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Abstract 

In this research, the effect of the variables including brand value, brand equity, brand quality, brand satisfaction, brand trust and 
brand commitment on brand loyalty and repurchase intentions was investigated. The perceived equity, value and quality were 
determined to be input variables; brand satisfaction, trust, affective commitment and continuance commitment were determined to 
be intervening variables; repurchase intentions and loyalty were determined to be output variables. A survey was conducted to 

rand 
equity, value and quality had no effect on brand satisfaction, but had an effect on trust. It was determined that brand satisfaction had 
an effect only on affective commitment, and trust had an effect both on affective commitment and continuance commitment. 
Additionally, the effect of affective commitment on repurchase intention and loyalty was seen, but the effect of continuance 
commitment on repurchase intention and loyalty was not seen.  
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1. Introduction  

A brand is generally a name and a symbol. It is an important means which helps creating a positive image on 
consumers and being different from rival products (Kotler, 2004). It provides significant contributions to enterprises to 
make them create their loyal customer group and retain their market shares. Loyal customers are loyal consumers of 
the brand and perform repeat purchases and recommend the brand to those around.  

 
Brand loyalty means consumers tend to pay high prices to a certain brand within the same product group and advise 

that brand to the people around them (Giddens, 2002). However, high number of brands that serve for the same 

to change their brand easily and make the creation of brand loyalty difficult (Wood, 2004). Since the creation of 
loyalty is getting more difficult, administers and researchers began to attach more importance to this issue. As a result 
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of the studies carried out on brand loyalty, it became prominent that a single loyalty could not be mentioned. It was 
found out that there were different types within the loyalty itself. These were grouped as undivided (full loyalty) and 
divided brand loyalty loyalty can be divided into two as affective and continuance 
loyalty. The loyalty that is created and continued by consumers without a strong attachment to the brand is 
continuance loyalty. The loyaltyt that is created in the direction of strong attachments to the brand is affective loyalty. 
In affective loyalty, consumers adopt the brand affectively and emotionally, they are not interested in alternative 
brands and show determination about buying the same brand in the future as well. Continuance loyalty is a weaker 
type of a loyalty and consumers easily turn to another brand in case of more attractive offers.  

 
Firms want their customers to be attached to their brands with strong feelings. First it is necessary to fulfill 

customer satisfaction for such a loyalty. When customers are satisfied, they show commitment to continuously buy the 
same brand and become a loyal customer (Ballantyne et al., 2006). No matter how satisfaction level affects loyalty, it 
alone is not sufficient to create brand loyalty. Various factors such as brand trust, quality, image, and equity affect 
brand loyalty. Determination of the factors effective in creating brand loyalty apart from satisfaction will be helpful to 
understand the construct of the loyalty. From this point of view, in the study, the variables including brand equity, 
brand value, brand quality, affective commitment and continuance commitment were determined as the determinants 
of brand loyalty and it was aimed to determine their effects on loyalty and repurchase intentions. In the direction of the 
study, a survey was conducted for 
of the study, literature research related to the factors affecting brand loyalty and repurchase intentions was presented. 
In the second part, findings and suggestions about the research carried out about loyalty and repurchase intentions of 
the students regarding their mobile phone brands were described.  

2. Theoretical Framework 

Strong competition and rapid technological developments in various sectors made the firms aiming to increase their 
market shares by gaining more customers protect their market shares. The way to protect their market shares is to 
create customer loyalty. The firms with loyal customer portfolios protect their existence for a long time by making 
their customers repeat purchases. Therefore, there are several studies in the literature about the investigation of 
variables affecting brand loyalty.  

 
Cronin and Taylor (1992), in their studies, found out that satisfaction felt after the first trial of a brand directed 

customers to prefer the same brand in their decisions to repurchase it. Satisfaction level of the consumers is effective 
in creating brand loyalty by directing their decision about repeat purchase. One of the important factors for the 
development Bitta, 1993). Similarly,Oliver 
(2003), in his studies, investigated the relationship between customer satisfaction and brand loyalty, and found out that 
there was a positive relationship between these two variables. Accordingly, satisfaction means repeat purchases of 
customers and telling their positive experiences about the brand and services to the others. If customers are unsatisfied, 
the possibility to change the brand and make complaints about the product and the firm is high.  

 

relationships among brand loyalty, trust, customer satisfaction, perceived product value, perceived quality, customer 
expectations and brand image. As a conclusion, they found out that customer satisfaction, trust and perceived product 
quality had an effect on loyalty; trust and perceived value had an effect on customer satisfaction; brand image, 
perceived quality and product expectations had an effect on perceived value; brand image and perceived quality had an 
effect on trust.   

 
According to the studies carried out about brand loyalty, satisfaction is important to perpetuate brand loyalty of 

customers but it alone is not a determinant of loyalty. In fact, according to some researchers, it was determined that a 
satisfied customer did not always mean a loyal customer (Bowen and Shoemaker, 1998). From this point of view, it is 
suggested to pay attention to the factors affecting loyalty other than satisfaction (Oliver, 1980). 

 
In the recent studies in the literature, the effects of various factors such as brand value, brand equity, perceived 

brand quality, image, conversion cost and brand trust on loyalty were investigated. However, the number of studies in 
which the factors effective on brand loyalty were considered comprehensively is not high (Sandvik and Duhan, 1996). 
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In this study, the effect of brand value, brand equity, brand quality, brand satisfaction, brand trust, affective 
commitment and continuance commitment on brand loyalty and repurchase intentions was investigated. These factors 
are briefly described below.  

2.1. Perceived Brand Value 

Perceived value includes the assessments customers make according to the quality and price of products and 
services after purchasing. Perceived value is the value perception that arises from the comparison of the cost of a 
product or service customers pay for the brand and the advantage it has (Hellier et al., 2003). When a customer buys a 
product or service, he wants to gain more value than its cost. A product or service that creates value enhances 
satisfaction.  

Cronin et al. (2000) investigated the relationship between perceived value and satisfaction. According to the results, 
there is an important relationship between perceived value and satisfaction. And when perceived value is high, 
satisfaction also gets high. Chaudhuri and Holbrook (2001), in their studies, considered the relationship between the 
perceived brand value and trust. According to the results, they found out trust in brands would also increase as the 
value a consumer perceived from a product increased. The hypotheses determined in this direction are stated as 
follows:  

 
H1: Perceived value is effective on brand satisfaction. 
H2: Perceived value is effective on brand trust. 

2.2. Perceived Brand Equity 

Brand equity is an intrinsic value a customer places on a product and consists everything the customer knows, 
thinks and feels about the brand. Szymanski and Hernald (2001) found perceived brand equity affected brand 
satisfaction. Customer satisfaction is understood by researchers to be a consequent variable of brand equity (Hellier et 
al., 2003). According to result, while brands that can create important equity for the customer improve customer 
satisfaction, the brands that are caught important equity reduce customer satisfaction. Dimensions of brand equity are 
closely associated with brand trust (Chaudhuri and Holbrook, 2001).The hypotheses determined in this direction are 
stated as follows:  

 
 H3: Perceived   brand equity is effective on brand satisfaction. 
H4: Perceived   brand equity is effective on brand trust. 

2.3. Perceived Brand Quality 

Quality is, in general, conformity to expectations (Zeithaml, 1988). Quality is divided into two as objective and 
perceived quality. Objective quality is conformity to previously determined standards. Along with this, since there is 
no agreement about what the standards are, the selection of the characteristics that measure objective quality causes 
trouble. Therefore, Zeithaml (1988) advocates that objective quality has no validity and quality assessments are 
subjective. This view enhances the importance of perceived quality, which is the second type of quality. Perceived 
quality is the general assessment of a customer regarding the product or brand quality, its conformity to the standards 
and its fulfilling its functions (Olsen, 2002).  Perceived quality, in fact, is a relative concept and changes depending on 
the experiences and expectations of people. In the researches carried out by Olsen (2002), Darsono and Junaedi 
(2006), the relationship between perceived quality and satisfaction was considered. According to the results, a positive 
relationship was found between perceived quality and satisfaction and it was determined that perceived quality was the 
determinant of satisfaction.  
 

Corritore et al., (2003) investigated the effect of perceived quality on trust. As a result of the research, it was 
determined that perceived quality had a positive effect on trust. The hypotheses determined in this direction are stated 
as follows:  

  
H5: Perceived quality is effective on brand satisfaction. 
H6: Perceived quality is effective on brand trust. 



1398   Aysel Erci  et al.  /  Procedia - Social and Behavioral Sciences   58  ( 2012 )  1395 – 1404 

2.4. Satisfaction and Trust 

The positive attitude a consumer develops as a result of evaluating his consumption experience with a certain 
product is called satisfaction. Customer satisfaction is the precursor of brand loyalty; it is created after a process. It is 

or of their decision to repurchase 
(Kasmer, 2005). 

 
Trust is built up by believing in the reliability and honesty of one side to the other (Moorman et al., 1992). Brand 

trust is expressed as the belief of consumers that the brand will fulfill certain functions. Suh and Han (2003) qualified 
the factors such as adequacy, philanthropy and honesty as the characteristics that indicate trust. Since trust establishes 
an important bond between brand and customers, it is one of the determinants of brand loyalty (Morgan and Hunt, 
1994). 

 
 Satisfying customers is quite difficult before gaining their trust. In this context, trust also affects customer 

satisfaction. 
established, consumers will be satisfied (Chaudhuri and Holbrook, 2001).  According to Berry (2000), trust is very 
important for satisfaction. A consumer who trusts in the brand will be satisfied and more willing to commit to it.  On 
the other hand, Geyskens et al (1999) found satisfaction to be an antecedent to trust. Yoon (2002), in his study, 
examined the correlation between trust and satisfaction. According to the research, trust and satisfaction show a 
significant positive correlation. Therefore, the following hypotheses are proposed:  

 
H7: Brand satisfaction correlates with brand trust. 

2.5. Affective and Continuance Commitment  

Commitment refers to an enduring desire to continue the relationship with a brand (Suh and Han, 2003). 
Consumers are willing to improve and sustain an affective bond with the brand that makes consumers feel warm and 
enjoyable. At the same time, consumers with high brand commitment would have stronger affective attachment for the 
brand (Keh et al., 2007).  

 
Commitment is divided into two as affective and continuance commitment. Affective commitment is the emotional 

connection with the brand which represents strong sense of personal identifications. Affective brand commitment is 
based on identification and shared values with the brand (Pring, 2007). In evaluating affective commitment for some 
important brands, Mc Alexander, Schouten and Koenig (2002) found affective commitment explains the deep 
attachment to the focused brands. A study by Verhoef (2003) in the banking services found the direct result of 
affective commitment on repurchases intention. At the same time brand satisfaction, brand equity and perceived brand 

behaviour.  
 
Conti feelings for a brand. Because when the consumers 

perceive high switching costs and few alternatives, they change their brands. Fullerton (2003) explained continuance 
commitment as a harmful affect on the con
about commitment, Lindstrom (2005) tested the commitment to a brand. In this study he asked consumers if they 

 As a result of the research, many respondents tattoo the brand 
image on their body. Harrison-Walker (2002) studies on commitment and repurchase plans have shown continuance 
commitment destabilized consumer behaviour while consumers who have affective commitment act as a reference for 
a brand or organization and want to help organization when they have a strong affective attachment to the firms and 

 
 
Fullerton (2005) developed a model based on the original work of Harrison-Walker (2002) to test the role of both 

affective and continuance commitment on brand. This study showed that continuance commitment had a weak effect 
on repurchase intentions, and the academic literature suggested that driving force behind behavioural loyalty is not 
motivated by attitudinal loyalty. On the other hand for other researchers continuance commitment has a positive 
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impact on the repurchase decisions. In the study of Gelliland and Bello (2002) on clothing brands, the consumer can 
brand value and integrate with the brand.  

 
There are several articles in which the effect of customer satisfaction on brand commitment was investigated 

(Bowen and Chen, 2001; Darsono and Junaedi, 2006). It was argued in this article that customer satisfaction had a 
positive effect on commitment and satisfaction had a positive relationship with brand commitment. 

 
Trust and commitment are both very important elements in ensuring a long-

Trust and commitment are explained as antecedent of loyalty and repurchase intentions. Morgan and Hunt (1994) 
assume that commitment motivates buyers and suppliers to continue their relationship with the brand in the future. In 
the other studies in which the effect of brand trust on brand commitment was investigated, Shergill and Lii (2005) 
concluded that trust had a positive effect on customer commitment. The present study examined trust as a precursor of 
commitment. Therefore, the following hypotheses are proposed:  

 
H8: Brand satisfaction is effective on affective commitment. 
H9: Brand satisfaction is effective on continuance commitment. 
H10: Brand trust is effective on affective commitment. 
H11: Brand trust is effective on continuance commitment. 

2.6. Loyalty and Repurchase Intentions  

Bran
(Aaker, 2004). Customers with high brand loyalty are defined as 

customers who repeatedly buy a brand and feel strong commitment to the brand (Baldinger and Rubinson, 1996). 
Customers who are committed to the brand become loyal customers of that brand and exhibit the behavior of repeat 
purchases.  

 
Repurchase intentions are usually identified with brand commitment. However, there is an important difference 

between them. Brand commitment means a relationship similar to a friendship a consumer develops for the brand. 
Repeat purchase is explained as the purchase of the brand because it is cheaper or there is no other brand (
1997).The hypotheses determined in this direction are stated as follow: 

 
H12: Affective commitment is effective on repurchase intention. 
H13: Affective commitment is effective on advocacy intention.  
H14: Continuance commitment is effective on repurchase intention. 
H15: Continuance commitment is effective on advocacy intention. 
 

The study model determined based on the aim of the research was shown in Figure 1 
 
 
 
 
 
 
 
 
 
 
 
 
 

Figure1: The research model 
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3. Research Design  

3.1. Method 

Undergraduate and graduate students rk University were included in the study. As a sampling method, 
convenience sampling method was used. A questionnaire was administered to totally 400 students. As a result of 
screening, 390 of the survey questions were analyzed. The purpose of the study is to investigate the effect of brand 

and repurchase intentions. For this purpose, three mobile phone brands (Nokia, Apple and Samsung) are included in 
the scope of the research. The effect of the above-mentioned factors on brand loyalty and repurchase intentions of 
students is investigated.  

 
In the study, data gathered by using the face-to-face survey method. The survey was conducted in March 2011. 

There are 3 groups of questionnaire. The first groups of questions are prepared to determine the brand of the 

repurchase and brand loyalty. The third groups of questions are prepared to determine the demographic characteristics 
of respondents. In the development of the scale, the studies of Sweeney and Sauter (2001) are used for perceived 
value,  Simonin and Ruth (1998) are used for brand equity, Aaker ( 2004) are  used for brand quality,  Delgado- 
Ballester and Munuera Aleman (2005) are used for brand trust,  Oliver (1999)  are used for  satisfaction,  Allen and 
Meyer (1990) and  Chaudhuri and Holbrook (2001) are used for affective and continuance commitment,  Putrevu and 
Lord (1994), Zeithmal (1996) are  used for repurchase intentions and brand loyalty.  Variables are prepared according 
to 5-point Likert scale (1= I strongly disagree, 5= I strongly agree; 1=very low, 5=very high; 1=strongly yes, 
5=strongly no). Data are analyzed using SPSS program. In order to analyze data, multiple regression and correlation 
analyses are used. 

3.2. Data Analysis and Hypotheses Test Results 

3.2.1. Demographic Characteristics of Respondents 

56, 9% of the respondents of the sample were male and 43, 1% were female. 70, 3% of those were university 
graduates, 14, 1 , 6% completed their doctoral studies.  According to the age 
groups, 15, 6% of the respondents were younger than 20, 46, 2% were between the ages of 21 and 24, 26, 4% were 
between 25 and 28 and 11.8% were over 28.  

3.2.2. Testing the Research Model 

Correlation and multiple regression analyses were conducted to test the research model. In order to test the effects 
of the variables including equity, value, quality, satisfaction, affective commitment, continuance commitment and trust 
effective on repurchase intentions and loyalty, multiple regression analysis was conducted. In order to test the 
relationship between trust and satisfaction, correlation analysis was conducted.  

 
The test of the model was conducted in three stages. In the first stage, the effects of equity, value and quality on 

trust and satisfaction and in the second stage the effects of satisfaction and trust on affective and continuance 
commitment were investigated. In the last stage the effect of affective and continuance commitment on repurchase 
intentions and loyalty was examined. The results of the analysis were shown in Table 1.  
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Table 1. Multiple regression analysis results  
 
Variables 

 
R 

     
R2 

Error 
Variance 

T 
Value 

Sig. 
Level 

1a.Dependent variable: satisfaction 
     Independent variables: 
     Equity 
     Value 
     Quality  

 
 

0,653 

 
 

0,427 

 
 

0,719 

 
 

-0,476 
0,130 
0,899 

 
 
0,639 
0,896 
0,369 

1b.Dependent variable: trust 
     Independent variables: 
     Equity 
     Value 
     Quality 

 
 

0,696 

 
 

0,484 

 
 

0,465 

 
 

8,484 
4,554 
8,154 

 
 
0,000 
0,000 
0,000 

2a.Dependent variable: affective commitment 
    Independent variables: 
    Satisfaction 
    Trust 

 
0,529 

 
0,279 

 
0,926 

 
           

4.599 
7.089 

 
 
0,000 
0,000 

2b. Dependent variable: continuance  commitment 
     Independent variables: 
     Satisfaction 
    Trust 

 
0,289 

 
0,084 

 
1.038 

 
 

0,632 
4,636 

 
 
0,528 
0,000 

3a.Dependent variable: repurchase intentions 
    Independent variables: 
    Affective Commitment 
    Continuance commitment  

 
 

0,464 

 
 

0,215 

 
 

0,906 

 
 

7.928 
0,576 

 
 
0,000 
0,565 

3b.Dependent Variable: loyalty 
     Independent variables: 
    Affective Commitment 
    Continuance commitment 

 
 

0,378 

 
 

0,143 

 
 

0,561 

 
 

5.769 
1.085 

 
 
0,000 
0,278 

 
As a result of the test of satisfaction and equity, value and quality, which is the first model, it was determined R2= 

0,427.  However, in the Anova test, the model is seen to be non-significant at the importance level of =0.05.  
Accordingly: 

H1: Perceived value is effective on satisfaction.  
     H3: Perceived equity is effective on satisfaction. 

H5: Perceived quality is effective on satisfaction, hypotheses have been rejected. 
 
The effect of equity, value and quality on trust, which is the second model, is R2= 0,279.  As a result of the Anova 

test, this effect is seen to be significant at the importance level of =0.05.   Accordingly: 

H2: Perceived value is effective on trust. 
H4: Perceived equity is effective on trust. 
H6: Perceived quality is effective on trust, hypotheses have been accepted. 
 
In the third model, the effect of trust and satisfaction on affective commitment is R2= 0,279.  As a result of the 

Anova test, this effect is seen to be significant.  Accordingly: 

 H8: Brand satisfaction is effective on affective commitment. 
H10: Brand trust is effective on affective commitment, hypotheses have been accepted 
 
In the fourth model, the effect of trust and satisfaction on continuance commitment is R2= 0,084.  As a result of the 

Anova test, the effect of trust on continuance commitment was significant whereas the effect of satisfaction on 
continuance commitment (0.528) was not found significant. It was determined that trust had an effect on continuance 
commitment, but satisfaction had no effect.  Accordingly: 

H9: Brand satisfaction is effective on continuance commitment, hypothesis has been rejected. 
H11: Brand trust is effective on continuance commitment, hypothesis has been accepted. 
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In the fifth model, the effect of affective and continuance commitment on repurchase intention is R2= 0,215.  As a 
result of the Anova test, affective commitment had a significant effect on repurchase while the effect of continuance 
commitment (0.576) was not found significant. Accordingly: 

H12: Affective commitment is effective on repurchase intention, hypothesis  has been accepted . 
H14: Continuance commitment is effective on repurchase intention,  hypothesis  has been rejected. 
 
In the sixth model, the effect of affective and continuance commitment on loyalty is R2= 0,143.  As a result of the 

Anova test, the effect of continuance commitment (0.278) was not found significant whereas the effect of affective 
commitment was significant. While affective commitment is effective on loyalty, continuance commitment is not. 
Accordingly: 

H13: Affective commitment is effective on advocacy intention, hypothesis has been accepted. 
     H15: Continuance commitment is effective on advocacy intention, hypothesis has been rejected. 
 

Correlation analysis was conducted in order to investigate the relationship between brand trust and satisfaction. As 
a result of the analysis, it was determined that there was a significant relationship between trust and satisfaction (r= 
0,538, p<0.01). Accordingly: 

 
H7: There is a positive relationship between satisfaction and trust, hypothesis has been accepted. 

4. Conclusion 

In this study it was aimed to investigate the factors affecting repurchase intentions and loyalty. According to the 
results, it was determined the brand equity, value and quality that a consumer perceived was effective on brand trust; 
however, it did not have a significant effect on brand satisfaction.  

  
When the relationship between satisfaction and trust was considered, it was found out that there was a positive 

relationship between these two variables. Accordingly as the trust consumers feel for the brand increases, their 
satisfaction also increases. When the effect of brand trust and satisfaction on affective and continuance commitment 
was taken into consideration, it was concluded that brand trust had an effect on affective and continuance commitment 
but brand satisfaction had an effect only on affective commitment.  These results are similar to those in the literature.  
Accordingly it is understood that satisfaction alone is not a sufficient factor for commitment and a satisfied customer 
does not always mean a loyal customer (Bowen and Shoemaker, 1998) 

When the effect of affective commitment and continuance commitment on repurchase intentions and loyalty was 
considered, it was found out that affective commitment had an effect on repurchase intentions and loyalty, but 
continuance commitment did not have any effects on loyalty and repurchase intentions. When the studies in the 
literature are considered, continuance commitment is a weaker commitment than affective commitment. Consumers 
can exhibit continuance commitment in the absence of alternatives or in case of finding that brand cheaper. Therefore, 
tendency for loyalty and repurchase in continuance commitment is low. As for affective commitment, consumers show 
a stronger emotional commitment to their brand and they do not change their brand easily (Fullerton, 2003). 
According to the results obtained, it is seen that the role of satisfaction and continuance commitment on loyalty is 
weak while trust and affective commitment have an important effect in the creation of consumer loyalty. From this 
point of view, enterprises should attach more importance to creating trust and affective commitment for their brands 
while creating loyalty towards their brands because continuance commitment does not show that consumers are loyal. 
In order to be successful, enterprises should offer various and valid reasons to their customers to always make them 
buy their products and services by getting into the world of consumers.  In this way they can have complete loyalty.  

4.1. Limitations and Implications 

In this study, the effect of brand value, brand equity, brand quality, brand satisfaction, trust, affective and 
continuance commitment on repurchase intention and loyalty was investigated. The effect of affective and continuance  
commitment on repurchase intention and loyalty, the effect of trust and satisfaction on affective and continuance 
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commitment, and the effects of the factors such as equity, value and quality on trust and satisfaction were investigated.  

intentions of students towards the mobile phone brands were investigated. According to the results, it was found out 
that trust and affective commitment had the highest effect on repurchase intention and loyalty. For further studies, it is 
suggested to investigate the factors effective on the development of trust and affective commitment. In addition, it can 
be useful to consider different product groups while examining brand loyalty because the factors effective on loyalty 
can vary depending the product and service groups. Similarly, attitudes of youth and adults can differ. Therefore, 
further studies are required to investigate the factors effective on loyalty in terms of different consumer groups.  
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