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Abstract

Banking Sector (BS) is facing more enormous challenges due to the quick spread
of NOVEL COVID-19, which locked people's lives over the globe. Brand management is
one of the critical concerns. Organizations are managing their brand to attract potential
customers from the market in this pandemic situation. For this objective, data have been
collected from 210 customers of banking organizations. Data have been gathered using a
snowball sampling method, which allows the respondents to spread the questionnaire link
with their friends; this study has used SPSS to analyze the data. However, the findings
of the study have portrayed that brand management substantially influences consumer
purchase behavior. Therefore, whenever organizations develop their strategies to attract
potential customers, organizations can increase brand performance by efficiently
managing it. Moreover, when customers link with the brand, they use it to learn about
customer service and corporate bank strategies.
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1. Introduction

The outbreak of COVID-19
dubbed a "black swan™ occurrence
because of its lethality, causes
tremendous damage worldwide. Due
to limitations, curfews, stay-at-home
and work-from-home rules, and
quarantines, the COVID-19 epidemic
has spread throughout the globe,
causing shocks in almost every
industry. The banking industry was
badly impacted by the human and
economic difficulties caused by the
COVID-19 epidemic (SHT, 2020;
Mentari, 2020). Banks provide several
critical economic activities via the
more efficient relocation of money
between investors and creditors via
decreased opacity, decreased
information asymmetry, longer
maturities, low risk, and lower
transaction costs. At the close of a
decade of substantial change for the
banking sector throughout the globe,
the breakout of Covid-19 and its
devastating economic implications.
The severity of the Covid-19 crisis
brings many different sorts of
challenges and opportunities not only
for the banking industry in Pakistan
but around the world.

In this competitive era, branding
has significant importance in
increasing the progress of an
organization. Due to branding,
consumers' buying behavior can be

changed based on their preferences,
values, and choices with the help of
brand equity and its name & symbol
(Wang, 2010; Sadek, 2020). Brand
equity is predominant in the
marketing  construct, affecting
significant marketing variables, such
as CPD. Understanding the concept
of brand equity and its expansion
creates competitive obstacles (Yoo et
al., 2000). The brand's name assists
the customers in selecting the brand
in their challenging and busy
routines. Its main reason is that now
people pay significant attention and
consider the brand name, so
organizations should prioritize it
because they have to compete in a
highly competitive market. Therefore,
the organization needs to create a
well and unique brand name and
image in customers' minds to affect
their buying decisions (Shehzad et al.,
2014).

Brand equity can be described as
a combination of liabilities and assets
associated with branding (Farqubar,
1989). Brand image is considered the
brand's value in the customer's heart
and mind, affecting their buying
decisions. Consumers pay their
consideration and time towards the
brand when their income increases, so
their level of expectancy for quality
products is higher, and then they
prioritize the brand choice. A brand
could be described as a promise by a
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seller that he will frequently serve a
unique set of attributes and benefits
to its customers. When a brand does
quality products to its customers,
they tend to be loyal towards the
particular brand and make repetitive
buying decisions (Joshi, 2003). CPD
can be assisted by brand equity
because many brands in the market
serve similar products with little
uniqueness, which could be a hurdle
for customers to shape an alternative.
Still, brand equity is a technique that
could affect CPD (Gunawardane, 2015).

1.1. Significance of the Study

The brand is the main asset for
companies by which they can impact
CPD (Razak et al., 2020). The
decision of consumers regarding
purchasing is positively affected by
brand loyalty and brand association.
In comparison, the business makes

efforts to gain their customers'
attention by  advertising  their
products and providing superior

quality continuously. So, they can
satisfy the desires and needs of their
customers (Lin & Siu, 2020). Now a
day, Bl is a necessary aspect when
customers make buying decisions for
the first time but also friends and
family impact on another pivotal part
(Anagnostopoulos, et al., 2018).

This  study describes the
relationship between brands and
consumers over the past two

centuries and in this pandemic
situation. Numerous researchers have
been led to different dimensions of
brand equity (Das, 2020). So, now
brand equity is a significant aspect of
the success of a company to create
uniqueness. It will help make a
competitive edge and affect CPD
towards a particular brand (Lin & Siu,
2020). Krizanova and Stefanikova
(2012) argued that in the market of
competition, it is essential for any
company to make loyal their
customers and retain them for an
extended period. It is the most
challenging job for the company
because it has to satisfy its consumer's
desires to ensure that its brand's
decision is right. If the customer
agrees to re-buying by the brand
consuming it the first time, it
highlights the loyalty and association
level toward a particular brand. This
study seeks to shed light on the
following research question.

Does better brand management
influence Consumer Purchase Decision in
the banking sector of Pakistan in the
COVID-19 fear.

2. Literature Review and
Hypothesis Development

2.1. Brand Equity

Brand equity has been considered
a crucial aspect of Marketing
Management. Farquhar firstly defines
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brand equity. Farquhar (1989, p. 24)
described that a product's value

increased due to brand equity.
Furthermore, both directly and
indirectly, products and services
discovered  brand  equity  that

increased the value of a product or
service. Brand equity is a combination
of liabilities and assets of a brand that
directly connect with a brand. The
symbol and name of the brand can
also increase the value of a product or
service. As described above, brand
equity is usually created by-product
or service for a firm or to that firm's
customers (p.15). Park and Srinivasan
(1994) first identified the definition of
brand equity, which provides insight
into the ways and tactics of the
brand's specific effects. They further
explored the impact of brand equity
on account for consumers' overall
priority generated by brand equity.
Another definition referred to as
brand equity is the mixture of brand
assets and liabilities of a particular firm.

The concept and meaning of the
term "Brand Equity” are defined in
many ways and from different
perspectives, but still, no exact
definition has been discovered (Keller
et al, 2011). Creating and
establishing brand equity requires
more consideration among
philosophers, researchers,
professionals, etc. (Keller &
Brexendorf, 2019). Besides, the study

of Datta, et al. (2017) also describes
the brand equity in terms of financial
and marketing value that has directly
connected with the strength and good
positioning of the brand in the
market. He explored the dimensions
of brand equity, including perceived
quality, brand awareness, brand
assets, and brand association. Brand
equity is also described from two
unique perspectives. first is the
perspective of the customer, and
second is the perspective of the
financial. (Foroudi et al., 2018).

2.2. Brand Image

Past researchers explored the
brand image as the value and position
of a brand that is built to the
customer's heart and mind that what
customers think about the brand
when recalling the name of the brand
towards them and it is created by
brand association (Keller et al., 2011).
The brand image is also explained as
what customers think about our
brand and their feelings after using it
(Roy & Banerjee, 2007). A company
or commodity with a high-quality
consumer representation may often
obtain a better market position, a
significant ready-to-act perimeter,
and superior market positioning (Zia,
2021). The study of Aaker (1991)
gives the aspect of brand image as it
could be the combination of brand
association that positively impacts
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customers' minds. Another study
defined brand image as differentiation
from the competitors, meaning a
product contains some unique values
that don't have the competitors
(Amron, 2018; Ramesh, et al., 2019).
Brand image enhanced a particular
brand's buying decision, built trust
among customers, and gained loyalty
(Ansary & Hashim, 2017). Based on
Novansa and Ali (2017) arguments, a
strong brand image builds and
delivers the remarkable brand
message of a specific brand over the
competitor's brand. Consequently, the
brand image also significantly affects
the perceived quality of consumed
value towards a particular brand.
Moreover, the brand image also
greatly impacts consumers' behavior
and their decisions (Burman et al.,
2008).

2.3. Brand Association

Aaker (1991) described brand
awareness as the dimension of brand
equity concerned with the brand's
memory. Brand association positively
influences  consumers'  purchasing
decision towards a specific brand
because of the linking factor and good
image of it. Keller et al. (2011)
explored that it is the thinking of the
consumer that contains the value of
the brand for customers and can build
from many ways that vary according
to their preferences, choices,

differentiating, and strength. The
brand association also provides value
to the consumer buying decision and
the construction of positive as well as
significant behavior and feelings
towards a specific brand. Adam (2002)
contends that the awareness heuristic
is proof in the first buying, leading to
the buying repetition. Aaker (1991)
explored four different methods that
brand awareness develops value.

2.4. Brand Loyalty

Brand loyalty has a close relation
to customers, and sometimes brand
loyalty is considered the attachment
of the customers toward a particular
brand (Aaker, 1991). Previous
researchers explored that brand
loyalty increased the purchasing
repetition of a brand based on the
viewpoint of customer's behavior
(Ehrenberg et al., 1990; Oliver et al.,
1997). Chaudhuri and Hoolbrook
(2001) defines brand loyalty as an
attitudinal viewpoint that focuses on
an individual's commitment to the
combination of unique attributes and
characteristics linked to the brand.

Consequently, brand loyalty may
be considered the trend of being loyal
towards a specific brand and the
customer preferences as a first choice
compared to the competitor's brand
for purchase (Yoo & Donthu, 2001).
Consequently, another study
describes that brand loyalty highly
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increases the no of trustworthy
customers. Due to brand loyalty,
customers are willing to stay with the
brand because their satisfaction level
is constantly growing & they feel
relaxed & comfortable (Breidert et al.,
2006). Due to brand loyalty,
customers agree to pay higher prices
for a particular brand than other
competitors' brands because
customers perceive quality as a
unique attribute in the brand. Brand
loyalty may also become beneficial to
the market (Chaudhry & Hoolbrook,
2001), resulting in higher profitability
for the organization.

2.5. Consumer Purchase Decision

Past researchers explain the CPD
taken related to buying products or
either service from a whole seller.
CPD development interferes between
the marketing design and the results.
The company can progress only if the
buyers see a demand that its brand
can clarify, become knowledgeable of
the brand and its abilities, decide that
we have the best applicable choice, go
ahead to purchase it, and become
comfortable with the output of it
(Prasad et al., 2019). Decisions of
consumers  arise  from  present
difficulties and opportunities. The
challenges of consumers result in
particular mediums, and the nature of
the medium affects the output of the
consumer attitude. The consumer

wants and wishes may jump from one
mindset to another of the consumer
decision process (Kim & Gupta, 2009).
As shown in the model, CPD is a
dependent variable in this study. In
their research, Ringold and Weitz
(2007) described CPDs as consumers
engaged with choices to explore
diversity in products to meet their
demands and desires. The process of
the CPD is meant to help consumers
determine a group of products and
brands, classify and analyze effects,
select among substitutes, and
ultimately make the best decision
(Sumi & Kabir, 2010).

There are five steps in the
process of the CPD, 1: want
identification, 2: a collection of data,
3: analyzing the substitutes, 4: the
decision of purchase, and finally 5:
matters of purchase in case of
satisfaction.

Fuller (1999) contends that when
the demand and needs of consumers
occur, need identification arise. The
demand and conditions of the
consumer are affected by the present
circumstances, individual differences,
and bionomical effects. The next step
is the collection of data in the decision
process. Adam (2002) said that when
consumers are encouraged to collect
more data, then the data collection
step appears. Consumers collect
information either from internal
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sources or external sources to add
their knowledge about the brand or
particular product (Gamble et al.,
2011).

Furthermore, the selection of
alternatives stage comes. In this
stage, consumers differentiate and
more emphatic features of the product
that fulfill their demands. Eventually,
consumers alter their behaviors
toward different products after
analyzing the alternatives (Adam,
2002). In the fourth step of the
consumer decision process, the
purchase decision happens. When
consumers stop considering the
choice of product, they plan to buy
into the most demanded product.
Here the decision of purchase appears
(Burrow et al., 2007). Gamble et al.
(2011) stated that the outcomes of
this step in two forms.1st is high
involvement, and 2nd is low
involvement. The last step in the
CPD process is post-purchase
evaluation (matters of purchase). The
possible result of this step is the
satisfaction of customers, customer
loyalty, and post-purchase in-
consistency.

2.6. Brand Loyalty & Consumer
Purchase Decision

Brand loyalty is the backbone of
organizational survival (Shafi &
Madhavaiah, 2013). According to
Ting et al. (2020), brand loyalty is

described as an act of consumers
buying a similar product class, either
intentionally ~ or unintentionally
decision process measurements of
how many times a customer wants to
purchase the same brand. A strong
brand is developed by a greater level
of loyalty that, as a result, permits

greater price points and margin,
which  facilitates  the  business
acknowledgment  and low-price

flexibility to increase the company's
profitability (Ting et al., 2020).
Rowley (2005) argued that it is
difficult & costly to search for new
customers than current customers.
Brand loyalty is also observed as an
attitudinal or as a behavior.

Shehzad et al. (2014) stated
attitudinal loyalty as a good and
worthwhile response towards the
product is linked with the stability in
purchasing a particular  brand,
ensuring further buying (Wang,
2010). So, the following hypothesis is
assumed as:

H1. The CPD is substantially
influenced by brand loyalty in the
banking context.

2.7. Brand Association and
Consumer Purchase Decision

Aaker (1991) described brand
association as it gains the strength
and richness of a particular brand.
Brand equity and association have a
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strong connection. The main
relationship and distinctive point of
brand equity commonly include the
image aspects distinct to a brand
(Chen, 2017). Keller et al. (2011)
contend that product benefits and
attributes also  provoke brand
association beyond its distinctive
image. Product benefits are the
product features that are given by the
individual values of the consumers. It
is categorized into symbolism,
utilitarian & empirical features. The
explanatory  characteristics  that
symbolize the product and are divided
into both product and non-product
elements are product attributes
(Chen, 2017). Product attributes
include what customers know about
the product to be is involved with its
buying and utilization. Non-product
attributes affect product users, price,
image, and usage representation.
Finally, product attributes are the
specific assessment of the consumer
towards a particular brand.

The brand association also other
factors like living standards of the
consumer, product usage, country's
origin, and competitors (Rohit &
Panda, 2018). Chen (2017) contends
that the benefits of the product
independence  viewpoint of the
product show brand association.
Tong and Hawley (2009) described
that brand image is developed when a
group is organized remarkably and

considerably. Consumer  purchase
attitude and consumer satisfaction are
affected by the strong association of a
particular brand pointed by Keller
(2011).  Generally, the brand
association is assisting in helping
consumers to collect and retrieve
information, give a cause to buy,
provoke strengthen behavior or
feelings,  provide  support  of
development, comprehend the brand
along with its building and manage
data in the mind of the consumer
(Rohit & Panda, 2018). Therefore, it
builds a sense between the customers
and the organization (Rohit & Panda,
2018). Chen (2017) supposed that
brand association is the foundation of
the CPD and brand loyalty. So, the
following hypothesis is concluded.:

H2. The CPD is substantially
influenced by the brand association in
the banking context.

2.8. Brand Equity and Consumer
Purchase Decision

The purchase decision of a
consumer is described as the
consumer's willingness to buy the
product of a particular brand. (Belch
& Belch, 2003). When the CPD ratio
is higher, it is also more possible to
buy. Therefore, the CPD is the most
meaningful  full  fortuneteller of
purchase attitudes (Oghazi et al.,
2018). Studies of brands revealed that
brand equity is a considerable aspect
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to strengthen the purchase decision of
consumers and motivate them to
purchase more (Weisstein et al.,
2017). Shah et al. (2012) pointed out
that purchase decision is a great
aspect in buying the product of a
particular brand because it studies the
customers' attitude to buy a product
of a specific brand. Consumer's
objective to purchase a product is
developed not just by the behavior
towards the brand but also by giving
attention to many other brands.

One of the first objectives of this
study is to check the association
between brand equity and CPD. Past
researches investigated some rational
results in particular sectors. Oghazi et
al. (2018) checked two distinct
products and service classes: cleansers
and hotels, and develop a positive
connection between brand equity and
consumer association. A happy client
becomes faithful to the service
company and intends to utilize and
order the service again (Farhan,
2020). Shah et al. (2012) examined
products of different industries. They
checked the relation between brand
equity and CPD. they concluded that
brand equity significantly impacted
the purchase decision of consumers.
Chang and Chen conducted a study
on airline passengers on an
international level and investigated
the association between brand equity
and CPD. Accordingly, it can state

that CPD is substantially predicted by
brand equity. So, the following
hypothesis is posited.

H3. The CPD is substantially
influenced by brand equity in the
banking context.

2.9. Brand Image and Consumer
Purchase Decision

The brand image was researched
earlier in the 20th century because of
its significance in developing brand
equity (Amron, 2018). In the
progressively  competitive  world
marketplace, organizations want to
have a broad look into CPDs and
teach customers related to the brand
to build robust marketing strategies.
Brand image has a positive effect on
customer purchase intention. Ramesh
et al. (2019) described convenience,
store service, store service, and sales
activities as the four aspects of store
image, impacting customer purchase
decisions directly (Amron, 2018).
Ansary et al. (2018) also empirically
stated the leading role of brand image

in forecasting customer purchase
decisions.

Furthermore, the congruence
between the brand image and

customers' self-image would increase
consumers' satisfaction and
customers' preference for the brand
(Ramesh et al., 2019). Liu et al. (2020)
stated that brand image is the brand's
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concept in consumers' and
stakeholders' minds. It is also
described as "how customers and
stakeholders decode all the signals
provided by a given product, brand,
company, or even country” (Rahi et
al., 2017). The brand image results
from a lot of external aspects of which
marketing communications is just
one.

Brand Equity

Brand Image

Brand Association

Brand Loyalty

Consequently, every product has
a particular image. The consumer
tries to use a brand with the
maximum suitable with an individual
personality/taste ~ (Amron,  2018).
Thus, the following hypothesis is
pointed:

H4. The CPD is substantially influenced
by the brand image in a banking context.

H1
H2
Consumer Purchase
H3 Decision
H4

Figurel:Theoretical Framework

3. Methodology
3.1. Techniques and Procedures

The current study aims to
investigate how brand equity, brand
loyalty, brand association, and brand
image influence CPD in a banking
context. This study has followed the
research onion of Saunders et al.
(2007).

This study is cross-sectional and
follows the positivism approach.
Saunders et al. (2007) has proposed
two research approach. The first is
deductive based on existing theories;
the second is inductive, which
introduces new theories. This study

follows a deductive approach because
the foundations of the study are based
on the existing literature and
theories. Similarly, this study follows
a survey research strategy because
the present study has collected data
using a questionnaire.

3.2. Data Collection Process

This study evaluates the
influence of brand equity, brand
loyalty, brand association, and brand
image on CPDs in the banking
context. Therefore, the population of
the present study is customers of
banking organizations. However, it is
hard to collect data from the entire
population; thus, this study has
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collected data from a population
sample. An online self-administered
questionnaire has been developed on
google docs and spread the link to
bank's customers using different
social media like email, Facebook,
Instagram, and Twitter. Therefore,
the sampling technique of the present
study was snowballing. In response,
this study has received 222 responses
from the respondents. Of them, 12
were incomplete and invalid for data
analysis; therefore, this study has
skipped those 12 questionnaires.
Overall, this study has analyzed data
based on 210 respondents. This study
has used SPSS the major analysis
includes descriptive statistics,
reliability, validity, CFA, correlation,
and regression.

3.3. Measures

The measurement scales of the
variables have been adopted from
prior studies. The variables are
measured on a 5-point Likert scale
ranging from "1 means strongly
disagree to 5 means strongly agree".
The questionnaire consists of two
sections. For instance, the first aims
to collect demographic information
such as age, gender, education, and
income. The second section contains
the main questions related to the
variables of the study. The
measurement scale of brand equity
was adopted from Yoo et al. (2001).

Measurement scales of brand loyalty
and brand association were adopted
from the study of Severi and Ling
(2013). Similarly, scales of the CPD
and brand image have been adopted
from the study of Kim and Kim
(2005).

4. Measurements/ Findings

4.1. Descriptive Statistics

In this study, there are 210
respondents. The respondent profile
Is described in this table; the
characteristics, the number of
respondents, and the percentage are
defined here.

Our respondents in this research
are (n=210), and after conducting the
sample to the respondents, we analyze
that in demographic (GENDER),
there are 110 males and 100 females.
According to the demographic (Age),
there are 190 respondents of (Below-
25), 12 respondents of (25-35) age
group, eight respondents of (35-45)
group, as well as there are eight
respondents of the age group above
45. In demographic (Education), there
are six students of under matric or
matric group, 64 students of Inter or

Undergraduate  Group, 96
students are Graduate, and 44
students are coming under Above
Graduation. In Demographics
(Income), 91 respondents of (Below-
20000) group, 66 respondents of
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(20001-50000) group, 27 respondents category our respondent belongs.
of (50001-100000) group and 26  From these respondent profiles, our
respondents of (Above 100000) With  data was collected from the
this table we can easily know about  distributed questionnaires: gender,

that from which  demographic  age, Education, and Income.
Table 1: Demographic Characteristics
Category Characteristics R':szggaedrecr)wzs Percentage (%)
Male 110 52.4
Gender Female 100 476
Below 25 190 90.5
Age 25-35 12 5.7
above 45 8 3.8
Under Matric or
Matric 6 2.9
Education Intermediate qr
Under-Graduation 64 30.5
Graduation 96 45.7
Above Graduation 44 21
Below 20000 91 46.8
Income 20001-50000 66 28.5
50001-100000 27 13.4
Above 100000 26 11.3

4.2. Correlation Analysis
Table 2: Correlation Analysis

VariablesNames BE BI CPD BL BA
BE 1.000
Bl 0.323 1.000
CPD 0.307 0.468 1.000
BL 0.432 0.437 0.326 1.000
BA 0.439 0.411 0.465 0.336 1.000

Note:BE = Brand Equity; Bl = Brand Image; CPD = Consumer Purchase Decisions; BL = Brand
Loyalty; BA = Brand Awareness

The table describes a perfect
correlation between Band Equity and

Brand Equity & Brand Image is
(r=0.323) so we can say that moderate

Brand Equity because the value of
r=1. The value of correlation between

correlation exists between them. In
Brand Equity & CPD, the value of
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correlation is r=0.307, so we can say
that moderate correlation. In Brand
Equity and Brand Loyalty, there is
moderate correlation because the
value of r=0.432, and in Brand Equity
& Brand Awareness, there is
moderate correlation due to r=0.439.
In Brand Image & Brand Image there
is a perfect correlation because the
value of r=1, In Brand Image and
CPD we can say their moderate
correlation. After all, the value of
(r=0.468), In Brand Image and Brand
Loyalty, there is moderate correlation
because (r=0.437), in brand image &
brand awareness (r=+.411).In CPD &

4.3. Measurement Analysis

CPD, there is perfect correlation
because the value of correlation is
(r=1), In CPD & Brand loyalty, there
IS a moderate correlation because
r=.326, in CPD & brand awareness,
there is a moderate correlation due to
the value of r=.465. In Brand Loyalty
& Brand Loyalty, there is perfect
Correlation because the value of
Correlation is r=1, in brand Loyalty
and Brand Awareness, r=.336, so we
can say that there is also moderate
correlation. There is a perfect
correlation between Brand Awareness
& Brand Awareness because of the
value of correlation is r=1.

Table 3: Model Measurements

. L CFA
Variables Names Number of Items Reliability (a) = CR
BE 8 0.787 (0.62-0.881) 0.823
BI 12 0.896 (0.692-0.842) 0.843
BA 5 0.876 (0.613-0.810) 0.852
BL 5 0.874 (0.667-0.807) 0.876
CPD 3 0.798 (0.742-0.921) 0.798

Note:BE = Brand Equity; Bl = Brand Image; CPD = Consumer Purchase Decisions; BL = Brand

Loyalty; BA = Brand Awareness

In the measurement scale, there
are 5 Variables (Brand Equity, Brand
Image, Brand Loyalty, Brand
Association, and CPD and Brand
loyalty. Where the Brand Equity have
the Eight (8) Number of items and
Brand 1Image have Twelve (2)
Number of items, Brand association
have Five (5) number of items, Brand
Loyalty has five (5) Number of items,

and CPD which has five (5) Number
of items respectively. The value of
Cronbach's Alpha is 0.787 of Brand
Equity, and the value of Brand Image
Cronbach's Alpha is 0.896, 0.876 is
the value of Brand Association, the
value of Brand Loyalty is 0.874 and
the value of CPD Cronbach's Alpha is
0.798.and in CFA (Composite Factor
Analysis) there two things. The first
one is (Factor Loading) FL and the
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second one is (Composite Reliability)
CR. Firstly, in BE, the minimum
factor loading value is 0.62, and the
maximum is 0.881. In Brand Image,
the Minimum value of the factor
loading is 0.692, and the maximum is
0.842. In BA, the Minimum value of
the factor loading is 0.613, and the
maximum is 0.810. In Brand Loyalty,
the Minimum value of the factor
loading is 0.667, and the maximum is
0.807, And in CPD, the minimum
value of the factor loading is 0.742,
and the maximum value is 0.921. And
Secondly, the CR of the Band Equity
is 0.823, the CR of the Band Image is
0.843, the CR of the brand association
is 0.852, the value of the CR for brand
loyalty is 0.876, and the CR of the
CPD is 0.798.

4.4. Regression Analysis

The regression analysis is used to
scrutinize the influence of
independent variables on a dependent
one. In this study, regression analysis
was used to measure the impact of
brand equity, brand loyalty, brand
association, and brand image on CPD.

Those mentioned above indicated
that these independent variables
measure a 33% change in CPD
portrayed by R Square. More
precisely, brand equity, brand loyalty,
brand association, and the brand
image measure 31%, 50%, 21%, and
17% change in CPD. Therefore, from
this perspective, it can state that the
study's empirical findings support the
study's hypotheses.

Table 4: Regression

Variable B T-value Sig.
BE 0.31 0.110 0.371 0.004
BI 0.50 0.125 4.003 0.000
BL 0.21 0.175 2.131 0.000
BA 0.17 0.162 1.933 0.01
R: 0.550

R Square: 0.330
Adjusted R Square: 0.228

5. Discussion

This study was designed to
measure the impact of brand equity,
brand loyalty, brand association, and
brand image on CPD. The study's

empirical findings have supported
these associations by revealing that
these variables are substantially
influencing CPD. This study has
confirmed that effective brand
management by banking
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organizations ultimately increases
CPD. For instance, the empirical
findings indicated that factors of

brand management such as brand
equity,  brand loyalty, brand
association, and brand image
substantially influence the purchase
decision of banking customers. In this
regard, several prior research studies
have explored those consumers made
purchase decisions more quickly when
they perceived that respective
banking organizations possess a
significant brand image in the market
(Ramesh et al., 2019; Liu et al., 2020).
Similarly, Rahi et al. (2017) has
reported that when customers have
some association with the brand, they
experience it to learn about serving
customers and the  corporate
strategies of the banks (Shami, 2021).
Consequently, customers become able
to make a purchase decision.
However, the banking customers need
to make effective communication
while serving customers because it
predicts significant purchase decisions
of the consumers.

According to the current study
findings, respondents' mobile internet
banking services increased during the
pandemic compared to before the
epidemic. The banking sector in
Pakistan is also affected the most
around the globe. As a result, a dip
falls in foreign remittance. Bank
executives should keep a careful eye

on client demands and perceptions in
the aftermath of the COVID-19
epidemic since it is extremely likely
that many of them will continue to
use the new interface even after the
bank's  full  functioning  with
conventional banking has been
restored. Loureiro (2013) has revealed
that when customers are loyal to an
organization, they invite their friends
and family members to use the
services of the respective organization
because of prior positive experiences.
In the same sense, this study has also
found that brand loyalty is
substantially linked with the CPD.

Furthermore, this study has
confirmed that brand equity is
substantially linked with the CPD.
Similarly, findings have been reported
by several prior research studies by
stating that when an organization
raises brand equity, it ultimately
encourages potential customers from
the market. Thus, it indicates that
brand equity raises when the values of
a brand increase and potential
customers are attracted toward the
organization. This perspective states
that brand equity, brand loyalty,
brand association, and brand image
substantially influence the CPD.

6. Theoretical Implication

This study has made a theoretical
contribution to the body of
knowledge. For instance, prior
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research studies have measured
purchase intention as predictors of
brand equity (Roozy et al., 2016),
brand preference (Wang, 2010), brand
trust (Iftikhar et al., 2017), brand
image (Mirza et al.,, 2020), CSR
(Fatma & Rahman, 2016), and brand
association (Loureiro, 2013). In this
regard, Hoque et al. (2018) have
reported that it is essential to
measure brand management in
consumers' intentions to purchase. At
the same time, brand management
refers to powerful techniques to
upsurge organizational values (Yasin
etal., 2020). Therefore, this study has
used "brand equity, brand loyalty,
brand association, and brand image"
as the substantial predictors of brand
management. In this regard, this
study has filled the gap and
contributed to the literature by
revealing that brand management is
substantially impacting consumer
purchase behavior.

7. Practical Implications

This study has also offered
valued practical implications for
banking organizations.

Firstly, the banking organization
should demonstrate the various
factors of brand management such as
"brand equity, brand loyalty, brand
association, and brand image" because
it will ultimately provide insights to
the banks regarding the target

market. For instance, when banks
have developed their strategies to
maximize value in brand
management, it eventually attracts
potential customers from the market.

Secondly, from the four factors of
brand management, this study
revealed that brand image has a
strong impact on CPD compared to
other aspects of brand management.
Therefore, the banking organization
needs to develop a strong brand
Image to attract potential customers.
It can do this by making customers
delightful, which is ultimately related
to efficient services.

Thirdly, the literature has
supported those customers making
quick purchase decisions when
banking  organizations  develop
strategies to maximize the brand's
value. For instance, if a bank
possesses a strong brand association
and loyalty, it enables the customers
to make quick purchase decisions.
Therefore, banking organizations
may retain their market share by
satisfying the core needs of their
customers.

8. Limitations and Future Avenue
of Research

The findings of this study are
generalizable, while this study still
has some limitations, just like other
studies. Firstly, this study is cross-
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sectional due to time constraints; it
cannot keep the patterns of purchase
decisions hidden. Therefore, future
researchers should emphasize the
longitudinal research design because
it will explore consumer behavior
based on effective brand management
factors. Secondly, brand management
refers to the brand's values, which
may also be predicted through brand
preference (Wang, 2010). At the same
time, this study has not used this
factor as the component of brand
management. Therefore, the
forthcoming researchers of this field
may include brand preferences as the
key component of brand management
and then measure its influence on
consumer behavior. Through this, the
findings of their study may increase
generalizability and ultimately
contribute to their native culture.

9. References

Aaker, D. A. (1991). Managing Brand
Equity, New York.

Adam, S. (2002). A model of Web use
in direct and online marketing
strategy. Electronic markets, 12(4),
262-269.

Amron, A. (2018). The influence of a
brand image, brand trust, product
quality, and price on the consumer's
buying decision of MPV cars.
European Scientific Journal, 14(13),
228-240.

Anagnostopoulos, C., Parganas, P.,
Chadwick, S., & Fenton, A. (2018).
Branding in pictures: using Instagram
as a brand management tool in
professional team sports
organizations. European Sport
Management Quarterly, 18(4), 413-438.

Ansary, A., & Hashim, N. M. H. N.
(2018). Brand image and equity: The
mediating role of brand equity drivers
and moderating effects of product
type and word of mouth. Review of
Managerial Science, 12(4), 969-1002.

Belch, G. E., & Belch, M. A. (2003).
Advertising and promotion:  An
integrated marketing communications
perspective. The McGraw— Hill.

Breidert, C., Hahsler, M., & Reutterer,
T. (2006). A review of methods for
measuring willingness-to-pay.
Innovative Marketing, 2(4), 8-32.

Burmann, C., Schaefer, K. &
Maloney, P. (2008). Industry image:
Its impact on the brand image of
potential employees. Journal of Brand
Management, 15(3), 157-176.

Burrow, J. L., Kleindl, B., & Everard,
K. E. (2007). Business principles and
management. Nelson Education.

Chaudhuri, A., & Holbrook, M. B.
(2001). The chain of effects from
brand trust and brand affect to brand
performance: the role of brand

360



Does Better Brand Management Influences Consumer Purchase Decisions? Covid-19 Challenges from
Pakistan Banking Sector

loyalty. Journal of Marketing, 65(2),
81-93.

Chen, Y. C. (2017). The relationships

between brand association, trust,
commitment, and satisfaction of
higher education institutions.

International Journal of Educational
Management, 31(7), 973-985.

Das, S. (2020). Innovations in digital
banking service brand equity and
millennial consumerism. In Digital
transformation and innovative services
for business and learning, 62-79. 1GI
Global.

Datta, H., Ailawadi, K. L., & Van
Heerde, H. J. (2017). How well does
consumer-based brand equity align
with sales-based brand equity and
marketing-mix response?. Journal of
Marketing, 81(3), 1-20.

Ehrenberg, A. S., Goodhardt, G. J., &
Barwise, T. P. (1990). Double
jeopardy  revisited. Journal  of
Marketing, 54(3), 82-91.

Farhan, F. M., Waheed, N. A, &
Younis, S. (2020). Impact of service
quality and perceived value on the
post-purchase intention with the
moderating effect of switching cost.
Pakistan Journal of Multidisciplinary
Research, 1(1), 65-83.

Farquhar, P. H. (1989). Managing
brand equity. Journal of Marketing
Research, 1, 24-33.

Fatma, M., & Rahman, Z. (2016). The
CSR's influence on  customer
responses in the Indian banking
sector. Journal of Retailing and
Consumer Services, 29, 49-57.

Foroudi, P., Jin, Z., Gupta, S,
Foroudi, M. M., & Kitchen, P. J.
(2018). Perceptional components of
brand  equity:  Configuring  the
Symmetrical and Asymmetrical Paths
to brand loyalty and brand purchase
intention. Journal of Business Research,
89, 462-474.

Fuller, D. A. (1999). Sustainable
marketing: Managerial-ecological
issues. Sage Publications.

Gamble, J., Gilmore, A., McCartan-
Quinn, D., & Durkan, P. (2011). The
Marketing concept in the 21st
century: A review of how Marketing
has been defined since the 1960s. The
marketing review, 11(3), 227-248.

Gunawardane, N. R. (2015). Impact of
brand equity towards purchasing
desition: a situation on mobile
telecommunication services of Sri
Lanka. Journal of  Marketing
Management, 3(1), 100-117.

Hoque, M. E., Hashim, N. M. H. N., &
Azmi, M. H. B. (2018). Moderating
effects of marketing communication
and financial  consideration on
customer attitude and intention to
purchase Islamic banking products.

361



Farhan Mirza, Sohail Younus, Sarina Sherazi & Ali Zeeshan

Journal of Islamic Marketing, 49(2),
389-407.

Iftikhar, A., Azam, F., Ashraf, S., &
Tahir, H. M. (2017). Exploring the
Relationship  Between Religiosity,
Brand Trust, and Green Purchase
Intention as a Catalyst of Attitude.
Int. J. of Multidisciplinary and Current
Research, 5, 1485-1493.

Joshi, D. (2013). Effects of branding
on buying behavior. The Macro theme
Review, 2(7), 156-159.

Keller, K. L., & Brexendorf, T. O.
(2019). Measuring brand equity. In
Handbuch Markenfiihrung, 1409-1439.
Springer Gabler, Wiesbaden.

Keller, K. L., Parameswaran, M. G., &
Jacob, 1. (2011). Strategic brand
management: Building, measuring, and
managing brand equity. Pearson
Education India.

Kim, H. W., & Gupta, S. (2009). A
comparison of purchase decision
calculus between potential and repeat
customers of an online store. Decision
Support Systems, 47(4), 477-487.

Kim, H. B., & Kim, W. G. (2005). The
relationship between brand equity
and firms' performance in luxury
hotels and chain restaurants. Tourism
Management, 26(4), 549-560.

Krizanova, A., & Stefanikova, L.
(2012). Importance of the brand for
consumer purchasing decision in the

Sovak Republic. Business Systems &
Economics, 2(2), 25-38.

Lin, F., & Siu, W. S. (2020).
Exploring brand management
strategies in the Chinese

manufacturing industry. Journal of
Brand Management, 27(1), 48-76.

Liu, L., Dzyabura, D., & Mizik, N.
(2020). Visual listening in Extracting
brand image portrayed on social
media. Marketing Science, 39(4), 669-
686.

Loureiro, S. M. C. (2013). The effect
of perceived benefits, trust, quality,
brand awareness/associations, and
brand loyalty on internet banking
brand equity. International Journal of
Electronic Commerce Studies, (2), 139-
158.

Mentari, N., & Putri, U. T. (2020).
Risk Mitigation of Disease Pandemic
in the Indonesian Banking Industry:
In Response to COVID-19. Lentera
Hukum, 7, 245.

Mirza, F., Ashraf, S., & Jahangir, H.
B. (2020). The Impact of Religiously
Motivated Consumer Boycotts on
Product Judgment, Brand Image and
Loyalty. International Journal of
Academic Research in Business and
Social Sciences, 10(11), 384-402.

Novansa, H., & Ali, H. (2017).
Purchase Decision Model: Analysis of
brand image, brand awareness, and

362



Does Better Brand Management Influences Consumer Purchase Decisions? Covid-19 Challenges from
Pakistan Banking Sector

price (Case study SMECO Indonesia
SME products). Saudi Journal of
Humanities and Social Sciences, 2(8),
621-632.

Oghazi, P., Karlsson, S., Hellstrém,
D., & Hijort, K. (2018). Online
purchase return policy leniency and
purchase decision: Mediating role of
consumer trust. Journal of Retailing
and Consumer Services, 41, 190-200.

Oliver, R. L., Rust, R. T., & Varki, S.
(1997). Customer delight:
foundations, findings, and managerial
insight. Journal of retailing, 73(3), 311.

Park, C. S., & Srinivasan, V. (1994). A
survey-based method for measuring
and understanding brand equity and
its extendibility. Journal of marketing
research, 31(2), 271-288.

Prasad, S., Garg, A., & Prasad, S.
(2019). The purchase decision of
generation Y in an  online
environment. Marketing Intelligence &
Planning, 37(4), 372-385.

Rahi, S., Yasin, N. M., & Alnaser, F.
M. (2017). Measuring the role of
website design, assurance, customer
service, and brand image towards
customer loyalty and intention to
adopt internet banking. The Journal of
Internet Banking and Commerce, 23(2),
1-18.

Ramesh, K., Saha, R., Goswami, S., &
Dahiya, R. (2019). Consumer's

response to CSR activities: Mediating
role of brand image and brand
attitude. Corporate Social Responsibility
and Environmental Management, 26(2),
377-387.

Razak, M., Hidayat, M., Launtu, A.,
Putra, A. H. P. A. K., & Bahasoan, S.
(2020). Antecedents and consequence
of brand management. an empirical
study of Apple's brand product.
Journal of Asia Business Studies, 14(3),
307-322.

Ringold, D. J.,, & Weitz, B. (2007).
The American Marketing Association
definition of marketing: Moving from
lagging to a leading indicator. Journal
of Public Policy & Marketing, 26(2),
251-260.

Rohit, D., & Panda, R. (2018). Cause-
Brand Association: A Review. Journal
of Management Research, 18(1), 13-26.

Roozy, E., Arastoo, M. A, &
Vazifehdust, H. O. S. S. E. I. N.
(2014). Effect of brand equity on
consumer purchase intention. Indian
J. Sci. Res, 6(1), 212-217.

Rowley, J. (2005). The four Cs of
customer  loyalty.  Journal of
Marketing Intelligence and Planning.
23(6), 574-581.

Roy, D., & Banerjee, S. (2007).
CARE- ing strategy for integration
of brand identity with the brand

363



Farhan Mirza, Sohail Younus, Sarina Sherazi & Ali Zeeshan

image. International journal of commerce
and management, 17(1/2), 140-148.

Sadek, H., & ElI Mehelmi, H. (2020).
Customer brand engagement impact
on brand satisfaction, loyalty, and
trust in the online context. Egyptian
Banking Sector. Journal of Business
and Retail Management Research,
14(3),122-136.

Saunders, M., Lewis, P. H. I. L. I. P.,
& Thornhill, A. D. R. I. A. N. (2007).
Research methods. Business Students
4th  edition  Pearson  Education
Limited, England.

Severi, E., & Ling, K. C. (2013). The
mediating effects of brand association,
brand loyalty, brand image, and
perceived quality on brand equity.
Asian Social Science, 9(3), 125-139.

Shafi, S. I., & Madhavaiah, C. (2013).
The Influence of Brand Equity on
Consumer Buying Behaviour of
Organic Foods in India. Journal Of
Marketing & Communication, 9(2), 1-
22.

Shah, S. S. H., Aziz, J., Jaffari, A. R,,
Waris, S., Ejaz, W., Fatima, M., &
Sherazi, S. K. (2012). The impact of
brands on  consumer  purchase
intentions. Asian Journal of Business
Management, 4(2), 105-110.

Shami, G. M., Ummar, R., Dost, M. K.
B., Shahzadi, Q., & Mirza, F. (2021).
The Impact  Of Knowledge

Management Practices On
Employee’s Performance In Banking
Sector Of Pakistan. Multicultural
Education, 7(8), 205-225.

Shehzad, U., Ahmad, S., Igbal, K.,
Nawaz, M., & Usman, S. (2014).
Influence of brand name on consumer
choice & decision. Journal of Business
and Management, 16(6), 72-76.

SHT, K. (2020). Impact of COVID-19
on Tourism Industry: A Review,

Retrieved from  https://mpra.ub.uni-
muenchen.de/102834/1/MPRA_paper_1028
34.pdf, Dated August 15,2021.

Sumi, R. S., & Kabir, G. (2010).
Analytical hierarchy process for
higher effectiveness of the buyer
decision process. Global Journal of
Management and Business Research,
10(2), 2-9.

Ting, D. H., Abbasi, A. Z., & Ahmed,
S. (2020). Examining the mediating
role of social interactivity between
customer engagement and brand
loyalty. Asia Pacific Journal of
Marketing and Logistics, 43(2), 118-
137.

Tong, X., & Hawley, J. M. (2009).
Measuring customer- based brand
equity: Empirical evidence from the
sportswear market in China. Journal
of product & brand management, 18(4),
262-271.

364


https://mpra.ub.uni-muenchen.de/102834/1/MPRA_paper_102834.pdf
https://mpra.ub.uni-muenchen.de/102834/1/MPRA_paper_102834.pdf
https://mpra.ub.uni-muenchen.de/102834/1/MPRA_paper_102834.pdf
https://mpra.ub.uni-muenchen.de/102834/1/MPRA_paper_102834.pdf

Does Better Brand Management Influences Consumer Purchase Decisions? Covid-19 Challenges from
Pakistan Banking Sector

Wang, E. S. T. (2010). Impact of
multiple  perceived  value on
consumers' brand preference and
purchase intention: a case of snack
foods. Journal of food products
marketing, 16(4), 386-397.

Weisstein, F. L., Song, L., Andersen,
P., & Zhu, Y. (2017). Examining the
impacts of negative reviews and
purchase goals on the consumer
purchase decision. Journal of Retailing
and Consumer Services, 39, 201-207.

Yasin, M., Liébana-Cabanillas, F.,
Porcu, L., & Kayed, R. N. (2020). The
role of customer online brand
experience in customers' intention to
forward online company-generated
content: The case of the Islamic
online banking sector in Palestine.

Journal of Retailing and Consumer
Services, 52, 101-112.

Yoo, B., & Donthu, N.
Developing and  validating a
multidimensional consumer-based
brand equity scale. Journal of business
research, 52(1), 1-14.

Yoo, B., Donthu, N., & Lee, S. (2000).
An examination of selected marketing
mix elements and brand equity.
Journal of the academy of marketing
science, 28(2), 195-211.

Zia, A., Younus, S., & Mirza, F.
(2021). Investigating the Impact of
Brand Image and Brand Loyalty on
Brand Equity: The Mediating Role of
Brand  Awareness.  International
Journal of Innovation, Creativity and
Change, 15(2), 1091-1106.

(2001).

365



