1,23,4

Brand
Preference 3.8273 4.6557 5.1714 5.8519 96.520*** 1,2,3,4

WOM 3.2182 4.3929 4.4857 5.3963 63.570*** 1,23,4

Name of 
Factor

Low Brand Equity High Brand Equity F-value (p) Duncan

1.LessSE
(n=16)

2.MoreSE
(n=168)

3.LessSE
(n=0)

4.MoreSE
(n=169)

Behavioral
Intention 2.9688 4.7650 0 5.6982 118.602*** 1,2,4

Brand
Preference 2.8125 4.6143 0 5.8237 178.013*** 1,2,4

WOM 2.5125 4.2643 0 5.3586 90.304*** 1,2,4

Name of 
Factor

Low Brand Equity High Brand Equity F-value (p) Duncan

1.ShortRA
(n=130)

2.LongRA
(n=54)

3.ShortRA
(n=26)

4.Long
RA

(n=143)

Behavioral
Intention 4.3077 5.3056 5.0865 5.8094 81.319*** 1,32,4

Brand
Preference 4.2169 5.0370 5.2462 5.9287 106.037*** 1,23,4

WOM 3.8123 4.8333 4.6692 5.4839 64.944*** 1,32,4

Note: LP=Loyalty Program, PK=Product Knowledge, SE=Shopping Experience, RA=Relationship Age
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brandconsumersusing,thenconsumerswillnotswitchtoanotherbrand.Therefore,itisimportantfor
marketerstopaymoreattentiontotheabovepsychologicalmoderatorstopromotebrandpreferences,
behavioralintention,andWOM.

Figure 2. Relational moderators
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Table 6. The Results of psychological moderators

Name of Factor Low Brand Equity High Brand Equity F-value (p) Duncan

1.Less
AA

(n=88)

2.More
AA

(n=96)

3.Less
AA

(n=51)

4.More
AA

(n=118)

BehavioralIntention 4.4602 4.7292 5.5882 5.7458 47.913*** 12,34

BrandPreference 4.3273 4.5771 5.6588 5.8949 78.499*** 12,34

WOM 3.9136 4.2938 5.0510 5.4915 45.642*** 1,2,3,4

NameofFactor Low Brand Equity High Brand Equity F-value (p) Duncan

1.Low
PI

(n=119)

2.HighPI
(n=65)

3.LowPI
(n=22)

4.HighPI
(n=147)

BehavioralIntention 4.3256 5.1038 5.2841 5.7602 65.259*** 1,23,4

BrandPreference 4.1966 4.9354 5.3273 5.8980 99.425*** 1,2,3,4

WOM 3.8420 4.6062 4.6455 5.4653 56.391*** 1,23,4

NameofFactor Low Brand Equity High Brand Equity F-value (p) Duncan

1.Low
SC

(n=57)

2.HighSC
(n=127)

3.LowSC
(n=15)

4.HighSC
(n=154)

BehavioralIntention 4.2193 4.7717 5.4667 5.7208 53.413*** 1,2,34

BrandPreference 3.8737 4.7197 5.5467 5.8506 99.660*** 1,2,34

WOM 3.5965 4.3433 4.6000 5.4325 53.559*** 1,23,4

NameofFactor Low Brand Equity High Brand Equity F-value (p) Duncan

1.Low
BC

(n=120)

2.HighBC
(n=64)

3.Low
BC

(n=11)

4.HighBC
(n=158)

BehavioralIntention 4.3500 5.0703 5.2727 5.7278 60.864*** 1,23,4

BrandPreference 4.1867 4.9656 5.1818 5.8684 100.381*** 1,23,4

WOM 3.8500 4.6031 4.7091 5.4038 52.278*** 1,23,4

NameofFactor Low Brand Equity High Brand Equity F-value (p) Duncan

1.Low
BL

(n=134)

2.HighBL
(n=50)

3.LowBL
(n=17)

4.HighBL
(n=152)

BehavioralIntention 4.4235 5.0750 5.1324 5.7615 59.253*** 1,23,4

BrandPreference 4.2881 4.9120 5.2118 5.8921 92.133*** 1,23,4

WOM 3.8806 4.7320 4.5765 5.4461 56.655*** 1,32,4

NameofFactor Low Brand Equity High Brand Equity F-value (p) Duncan

1.Low
CE

(n=85)

2.HighCE
(n=99)

3.LowCE
(n=12)

4.HighCE
(n=157)

BehavioralIntention 4.2941 4.8636 4.6667 5.7771 64.351*** 13,32,4

BrandPreference 4.1624 4.7111 5.0000 5.8866 93.280*** 1,23,4

WOM 3.8706 4.3192 4.7833 5.4025 45.613*** 12,23,4

Note: AA = Alternative Attractiveness, PI = Product Involvement, SC = Switching Cost, BC = Brand Commitment, BL = Brand Love, CE = Customer 
Expectation
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Furthermore,respondentshavinghigherlevelsofloyaltyprogramparticipation,moreproduct/
brandknowledge,longerrelationshipage,andmorepreviousshoppingexperiencestendedtohave
higherlevelsofbrandpreference,behavioral intention,andWOM.Theseresultsareinlinewith
thoseofpreviousstudies.Specifically,EvanschitzkyandWunderlich(2006)foundthatconsumer’s

Figure 3. Psychological moderators
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participationintheloyaltyprogramstendedtohaveapositivemoderatingeffectthatwouldamplify
theinfluenceofconsumersatisfactiononbrandloyalty.Whenthelevelsofparticipationintheloyalty
programsarehigh,consumerstendedtoperformhigherbehavioralintentiontopurchaseorrepurchase
thesamebrand.DohandHwang(2009)arguedthatconsumer’sproduct-relatedknowledgetendedto
beaneffectivefactorevaluatinghigherbrandequity,whichcanfurtherimpactonbrandpreference,
behavioral intention,andWOM.PizzuttiandFernandes (2010)argued thatconsumersprevious’
positiveshoppingexperienceandconsumptiontendedtohaveapositiveinfluenceonthelevelsof
satisfactionwiththecomplainthandling,trust,andloyaltytowardsthebrand.Itisunderstoodthat
relationshipage(withcertainbrandcommunity)willinfluenceconsumer’sbrandevaluationthrough
thefeelingofbelongsandacommitmenttothebrandandcommunity,andasharedfaithwiththe
communitymembersandthefirmitself.

Practical Implications
Basedontheresultofthisstudy,wecanconcludeseveralmanagerialimplications.First,thisstudy
extendedthetheoreticalfoundationandfoundthatbrandwithequitycanpromotebrandpreference,
behavioral intention, and word of mouth. These results provide evidence that brand equity is a
significantpredictorofpositiveconsumerresponse.Therefore,marketersshouldtrytostrengthen
brandequityasaprimarystrategy to improvea firm’sperformance.Sinceconsumer’s response
canresult frompositivebrandequity,buildingbrandequitybecomesextremely important (Buil,
Martinez,andDeChernatony,2013).Inaddition,tobuildupbrandequitythroughthepromotionof
brandawareness,brandassociation,andbrandimage,marketersshouldinitiatemoreactivitiesfrom
hedonicaspectstocreatehigherexperientialperception.Marketingshouldalsofocusonpromoting
value,psychologicalandrelationshipequitytoincreasebrandequity.

Accurately,customersseeWOMasacriticalsourceofinformation,andconsideritasmore
persuasivethanthecommercialmessagesthatarepropagatedinthemassmedia(Huangetal.,2012),
ithelpstoformandchangeattitudestowardabrand(HuangandChen,2006).Itisthusimportant
formarketerstoadoptmoreeffectiveformsofWOMcommunicationtoprovideappropriatebrand/
productinformationtoeachconsumer’ssegment(Park&Kim,2008).Specifically,forbrandmanagers,
thefirstimportantthingistodesignaneffectivebrandmanagement(e.g.,leveragebrandequity)
inordertoincreasebrandvalue.Notably,becauseastrongbrandequitysignificantlyenhancesthe
positiveevaluationofthebrandandtherepeatedpurchasing.Second,managersshouldhaveabetter
understandingofmoderatingvariableswhichwouldbenefitthem,suchaspsychologicalandrelational
moderators.Furthermore,havingastrongbrandequityandastrongrelationshipwithconsumers,
managerscanincreasethebarrierstopreventconsumersswitchingintocompetitors’brand.Finally,
even thoughit isnoticeable that themajorityofcosmeticcustomersarestillwomen, therearea
promisingnumberofmalecustomersfor thissections.Brandmanagersshoulddevelopadeeper
researchtounderstandthedifferencesinneedsanddemandsbetweenthosecustomersandlaunch
differentmarketingcampaignfordifferenttypeofcustomers.

CONCLUSION

Thepurposeofthisstudyistoidentifythemoderatorsandconsequencesofbrandequity.Several
conclusionscanbedrawnfromtheresultsofthisstudy.AsGambettietal.(2012)havementioned,
futurebrand-relatedstudiesshouldtrytoinvestigatetheinfluenceoftheexperiential,social,culture,
andrelationalbehavior.Thisstudyhasworked toaddress thesegaps in thecurrent literature. In
additiontoCBBEmodelasproposedbyKeller(1993),thisstudyhasintegratedmoretheoriesinto
theresearchmodeltoexplainhowconsumers’tomakebrandchoice.Specifically,thisstudyhas
introducedthetheoryofplannedbehavior(Ajzen,1985),brandpreferencemodel(Bass&Talarzyk,
1972),brandequitymodel(Aaker,1991),experientialconsumptionmodel(Holbrook&Hirschman,
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1982),hedonicexperientialmodel(Clow&Back,2005)andword-of-mouthmodel(Richins,1988)
todevelopamorecomprehensiveframeworkofbrand-relatedconstructs.

Limitations and Future Research directions
Althoughthisstudyhastriedtodiscussthemoderatingrolesofrelevantvariablesfortheinfluenceof
brandequity,therearesomeperspectiveswhichthisstudyhasnotyetcovercompletely.First,even
thoughthisstudyhasmadethebesteffortstoencompassdifferentaspectsofmoderatingvariables,
itcannotconfirmthatothervariableswhichdidnotincludeinthisstudyarenotimportant.Further
empiricalvalidationstoidentifytheimportanceofadditionalfactorsareencouraged.Second,the
researchframeworkofthisstudyhasintegratedsomeconstructsthatareconceptuallysimilarandmost
ofthemeasurementitemsareadoptedfrompreviousliterature.Therefore,thecommonvarianceissue
hastobeinvestigated.AlthoughthisstudyhasevaluatedthisproblemthroughHarmon’sone-factor
testanddiscriminanttest.Futureresearchshouldtakefurthervalidations,notonlyonthecommon
varianceissue,butalsotheconstructmeasurementissue.Third,followingBradyetal.(2012)and
YoshidaandGordon(2012),thisstudyidentifiedvalueequity,psychologicalequity,andrelationship
equityasthreemajorfactorsofconsumer-basedbrandequity(CBBE).Thisconceptmaybeslightly
differentfromthoseofKeller(1998;2003)whodefinedCBBEas“thedifferentialeffectthatbrand
knowledgehasonconsumerresponsetomarketingactivitywithrespecttothatbrand.”Thisdeviation
ofconstructoperationalizationanditsstudy’sresultsmaydeservefurtherinvestigation.Fourth,since
thisstudyusedcosmeticsbrandasatargetforquestionnairesurvey,futureresearchcanextendtocover
moreproductcategoriestoidentifythegeneralizabilityofstudyresults.Fifth,additionalconsequences
ofbrandequitycanbeincludedintheresearchmodeltoreachabetterunderstandingoftheinfluences
ofantecedentsandmediatorsontheoutcomeofbrandequity.Sixth,asWOMhasbeenconfirmed
asapowerfulfacilitatorofbrandchoice,futurestudiescanfocusonhowitcanbeintegratedinto
differentmarketingprogramstoenhancebrandloyaltyandrepurchaseintention.Finally,although
thisstudyhastriedtoexplainthephenomenaofbrandequityfromdifferenttheoreticalperspectives,
ithasnointentiontocompareorcompetewiththeexplanationpowerofdifferenttheoriesforthe
samephenomena.Thisresearchissuecanleadtoafutureresearchdirection.
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APPENdIX 

Table 7. Results of factor analysis and reliability test

Research items Factor 
loading Eigenvalue

Cumulative 
Explained 
Variance

Item-
to-total 

correlation

Cronbach’s 
Alpha(α)

BrandEquity

ValueEquity 2.870 71.744 0.868

[VE2]Ithinkthatthequalityofthisbrandmeasuresupthe
costIpayforit. 0.876 0.754

[VE1]Generally,Ithinkthatthisbrandoffersgoodvalue
forthemoneyIspend. 0.875 0.753

[VE5]Overall,IthinkthatvalueofthisbrandIam
receivingfromthisishigh. 0.823 0.694

[VE4]Itisworthtopaymoretobuythisbrand. 0.812 0.672

[VE3]ComparedtowhatIspendonthisbrand,IthinkIget
morebenefits. 0.745 0.662

PsychologicalEquity 5.098 72.829 0.937

[PE5]Evenifanotherbrandhasthesamefeaturesasthis
purchasedbrand,Iwouldprefertobuythisbrand. 0.900 0.856

[PE6]IfIhavetochooseamongbrandsofcosmetics,my
brandisdefinitelymychoice. 0.879 0.852

[PE4]Itmakessensetobuythispurchasedbrandinsteadof
anyotherbrands,eveniftheyarethesame. 0.877 0.838

[PE7]IfIhavetobuycosmetic,Iplantobuymybrand
eventhoughthereareotherbrandsasgoodasmybrand. 0.822 0.830

[PE8]Evenifanotherbrandhasthesamepriceasmybrand
Iwouldstillbuymybrandofcosmetics. 0.874 0.852

[PE3]Ihaveapositiveimagetowardsthisbrand. 0.781 0.712

[PE1]IthinkIamloyaltothisbrand. 0.738 0.660

[PE2]Ihaveapositiveexperiencetowardsthisbrand. 0.711 0.643

RelationshipEquity 2.951 73.777 0.881

[RE4]IamsatisfiedwiththemembershipprogramIjoin. 0.880 0.784

[RE3]Asafanofthisbrand,Ihaveahigh-quality
relationshipwiththebrand(community). 0.870 0.753

[RE5]BecauseIamsatisfiedwiththemembershipprogram
ofthisbrand,Ialsoinviteotherstojoinit. 0.865 0.758

[RE2]IamsatisfiedwiththerelationshipIhavewiththis
brand. 0.820 0.681

[RE1]ThepreferentialtreatmentIgetfromthisbrandis
importanttome. 0.712 0.656

Relational Moderators

LoyaltyProgramParticipation 3.883 77.662 0.928

[LPR4]Ihavepositiveexperiencesinteractingwithother
participantsintheloyaltyprogramofthisbrand. 0.914 0.860

[LPR2]Ienjoythestatusofbeingaparticipantinthe
loyaltyprogramofthisbrand. 0.914 0.856

[LPR3]Ireceivemanyrewards,otherthanfinancial,asa
participantintheloyaltyprogramofthisbrand. 0.883 0.811

[LPR1]Theloyaltyprogramhasasenseofexclusivity
associatedwiththisbrand. 0.866 0.786

continued on following page
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Research items Factor 
loading Eigenvalue

Cumulative 
Explained 
Variance

Item-
to-total 

correlation

Cronbach’s 
Alpha(α)

[LPR5]IbelievethatIampartofacommunitymadeupof
thisbrandloyaltyprogrammembers. 0.827 0.737

ProductKnowledge

[PK3]Iknowmanydetailsaboutthisbrand. 0.930 0.880

[PK2]Ihavegotawidevarietyofknowledgerelatetothis
brand. 0.916 0.861

[PK4]Ihavegoodknowledgeaboutthisbrand. 0.885 0.812

[PK1]Ifrequentlygettheknowledgeofthisbrandathome. 0.838 0.749

[PK5]Ihavecollectedenoughinformationaboutthisbrand. 0.824 0.731

PreviousShoppingExperience 2.483 82.781 0.896

[OS4]Ihadagoodexperiencepurchasingthisbrand. 0.922 0.816

[OS3]Purchasingthisbrandisusuallyapleasant
experienceforme. 0.921 0.815

[OS5]Myexperiencedshoppingforthisbrandinfluences
mysubsequentpurchasesinthenextpurchase. 0.886 0.752

[OS1]Ihaveexperiencedinpurchasingthisbrandina
physicalstore. 0.872 0.712

[OS2]Ihaveexperiencedpurchasingthisbrandonline. 0.714 0.669

Psychological Moderators

AlternativeAttractiveness 3.331 66.618 0.874

[AA4]Thefunctionofmypreferredbrandissimilarto
otherbrands. 0.862 0.767

[AA5]Theattractivenessofmypreferredbrandissimilar
tootherbrands. 0.841 0.735

[AA2]Mostbrandsofferasimilarrangeofservices. 0.818 0.705

[AA3]Thepriceofmake-upcosmeticsinmostbrandsare
similar. 0.807 0.691

[AA1]Allthingsconsidered,mostbrandsaresimilar. 0.748 0.616

ProductInvolvement 3.332 83.300 0.932

[PI3]Thisbrandisveryimportanttomepersonally. 0.942 0.888

[PI1]Becauseofmypersonalattitudes,Ifeelthatthisisa
brandthatoughttobeimportanttome. 0.938 0.880

[PI2]Becauseofmypersonalvalues,Ifeelthatthisisa
brandthatoughttobeimportanttome. 0.932 0.870

[PI4]WhenIfacetomanysimilarbrands,thisbrandwillbe
theconsequenceofthedecisionmattertome. 0.834 0.727

[PI5]Ithinkcarefullyintomakingadecisiontobuythis
brand. 0.793 0.702

BrandCommitment 3.978 79.561 0.936

[BC1]Iamreallyattachedtothisbrandofcosmeticsthat
Iuse. 0.907 0.853

[BC2]IstickwithmyusualbrandofcosmeticsbecauseI
knowtheyarebestforme. 0.900 0.843

[BC3]Iamcommittedtothisbrandofcosmetics. 0.897 0.835

[BC4]Ifeelthattobuythisbrandisworthwhile. 0.888 0.821

Table 7. Continued
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Research items Factor 
loading Eigenvalue

Cumulative 
Explained 
Variance

Item-
to-total 

correlation

Cronbach’s 
Alpha(α)

[BC5]Ifeelthatthisbrandcanoffermethebestbenefits. 0.867 0.790

SwitchingCost 3.689 73.773 0.911

[SC3]Forme,thecostintime,moneyandefforttoswitch
cosmeticsbrandsarehigh. 0.902 0.833

[SC4]Iwouldsacrificealotifchangetoanothercosmetics
brand. 0.892 0.825

[SC1]Ingeneralitwouldbeahasslechangingcosmetic
brandsforme. 0.854 0.765

[SC2]Itwouldtakealotoftimeandeffortchanging
cosmeticsbrands. 0.835 0.738

[SC5]IcouldnotaffordtheswitchingcostifIchangeto
anothercosmeticsbrand. 0.808 0.708

BrandLove 4.685 78.088 0.944

[BL3]Thisbrandmakesmeveryhappy. 0.907 0.861

[BL4]Ilovethisbrand! 0.906 0.861

[BL2]Thisbrandistotallyawesome. 0.896 0.844

[BL5]Thisbrandisapuredelight. 0.878 0.823

[BL1]Thisisawonderfulbrand. 0.872 0.812

[BL6]Iampassionateaboutthisbrand. 0.841 0.775

ConsumerExpectation 4.015 80.296 0.938

[EXP2]Myexpectationsoftheattributesofthisbrandis
high. 0.927 0.879

[EXP1]Myexpectationsofthequalityofthisbrandishigh. 0.919 0.867

[EXP1]Myexpectationsofthequalityofthisbrandishigh. 0.914 0.859

[Exp4]Myexpectationsofthesecurityofthisbrandishigh. 0.878 0.809

[Exp5]Myexpectationsoftheserviceofthisbrandishigh. 0.839 0.757

Outcomes

BehavioralIntention 3.159 78.982 0.911

[BI4]IfIhadtobuythecosmeticproductsofthisbrand,the
probabilityIwouldmakethesamechoiceagaintobuythis

brandishigh.
0.906 0.824

[BI5]Iamwillingtopurchasethisbrand’scosmetics
productsinthefuture. 0.903 0.818

[BI3]TheprobabilitythatIwillconcernaboutthenew
productsofthisbrandishigh. 0.892 0.803

[BI2]TheprobabilitythatIwillspendmoneyonthisbrand
ishigh. 0.853 0.746

[BI1]TheprobabilitythatIwillattendtherelativeactivities
ofthisbrandishigh. 0.769 0.711

BrandPreference 4.202 84.042 0.952

[BPR5]IntotalIpreferthisbrand. 0.930 0.888

[BPR3]IfIhavetobuyaproductamongmanybrands,I
wouldpreferthisbrandifeverythingelsewasequal. 0.925 0.880

[BPR2]Ipreferthisbrandtootherbrandsofitstype. 0.933 0.876

[BPR1]Ifeelthatthisbrandisappealingtome. 0.919 0.870

Table 7. Continued
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[BPR4]Ifeelthisbrandissuperiortoanyotherbrand. 0.887 0.825

WOM 4.181 83.624 0.951

[WOM4]Iwilltrytoshowthebenefitsofthisbrandtolots
ofpeople. 0.932 0.891

[WOM5]Itrytospreadthegood-wordaboutthisbrand. 0.917 0.868

[WOM3]Itrytoconvincefriendstobuythisbrand. 0.915 0.866

[WOM2]I“talkup”thisbrandtomyfriends. 0.913 0.862

[WOM1]Ihaverecommendedthisbrandtolotsofpeople. 0.895 0.836

Table 7. Continued


