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Abstract – The primary purpose of this article is to explain how the brand impact on customer satisfaction. It also investigates the brand 

experience and the brand loyalty which makes the customers satisfied. In a competitive business world customer satisfaction and brand 

experience is sensitive issue for most of the organisations. The process of building a reputed brand image and attracting new customers 

remains an important task for the marketing managers in any organisation. A trusted and recognised brand image provides confidence for 

customers to use the products of the organisations. The successful organisation always works hard to build strong brand image and 

represent it in a consistent way. The organisation success is a direct consequence of brand image and which can be measured as a 

significant feature of current marketing strategy. Using the online survey, 120 responses was obtained in a period of 1 month and their 

response were further tested on SPSS software by applying different statistical techniques. The survey data consist of both dependent and 

independent variables which are captured from effectiveness of brand loyalty on a particular brand type. The results conclude that the 

customer satisfaction and brand image both have the significant positive impact on brand experience. This research elaborates the 

customer can be loyal to the brand by providing satisfaction through better quality service and communicating and developing a good 

brand image through accurate positioning of a brand. 
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I. INTRODUCTION 

The brand image enables the customers to understand their needs wants and desires which can be satisfied through specific or 

brands, it also differentiates brand from its competitors [1]. Satisfaction is the fulfilment of needs which leads to experience, it 

is the outcome of a service quality. The brand experience which leads to build the brand loyalty were the customer satisfaction 

is shown. Customer Satisfaction is an expectation, before purchasing and an insight and intelligence of performance, after 

purchasing [3], [2]. Inconsistent probability pattern indicates that consumers, once are satisfied that the performance of goods is 

higher and better than their expectation are equivalent, they neither feel satisfied nor dissatisfied. Experience and expectations 

are the two factors which will affect the customer satisfaction. Customer experience is today‟s business benchmark. Customer 

experience be differentiating factor in highly competitive market. Customer experience creates an important competitive 

advantage more than expectation which helps the company to build the leadership status in the market [4]. Whereas other 

advantage is for gaining competitive advantage are brands which also leads to differentiate. The mostly used definition for 

brand is a name, term, sign, symbol, or any other feature that identifies on seller‟s goods and service as distinct from those of 

other sellers. But if we see brand is much higher than that. Brands have the remarkable status on even day to day usage of basic 

commodities to luxury goods. Brand is a complex concept and each brand has its own distinguished characteristics which 

separates the brand from others. It can be argued that in today‟s business almost everything from distribution channels to 

patents copied from competitors, but the brand is the only thing that cannot be duplicated [7], [8]. 

 One of the most important intangible assets of a company is brand image. The end fundamental brand result will rest with the 

customer‟s satisfaction. Even though there is a huge competition in today‟s market place every organisation tries to differentiate 

their branding service comparing with their competitors. Hence every organisation tries to have unique features in their brand 

and market them. This study is focusing mainly on finding the customer satisfaction which creates based on brand image. The 

branding process is crucial for long term success, the process is defined in 6 phrases like market research, designing brand 

identify, classifying strategy, brand platform, brand guidelines, bran evaluation. It helps in influence decision making and 

provide value by the customers. The brand impact on customer satisfaction indicates the consumer repurchase intension and 

loyalty. It measures how products or services supplied by a company helps in meeting up the customer expectation. This study 

is for investigating the role of brand, process of branding and how a brand can influence customer perception and satisfaction. 

A. Research questions 

o What are the different ways through which companies create a strong brand loyalty for customer satisfaction? 

o What customer experience leads to better brand satisfaction? 
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B. Objectives 

o To find how companies can build a strong brand loyalty by satisfying their customers. 

o To explore the experience of the customers about a brand that makes them more satisfied. 

C. Scope of the study 

 The study aims to measure the force of branding in satisfaction level of customers and their expectations. It focusses on 

finding how companies are building strong brands which is competing in the market and how the pricing differentiation relates 

to customer perception. Customer analysis can be done through trends, motivation unmade needs and segmentation whereas 

brand identity is in the form of product, organisation, person and symbols. Through this study the different kind of value 

proposition and creditability gives the relationship between the brand and the customer. The implementation of brand is done 

through positioning, execution and tracking. 

II. LITERATURE REVIEW 

A. Brand Image 

 Branding is used to identify the product or services offered and differentiate it with its competitors. The brand image is the 

perception of a brand through brand association in the minds of the customers. Brand image can be measured from physical 

appearance of a product or service, where the physical appearance can lead to high-low perception in the minds of customers [1], 

[3], [4]. The factors of brand image in relation with brand association are favourability, strength and uniqueness of brand 

association. The elements of brand association are ability to keep the brand impression in the minds of customers with desired 

corporate image. Strong brand image will make the customers satisfied which further leads to customer experience. The product 

appearance is also necessary, so when the customers can satisfy which leads to brand image [2], [12]. Brand image consists of 

visual elements which are communicated not only through the marketing channels but also in store environment. These visual 

elements of the brand are affected to the shopping experience and atmosphere created for customer during the shopping process. 

The brand couldn‟t respond as per the change in the needs of the customers taste and preferences, which can tend to shift in 

another brand. Repeat purchase can become a strong brand image and build the positive brand image and leads to customer 

loyalty towards the brand [9], [16], [20], [22]. The brand image affects user experience through perceived benefits and brand 

elements. Positive brand image naturally creates positive perception of the engagements with the brand. Even if there have been 

some fractures in the shopping or user experience, positive brand image helps to recover from the small faults and irregularities 

in the customer experience and the overall impression is seen positive. 

 

B. Customer Satisfaction 

 

 “Satisfaction is the consumers‟, it is a judgement that a product or service features, or the product or service itself, provided a 

pleasurable level of consumption-related satisfaction including levels of under or over fulfilment” [3], [7]. Customer 

Satisfaction basically effects on the effect of expectation, performances, disconfirmation of expectation, affects as well as equity 

on satisfaction. Satisfaction is an extent of achievement of some expectations, desire, goals, needs or any other satisfying 

situation of transaction between customers and the company [17], [21], [22]. It is an investment which process the customer 

satisfaction were often it doesn‟t generate outcomes in very short-term. Various resources are required in order to understand 

the requirements of customers, examining of data is required regarding customer perceptions. Emphasis on capability of 

innovation and advance technologies that enhance the customer service [10], [12], [16]. 

 

C. Brand Experience 

 

Brand experience is strongly linked with customer journey toward the choice of brand. Brand experience is a mixture of 

sensations, feelings, cognition and responses by brand related which are part of brand environment [11]. The brand experience 

is divided into four different dimensions which are sensory, affective, intellectual, and behavioural dimensions. It influences in 

customer satisfaction and loyalty, together which effects the brand personality indirectly. Customer experiences the product 

physical and virtual when faced directly towards product [4], [12], [16]. Customer also experience the shopping and service 

when he visits the store or when served by the sales personnel in store. Brand experience mainly focused on bolstering attributes 

attached to brand within customer encounters and when customer experience is driven by satisfying customers and offers 

continuous service throughout the channels. Customer experience is the customers‟ end to end journey. Each customer 

experience unique forms through engagements and feelings during the choice of brand. Greater customer satisfaction 

diminishes customer churn, higher revenue, and better employee satisfaction through undergo of investing on customer 

experience [5]. The integration of brand and customer experience is an essential part of successful customer experience. The 
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relationship between brand strategy and customer experience strategy should be organized as a chain in which brand strategy is 

followed by customer experience strategy and customer encounters.  

 

D. Brand Loyalty 

 

Brand loyalty is considered to provide greater leverage to trade, condensed marketing costs and building an augmented market 

share. Lau et al [14] said that the marketers should emphasize to develop trust in the minds of customers were basically it leads 

towards the brand loyalty. It can be gained by providing quality of services, superior value and ultimate satisfaction. Loyal 

customers are not too much sensitive towards the price while choosing the brand, but the quantity matters much more conscious 

[10]. Price elasticity has its impact on brand loyalty where the brand will exploit its customers more than they can bear but the 

loyalty diminishes [13], [16]. Loyalty consist of two dimensions either the purchase or attitudinal. The important reason for 

brand loyalty is customer satisfaction for a brand. It can also be concluded with the frequency and the regularity which customer 

shows while choosing brand product. E loyalty is emerging as a new marketing challenge as lot of web users has great influence 

so satisfying them is most precious and needed task at the moment [14], [16]. 

III. RESEARCH METHODOLOGY 

A. Data Analysis and Validity Tests 

This study has been designed as an exploratory study mainly based on findings. But considerable quantity of secondary data 

was also used in the methods for collection of data, analysis of data etc were shown one by one. The measures were re-

standardized to make it suitable for the purpose of the study. Numbers of factors were identified through exploratory factor 

analysis for all the variables.  Structural Equation Modelling was used in the current study through AMOS 16. The results of 

SEM indicate that there is a strong relationship between customer satisfaction and brand image. The result of SEM also 

indicates that there is a strong relationship between Brand Image and Loyalty intention and the relationship between Customer 

satisfaction and Loyalty intention was found little weak. While the indirect relationship between customer satisfaction and 

loyalty intention via brand image was found to be very strong [15]. 

B. Measures and Instrument Design  

Target Market: Target market profile is simply a specific group of customers most likely to respond positively to your 

promotions, products, and services. The target market analysis would be based on specific factors like location, age, income, 

and so on. Target market analysis gives you direction for marketing and ensuring consistency and helps in building strong 

relationships with customers. Designing a target market will helps to establish relevancy.  

Sample size: The sample size is limited to 120 respondents. The samples were taken based on convenient sampling method. The 

survey is undergone for 120 respondents through online by convenience sampling. 

Sample unit: The individual customers are the sample units. The primary data has been collected through questionnaire method. 

For this purpose, structural questionnaire was prepared based on objectives set and administered among respondents. Feedback 

has been collected and later analysed. This study required some amount of secondary data. This has been collected from 

previous similar works, different company brochure, business magazines, and book from different company website etc. 

Statistical tools for analysis: The data collected from the respondents were analysed using various statistical techniques, such as 

factor analysis, percentage, averages etc for the better presentation and quality of data, and also various diagrams are applied for 

clarity. 

Validity and reliability of the research: The target group were informed about the questionnaire and anonymous nature of the 

research. Based on the collected responses the brand impact on customer satisfaction is determined. Here we are supposed to 

measure the customer satisfaction level based on brand impact. Honest replies are collected from the customers and the 

questionnaire is made in such a way that customers are rating satisfaction level generally without showing their interest towards 

a brand. The data that collected from questionnaire is analysed separately and finally concluded and summarised to get the 

result. 

Scale: Likert scale questions require survey respondents to select their level of agreement to a statement.  For example, response 

categories may be responses such as „strongly agree,‟ „agree,‟ „don‟t know,‟ or „disagree.‟ The Scale which we used was Likert 

Scale, this tells about the customer opinion approximately about any kind of product or services. 

C. Preliminary Data Analysis: 

In order to analyse collected data, initially descriptive statistics that describe the state of research variables and analyse 

demographic variables such as gender, age and education level, are examined. This part of activity has carried out by software 
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of SPSS19. Then, statistical analysis is proposed, in which the research measurement model has been fitted, and then the basic 

model will investigate. Eventually, the research hypotheses will be tested. 
 

TABLE I 

DEMOGRAPHIC INFORMATION OF RESPONDENTS 

 

SI. 

No. 
Classification Categories Frequency Percentage 

1 Gender 

Male 44 36.67 

Female 76 63.33 

TOTAL 120 100 

2 Age 

Below 20 years 17 14.17 

20-40 years 83 69.17 

40-60 years 15 12.5 

Above 60 years 5 4.16 

TOTAL 120 100 

3 
Education 

Qualification 

High School Level 9 7.5 

Plus Two 9 7.5 

Diploma 2 1.67 

Graduate 61 50.84 

Post-Graduate 36 30 

Others 3 2.5 

TOTAL 120 100 

4 Occupation 

Government Employees 10 8.34 

Private Employees 16 13.34 

Business 2 1.66 

Student 82 68.33 

Others 10 8.34 

TOTAL 120 100 

5 Annual Income 

Below 10,000 21 17.5 

Below 1,00,000 3 30 

1,00,001 – 5,00,000 43 35.83 

5,00,001 – 10,00,000 12 10 

10,00,001 – 20,00,000 6 5 

Above 20,00,001 2 1.67 

TOTAL 120 100 

6 
Online 

Shopping 

Once a week 23 19.17 

Once in a Month 49 40.83 

Once in 3 Months 25 20.84 

Once in 6 Months 15 12.5 

Others 8 6.66 

TOTAL 120 100 

 

The above table shows data collected through online survey that out of 120 respondents 36.67% of respondents are male and 

remaining 63.33% of respondents are female. The maximum response is from the age group of 20-40 years with a percentage of 

69.17%. The second highest response is from the age group of below 20 years with a percentage of 14.17%. 50.84% of our 

respondents are graduates and 30% of them are post-graduates. From the respondents, 68.33% are students and 13.34% are 

private employees. From the respondents, the highest annual income category is 1,00,001-5,00,000 with a percentage of 35.83% 

and the second category is below 1,00,000 with 30%. The online shopping behaviour of the respondents shows that 40.83% 

purchase once in a month, 20.84% purchase once in 3 months and 19.17% purchase once in a week. 

 

TABLE II 

RELIABILITY ANALYSIS 

 

SI No. Variables 
Cronbach’s alpha 

percentage 

1 Experience .925 

2 Brand Loyalty .810 
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Cronbach‟s alpha value is calculated to test the reliability of all variables. The Cronbach‟s alpha of experience is .925 and for 

brand loyalty it is .810. Hence it can be noted that both the variables have a good degree of internal consistency. 

TABLE III 

FACTOR ANALYSIS 

 

SI No Variables 
Kaiser-Meyer-Olkin measure of 

sampling adequacy percentage 

1 Experience .872 

2 Brand Loyalty .765 

Exploratory analysis will be applied once researcher has no adequate previous and pre-empirical evidence to hypothesize about 

the number of infrastructure data factors and will explore data to determine the nature of the factors that justify variance 

between the variables. Therefore, exploratory analysis is more considered, as a method of developing and providing a theory, 

not a method to test theory. The above table shows that the KMO value of experience is 87.2% and 76.5% for brand loyalty. It 

shows that all the variables have a good degree of sampling adequacy for the model. KMO value more than 70% shows that the 

sampling is adequate. 

 

TABLE IV 

DESCRIPTIVE STATISTICS 

 

 N Mean Std. Deviation 

Awesome 120 3.4250 1.09746 

Love 120 3.4750 1.15927 

Passionate 120 3.2083 1.01166 

Comfortable 120 3.3750 1.18153 

Recommend Others 120 3.3833 1.14630 

Valid N (listwise) 120   

 

 The standard deviation shows the amount of variation of a data set from its mean value. The lower standard deviation shows 

that the amount of data values tends to be closer to the mean. Here the table that shows descriptive statistics of experience of 

customers says that customers are more passionate about the brand since it is showing lesser standard deviation of 1.011 and 

awesome shows a standard deviation of 1.097. 

 

TABLE V 

ANOVA 

 

ANOVA 
Sum of 

Squares 
Df 

Mean 

Square 
F Sig. 

Awesome 

Between Groups 76.877 17 4.522 6.942 .000 

Within Groups 66.448 102 .651   

Total 143.325 119    

Love 

Between Groups 73.310 17 4.312 5.078 .000 

Within Groups 86.615 102 .849   

Total 159.925 119    

Passionate 

Between Groups 45.518 17 2.678 3.581 .000 

Within Groups 76.274 102 .748   

Total 121.792 119    

Comfortable 

Between Groups 88.068 17 5.180 6.770 .000 

Within Groups 78.057 102 .765   

Total 166.125 119    

Recommend 

others 

Between Groups 67.400 17 3.965 4.546 .000 

Within Groups 88.966 102 .872   

Total 156.367 119    
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The above table shows the output of ANOVA analysis. Here, 

H1 is Brand experience will significantly influence customer satisfaction. 

H1a- Awesome will significantly influence customer satisfaction 

H1b-Love for the brand will significantly influence customer satisfaction 

H1c- Passionate will significantly influence customer satisfaction 

H1d- Comfortable will significantly influence customer satisfaction 

H1e- Recommendation will significantly influence customer satisfaction 

 

The significance value of awesome, love, passionate, comfortable and recommend others are less than .05, therefore these 

factors are statistically significant to the experience of the customers. So, it is proved that brand experience has significant 

influence on customer satisfaction. 

 

 

FIGURE 1 

CONCEPTUAL MODEL 

 

 
 

 

VI. CONCLUSION 

1. Discussion 

 

The present study helps to understand the factors affecting customer satisfaction while choosing a brand. It also makes us 

understand the effect of impact of brand experience and brand loyalty in satisfying the customer. The result shows that customer 

satisfaction is the bi-product of the experience of the customers. The factors that create a different experience in the buying 

behaviour of customers are awesome, love, passionate, comfortable, and recommending to others. Customer satisfaction will 

lead to brand loyalty. Brand loyalty of customers will lead to frequent visits, particular brand selection, worthable products, 

honesty and sincerity towards products and excitement. The finding suggests that frequent visits, particular brand selection, 

worthable products, honesty and sincerity towards products and excitement of customers are the after effects of customer 

satisfaction and the different positive experiences of the customers like awesome, love, passionate, comfortable, and 

recommend others will leads to customer satisfaction. So, it is important to track the factors that leads to customer satisfaction 

in order to make your customer more loyal and eventually creating a brand impact in the society. The above study shows that 

brand loyalty is an independent variable whereas brand experience is a dependent variable of customer satisfaction.  

 

2. Managerial Implication 

 

It can be concluded that customer satisfaction and brand experience play an important role in making brand loyalty. The impact 

of customer satisfaction is more than the brand image but at the same time both were highly significant factors. Brand loyalty 

can be generated with the help of customer satisfaction and offering high brand value. Customer satisfaction and brand value is 

considered as a marketing technique for many companies. The study leads to the idea that the positive experience of the 

customers makes them satisfied and it would lead to brand loyalty and resulting into high brand value. Establishing brand image 

is directly associated with sales of the company which makes the customers to buy the product again and again. Brand image, 

customer satisfaction and brand loyalty are the key elements that freeze the customer‟s buying intension on a particular product. 
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The marketing managers should understand that building a good brand image can leads to customer satisfaction which further 

leads to brand loyalty. The study proves that there is a strong positive relationship between customer satisfaction and brand 

experience in the presence of brand image only so it should be very important and powerful marketing strategies. 
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