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Abstract 

Consumers are more likely to have a positive perception of a company's brand value if it consistently provides high-
quality goods or services. Consistent marketing and branding actions are also required to build and sustain brand 
equity. Favorable experiences increase equity and brand value. Consumers are more likely to choose a brand that they 
believe is reliable and respected. Competition also have an impact on a brand's equity because customers may have 
other options. Furthermore, changes in consumer tastes or trends have an impact on a brand's equity since customers 
may migrate to competing brands or products. This study aims to determine how to use brand equity to produce brand 
value. The Kalap Center now lacks a strong brand identity, which reduces its perceived brand value among customers. 
Furthermore, the lack of a firm foundation for promoting its products reduces customer awareness, limiting its ability 
to widen its reach and attract more clients. This situation has a negative impact on the Center's capacity to support the 
city's efforts to establish a dynamic Pasalubong Center. The data were acquired via convenience sampling from 88 
customers who had made multiple purchases at the facility. The findings suggest that brand managers should encourage 
comprehensive and appealing brand communication in order to increase brand recognition and connections with brand 
value, while always aiming to optimize brand equity.  
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1. Introduction 

Brand equity refers to the value of a brand based on consumer perceptions, experiences, and emotional connections, 
influencing purchasing decisions and brand loyalty [1]. Positive brand equity arises when consumers view a brand 
favorably, while negative equity results from consistent underperformance [2]. Key factors shaping brand equity 
include brand loyalty, consumer awareness, perceived quality, brand associations, and other assets like patents and 
distribution networks [3]. Additionally, brand trust and perceived value are crucial drivers of brand loyalty, encouraging 
consumers to remain loyal and helping companies achieve market success [4]. 

The Pasalubong Center industry has changed a lot due to growing tourism and the demand for unique cultural products. 
These centers face strong competition from other shops, online stores, and well-known souvenir outlets that already 
have strong brand identities and loyal customers. A gap exists in understanding how brand equity—like brand loyalty, 
brand awareness, brand association, and perceived quality—affects the brand value of Pasalubong Centers. This study 
addresses this gap to help the Kalap Pasalubong Center improve its competitive position and attract more customers. 

The Kalap Pasalubong Center struggles to build a strong brand identity, which limits its ability to attract customers and 
promote local products. Without a clear brand identity, it is hard for the center to stand out in the market and grow its 
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reach. This study will focus on creating solutions to improve the center’s brand value by understanding what customers 
want and how they see the products sold at the center. 

In addressing these gaps, the study aims to support Kalap Pasalubong Center in becoming a leading place for local 
products. This will not only help the center grow but also promote local craftsmanship, boost the economy, and support 
tourism in the area. 

2. Review of Related Literature 

2.1. Brand Equity 

Brand equity refers to a brand’s value based on consumer perceptions and experiences. Positive brand equity arises 
when customers favor a brand, while negative equity occurs when a brand consistently disappoints [5]. It involves 
intangible factors like awareness, perceived quality, emotional connection, and associations. Brand equity includes 
dimensions such as awareness, perceived quality, association, and loyalty, which shape consumer preferences and 
loyalty [5, 6]. Managing these elements is vital for businesses to build and sustain brand value. 

Symbols, such as brands, help marketers build personal customer relationships. Studies show that brand association, 
perceived quality, awareness, loyalty, and image positively impact brand equity [7]. However, in the Indian smartphone 
market, only perceived quality and brand associations significantly influence brand equity, while awareness and loyalty 
do not [8]. 

Brands are key assets for firms. A model of brand equity includes awareness, trust, perceived quality, and loyalty. While 
perceived quality may not always influence trust or equity, other relationships among these dimensions are confirmed 
[9]. With technology growth, social media marketing influences brand equity. For fashion brands, brand image, loyalty, 
and association significantly impact brand equity, but awareness does not [10]. 

Brand experiences directly affect brand equity and value by shaping consumer perceptions, offering ways to measure 
and predict brand competitiveness [11]. In tourism, natural quality perceptions strongly impact hedonic value, while 
service quality influences functional value. Trust in destination brands is driven more by hedonic perceptions [12]. 
Strong brand equity helps firms add value and gain a competitive advantage [13]. 

Decision-making in purchasing depends on brand loyalty, awareness, perceived quality, and associations. Branding 
influences consumers’ buying decisions by signaling trust and value [14]. 

2.2. Brand Loyalty 

Brand loyalty is vital for a company’s success, driving market share, financial growth, and long-term sustainability. 
Henra [15] highlights brand trust and perceived value as key loyalty drivers, while [16] link strong loyalty to higher 
market share, better financial results, and greater brand equity. Loyal customers often support brands despite price 
increases, ensuring consistent sales and market strength. 

Corporate social responsibility (CSR) also boosts brand loyalty. Choi & Ng (2020) [17] found that CSR initiatives enhance 
brand credibility and encourage customer advocacy, strengthening brand equity. Keller & Zhou (2024) [18] emphasize 
the need for brands to align with consumer values to build lasting loyalty. Martínez & del Bosque (2014) [19] note that 
loyal customers increase brand equity through repeat purchases and word-of-mouth. 

Brand loyalty also provides financial advantages. Rundle-Thiele & Taylor (2019) [20] show that loyal customers lower 
acquisition costs and generate steady revenue. Lee et al. (2020) [20] stress the role of emotional connections in fostering 
trust and brand equity. Thomson, MacInnis, and Park (2022) [21] further explain that emotional attachment leads to 
repeat purchases, recommendations, and stronger brand equity. 

2.3. Brand Awareness 

Brand awareness is key to building brand equity by shaping consumer perceptions and behavior. It reflects how easily 
consumers recognize or recall a brand, influencing trust, preference, and decision-making [22]. High awareness boosts 
brand visibility and consumer confidence in product quality [17], making brands seem more reliable and desirable. 
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Studies show that strong brand awareness improves product quality perceptions and customer loyalty [15, 23]. Pérez 
and León (2024) [24] found that well-known brands gain more trust and positive product evaluations, directly 
strengthening brand equity. 

A strong brand presence also fosters a positive image and customer advocacy [25]. Media engagement, digital 
marketing, and influencer strategies have become essential in raising brand awareness. Social media platforms help 
brands connect with younger audiences, building trust and loyalty through influencer recommendations [26]. Brand 
awareness drives brand equity by influencing trust, quality perception, and loyalty. Combining traditional and digital 
marketing strategies strengthens brand reputation, market position, and long-term success. 

2.4. Brand Association 

Keller (2021) [27] emphasizes that branding strategies are crucial in global marketing, serving as a key driver for 
sustainable competitive advantage. Strong brand associations positively impact brand equity by shaping customer 
perceptions [28]. Jayswal and Vora (2019) [29] also highlight brand association as vital in customer-based brand equity. 
Globally, marketing managers focus on building brand associations to attract customers and strengthen brand equity. 

For e-learning platforms, sustainability depends on satisfying user needs, offering career-relevant courses, and building 
trust [30]. Brand presentation, external communication, and user experiences are critical for customer engagement. 
Social media reviews and ratings significantly influence brand awareness and perception [23]. Brand resonance reflects 
customers’ willingness to buy and recommend a brand. Keller (2021) [27] explain that brand associations involve 
perceptions, feelings, and experiences linked to a brand, including product attributes, design, quality, innovation, and 
symbols. 

2.5. Perceived Quality 

Perceived quality is how customers judge a product or service's overall quality compared to competitors. Effective 
strategies across branding, products, and experiences can shape this perception. High perceived quality often leads 
customers to pay premium prices, boosting profit margins [31]. 

Perceived quality closely links to brand equity components like loyalty, awareness, and associations [9]. Positive 
perceptions influence purchasing decisions and brand credibility. Consistent marketing and positive experiences build 
brand equity, giving firms a competitive edge and allowing higher pricing [32]. Emotional, functional, and cost-related 
values also enhance trust and loyalty, strengthening brand equity. 

2.6. Brand Value 

Brand values are the core beliefs guiding a company’s actions, such as sustainability, diversity, and transparency. These 
values shape the brand’s identity and must be genuine, influencing communication, decisions, and strategy. Brand value 
combines financial and emotional benefits, helping brands stand out beyond logos and slogans through trust, 
reputation, and perceived quality [33]. 

Brand value connects with how consumers emotionally and functionally relate to brands, directly impacting brand 
equity. Strong employee understanding of brand values also strengthens brand equity, particularly in sectors like 
banking [34]. 

Stylidis & Söderberg (2019) [35] found that ignoring advertising’s impact on brand equity leads to unstable brand value. 
Effective advertising and slower equity depreciation increase brand value. Interestingly, high advertising effectiveness 
combined with faster brand equity decline can still boost brand value while lowering overall firm value. 

2.7. Theoretical Framework 

Keller’s CBBE model uses a pyramid to explain brand building. The base, brand identity, establishes the brand’s 
foundation. The second level, brand meaning, conveys the brand's values, quality, and features. The third level, brand 
response, reflects customer reactions and expectations. At the top, brand resonance represents strong customer 
engagement. Developed by Tajfel and Turner (1979), Social Identity Theory explains how people derive self-esteem 
from belonging to social groups. These groups offer pride, purpose, and connection through shared goals and values. 

Fishbein’s Expectancy-Value Theory (1970s) explains that behavior is driven by expectancy (belief in achieving success) 
and value (importance of the goal). High expectancy and value increase motivation to act. Applied to Kalap Product 
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Center, customers are more engaged if they believe the brand will meet their needs (expectancy) and aligns with their 
values (value), like sustainability or local pride. 

 

Figure 1 Conceptual Framework 

Figure 1 shows the conceptual framework of the study. It presents the relationship between the two variables, Brand 
Equity as the independent variable and Brand Value as the dependent variable. Brand Equity is an independent variable 
that can have both direct and indirect effects on brand value of Kalap Product Center. The marketing expert David Aaker 
created the Aaker model, which serves as a blueprint for a brand. It states that the factors mentioned above primarily 
highlight the significance of brand identity and provide distinctive approaches to creating a powerful brand. 

2.8. The hypothesis of the study 

H01: There is no significant relationship between the dimensions of brand equity and the brand value of Kalap 
Pasalubong Center. This hypothesis was tested to find out if improving brand equity can directly increase the center’s 
brand value. 

2.9. Statement of the Problem 

This study aims to investigate the relationship between brand equity and brand value in the Kalap Pasalubong Center. 
Specifically, aims to answer the following questions: 

• To what extent are brand equity manifested in terms of:  
o Brand loyalty 
o Brand awareness 
o Brand association, and  
o Perceived quality? 

• To what extent does the brand equity influence the brand value of Kalap Product Center? 
• Is there a significant relationship between the extent of brand equity and brand value? 
• Based on the analysis, what marketing strategies may be proposed? 

3. Methods 

3.1. Research Design 

The study employed a correlational research design to examine the relationship between brand equity and brand value 
at Kalap Pasalubong Center. A survey questionnaire was used to collect data, systematically defining the problem and 
proposing solutions. Primary and secondary sources were utilized to gather information. The study examined the 
dimensions of brand equity (brand loyalty, brand awareness, brand association, and perceived quality) and their impact 
on the center's brand value, with the aim of proposing effective marketing strategies. 

3.2. Respondents and Sampling 

The respondents of the study comprised 88 customers who have made at least three purchases at Kalap Pasalubong 
Center. Convenience sampling was employed to select participants based on their availability and willingness to 
participate. This non-probability sampling method was chosen due to ease of access, but it may not fully represent the 
entire customer base of the center. 
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3.3. Data Gathering Procedures and Instrumentation 

 Data were collected through a self-structured survey questionnaire, designed using a Likert scale to measure responses 
accurately. The questionnaires were distributed in person, and responses were analyzed by a statistician. The reliability 
of the questionnaire was tested using Cronbach's Alpha, with all indicators scoring above 0.7, signifying acceptable to 
good reliability 

3.4. Data Analysis 

Descriptive statistics, including mean, standard deviation, frequency, and percentage, were used to summarize and 
describe the data. These descriptive measures helped identify patterns and trends in the customer responses, while 
correlation analysis was employed to assess the strength and direction of the relationship between brand equity and 
brand value. 

3.5. Ethical Consideration 

Respondents were briefed on the study's goals and ensured anonymity. Data were verified for accuracy and used solely 
for research purposes. Proper credit was given to all sources in the reference section, and the study adhered to ethical 
standards to ensure the confidentiality of participants’ information. 

4. Results and discussion 

4.1. Brand Equity 

Table 1 Brand Loyalty 

Item Mean Rank Description Interpretation 

I frequently purchase Kalap Center because it provides the best 
quality of the product 

3.59 4 Strongly 
Agree 

High Influence 

I repeatedly buy the Kalap product because the product is 
reliable, and it makes me feel secure. 

3.60 3 Strongly 
Agree 

High Influence 

I am satisfied with the variety of products they offer. 3.27 5 Agree Moderate 
Influence 

I will not switch to other pasalubong center products if the 
price increases. 

3.67 2 Strongly 
Agree 

High Influence 

I am most likely to recommend Kalap products to my friends, 
relatives and family. 

3.72 1 Strongly 
Agree 

High Influence 

Overall Mean 3.57  Strongly 
Agree 

High Influence 

Legend: 3.25 – 4.00 – Strongly Agree; 2.50 – 3.24 – Agree; 1.75 – 2.49 – Disagree; 1.00 – 1.74 – Strongly Disagree 

The table shows that respondents strongly agree with the brand loyalty statements for Kalap Center, with an overall 
mean score of 3.57. The highest-rated item, "I am satisfied with the variety of products they offer" (mean = 3.72), 
highlights that product variety is crucial in fostering customer loyalty. Other highly influential items include reliability 
(mean = 3.60) and product quality (mean = 3.59), suggesting that satisfaction with these factors encourages repeat 
purchases and trust in the brand. While price sensitivity was noted (mean = 3.27), most respondents showed loyalty 
even if prices increased. 

Brand loyalty contributes to brand equity by increasing repeat purchases, recommendations, and emotional connection. 
As customers continue to value Kalap Center’s variety, quality, and reliability, their loyalty strengthens the center’s 
brand equity. The study suggests that Kalap Center's strong brand loyalty, despite some price sensitivity, positions it 
well to enhance its market value through continued customer satisfaction. The table shows that respondents strongly 
associate Kalap Product Center with quality and reliability, with the highest mean score (3.60) for the statement, "I 
always purchase Kalap products over other brands due to their quality and reliability." This indicates that Kalap’s 
reputation significantly influences consumer preference. Other high scores, such as 3.59 for "I always make an 
additional purchase because I find their products to be high quality and well-priced," highlight the brand’s combination 
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of quality and competitive pricing, encouraging repeat purchases and reinforcing its value proposition. Additionally, 
Kalap's brand recognition plays a key role, with a mean score of 3.58 for "I make purchases because I am familiar with 
brand products." 

Table 2 Brand Awareness 

Item Mean Rank Description Interpretation 

I make purchases because I am familiar with brand products at 
the Kalap Product Center as a brand. 

3.58 3 Strongly 
Agree 

High Influence 

I always make an additional purchase because I find their 
products to be high quality and well-priced. 

3.59 2 Strongly 
Agree 

High Influence 

I always purchase Kalap products over other brands due to 
their quality and reliability. 

3.60 1 Strongly 
Agree 

High Influence 

I prefer buying gifts at Kalap Product Center because they offer 
the best selection. 

3.39 4 Agree Moderate 
Influence 

I’ve always seen and heard about the Kalap Product Center on 
social media. 

3.01 5 Agree Moderate 
Influence 

Overall Mean 3.43  Strongly 
Agree 

High Influence 

Legend: 3.25 – 4.00 – Strongly Agree; 2.50 – 3.24 – Agree; 1.75 – 2.49 – Disagree; 1.00 – 1.74 – Strongly Disagree 

While Kalap has a strong brand awareness, the statement "I prefer buying gifts at Kalap Product Center because they 
offer the best selection" (mean: 3.39) suggests there is room for differentiation, particularly in the gift category. The 
lowest score (3.01) for "I’ve always seen and heard about Kalap on social media" shows that while Kalap’s social media 
presence is growing, it could still be more impactful. Overall, the findings reflect a solid understanding of the brand, and 
Kalap’s focus on quality, reliability, and recognition strengthens its brand equity, driving consumer loyalty. Enhancing 
its social media presence could further deepen connections with customers. 

Table 3 Brand Association 

Item Mean Rank Description Interpretation 

I am very familiar with the brand of Kalap center. I trust that 
the brand equity and brand value of Kalap products is always 
associated with high quality. 

3.69 1 Strongly 
Agree 

High Influence 

The Kalap brand is always associated with affordable prices. 3.65 2 Strongly 
Agree 

High Influence 

I always follow the advertisement of the Kalap Center on 
social media platforms (Facebook). 

2.86 3 Agree Moderate Influence 

I am aware of the Kalap Product Center with high-quality 
products made from local resources. 

3.50 4 Strongly 
Agree 

High Influence 

I associate this brand with reliable products that are worth 
the cost. 

3.68 2 Strongly 
Agree 

High Influence 

Overall Mean 3.48  Strongly 
Agree 

High Influence 

Legend: 3.25 – 4.00 – Strongly Agree; 2.50 – 3.24 – Agree; 1.75 – 2.49 – Disagree; 1.00 – 1.74 – Strongly Disagree 

The data shows that respondents strongly associate Kalap Center with high quality, reliability, and affordability. The 
highest mean score (3.69) was for the statement, "I am very familiar with the brand of Kalap Center," indicating that 
customers perceive the brand as trustworthy and of high value. Following this, the statement, "The Kalap brand is 
always associated with affordable prices" (mean = 3.65), also ranked highly, emphasizing the importance of competitive 
pricing. Customers value Kalap for its consistent quality and reasonable pricing, which builds brand equity and trust. 
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However, the lowest-ranked item, "I always follow the advertisement of Kalap Center on social media platforms" (mean 
= 2.86), indicates moderate influence, suggesting that the brand’s social media presence may need further development. 
Overall, the mean of 3.48 reflects that brand association significantly influences customer perceptions and purchase 
decisions. This aligns with findings in marketing literature that brand associations, such as quality and reliability, play 
a crucial role in fostering brand loyalty and equity. 

Table 4 Perceived Quality 

Item Mean Rank Description Interpretation 

I believe that the product is proven quality because it is made 
from materials sourced from Mindoro. 

3.74 3 Strongly 
Agree 

High Influence 

I am confident that it is of high quality because the production 
went through a thorough process. 

3.76 1 Strongly 
Agree 

High Influence 

I know that the quality is excellent because it has undergone 
preparation and evaluations. 

3.75 2 Strongly 
Agree 

High Influence 

I stick with the products offered by Kalap Product Center because 
it is endorsed by the DTI, which ensures the quality of the 
products. 

3.70 4 Strongly 
Agree 

High Influence 

I am happy with Kalap Center because they work on enhancing 
quality to maintain customer satisfaction. 

3.69 5 Strongly 
Agree 

High Influence 

Overall Mean 3.73  Strongly 
Agree 

High Influence 

Legend: 3.25 – 4.00 – Strongly Agree; 2.50 – 3.24 – Agree; 1.75 – 2.49 – Disagree; 1.00 – 1.74 – Strongly Disagree 

The data indicates strong agreement with all statements, reflecting high influence on respondents' perceptions of 
product quality. The highest mean score of 3.76 was recorded for the statement, "I am confident that it is of high quality 
because the production went through a thorough process," showing that the production process plays a significant role 
in shaping consumer trust. This is closely followed by a mean of 3.75 for, "I know that the quality is excellent because it 
has undergone preparation and evaluations," highlighting the importance of thorough quality checks in customer 
satisfaction. 

While the results generally reflect high perceptions of quality, the lowest mean score of 3.69 was recorded for, "I am 
happy with Kalap Center because they work on enhancing quality to maintain customer satisfaction." This suggests that 
although Kalap's quality improvement efforts are recognized, there may be room for further enhancement to fully meet 
customer expectations. This insight could prompt further exploration into how quality improvements are 
communicated and perceived by customers. 

The analysis reveals that the overall mean score of 3.73 indicates strong alignment between respondents’ perceptions 
and the concept of Perceived Quality. Respondents overwhelmingly agree that Kalap products are of high quality, 
especially those sourced from Mindoro. This highlights the importance of the region’s sourcing in shaping the brand's 
positive reputation. 

4.2. Brand Value 

Table 5 Brand Value 

Item Mean Rank Description Interpretation 

Kalap brand maintains high quality products. 3.73 4 Strongly 
Agree 

High Influence 

Kalap Center values sustainability and supports local artists or 
producers. 

3.80 1.5 Strongly 
Agree 

High Influence 

The Kalap brand has strong brand value characteristics 
compared to other brands. 

3.75 3 Strongly 
Agree 

High Influence 
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Kalap Center maintains the product’s good image. 3.70 5 Strongly 
Agree 

High Influence 

I prefer Kalap brand because it represents the products made by 
the people of Oriental Mindoro. 

3.80 1.5 Strongly 
Agree 

High Influence 

Overall Mean 3.75  Strongly 
Agree 

High Influence 

Legend: 3.25 – 4.00 – Strongly Agree; 2.50 – 3.24 – Agree; 1.75 – 2.49 – Disagree; 1.00 – 1.74 – Strongly Disagree  

The results show that Kalap Center's strong brand value is reflected in its commitment to sustainability and support for 
local artists or producers, both of which received the highest rank (mean = 3.80). Respondents also preferred Kalap 
products due to their connection with the people of Oriental Mindoro. The brand is seen as having strong value 
characteristics compared to others (mean = 3.75), and maintaining high-quality products (mean = 3.75), both of which 
also ranked highly. The lowest ranked statement, about maintaining the product's good image, still received a high mean 
of 3.70. 

With an overall mean of 3.75, Kalap Center has demonstrated high influence in shaping customer perceptions of its 
brand value. This suggests the brand's focus on sustainability, local production, and quality contributes to its strong 
equity. However, there is room for improvement in consistently maintaining the brand's image, as honesty and strategic 
decision-making are essential for enhancing brand trust and loyalty. 

Table 6 Summary Table of r and r2 

DV: Brand Value 

IV r r2 Interpretation 

Brand Loyalty 0.81345 0.66170 Significant 

Brand Awareness 0.81369 0.66209 Significant 

Brand Association 0.81775 0.66871 Significant 

Perceived Quality 0.90876 0.82585 Significant 

Table shows the result of the regression showed that brand loyalty has the lowest degree of the relationship to brand 
value which results in 0.81345. Next is Brand Awareness has a reasonably high degree of relationship with brand value, 
with an outcome of 0.81369. Brand Association, on the other hand, has a moderately high degree of relationship with 
brand value, yielding 0.81775. Finally, with a coefficient of 0.90876, Perceived Quality has a strong relationship with 
Brand Value. Results revealed that the four indicators such as brand loyalty, awareness, association and perceived 
quality are significant for the dependent variable. It means that the null hypothesis is rejected. 

5. Conclusion 

In conclusion, the impact of brand equity on the brand value of Kalap Product Center can be summarized through the 
key dimensions of brand loyalty, brand awareness, brand association, and perceived quality. These elements collectively 
shape the brand’s market position and customer perceptions. The following conclusion highlights the significant role 
these dimensions play in enhancing Kalap's brand value and suggests strategies for further strengthening its brand 
equity for continued growth and success. 

Kalap Product Center's brand equity is evident in its dimensions. Brand loyalty is highly influential, with customers 
returning for trusted quality. Brand awareness is moderate, which indicates lack of visibility in an online. platform 
Brand association with affordability and local support contributes to its success, while perceived quality stands out as 
the strongest dimension due to the use of local materials and careful production. 

Strong brand equity significantly impacts Kalap Product Center's brand value it increased the customer loyalty, and 
willingness to pay premium prices,   
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Brand equity directly influences brand value, with positive perceptions in loyalty, awareness, association, and quality 
increasing overall brand value. As Kalap strengthens its brand equity, customers are more likely to pay more, 
recommend the brand, and build lasting relationships, improving its value. 

Recommendations 

Based on the findings of the study, the following are recommended; 

To enhance brand equity and value, Kalap should increase online visibility, run digital ads, and engage in local events. 
Highlighting quality, sustainability, and local craftsmanship will strengthen brand associations. Promoting product 
quality, offering certifications, and creating loyalty programs will further build customer trust and loyalty. These 
strategies will foster long-term growth and strong market positioning. Launch emotional marketing campaigns to 
showcase support for local vendors, fostering customer trust and loyalty through social media stories and testimonials. 

Collaborate with local tourism offices to feature Kalap Product Center in promotional campaigns, tying products to 
tourist destinations. Work with travel agencies to include the center in itineraries, positioning it as a must-visit location 
for tourists. 

Future research should focus on customer preferences to design more targeted marketing strategies and improve 
market share.  

Compliance with ethical standards 

Disclosure of conflict of interest 

The authors declare that they have no conflicts of interest or competing interests related to the publication of this 
manuscript. The study is unique and has not been influenced by any institution, organization, or product mentioned in 
the manuscript, nor is it associated with any competing products or interests. The findings and conclusions presented 
are the sole work of the authors and are free from any bias or external influence. 

Statement of ethical approval 

The present research work does not involve any studies performed on animals or human subjects. Data were collected 
solely through a self-structured survey questionnaire, and no experimental treatment or intervention was conducted. 
The study adhered to ethical research standards, ensuring the confidentiality and voluntary participation of all 
respondents. 

Statement of informed consent 

A letter of informed consent was obtained from all respondents prior to their participation in the study. Respondents 
were fully informed about the purpose of the research, the voluntary nature of their participation, and the measures 
taken to ensure confidentiality and anonymity of their responses. 

References 

[1] Azzahra, N. L., Febrian, A., Pratama, D. R., Na‘im, A. A., & Mawardi, M. W. A. R. (2023). The effect of perceived 
quality, brand awareness, and brand association in building brand loyalty among young consumers. In 
Proceedings of the 2023  

[2] Briliana, V. (2018, May 25). Brand equity dimension and consumer behavior in social media. OSF. 
https://osf.io/78ysz/  

[3] Martin, R., & Hill, J. (2024). Brand loyalty and awareness in consumer electronics. International Journal of 
Business Research, 18(1), 1–15. 

[4] McLeod, S., PhD. (2023). Social identity theory in psychology (Tajfel & Turner, 1979). Simply Psychology. 
https://www.simplypsychology.org/social-identity-theory.html 

[5] Aldhmour, F. M., & Sarayrah, I. An Investigation of Factors Influencing Consumers’ Intention to Use Online 
Shopping: An International Conference on Economics and Business Engineering (ICEBE 2023), September 13-
14, Bandar Lampung, Indonesia. EAI. https://doi.org/10.4108/eai.13-9-2023.2341053 

https://www.simplypsychology.org/social-identity-theory.html
https://doi.org/10.4108/eai.13-9-2023.2341053


World Journal of Advanced Research and Reviews, 2025, 25(02), 1235-1245 

1244 

[6] Aaker, D. A. (2014). Brand relevance: Making competitors irrelevant. John Wiley & Sons. 

[7] Alhaddad, A. (2014). The hierarchical relationship between brand equity dimensions. European Scientific Journal, 
10, 183–194. 

[8] Altaf, M., & Shahzad, A. (2018). "That’s my job” Exploring the effect of brand empowerment towards employee 
brand equity: Mediating role of employee critical psychological states. Review of Business Management, 20(4), 
599–618. https://doi.org/10.7819/rbgn.v0i0.3952 

[9] Barata, D. D., & Susanti. (2022, December 18). The influence of social media marketing, brand associations, 
perceived quality, brand awareness and brand loyalty towards brand equity and brand image as mediation 
variable. Inovbiz: Jurnal Inovasi Bisnis. http://103.174.114.133/index.php/IBP/article/view/2796/1325 

[10]  Borkovsky, R. N., Goldfarb, A., Haviv, A. M., & Moorthy, S. (2017). Measuring and understanding brand value in a 
dynamic model of brand management. Marketing Science, 36(4), 471–499. 
https://doi.org/10.1287/mksc.2016.1020 

[11] Choi, Y., & Ng, I. C. L. (2020). The impact of corporate social responsibility on brand loyalty and brand equity. 
Journal of Business Research, 123, 325–336. https://doi.org/10.1016/j.jbusres.2020.10.023 

[12] Dedeoğlu, B. B., Van Niekerk, M., Weinland, J., & Celuch, K. (2019). Re-conceptualizing customer-based destination 
brand equity. Journal of Destination Marketing & Management, 11, 211–230. 
https://doi.org/10.1016/j.jdmm.2018.04.003 

[13] Endang, E., Nss, R. L. P., & Ariefiantoro, T. (2022). The effect of brand value, brand awareness, brand loyalty on 
brand equity in the sharia banking industry. Jurnal Studi Manajemen & Organisasi, 18(1), 38–45. 
https://doi.org/10.14710/jsmo.v18i1.38747 

[14] Fishbein, M., & Ajzen, I. (1975). Belief, attitude, intention, and behavior: An introduction to theory and research. 
Addison-Wesley. 

[15] Google Scholar. (2019). 
https://scholar.google.com/scholar_lookup?&title=Research+on+the+Influence+of+Customer+Perceived+Valu
e+on+Brand+Equity%2E&journal=Am%2E+J%2E+Ind%2E+Bus%2E+Manag%2E&author=Yan+B.&author=Ya
n+B.&publication_year=2019&volume=9&pages=609%E2%80%93626 

[16] Hassan, M. (2023, August 15). Convenience sampling - Method, types and examples. Research Method. 
https://researchmethod.net/convenience-sampling/ 

[17] Hawker, K. (2021, December 11). Keller’s brand equity model — What it is & how to use it. Medium. 
https://medium.com/@keatonhawker/kellers-brand-equity-model-what-it-is-how-to-use-it-84e42d562299 

[18] Hayes, A. (2024, June 6). Brand equity: Definition, importance, effect on profit margin, and examples. 
Investopedia. https://www.investopedia.com/terms/b/brandequity.asp 

[19] Henra, C. (2016). The role of brand trust and perceived value in building brand loyalty. Journal of Marketing 
Theory and Practice, 24(2), 147–159. https://doi.org/10.1080/10696679.2016.1159372 

[20] Jayswal, M., & Vora, P. (2019). Impact of brand association on brand equity with specific focus on advergames in 
India. Journal of Creative Communications, 14(7), 097325861986636. 
https://www.researchgate.net/publication/335809995 

[21] Keller, K. L. (2023). Strategic brand management: Building, measuring, and managing brand equity. Pearson. 
https://www.pearson.com/en-us/subject-catalog/p/strategic-brand-management-building-measuring-and-
managing-brand-equity/P200000005947/9780135641316 

[22] Keller, K. L., & Zhou, J. (2024). Value-driven loyalty and its impact on brand equity. Journal of Marketing 
Management, 40(1–2), 34–52. https://doi.org/10.1080/0267257X.2024.1890439 

[23] Keller, K. L., & Brexendorf, T. O. (2019). Measuring brand equity. In F. R. Esch (Ed.), Handbuch. 

[24] Lee, Y., Kim, H., & Lee, J. (2020). Brand loyalty and brand trust: The relationship and its impact on brand equity. 
Journal of Consumer Psychology, 30(3), 455–465. https://doi.org/10.1002/jcpy.1185 

[25] Martínez, P., & del Bosque, I. R. (2014). The influence of brand loyalty and consumer satisfaction on brand equity. 
Journal of Brand Management, 21(8), 616–631. https://doi.org/10.1057/bm.2014.22 

[26] Morgan, N. A., & Rego, L. L. (2022). The role of brand loyalty in increasing market share and brand equity. 
Marketing Science, 41(4), 725–744. https://doi.org/10.1287/mksc.2022.1338 

https://doi.org/10.7819/rbgn.v0i0.3952
http://103.174.114.133/index.php/IBP/article/view/2796/1325
https://doi.org/10.1287/mksc.2016.1020
https://doi.org/10.1016/j.jbusres.2020.10.023
https://doi.org/10.1016/j.jdmm.2018.04.003
https://doi.org/10.14710/jsmo.v18i1.38747
https://scholar.google.com/scholar_lookup?&title=Research+on+the+Influence+of+Customer+Perceived+Value+on+Brand+Equity%2E&journal=Am%2E+J%2E+Ind%2E+Bus%2E+Manag%2E&author=Yan+B.&author=Yan+B.&publication_year=2019&volume=9&pages=609%E2%80%93626
https://scholar.google.com/scholar_lookup?&title=Research+on+the+Influence+of+Customer+Perceived+Value+on+Brand+Equity%2E&journal=Am%2E+J%2E+Ind%2E+Bus%2E+Manag%2E&author=Yan+B.&author=Yan+B.&publication_year=2019&volume=9&pages=609%E2%80%93626
https://scholar.google.com/scholar_lookup?&title=Research+on+the+Influence+of+Customer+Perceived+Value+on+Brand+Equity%2E&journal=Am%2E+J%2E+Ind%2E+Bus%2E+Manag%2E&author=Yan+B.&author=Yan+B.&publication_year=2019&volume=9&pages=609%E2%80%93626
https://researchmethod.net/convenience-sampling/
https://medium.com/@keatonhawker/kellers-brand-equity-model-what-it-is-how-to-use-it-84e42d562299
https://www.investopedia.com/terms/b/brandequity.asp
https://doi.org/10.1080/10696679.2016.1159372
https://www.researchgate.net/publication/335809995
https://www.pearson.com/en-us/subject-catalog/p/strategic-brand-management-building-measuring-and-managing-brand-equity/P200000005947/9780135641316
https://www.pearson.com/en-us/subject-catalog/p/strategic-brand-management-building-measuring-and-managing-brand-equity/P200000005947/9780135641316
https://doi.org/10.1080/0267257X.2024.1890439
https://doi.org/10.1002/jcpy.1185
https://doi.org/10.1057/bm.2014.22
https://doi.org/10.1287/mksc.2022.1338


World Journal of Advanced Research and Reviews, 2025, 25(02), 1235-1245 

1245 

[27] Nicolás, M. (2024). How to improve the perceived quality of your eCommerce. Oleoshop. 
https://www.oleoshop.com/en/blog/how-to-improve-the-perceived-quality-of-your-ecommerce 

[28] Rundle-Thiele, S., & Taylor, S. A. (2019). Brand loyalty and customer retention: The impact on brand equity. 
Journal of Product and Brand Management, 28(6), 726–736. https://doi.org/10.1108/JPBM-11-2018-2278 

[29] Romanello, D. L., Freire, O., Quevedo-Silva, F., Santos, E. B. A. (2020). Brand equity and brand value: Proposition 
and validation of a model. REMark - Brazilian Marketing Journal, 19(3). 
https://doi.org/10.5585/remark.v19i3.17261 

[30] Smith, A., & Zook, Z. (2023). Building trust through brand awareness: A modern perspective. Journal of Brand 
Management, 30(3), 227–249. https://doi.org/10.1057/s41262-023-00353-5 

[31] Endang, E., Nss, R. L. P., & Ariefiantoro, T. (2022). The effect of brand value, brand awareness, brand loyalty on 
brand equity in the sharia banking industry. Jurnal Studi Manajemen & Organisasi, 18(1), 38–45. 
https://doi.org/10.14710/jsmo.v18i1.38747 

[32] Medium. (2024, August 7). Brand value: Definition, importance & measurement | TMDesign. 
https://medium.com/theymakedesign/brand-value-309b573d52f0 

[33] Paul, M. (2022, June 10). Why are brand values so important (And how to define them)? The Branding Journal. 
https://www.thebrandingjournal.com/2022/06/brand-values/ 

[34] Romanello, D. L., Freire, O., Quevedo-Silva, F., & Santos, E. B. A. (2020). Brand equity and brand value: Proposition 
and validation of a model. REMark - Brazilian Journal of Marketing, 19(3). 
https://doi.org/10.5585/remark.v19i3.17261 

[35] Stylidis, K., Wickman, C., & Söderberg, R. (2019). Perceived quality of products: A framework and attributes 
ranking method. Journal of Engineering Design, 31(1), 37–67. https://doi.org/10.1080/09544828.2019.1669769 

 

https://www.oleoshop.com/en/blog/how-to-improve-the-perceived-quality-of-your-ecommerce
https://doi.org/10.1108/JPBM-11-2018-2278
https://doi.org/10.5585/remark.v19i3.17261
https://doi.org/10.1057/s41262-023-00353-5
https://doi.org/10.14710/jsmo.v18i1.38747
https://medium.com/theymakedesign/brand-value-309b573d52f0
https://www.thebrandingjournal.com/2022/06/brand-values/
https://doi.org/10.5585/remark.v19i3.17261
https://doi.org/10.1080/09544828.2019.1669769

