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Abstract: The objective of this study is to explore the relationships between product 
knowledge, brand image, and brand loyalty in the mobile phone brands context. 
Specifically, the study investigates the effect of product knowledge level on brand image 
and brand loyalty, the effect of brand image on brand loyalty, and how brand image 
mediates the effect of product knowledge on the brand loyalty of mobile phone users. 
The participants of the study were mobile phone users in the prominent cities of Turkey. 
A total of 426 participants were identified with the utilization of convenience sampling 
methodology and the data collection process was executed through a questionnaire 
distributed electronically. The results of the study confirmed the direct positive and 
significant effects of the product knowledge level of consumers on brand image and 
brand loyalty.  On the other hand, the image perception of consumers regarding the 
mobile phone brand is found to have a significant and positive direct effect on brand 
loyalty. When brand image is included in the model as a mediating variable, the direct 
effect of product knowledge on brand loyalty turns into an insignificant one, which 
confirms the mediating role of brand image on the effect of product knowledge on brand 
loyalty.   
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 1. Introduction 

 In the contemporary consumer markets, brands compete in extensively competitive market 
conditions full of competitors who struggle to gain shares in the minds and hearts of consumers to acquire 
and retain them for generating long-term and profitable relationships bringing increased wallet shares. 
However, realizing such objectives is becoming harder as the number of competitors are rising, the available 
options for consumers are abundant and their standards as well as expectations are at the highest point since 
ever. Average number of ads each consumer is exposed every single day increased from five hundred to five 
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thousand in 2017, and it reached at more than six thousand commercial messages a day as of 2021 (Carr, 
2021). Thus, it became extremely difficult to attract the attention of consumers in the cluttered environment, 
to convince them with an offer, and to retain the relationship in this competitive environment. The strength 
of the relationship between consumers and brands are dependent on several cognitive and affective factors 
including physical and psychological needs of consumers, physical attributes of brand and products as well 
as the perception of consumers related to the symbolic values provided by the brands (Hankinson & Cowking, 
1993). The dynamics of consumer decision making process, which leads to the decision to sustain or drop the 
relationship with the brand, becomes more and more complex. Previous studies in the literature, which 
focused on the direct determinants of the brand loyalty, reported a direct, positive and also significant effect 
of customer experience and customer satisfaction on customer loyalty as the leading factors (Anderson & 
Mittal, 2000; Bleier et al., 2019; Molinillo et al., 2022). However, consumer decision regarding the 
continuation of the relationship between the brand and customer may also a product of other interrelated 
factors including the perceptions of consumers related to the image congruency between the brand, product, 
and consumer (Ataman & Ülengin, 2003) as well as their level of product knowledge (Alba & Hutchinsons, 
1987). This study focuses on the impacts of product knowledge on brand image perceptions and brand loyalty 
behavior of consumers and the mediating role of the brand image on the effect of product knowledge on 
brand loyalty. The study contributes to the marketing literature by focusing on the mediating role of the 
product knowledge in the relationship between the brand image and brand loyalty. The investigation of this 
unexplored area of product knowledge, brand image and brand loyalty relationship is the novelty provided 
by this study.  

In the following section, the conceptual and theoretical framework of the study is presented by 
focusing on the brand image, product knowledge and brand loyalty constructs as well as the explanation of 
the underlying theoretical and empirical grounds leading to the development of research model and 
hypothesis to be tested in the study. In section three, the research methodology of the study is presented 
including sampling and data collection procedures as well as data analysis methodology. The results of the 
analysis including the presentation of the hypothesis testing are presented in section four. In the final section, 
academic and managerial implications of the results are explained. Academic implications are presented by 
comparing the findings with the existing theoretical framework as well as the findings of the previous studies 
in the literature. Managerial implications are provided with the translation of the findings to the applications 
in the brand management practices.    

2. Literature Review and Hypothesis Development 

2.1. Brand Image  

Based on the associative networks model of knowledge formation and activation, information related 
to some concepts is stored in the memory of human beings at specific locations and some associative 
pathways are employed to relate this information to each other (Wyer & Carlston, 1979). As it is explained 
by spreading activation model, when something comes to a mind of a person, that knowledge unit in the 
memory is activated and the activation spreads to other units in the knowledge structure through the 
associative pathways (Collins & Loftus, 1975). Thus, the knowledge related to the brands can be regarded as 
a function of nodes and links of several primary and secondary associations related to the brand (Keller, 
1993). When the excitation reaches an adequate level of strength at one unit of node, that node is also 
activated and the excitation continues to spread to other linked nodes through the associative pathways. As 
a result of this process, the information required to make a decision is transferred into the working memory 
of the person (Anderson, 1983).   

The totality of the associations connected to an entity in consumer memory generates the overall 
perception of the consumer related to that entity. In line with the associative networks model of knowledge 
formation and activation, the concept of brand image was first conceptualized and introduced by Gardner 
and Levy (1955). As explained by Paivio (1969), the image can be regarded as a mental representative of the 
meaning related to something and the combined impact of the whole tangible and intangible associations 
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linked to the brand is called as brand image (Engel et al., 1993). Many studies conceptualized brand image 
from different perspectives including its meaning, personal relevance as well as the cognitive and 
psychological elements embedded into the construct. Several studies provided the definition of brand image 
as the totality of consumers’ perceptions, impressions about the brand, and their opinion about its attributes 
and products (Dichter, 1985; Herzog, 1963; Newman, 1985). Other studies focused on the personal meaning 
of the brand image for consumers and defined the brand image construct as the symbolic meaning 
embedded in the products, services, and attributes of the brand (Levy, 1973; Noth, 1988; Sommers, 1964). 
Some other studies employed a self-concept and self-image approach and defined the brand image as the 
reflection of characteristics and personality of consumers (Sirgy, 1985; Martineau, 1957). The last group of 
studies focused on the cognitive and psychological aspects of the brand image and defined it as the totality 
of consumer opinions, attitudes and emotions towards the brand reflecting the cognitive and psychological 
aspects of the brand (Gardner & Levy, 1955).   

 Consumers develop an image of the brand in their memory through the collection, decoding, 
extracting and interpretation of signals transmitted by the brand as a result of the brand marketing activities 
(Kapferer, 1992). In turn, this signals lead to the formation of associations in consumer memory. When the 
associations related to the brand are positive, this leads to the formation of a strong brand image which 
eventually generates a positive impact on the brand equity (Aaker, 1991). Previous studies, which compared 
the brands with high and lower equity in terms of the associations, reported that higher equity brands are 
more likely to have positive associations than other brands (Krishnan, 1996).  Thus, the formation and 
management of strong brand image is essential in brand management. Based on the image congruence 
model, consumers prefer the products of brands which are in line with their self-images, especially actual 
self and ideal self-images are the two key dimensions of self-image which are directly employed in the process 
(Sirgy, 1985). Previous studies in the literature confirmed the positive impact of image congruence on the 
attitudes of consumers towards the brands in different contexts and product categories (Belk et al., 1982; 
Hong & Zinkhan, 1995). Moreover, a strong brand image provides support for differentiating the products 
and services of the brand from its competitors, and it is the basis of the competitive advantage. This leads 
the image to overwrite the functional values with the symbolic ones imposed and the brand image plays an 
essential role in competition and sales (Murphy, 1990).  Previous studies also confirm that strong images lead 
to the acceptance of premium prices by consumers and the preference of brands (Khrisnanda & Dirgantara, 
2021; Kwon, 1990; Lassar et al., 1995). On the other hand, while a positive and strong brand image 
contributes to the consumer preference and sales, when the brand image is weak or vulnerable, then it may 
have negative consequences.  

 Overall, brand image is composed of knowledge about product, functional value benefits and 
consequences of using a brand and the personality of the brand (Plummer, 2000). The interaction of these 
three factors generates the overall perception of the consumers related to the brand. Brand image is an 
important factor playing role in consumer decision making process and eventually influences consumer 
behavior. Strong brand images support brands to differentiate from competition, generate competitive 
power and it is an important factor boosting market performance (Keller, 1993; Park et al., 1991). 

2.2. Product Knowledge 

Product knowledge is the totality of information consumers possess about a product category or a 
specific branded product. According to Brucks (1985), product knowledge is composed of memories and 
information related to the product. Lin and Chen (2006) define the three categories of product knowledge as 
perceived knowledge, objective knowledge, and experience-based knowledge. On the other hand, Alba and 
Hutchinson (1987), categorize the product knowledge structure into two, namely expertise and product 
familiarity. Thus, product knowledge is the product of previous experiences of consumer with the product 
category or a specific product, the information received through different channels as well the past exposures 
of consumer to the marketing efforts of the brands. This knowledge structure, which can be the composed 
of both declarative as well as procedural knowledge, is utilized by consumers along with other factors such 
as a brand image when there is a need to compare and evaluate the products in a purchase or usage situation. 
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The product knowledge is composed of intrinsic cues as well as extrinsic cues related to the product. Intrinsic 
cues are those which are directly related with the functional attributes of the products while extrinsic cues 
are those which are non-functional attributes and do not directly change the product features (Blair & Innis, 
1996). As an example, brand image is one of the extrinsic cues of products which are employed by consumers 
in the decision-making processes.   

The product knowledge of consumers is one of the key factors which play an important role in several 
stages of consumer decision making process (Bettman & Park, 1980). The level of product knowledge is 
expected to impact the result of the decision-making process. Previous studies, which focused on the effect 
of product knowledge level on the information processing and evaluation, confirmed this significant effect. 
When consumer have strong product knowledge structures, this leads to the formation of developed and 
complex schemata related to a product (Marks & Olson, 1981). On the other hand, when the product 
knowledge structure is weak, higher cognitive efforts are needed and evaluation capacity becomes lower 
compared to those having higher level of product knowledge. Stronger knowledge structures related to the 
product mitigate the risk of evaluation bias, and this leads to the increasing capacity and effectiveness of 
product evaluation (Bian & Moutinho, 2011). Thus, the level of product knowledge is expected to have a 
significant impact on the information search behavior of consumers (Rao & Sieben, 1992). In addition to its 
effects on the information search behavior, the level of product knowledge is also effective on the selections 
of consumers in the purchasing situations. When the product knowledge level is high and evaluation bias risk 
is mitigated, then the decision of consumer is expected to be less dependent to the extrinsic cues of the 
product, including image related components as well as other exposures. In their study, Lin and Chen (2006) 
investigated the effect of product knowledge, product involvement, and country of origin on the purchase 
intention of consumer in the insurance and catering services context and confirmed that consumers with 
higher level of product knowledge exhibit higher levels of purchase intentions. Similarly, Suki (2016) 
investigated the effect of product knowledge on purchase intention in the green branding context and 
confirmed the positive and significant effect of green product knowledge on the green product purchase 
intentions.  Other studies in different context also confirmed the positive and significant influence of product 
knowledge on the purchase intentions of consumers (Nurhayati & Hendar, 2020). Overall, product knowledge 
is a multidimensional construct which reflects the awareness, familiarity and experience of consumers 
related to a product or product category (Cinjarevic et al., 2018). The level of product knowledge influences 
may dimension of consumer behavior including information search behavior, product evaluation, product 
preference as well as purchase intentions. 

2.3. Brand Loyalty 

Customer loyalty is one of the most explored concepts in the marketing literature and scholars focus 
on this concept since the first half of the twentieth century (Bhatnagar et al., 2017). As a general approach, 
customer loyalty reflects the attitudinal and behavioral state of consumers towards a brand, retailer, or an 
entity. Watson et al. (2015), in the meta-review of previous research in the field, defined brand loyalty as the 
totality of attitudes and series of purchasing behavior aligned together and directed to a particular entity. 
Thus, brand loyalty can be regarded as a long-term commitment to re-purchase of the offerings of a brand, 
company or to re-visit a retailer in the future (Oliver, 1999). Since customer loyalty and brand loyalty are 
used inter-changeably in the marketing literature, this study also applies the same approach and employs 
both terms inter-changeably. While the initial definitions of customer loyalty in the marketing literature were 
focused on the repeat purchases of a specific product, later studies categorized the dimensions of customer 
loyalty as being attitudinal, behavioral, and composite (Yoo & Bai, 2013). Marketing literature consists of 
large number of studies which are focused on the determinants of customer loyalty and these studies 
reported more than one hundred factors over the last four decades (Vaitone & Skackauskiene, 2020). 
Customer loyalty is the ultimate objective of customer relationship management process since loyal 
customers provide the comfort of long-term cash flow for the company through their repeat purchases as 
well as contribute to the brand performance by engaging into positive word-of-mouth behavior with other 
consumers in the community (Kitapci et al., 2014).       
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 There is a large number of previous studies in the marketing literature which are focused on the 
determinants of customer loyalty. These studies and can be grouped into customer related factors, brand 
related factors and market based factors. Customer related factors which are expected to influence the 
customer loyalty level include several demographic factors such as age, gender, income level as well as value-
based ones such as the switching costs. Previous studies in the marketing literature reported differing levels 
of loyalty towards brands during the different life stages of consumers (Homjitr & Sato, 2017). In this 
perspective, older consumers show higher levels of loyalty propensity and resistance to change compared to 
younger consumers and young consumers show higher propensity to shift to other brands as they show less 
commitment to the brands (Anderson & Sharp, 2010; Srivastava, 2017). Previous studies also confirmed that 
male consumers exhibit weaker bonds and loyalty to brands compared to female consumers in several 
contexts (Kamath et al., 2019; Tweneboah-Koduah & Farley, 2016). Income level is also another demographic 
factor which impacts the level of loyalty behavior of consumers. For example, in the services context, due to 
the scarcity of options, low-income consumers exhibit higher level of brand loyalty (Orhan & Kaplan; 2018; 
Tasci, 2017). Switching costs, such as search costs, contract termination costs, set-up costs, benefit losses, 
and risks related to the new acquisition are those actual or perceived costs which can be incurred as a result 
of changing the brand, product, or service provider. When a perceived cost of switching from one brand to 
another is high, consumers become less motivated to switch their existing brand, product, or service provider 
(Li et al., 2018). In addition to the demographic factors mentioned below, there are also several brand related 
factors which play an important role on consumer loyalty behavior. Customer satisfaction which can be 
defined as the satisfactory or pleasurable consumption of a product or service (Oliver, 1999), is another factor 
which is directly influential on the customer loyalty level of consumers. Previous studies confirmed the 
positive effect of customer satisfaction on customer loyalty in different contexts (Al Amin et al., 2021; Koay 
et al., 2022; Slack et al., 2020). In the last couple of decades, many studies in the marketing discipline focused 
on the customer experience construct and its effects on consumer behavior. Customers experience, which 
can be defined as the cognitive, sensory, affective and behavioral reactions of consumers as a direct and 
indirect contact with a company, is one of the key factors which are effective in shaping customer satisfaction 
and loyalty. In their study, Başer et al. (2015) investigated the effect of customer experience on customer 
satisfaction and loyalty in four different product categories and reported a significant and positive effect of 
customer experience on both satisfaction and loyalty. Similarly, customer experience is found to have a 
significant and positive effect on customer loyalty through customer satisfaction in the online retailing 
context (Rose et al., 2012). Overall, customer loyalty and consequently the generation of customer equity, 
which can be realized through the satisfactory experiences of customers, is the ultimate objective of 
marketing efforts of all brands. 

2.4. The Effect of Product Knowledge on Brand Image  

The information possessed by consumers related to a product and the image of the associated brand 
are inter-related and connected mental formations. Brand image is the composition of many tangible and 
intangible associations which are directly and indirectly linked to the brand in the mind of consumer (Engel 
et al., 1993). Thus, brand image contains some information related to the brand which is already placed in 
the memory of consumers. On the other hand, product knowledge consists of information related to the 
product itself or the category of the product and it is the function of perceived knowledge, objective 
knowledge and experience-based knowledge related to the product (Lin & Chen, 2006). Thus, the product 
knowledge is one of the sources which make-up the brand image since the products which are offered by a 
brand are directly contributing to its associations in the memory of the consumer. Previous exposures to a 
product is expected to generate some familiarity of that product and when consumers’ familiarity of the 
product increases, their ability to recall the product increases (Kent & Allen, 1994), perceived risk level 
decreases (Kim et al., 2019) and finally stronger familiarity leads to a stronger level of emotional associations 
in consumer memory (Kang et al., 2017). These cognitive and affective influences of knowledge formation 
are also supported by the mere exposure effect which is introduced and explained by Zajonc (1968). 
According to Zajonc, repeated exposure to a stimulus is expected to enhance the attitude towards the entity. 
This affective impact of knowledge generated through exposure is also confirmed in the meta-analysis of 134 
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studies conducted by Bornstein (1989). In this perspective, it is believed that when consumers will have 
higher level of knowledge structures related to a product, the positive effects of such familiarity and 
knowledge related to that product will be transferred to the associations of the owner brand of that product. 
Thus, in the light of the theoretical foundations as well as the findings of the previous literature, we propose 
the following hypotheses:  

H1: Increasing level of product knowledge will contribute positively to the brand image.  

2.5. The Effect of Brand Image on Brand Loyalty 

Brand image is one of the key factors which play an important role in the consumer decision making 
process. Associations related to the brand, which are acquired by consumer through exposure to the 
marketing efforts of the brand or through the direct experience with the products of the brand, lead to the 
formation of brand image (Keller, 1993). Brand image is inhibited in the mind of consumer through an 
associative memory network structure, and it leads to bias in brand evocation as well as evaluation (Kapferer, 
1992). When the brand image is strong and positive, this is expected to lead to favorable consumer responses 
towards the brand and its products (Kwon, 1990). Thus, brand image can be regarded as an important asset 
of a company which directly influences purchase decisions of consumers (Grönroos, 2002). Previous research 
studies focusing on the effects of brand image on consumer behavior reported several important findings. In 
their study, Durmaz et al. (2018) investigated the effect of brand benefits and brand image on the loyalty of 
customers and reported the significant and positive effect of brand image on brand loyalty. Another study, 
which is conducted by Aslam et al. (2023) in the services context, focused on the impact of corporate social 
responsibility activities and corporate image on the customer loyalty. Authors of the study reported the 
significant effect of corporate image on customer loyalty in the banking industry. Chang (2021) conducted a 
study investigating the relationship between experiential marketing, brand image and brand loyalty in the 
retailing context. The results of the study confirmed the role of brand image mediating the effect of 
experiential marketing activities on the brand loyalty. In this perspective, it is believed that when a brand will 
have a well-known and positive image, this will support the brand to generate a loyal customer base. In the 
light of the theoretical foundations as well as the findings of the previous literature, we propose the following 
hypotheses:  

H2: The more positive is the brand image, the higher will be customers’ level of brand loyalty. 

2.6. The Effect of Product Knowledge on Brand Loyalty 

Product knowledge is a critical factor which plays an important role in several stages of consumer 
decision making (Bettman & Park, 1980). One of these stages of decision-making process which is influenced 
by the level of product knowledge is the re-purchase situations. Product knowledge in consumer memory is 
formed as a function of familiarity and the direct experience with the product (Alba & Hutchinson, 1987). 
Thus, when consumers purchase a product and directly experience the consumption or usage process, this 
contributes to the knowledge base and product knowledge becomes stronger with additional associations in 
the memory. The impact of product knowledge level of consumers on their intention to re-buy the products 
of the brand can be explained on the basis of cost-benefit paradigm. Cost-benefit paradigm explains human 
behavior as a result of a trade-off calculation between the benefits or gains of an action and the costs 
associated with that particular action (Beach & Mitchell, 1978). When we apply the cost-benefit paradigm 
into the consumer behavior field, the trade-off calculation related to the benefits and associated costs of re-
buying a product or switching to another brand determines the final decision of consumers. In this 
perspective, when the experiential factors leading to a satisfaction related to the product consumption are 
positive and constant, the level of product knowledge and familiarity is expected to generate a comfort zone 
for the customer to block the switching behavior since doing so will generate additional costs for the 
consumer in terms information search effort, sacrifices related to the time consumption as well as risks 
associated with the unfamiliar or less familiar options. Several studies in the literature focused on the effect 
of product knowledge level on customer loyalty or purchase intentions and the results of these studies 
support the theoretical foundations based on the cost-benefit paradigm. In their study, Xu et al. (2011) 
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investigated the effect of product knowledge on customer loyalty in the online services context and reported 
a positive and significant effect of product knowledge on customer loyalty. In addition to cost-benefit 
paradigm foundations, previous studies indicate that when consumers become more knowledgeable about 
a product, they rely more on objective information rather than external subjective information such as 
recommendations (King & Balasubramanian, 1994). Thus, purchasing a product is expected to lead to the 
formation of a stronger knowledge structure through direct experience and objective information 
acquisition. This will lead to the less reliance on external information sources such as recommendations and 
less sensitivity to competitive marketing efforts, which in turn, will eventually decrease the effect of 
competitive options, leading to the increase in the brand loyalty of the consumer. In the light of the 
theoretical foundations as well as the findings of the previous literature, we propose the following 
hypotheses:  

H3: Increasing level of product knowledge will contribute positively to the brand loyalty. 

2.7. The Mediation Effect of Brand Image 

The image of a brand is the combination of several primary and secondary tangible and intangible 
associations in the memory of consumer which collectively generate the meaning of that brand for the 
particular consumer through the associative networks model of knowledge formation and activation (Engel 
et al., 1993; Paivio, 1969). Thus, brand image can be regarded as the totality of consumer impressions, 
perceptions, and opinions (Newman, 1985), the symbolic meaning of the products or services (Levy, 1973; 
Noth, 1988), the reflection of characteristics and personality of the consumer (Sirgy, 1985; Martineau, 1957) 
as well as attitudes and emotions towards the brand reflecting the cognitive and psychological aspects of the 
brand (Gardner & Levy, 1955). On the other hand, product knowledge is the totality of information 
consumers possess about a product category or a specific branded product. Thus, it is composed of memories 
and information related to the product in the format of three types of knowledge, namely perceived, 
objective and experience-based knowledge (Lin & Chen 2006). Whatever is the format of product knowledge, 
the focal content is the functional and non-functional aspects related to the product in the memory (Blair & 
Innis, 1996). In this perspective, it can be stated that there is a parent-child relationship between brand image 
and product knowledge. In this inter-dependent relationship, when product information is updated, brand 
image is also supported. However, as the brand associations which are the basis of brand image involves 
anything linked to the brand in the memory (Aaker, 1991), product knowledge can be regarded as one part 
of the brand image formation. Thus, as the parent in this inter-dependent relationship, brand image, is 
expected to possess the potential of overwriting the impact of product knowledge on consumer behavior. 
This leads us to the consideration of a possible mediation effect of brand image on the effect of product 
knowledge on brand loyalty. It is believed that, due to the parent status of brand image, the significant and 
positive effect of product knowledge on brand loyalty may be overwritten by the mediating effect of brand 
image and the significant and positive effect of product knowledge on brand loyalty may become stronger, 
weaker or may turn into insignificant. In the light of the theoretical foundations as well as the findings of the 
previous literature, we propose the following hypotheses: 

H4: Brand Image will have a mediating role on the effect of product knowledge on brand loyalty. 

The conceptual research model, which is developed based on the proposed hypothesis, shows the 
relationship between product knowledge, brand image and brand loyalty constructs and it is presented in 
Figure 1. 
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Figure 1. Conceptual Research Model 

 

 

3. Research Methodology 

3.1. Research Design and Sampling 

This study was designed to explore the relationship between the product knowledge, brand image 
and brand loyalty in the consumer electronics context. Specifically, the effect of brand knowledge on brand 
image and brand loyalty, the effect of brand image on brand loyalty and the mediating effect of brand image 
on the effect of brand knowledge on brand loyalty was measured. The participants of this study were mobile 
phone users with different aged groups above 18 years old living in the prominent cities of Turkey including 
Istanbul, Ankara, İzmir and Antalya. The sample of the participants was identified based on the convenience 
sampling method and online survey links were distributed to the participants through e-mails and other 
applications. In order to conduct the field study, Ethics Committee approval was obtained on 14.02.2024. 
Participants were asked to fill out a questionnaire composed of demographic questions, mobile phone brand 
preference as well as statements related to the measurement of the product knowledge level, brand image 
perceptions and brand loyalty variables employed in the study. Questionnaires were prepared in the Google 
Forms application and distributed through the internet. A total of 426 valid surveys were collected with the 
support of personal, professional, and academic network of the authors. The demographic composition of 
participants is presented in Table 1.  

Table 1. Demographic Composition of Participants 

Gender # of Participants % of Participants 

Male 148 35% 
Female 278 65% 

Total 426 100% 

Age Group # of Participants % of Participants 

18-24 115 16% 
25-34 199 61% 
35-44 87 17% 

Other* 25 6% 
Total 426 100% 

*Other includes 45-54 (19 participants) and 55-64 (6 participants) age groups.  

 

SPSS Statistics Version 29 was used for data management and basic statistical analysis. SPSS AMOS 
version 29 was used for conducting confirmatory factor analysis (CFA) to confirm the validity of the constructs 
and to test the hypothesis through the structural equation modelling.  

The mediator role of brand image was detected by using the Baron & Kenny technique. Three models 
are derived according to the Baron and Kenny (1986) technique where the aim of this method is to reveal 
the mediator effect among the research model constructs. Firstly, validity of the constructs in the model have 
been determined by means of the confirmatory factor analysis (CFA). Subsequently structural equation 
modelling has been used to test the hypotheses in order to measures direct and indirect relationships within 
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a single model which reduces measurement errors (Anderson & Gerbing, 1988; Byrne, 2010; Fornell & 
Larcker, 1981; Meydan & Şen, 2011). 

3.2. Operationalization of Variables 

The scales of the variables employed in the conceptual research model are borrowed from the 
studies in the existing marketing literature. Product knowledge scale, which measures the knowledge level 
and familiarity of consumer about the related product in question, was borrowed from the studies of 
Lakshmanan and Krishnan (2011). Authors developed and validated the six items seven points product 
knowledge scale and reported a Cronbach Alpha score of 0.88, confirming its internal reliability. For the 
purpose of this study, three scale items from this original scale were employed and translated into Turkish. 
The scale was applied in the format of seven-points Likert type scale. The internal reliability testing yielded a 
Cronbach Alpha score 0.91, re-confirming the internal reliability of the scale. The scale and associated items 
employed for the Product Knowledge scale are presented in Table 2.  

Table 2. Brand Knowledge Scale Items and Statements 

Scale Item Code Scale Item Statement 

Product Knowledge 1 PRK1 I have a high level of knowledge about X Branded Phone 

Product Knowledge 2 PRK2 
Compared to the rest of the population, my knowledge about X 
Branded Phone is very high 

Product Knowledge 3 PRK3 I have a high level of knowledge about the X Brand 

 

Brand Image scale, which measures the perception of consumer regarding the brand and its products 
in three dimensions, including functional image, affective image and reputational image, was borrowed from 
the studies of Pina et al. (2010). Authors employed and validated the brand image scale which is composed 
of functional, affective and reputational dimensions based on the existing literature (Aaker, 1996; Martin & 
Brown, 1990; Weiss et al., 1999). For the purpose of this study, all items of the scale from this original scale 
were employed and translated into Turkish. The internal reliability testing yielded a Cronbach alpha score 
0.88, confirming the internal reliability of the scale. Finally, the brand loyalty scale, which measures the 
strength of the consumer’s belief regarding the superiority of a brand and the cognitive attachment to it, was 
borrowed from the study of Wolter et al. (2017). Authors developed and validated the three items nine points 
brand loyalty scale and reported a Cronbach Alpha score of 0.83, confirming its internal reliability. For the 
purpose of this study, all scale items from this original scale were employed and translated into Turkish. The 
internal reliability testing yielded a Cronbach Alpha score 0.89, re-confirming the internal reliability of the 
scale. Both scales were applied in the format of five points Likert-type scales in the study. The brand image 
and brand loyalty scales and associated items employed in the study are presented in Table 3. 

Table 3. Brand Image and Brand Loyalty Scale Items and Statements  

Scale Item Code Scale Item Statement 

Brand Image 1 BRI1 X Branded Phone is a high-quality product 
Brand Image 2 BRI2 X Branded Phone has better characteristic than competitors 
Brand Image 3 BRI3 The products of X Brand’s competitors are cheaper 
Brand Image 4 BRI4 X Branded Phone is a nice one 
Brand Image 5 BRI5 X Brand has a personality that distinguishes itself from competitors 
Brand Image 6 BRI6 X Branded Phone doesn’t disappoint its customers 
Brand Image 7 BRI7 X Brand is one of the best brands in the sector 
Brand Image 8 BRI8 X Brand is a very consolidated one in the market 
Brand Loyalty 1 BRL1 I consider myself loyal to X Brand 
Brand Loyalty 2 BRL2 I prefer X Branded Phone over any of the alternatives 
Brand Loyalty 3 BRL3 X Branded Phone is the superior choice 
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4. Findings 

4.1. Construct Validity and Reliability 

To determine the convergent validity, CFA was used (Anderson & Gerbing, 1988). Initially, principal 
component analysis has been performed to purify the items. Subsequently, confirmatory factor analysis (CFA) 
was conducted for the 11 remained items. CFA fit indices are found sufficient: χ2/DF =1.672, CFI=0.992, 
IFI=0.992, RMSEA= 0.04. χ2/DF indicates the obtained model fits the initial model. The factor loads obtained 
from CFA are shown in Table 4. Standardized factor loads have been bigger than 0.5 and significant (Civelek, 
2018). 

Table 4. Results of the Confirmatory Factor Analysis 

Variables Items 
Standardized 
Factor Loads 

Unstandardized 
Factor Loads 

Brand Image  
(BRI) 

BRI06 0.703 1 

BRI05 0.773 1.242 

BRI04 0.788  1.020 

BRI02 0.837 1.300 

BRI01 0.815 1.217 

Product Knowledge  
(PRK) 

PRK03 0.849 1 

PRK02 0.901 1.019 

PRK01 0.768 0.937 

Brand Loyalty  
(BRL) 

BRL03 0.862 1 

BRL02 0.920 1.149 

BRL01 0.867 1.033 
p<0.05 for all items                                                
*Items BRI03, BRI07 and BRI08 were excluded due to the low factor loadings.                                                                                                

 

Convergent validity of the scales has been determined according to the CFA results. In order to 
confirm discriminant validity of the scales, Average Variance Extracted Values have been calculated for each 
construct and a comparison between AVE scores and values of correlation in the same column has been 
made in Table 5 (Civelek, 2018). The values in brackets represent the square root of the AVE scores for each 
construct. They are higher than the correlation values in each column. This means that discriminant validity 
of the scales was confirmed. Cronbach Alpha and composite reliability values are above the threshold (i.e. 
0.7) (Fornell & Larcker, 1981) as shown in Table 5. 

Table 5. Descriptives Statistics, Correlations and Reliability 

Variables 1 2 3 

1. Brand Image (0.784)   
2. Product Knowledge 0.471* (0.840)  

3. Brand Loyalty 0.596* 0.337* (0.883) 

Composite reliability 0.889 0.878 0.914 

Average variance ext. 0.615 0.707 0.780 

Cronbach α 0.882 0.875 0.913 
*p < 0.01; Note: Values in the bracket indicate the square root of AVEs.  

 

4.2. Test of Hypotheses 

The Baron and Kenny (1986) approach has been used to test research hypotheses. In order to use 
the Baron and Kenny approach, the coefficients of correlation between the variables must initially be 
significant (Baron & Kenny, 1986). This is necessary before conducting a mediator variable analysis. 
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Significant correlation coefficients were discovered during the analysis, as indicated in Table 5. Three models 
had to be tested in order to implement this strategy. Figures 2, Figure 3, and Figure 4 present, respectively, 
these three models. The first model measures the direct relationship between the dependent variables and 
independent variables. The second model measures the connection between the mediator and independent 
variables. The third model measures all of the conceptual model's variables' interactions simultaneously. The 
following values have been found for Model 1: χ2/DF value is 1.561. CFI and IFI are 0.997. RMSEA is 0.036. 
For Model 2: χ2/DF value is 1.460. CFI and IFI are 0.995. RMSEA is 0.033. For Model 3: χ2/DF value is 1.955. 
CFI is 0.988 and IFI is 0.988. RMSEA is 0.047. Each model's fit indices are considered independently. These fit 
indices values are beyond the thresholds (Civelek, 2018). 

Figure 2. Results of SEM Analysis of Model 1 

 
Note: χ2/DF = 1.561, CFI = 0.997, IFI = 0.997, RMSEA= 0.036 

Figure 3. Results of SEM Analysis of Model 2 

 
Note: χ2/DF = 1.460, CFI = 0.995, IFI = 0.995, RMSEA= 0.033 

Figure 4. Results of SEM Analysis of Model 3 

 
          Note: χ2/DF = 1.955, CFI = 0.988, IFI = 0.988, RMSEA= 0.047 
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Table 6 indicates test results of three models. According to analyses results all the hypotheses are 
accepted. The link between PRK and BRL disappeared and turned to insignificant after BRI was included in 
the final model. This means that BRI plays mediator roles in the relationship between PRK and BRL.   

Table 6. Test Results of the Models 

Relationships Model 1 Model 2 Model 3 

PRK → BRL  0.337*       0.081 
PRK → BRI  0.475*      0.450*  
BRI  → BRL        0.560* 
Note: Path coefficients are standardized; *p < 0.01 

 

5. Discussion and Conclusion 

This study focuses on the impacts of product knowledge on brand image perceptions and brand 
loyalty behavior of consumers and the mediating role of the brand image on the effect of product knowledge 
on brand loyalty. The study contributes to the marketing literature by focusing on the mediating role of the 
product image in the relationship between the product knowledge and brand loyalty. The investigation of 
this unexplored area of product knowledge, brand image and brand loyalty relationship is the novelty 
provided by this study. Results of the analysis confirmed the positive and significant direct effect of product 
knowledge on brand image. When a consumer has a higher level of knowledge related to the product of a 
brand, this familiarity contributes positively to the image of the brand. This result was in line with the findings 
and conclusions of previous studies which indicate the positive effects of familiarity on the cognitive and 
emotional structures through knowledge formation in the memory of consumers (Kang et al., 2017; Kent & 
Allen, 1994; Kim et al., 2019). Another finding of this study is the significant and positive direct effect of brand 
image on brand loyalty. Results of the study confirmed the contribution of positive brand image perceptions 
on the formation of brand loyalty behavior of consumers. The findings of this study are in line with the 
conclusions of the existing studies in the literature (Aslam et al., 2023; Durmaz et al. 2018). The product 
knowledge level of consumers is also found to have a significant and positive direct effect on brand loyalty 
of consumers. Results confirmed that when the product knowledge level of consumers becomes higher, the 
brand loyalty of consumers also becomes stronger. This finding is in line with the theoretical foundations 
such as cost-benefit paradigm (Beach & Mitchell, 1978) and findings of the previous studies in the marketing 
literature (Xu et al., 2011). The final but the most important contribution of this study is the mediating effect 
of brand image on the effect of product knowledge on brand loyalty. When brand image is included into the 
model as the mediating variable, the effect of product knowledge on brand loyalty turns into an insignificant 
one. This is in line with the theoretical foundations since the brand image is the totality of cognitive and 
psychological aspects of the brand and covers product knowledge of consumers as a part of it. This parent-
child relationship between two constructs caused to the shift in the significant effect of product knowledge 
on brand loyalty and turned into an insignificant one when other associations which make up the brand image 
overwrote the significant direct effect.  

 There are several managerial implications regarding the findings reported in the study which strongly 
merit to be discussed in this section. The results of the study confirm the importance of the product 
knowledge and brand image as the direct contributors to the brand loyalty level of consumers. Thus, brand 
managers, marketing managers, and customer experience managers need to focus on improving the product 
familiarity and brand image in the target market. In order to improve the product familiarity, more product 
focused marketing communication activities, product placement activities, product related social media 
coverage are expected to be supportive to increase the familiarity in the target segment. As the product 
knowledge is composed of both primary as well as secondary associations in consumer minds, marketing 
activities leading to the formation of primary as well as secondary associations may be utilized. In addition 
to the marketing communication activities such as advertising, product placement, and sampling, which 
mainly lead to the formation of primary associations, those marketing activities which can generate 
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secondary product knowledge associations, such as sponsorships, product brand cooperation with celebrity 
endorsers and opinion leaders, may help to the generation of secondary associations which in turn will 
collectively support the formation of a strong product knowledge base in consumer mind. On the other hand, 
a more critical point is related to the formation of strong brand image since the mediating effect of brand 
image on the effect of product knowledge on brand loyalty is significant and this leads us to the conclusion 
that the strength of the brand image is more critical than product knowledge level in determining the brand 
loyalty level of consumers. In order to enhance the brand image, marketing and brand managers may focus 
on the corporate social responsibility activities and the articulation of the social impact generated by the 
brand in the context of sustainability. Specifically, brands may be involved into the social causes and 
articulate the contributions made by the brands through the development and implementation of social 
marketing programs and media coverage plans. In this perspective, brand managers, marketing managers 
and customer experience managers need to focus on the cognitive and emotional building blocks of brand 
image and generate effective plans to build up or support the brand image.  

 This study focuses on the direct effect of product knowledge on brand image and brand loyalty, the 
direct effect of brand image on brand loyalty and the mediating effect of brand image on the effect of product 
knowledge on brand loyalty in the consumer electronics and mobile phone brands context. There are some 
limitations of the study which needs to be mentioned. First of all, the study was conducted in the context of 
mobile phone users, which can be regarded as a type of high involvement product. Product involvement level 
may have a differentiation effect on the mediation effect of brand image on the effect of product knowledge 
on brand loyalty. Moreover, the effect of product involvement, as a moderating variable, may change the 
direction and magnitude of inter-variable effects in the study. This leads to limitations in terms of 
generalizability of the results in this study across other product categories. This study may be conducted by 
focusing on the other retail product categories including FMCG (fast-moving consumer goods) as the low 
involvement product category. A second important limitation of the study is related with the cultural context. 
The measurement of the mediation effect of brand image on the effect of product knowledge on brand 
loyalty may yield different results and conclusions in different cultural contexts such as different countries. 
This also leads to limitations in terms of generalizability of the results in this study across different cultural 
contexts. The study may also be conducted in several countries at once in a cross-country comparison format 
to make a cross-country or cross-cultural comparison. Thus, there is a need of future research studies, which 
can be conducted in different contexts, in order to reach at conclusive results covering a large area of 
application in the marketing literature.  

  

Declarations and Disclosures 

Ethical Responsibilities of Authors: The authors of this article confirm that their work complies with the principles of 
research and publication ethics.  

Ethical Approval: Ethical approval was obtained from Okan University Ethics Committee on 14.02.2024. 

Conflicts of Interest: No potential conflict of interest was reported by the authors. 

Funding: The authors received no financial support for the preparation and/or publication of this article. 

Author Contributions: The authors confirm contribution to the article as follows: Conceptualization and design, Y. 
Rhazaoui and E. G. Sözer; data collection, Y. Rhazaoui and E. G. Sözer; analysis of data and interpretation of results, M. 
E. Civelek and A. V. Ertemel; writing the first draft of the manuscript, Y. Rhazaoui and E. G. Sözer; review and editing, A. 
V. Ertemel and M. E. Civelek. The manuscript/article was read and approved by all the authors, and all authors accepted 
responsibility for their article. 

Plagiarism Checking: This article was screened for potential plagiarism using a plagiarism screening program. 

 

 

 

 



 

224       Business and Economics Research Journal, 15(3):211-227, 2024 
 

The Mediator Role of Brand Image in the Effect of Product Knowledge on Brand Loyalty: A Study on Mobile Phone Brands 

References 

Aaker, D. (1991). Managing brand equity. The Free Press. 

Aaker, D. A. (1996). Measuring brand equity across products and markets. California Management Review, 38(3), 102-
120. 

Al Amin, M., Arefin, M. S., Sultana, N., Islam, M. R., Jahan, I., & Akhtar, A. (2021). Evaluating the customers’ dining 
attitudes, e-satisfaction and continuance intention toward mobile food ordering apps (MFOAs): Evidence from 
Bangladesh. European Journal of Management and Business Economics, 30(2), 211-229. 
https://doi.org/10.1108/EJMBE-04-2020-0066 

Alba, J., & Hutchinson, J. W. (1987). Dimensions of consumer expertise. Journal of Consumer Research, 13(4), 411-415. 
https://doi.org/10.1086/209080 

Anderson, E. W., & Mittal, V. (2000). Strengthening the satisfaction profit chain. Journal of Service Research, 3(2), 107-
120. https://doi.org/10.1177/109467050032001 

Anderson, J. R. (1983). The architecture of cognition. Harvard University Press.  

Anderson, K., & Sharp, B. (2010). Do growing brands win younger consumers? International Journal of Marketing 
Research, 52(4), 433-441. https://doi.org/10.2501/S1470785309201387 

Anderson, J. C., & Gerbing, D. W. (1988). Structural equation modeling in practice: A review and recommended two-
step approach. Psychological Bulletin, 103(3), 411-423. https://doi.org/10.1037/0033-2909.103.3.411 

Aslam, E., Ashraf, M. S., & Iqbal, A. (2023). Impact of corporate image on customer loyalty of Islamic banks: The role of 
religiosity, collectivism, sight cues and CSR. Journal of Islamic Marketing, 14(5), 1310-1324. 
https://doi.org/10.1108/JIMA-09-2021-0314 

Ataman, B., & Ülengin, B. (2003). A note on the effect of brand image on sales. Journal of Product and Brand 
Management, 12(4), 237-250. https://doi.org/10.1108/10610420310485041 

Baron, R., & Kenny, D. (1986). The Moderator - mediator variable distinction in social psychological research: 
Conceptual, strategic and statistical considerations. Journal of Personality and Social Psychology, 51(6), 1173-
1182. https://doi.org/10.1037/0022-3514.51.6.1173 

Başer, İ. U., Cintamür, I. G., & Arslan F. M. (2015). Examining the effect of brand experience on consumer satisfaction, 
brand trust and brand loyalty. Marmara Üniversitesi İİB Fakültesi Dergisi, 37(2), 101-128. 
https://doi.org/10.14780/iibd.51125 

Beach, L. R., & Mitchell, T. R. (1978). A contingency model for the selection of decision strategies. The Academy of 
Management Review, 3(3), 439-449. https://doi.org/10.2307/257535 

Belk, R. W., Bahn, K. D., & Mayer, R. N. (1982). Developmental recognition of consumption symbolism. Journal of 
Consumer Research, 9, 4-17. https://doi.org/10.1086/208892 

Bettman, J. R., & Park, C. W. (1980). Effects of prior knowledge and experience and phase of the choice process on 
consumer decision processes: A protocol analysis. Journal of Consumer Research, 7(3), 234-48. 
https://doi.org/10.1086/208812 

Bhatnagar, S. B., Syed, A. A. & Mishra, J. K. (2017). Identifying customer loyalty supporting factors in the retail banking 
context: An empirical examination. Journal of Relationship Marketing, 16(3), 197-225. 
https://doi.org/10.1080/15332667.2017.1349556 

Bian, X., & Moutinho, L. (2011). The role of brand image, product involvement, and knowledge in explaining consumer 
purchase behavior of counterfeits. European Journal of Marketing, 45(1/2), 191-216. 
https://doi.org/10.1108/03090561111095658 

Blair, M. E., & Innis, D. E. (1996). The effects of product knowledge on the evaluation of warranted brands. Psychology 
and Marketing, 13(5), 445-456. https://doi.org/10.1002/(SICI)1520-6793(199608)13:5<445::AID-
MAR1>3.0.CO;2-9 

Bleier, A., Harmeling, C. M., & Palmatier, R. W. (2019). Creating effective online customer experiences. Journal of 
Marketing, 83(2), 98-119. https://doi.org/10.1177/0022242918809930 

Bornstein, R. F. (1989). Exposure and affect: Overview and meta-analysis of research, 1968-1987. Psychological Bulletin, 
106(2), 265-289. https://doi.org/10.1037/0033-2909.106.2.265 

Brucks, M. (1985). The effect of product class knowledge on information search behavior. Journal of Consumer Research, 
12(1), 1-16. https://doi.org/10.1086/209031 

Byrne, B. M. (2010). Structural equation modeling with AMOS. Routledge Taylor & Francis Group. 

https://psycnet.apa.org/doi/10.1086/209080
https://psycnet.apa.org/doi/10.1037/0033-2909.103.3.411


 

225 Business and Economics Research Journal, 15(3):211-227, 2024 

Y. Rhazaoui – E. G. Sözer – M. E. Civelek – A. V. Ertemel 

Carr, S. (2021). How many ads do we see a day in 2023? https://lunio.ai/blog/strategy/how-many-ads-do-we-see-a-day/ 
(Access Date: 05.01.2024). 

Cinjarevic, M., Agic, E., & Pestek, A. (2018). When consumers are in doubt, you better watch out! The moderating role 
of consumer skepticism and subjective knowledge in the context of organic food consumption. Zagreb 
International Review Economics & Business, 21(1), 1-14. 

Chang, W. J. (2021). Experiential marketing, brand image and brand loyalty: A case study of Starbucks. British Food 
Journal, 123(1), 209-223. https://doi.org/10.1108/BFJ-01-2020-0014 

Civelek, M. (2018). Essentials of structural equation modeling. University of Nebraska Lincoln-Zea Books.  

Collins, A. M., & Loftus, E. F. (1975). A spreading-activation theory of semantic processing. Psychological Review, 82(6), 
407-428. https://doi.org/10.1037/0033-295X.82.6.407 

Dichter, E. (1985). What’s in an image. Journal of Consumer Marketing, 2(1), 75-81. https://doi.org/10.1108/eb038824 

Durmaz, Y., Çavuşoğlu, S., & Özer, Ö. (2018). The effect of brand image and brand benefit on customer loyalty: The case 
of Turkey. International Journal of Academic Research in Business and Social Sciences, 8(5), 528-540. 
https://doi.org/10.6007/IJARBSS/v8-i5/4140 

Engel, J. F., Blackwell, R. D., & Miniard, P.W. (1993). In Miniard, P.W. (Ed.), Consumer behavior (7th ed.). Dryden Press. 

Fornell, C., & Larcker, D. (1981). Evaluating structural equation models with unobservable variables and measurement 
error. Journal of Marketing Research, 18(1), 39-50. https://doi.org/10.2307/3151312 

Gardner, B., & Levy, S. (1955). The product and the brand. Harvard Business Review, March-April, 33-39. 

Grönroos, C. (2002). Service management och marknadsföring – en CRM ansats. Malmö, Sweden: Liber ekonomi.  

Hankinson, G., & Cowking, P. (1993). Branding in action: Cases and strategies for profitable brand management. 
McGraw-Hill.  

Herzog, H. (1963). Behavioral science concepts for analyzing the consumer. In: Bliss, P. (Ed.), Marketing and the 
Behavioral Sciences (pp. 76-86). Allyn and Bacon, Inc.  

Homjitr, S., & Sato, S. C. (2017). Factors affecting brand loyalty of essence of chicken brand towards consumers in 
Bangkok. UTCC International Journal of Business and Economics, 9, 33-47. 

Hong, J. W., & Zinkhan, G. M. (1995). Self-concept and advertising effectiveness: The influence of congruency, 
conspicuousness, and response mode. Psychology and Marketing, 12(1), 53-77. 
https://doi.org/10.1002/mar.4220120105 

Kamath, P. R., Yogesh, P. P., & Prabhu, K. P. (2019). Building customer loyalty in retail banking: A serial-mediation 
approach. International Journal of Bank Marketing, 38(2), 456-484. https://doi.org /10.1108/ijbm-01-2019-0034 

Kang, J., Manthiou, A., Sumarjan, N., & Tang, L. (2017). An investigation of brand experience on brand attachment, 
knowledge, and trust in the lodging industry. Journal of Hospitality Marketing and Management, 26(1), 1-22. 
https://doi.org/10.1080/19368623.2016.1172534 

Kapferer, J. N. (1992). Strategic brand management: New approaches to creating and evaluating brand equity. The Free 
Press.  

Keller, K. L. (1993). Conceptualizing, measuring, and managing customer-based brand equity. Journal of Marketing, 
57(1), 1-22. https://doi.org/10.1177/002224299305700101 

Kent, R. J., & Allen, C. T. (1994). Competitive interference effects in consumer memory of advertising: The role of brand 
familiarity. Journal of Marketing, 58(3), 97-105. https://doi.org/10.1177/002224299405800307 

King, M. F., & Balasubramanian, S. K. (1994). The effects of expertise, end goal and product type on adoption of 
preference formation strategy. Journal of the Academy of Marketing Science, 22, 146-159. 
https://doi.org/10.1177/0092070394222004 

Kitapci, O., Akdogan, C., & Dortyol, I. T. (2014). The impact of service quality dimensions on patient satisfaction, 
repurchase intentions and word-of-mouth communication in the public healthcare industry. Procedia - Social 
and Behavioral Sciences, 148, 161-169. https://doi.org/10.1016/j.sbspro.2014.07.030 

Koay, K. Y., Cheah C. W., & Chang, Y. X. (2022). A model of online food delivery service quality, customer satisfaction 
and customer loyalty: A combination of PLS-SEM and NCA approaches. British Food Journal, 124(12), 4516-4532. 
https://doi.org/10.1108/BFJ-10-2021-116 

Krishnan, H. S. (1996). Characteristics of memory associations: A consumer based brand equity perspective. 
International Journal of Research in Marketing, 13(4), 389-405. https://doi.org/10.1016/S0167-8116(96)00021-
3 



 

226       Business and Economics Research Journal, 15(3):211-227, 2024 
 

The Mediator Role of Brand Image in the Effect of Product Knowledge on Brand Loyalty: A Study on Mobile Phone Brands 

Khrisnanda, H. R. R., & Dirgantara, I. M. B. (2021). The effect of brand awareness, brand image, and brand credibility on 
Oppo mobile phone brand product purchase intention. Diponegoro Journal of Management, 10(2), 1-10.   

Kim, S., Lehto, X., & Kandampully, J. (2019). The role of familiarity in consumer destination image formation. Tourism 
Review, 74(4), 885-901. https://doi.org/10.1108/TR-10-2018-0141 

Kwon, Y. H. (1990). Brand name awareness and image perception of women’s daytime apparel. Perceptual and Motor 
Skills, 71(3), 743-752. https://doi.org/10.2466/pms.1990.71.3.743 

Lakshmanan, A., & Krishnan, H. S. (2011). The Aha! Experience: Insight and discontinuous learning in product usage. 
Journal of Marketing, 75(6), 105-123. https://doi.org/10.1509/jm.10.0348 

Lassar, W., Mittal, B., & Sharma, A. (1995). Measuring customer-based brand equity. Journal of Consumer Marketing, 
12(4), 11-19. https://doi.org/10.1108/07363769510095270 

Levy, S. J. (1973). Imagery and symbolism. In: Steward, H.B. (Ed.), Brands, Consumers, Symbols and Research, Sidney J 
Levy on Marketing, Dartnell, Chicago, 233.  

Li, Y., Liu, H., Lim, E. T. K., Goh, J. M., Yang, F., & Lee, M. K. O. (2018). Customer’s reaction to cross-channel integration 
in omnichannel retailing: The mediating roles of retailer uncertainty, identity attractiveness, and switching costs. 
Decision Support Systems, 109, 50–60. https://doi.org/10.1016/j.dss.2017.12.010 

Lin, L. Y., & Chen, C. S. (2006). The influence of the country-of-origin image, product knowledge and product involvement 
on consumer purchase decisions: An empirical study of insurance and catering services in Taiwan. Journal of 
Consumer Marketing, 23(5), 248-265. https://doi.org/10.1108/07363760610681655 

Marks, L. J., & Olson, J. C. (1981). Toward a cognitive structure conceptualization of product familiarity. Advances in 
Consumer Research, 8, 145-50.  

Martin, G. S., & Brown, T. J., MacKenzie, C., Skinner, L., Heckler, L., & Fisk, G. (1990). In search of brand equity: The 
conceptualization and measurement of the brand impression construct. Marketing Theory and Applications, 2, 
431-438.  

Martineau, P. (1957). Motivation in advertising. Journal of Historical Research in Marketing, 8(4), 585-594. 
https://doi.org/10.1108/JHRM-05-2016-0012 

Meydan, C. H., & Şen, H. (2011). Yapısal eşitlik modellemesi AMOS uygulamaları. Detay Yayıncılık. 

Molinillo, S., Aguilar-Illescas, R., Anaya-S´anchez, R., & Carvajal-Trujillo, E. (2022). The customer retail app experience: 
Implications for customer loyalty. Journal of Retailing and Consumer Services, 65, 1-10. 
https://doi.org/10.1016/j.jretconser.2021.102842 

Murphy, J. M. (1990). Brand strategy. Prentice-Hall.  

Newman, S. L. (1985). Facies interpretations and lateral relationships of the Blackhawk formation and Mancos shale, 
East-Central Utah. Rocky Mountain Section SEPM, 10, 60-69. 

Noth, W. (1988). The language of commodities groundwork for a semiotics of consumer goods. International Journal of 
Research in Marketing, 4(3), 173-186. https://doi.org/10.1016/S0167-8116(88)80003-X 

Nurhayati, T., & Hendar, H. (2020). Personal intrinsic religiosity and product knowledge on halal product purchase 
intention: Role of halal product awareness. Journal of Islamic Marketing, 11(3), 603-620. 
https://doi.org/10.1108/JIMA-11-2018-0220 

Oliver, R. L. (1999). Whence consumer loyalty? Journal of Marketing, 63, 33-44. 
https://doi.org/10.1177/00222429990634s105 

Orhan, S., & Kaplan, Z. (2018). Analysis on brand preference and loyalty of physical education and sports teachers. 
Universal Journal of Education Research, 6(11), 2471-2477. https://doi.org/10.13189/ujer.2018.061110 

Paivio, A. (1969). Mental imagery in associative learning and memory. Psychological Review, 76(3), 241-263. 
https://doi.org/10.1037/h0027272 

Park, C., Milberg, S., & Lawson, R. (1991). Evaluation of brand extension: the role of product-level similarity and brand 
concept consistency. Journal of Consumer Research, 18(2), 185-93. https://doi.org/10.1086/209251 

Pina, J. M., Iversen, N. M., & Martinez, E. (2010). Feedback effects of brand extensions on the brand image of global 
brands: A comparison between Spain and Norway. Journal of Marketing Management, 26(9-10), 943-966. 
https://doi.org/10.1080/02672570903458789 

Plummer, J. T. (2000). How personality makes a difference. Journal of Advertising Research, 40(6), 79-83. 
https://doi.org/10.2501/JAR-40-6-79-83 



 

227 Business and Economics Research Journal, 15(3):211-227, 2024 

Y. Rhazaoui – E. G. Sözer – M. E. Civelek – A. V. Ertemel 

Rao, A. R., & Sieben, W. A. (1992). The effect of prior knowledge on price acceptability and the type of information 
examined. Journal of Consumer Research, 19(2), 256-70. https://doi.org/10.1086/209300 

Rose, S., Moria, C., Samouel, P., & Hair, N. (2012). Online customer experience in e-retailing: An empirical model of 
antecedents and outcomes. Journal of Retailing, 88(2), 308-322. https://doi.org/10.1016/j.jretai.2012.03.001 

Sommers, M. S. (1964). Product symbolism and the perception of social strata. Proceedings of the American Marketing 
Association, Chicago. 

Sirgy, M. J. (1985). Using self-congruity and ideal congruity to predict purchase motivation. Journal of Business Research, 
13(3), 195-206. https://doi.org/10.1016/0148-2963(85)90026-8 

Slack, N., Singh, G., & Sharma S. (2020). The effect of supermarket service quality dimensions and customer satisfaction 
on customer loyalty and disloyalty dimensions. International Journal of Quality and Service Sciences, 12(3), 297-
318. https://doi.org/10.1108/IJQSS-10-2019-0114 

Suki, N. M. (2016). Green product purchase intention: Impact of green brands, attitude, and knowledge. British Food 
Journal, 118(2), 2893-2910. https://doi.org/10.1108/BFJ-06-2016-0295 

Srivastava, R. K. (2017). How differing demographic factors impact upon customer loyalty towards national or 
international fast-food chains: A comparative study in emerging markets. Journal of Food Products Marketing, 
23(8), 901-925. https://doi.org/10.1080/10454446.2017.1266542 

Tasci, A. D. A. (2017). A quest for destination loyalty by profiling loyal travelers. Journal of Destination & Marketing 
Management, 6(3), 207-220. https://doi.org/10.1016/j.jdmm.2016.04.001 

Tweneboah-Koduah, E. Y., & Farley, A. Y. D. (2016). Relationship between customer satisfaction and customer loyalty in 
the retail banking sector of Ghana. International Journal of Business and Management, 11(1), 249-262. 
https://doi.org/10.5539/ijbm.v11n1p249 

Vaitone, N. V., & Skackauskiene, I. (2020). Service customer loyalty: An evaluation based on loyalty factors. 
Sustainability,12(2260), 1-20. https://doi.org/10.3390/su12062260 

Watson, G. F., Beck, J. T., Henderson, C. M., & Palmatier, R. W. (2015). Building, measuring, and profiting from customer 
loyalty. Journal of the Academy of Marketing Science, 43(6), 790-825. https://doi.org/10.1007/s11747-015-0439-
4 

Weiss, A. M., Anderson, E., & MacInnis, D. J. (1999). Reputation management as a motivation for sales structure 
decisions. Journal of Marketing, 63(4), 74-89. https://doi.org/10.1177/002224299906300407 

Wolter, J. S., Bock, D., Smith, J. S., & Cronin, J. J. (2017). Creating ultimate customer loyalty through loyalty conviction 
and customer-company identification. Journal of Retailing, 93(4), 458-476. 
https://doi.org/10.1016/j.jretai.2017.08.004 

Wyer, R. S., & Carlston, D. E. (1979). Social cognition, inference and attribution. Lawrence Erlbaum Associates Publishers. 

Xu, J., Benbasat, I., & Cenfetelli, R. (2011). The effects of service and consumer product knowledge on online customer 
loyalty. Journal of the Association for Information Systems, 12(11), 741-766. 
https://doi.org/10.17705/1jais.00279 

Yoo, M., & Bai, B. (2013). Customer loyalty marketing research: a comparative approach between hospitality and 
business journals. International Journal of Hospitality Management, 33, 166-177. 
https://doi.org/10.1016/j.ijhm.2012.07.009 

Zajonc, R. B. (1968). Attitudinal effects of mere exposure. Journal of Personality and Social Psychology Monographs, 
9(2), 1-27. https://doi.org/10.1037/h0025848 

 

 

 

 

 

 

 

 



 

228       Business and Economics Research Journal, 15(3):211-227, 2024 
 

The Mediator Role of Brand Image in the Effect of Product Knowledge on Brand Loyalty: A Study on Mobile Phone Brands 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

This Page Intentionally Left Blank 


