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ABSTRACT

This article aims to validate a measurement of the effects that brand love has on brand equity in order to verify if brand equity influences repurchase
intentions from the perspective of young consumers. The contrast of hypotheses was made from a sample of 306 university students aged between
16 and 24. The results indicate that there is a positive relationship between brand love and brand equity and that consumers perceive the general
impressions of the brand in a favorable manner, which increases the chances of repeating the purchase.
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1. INTRODUCTION

In both real and virtual economic scenarios, brands occupy a
fundamental position in the creation of value. Brand equity has
been identified as a well-researched marketing concept widely
discussed by several scholars and business professionals over
the prior decades (Hanaysha, 2016). This concept does not only
include the tangible product-related features, differentiation by
name, color or any other visible characteristic, but also intangible
characteristics such as consumer subjectivism (Davcik et al.,
2015).

In this regard, Klein (2001) says that “companies may manufacture
products, but what consumers buy are brands,” therefore, it is
worth considering other aspects related to brand equity from the
perspective of the consumer. Value does not refer exclusively to
financial and commercial aspects, but to the symbolic character
it represents. Hence, to create satisfaction and positive attitudes
in the consumer towards a certain brand is no longer sufficient,
it is necessary to link the consumer with the brand in a more
emotional and affective way (Grisaffe and Nguyen, 2011). Since
brands are also conceived as intangible structures, the consumer
may experience an emotional attachment to certain brands and feel
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what Carroll and Ahuvia (2006) called brand love or emotional
bond with a specific brand name. Additionally, the components
of brand equity have been proven to be fundamental to stimulate
repurchase intentions, which increases the profits of a company
and its sustainable growth (Chinomona and Tafadzwa, 2017).

According to the preceding claims, this paper proposes the
empirical verification of a conceptual model of brand equity and
its relationships with brand love and repurchase intentions. The
choice of the brand under study is supported by a report presented
by the Semana magazine (2016) in its article “These are the most
loved brands by Colombians,” which highlights Totto among the
most cherished brands by national consumers, especially, children
and young people from lower and middle strata (La Patria, 2014).
Totto is a Colombian company that manufactures and exports
backpacks, bags, suitcases, duffel bags, handbags, clothes, and
accessories.

The objective of this work is to validate a measurement of the
effects that brand love has on brand equity in order to verify if
brand equity influences repurchase intentions from the perspective
of young consumers. The target audience are students aged
between 16 and 24, who buy Totto products. The data under
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analysis come from a study carried out in Villavicencio -Colombia.
The sample size is 306 young people.

To achieve the objective, this research work is structured as
follows: A first stage that frames the conceptual content focused
on the literature review, together with the hypothesis statement; a
second stage that explains the methodology of the empirical study
and describes the main results; and a final stage that examines the
conclusions, the implications of the findings, the limitations of the
study and the suggestions for future lines of research.

2. LITERATURE REVIEW

2.1. Brand Love

Consumers can experience feelings of love towards a
brand (Carroll and Ahuvia, 2006; Batra et al., 2012) and,
consequently, value it more (Roberts, 2005). But even if brand
love has emerged as an important building of consumer-brand
relationship, little is known about what generates a loving
relationship and its consequences (Noel and Merunka, 2013).
Brand love is a fairly new construct in the literature on consumer
behavior, so more development is needed to understand it (Yasin
and Shamim, 2013).

Among the few studies that link brand love with brand equity, the
works of Sallam (2015) and Cho et al. (2015) maintain that brand
love influences loyalty and, therefore, the final result of brand
equity. Gongalves et al. (2010) reveal that the most passionate
and emotional evaluations (brand love) seem to be the natural
source of cognitive valuation (brand equity). Similarly, the study
by André (2015) explains the existence of a positive correlation
between love and brand equity, because when a consumer loves
a brand, he tends to prefer that brand over the competition and
this affects brand equity. Thus, the following contrast hypothesis
is proposed:

H1: Brand love directly and positively influences brand equity.

2.2. Brand Equity

The brand equity concept became stronger since the 1980s;
currently its construction and definition are being developed
by different studies. From an integral vision, brand equity is
the added value that a brand endows on a product and it can
be viewed from the perspective of the firm, the trade, or the
consumer (Leuthesser, 1988; Farquhar, 1989). From the marketing
perspective, it is defined as the differential effect between brand
knowledge and the consumer response to the marketing of the
brand (Keller, 1993). From the viewpoint of Yoo et al. (2000),
consider that brand equity is the difference in consumer choice
between a branded and an unbranded product, given the same
level of characteristics.

Despite the extensive research and significant advances in the
understanding of brand equity conceptualization (Aaker, 1996)
and its measurement (Pappu et al., 2005; Keller, 2007), literature
on brand equity, although substantial, is very fragmented,
inconclusive, and evolving (Christodoulides and De Chernatony
2010; Mohan and Sequeira, 2016).

2.2.1 Dimensions of brand equity

The brand equity concept has been studied in a large number of
research works and its measurement has been based mainly on
the following dimensions: Loyalty, perceived quality, association/
differentiation, and notoriety (Aaker, 1996; Bianchi et al., 2014;
Norazah, 2015; Su, 2016). Consequently, in view of the importance
of'the brand equity dimensions, it is necessary to delve deeper into
the analysis of these dimensions and their relationship with the
consumer perceptions.

2.2.1.1. Loyalty

Loyalty is a promise of the individual concerning his behavior; it
entails the likelihood of future purchases or reduces the likelihood
of switching to another previously purchased, consumed or used
brand, service or product (Berne, 1977). Some studies show that
loyalty is an effective element to reach company competitiveness,
customer retention and profitability in the long term (Kiyani et al.,
2012; Nguyen and Liem, 2013).

2.2.1.2. Perceived quality

Perceived quality can be understood as the judgement of the consumer
about excellence or superiority of a product/service (Zeithaml, 1988)
or as the global impression of consumers about the relative superiority
or inferiority of an organization and its services (Bitner and Hubber,
1994). Authors such as Castleberry and Mclntyre (2011) argue that
it is a belief about the degree of excellence of a goods or service. In
this respect, Marakanon and Panjakajornsak (2017) maintain that the
quality perceived by the consumer depends on personal sense and
own experience about the use of different products.

2.2.1.3. Association/differentiation

Measurement of association/differentiation, according to Aaker

(1996), is done according to three brand dimensions:

a. Perceived value: This perspective focuses on the value
proposal of brands and it can be measured by the good
quality-price ratio and the reasons to buy this brand over the
competitors (Aaker, 1996).

b. Brand personality: Itis a set of attributes that define a particular
brand and give it a unique personality that differentiates it from
other brands of products with similar characteristics (Lee and
Oh, 20006).

c. Organizational associations: According to Aaker (1996), this
dimension regards the organization as a set of people, values, and
programs behind the brand. This dimension suggests a general
positive attitude of consumers towards firms associated with
causes that benefit society (Ricks, 2005; Tingchi et al., 2014).

2.2.1.4. Notoriety

Brand notoriety refers to the strength of a brand’s presence in
consumers’ minds (Hutter et al., 2013). It is related to the likelihood
that a brand name will come to the consumer’s mind and the ease
with which it does (Keller, 1993). Consumers have been shown to
take into account brand awareness as a rule of purchase decision
or purchase intention (Seyed, 2014; Lin et al., 2015).

2.3. Repurchase Intention
Repurchase intention is the individual’s judgement about
buying again from the same company, based on his previous
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experience (Hellier et al., 2003). Repurchase intention refers
to the probability of using a brand again in the future (Sahin
etal., 2012). In this respect, Reichheld and Sasser (1990) argue
that improving the repurchase intentions of existing customers
is economically more profitable than it is to constantly seek
new ones.

Previous studies have shown positive relationship between brand
equity and repurchase intentions, although empirical evidence
is still scarce. The works of Bojei and Hoo (2012) and Vahdati
et al. (2014) are noteworthy since they proved that brand equity
has significant impact on repurchase intentions. Such finding was
adapted to the context of this study and, as a result, the following
hypothesis is proposed:

H2. Brand equity influences repurchase intentions directly and
positively.

3. METHODOLOGY

In order to achieve the objectives of this work of research and to
test the hypotheses proposed, a correlational quantitative approach
was used; accordingly, an intentional non-probabilistic sample as
well as a structured questionnaire, designed from other studies,
were used.

3.1. Data Collection and Description of the Sample

The target audience was university students aged between 16
and 24, buyers of Totto products. The source of the data analyzed
is a study carried out in Villavicencio-Colombia. A total of
321 questionnaires were collected, 15 of them were discarded
because they were incomplete or incorrectly filled out. The
recommendations of the Bioethics Committee of the University
of the Llanos were followed and, in the case of minors, parental
consent was obtained.

A convenience sampling technique was implemented. The
questionnaire was completed by undergraduate university students
who were asked about their knowledge and use of the Totto brand
products before collecting the data; then, the survey was taken only
by those students who had used that brand. All the questionnaires
were administered personally and filled out in the presence of the
researcher and the professor.

The socio-demographic profile of the participants shows that most
of them are women (54.2%). A high percentage of the sample is
in the age range between 18 and 22 (75.2%), followed by the age
range between 16 and 17 (14.4%) and, finally, by the age range
between 23 and 24 (10.4%). Most of the individuals belong to the
lower and middle strata of the social ladder in Colombia.

3.2. Measurement of the Variables

The measurement of the brand equity concept has been
addressed through a scale made up by a set of 22 attributes
based on the work of Lassar et al. (1995); Aaker (1996);
Yoo et al. (2000). It should be noted that brand equity was
conceived as a multidimensional construct with a first-order
reflective character and a second-order formative character.

Thus, the loyalty, perceived quality, association/differentiation,
and notoriety dimensions were considered to have a reflective
relation with its items and a formative relation with the brand
equity variable.

The scale corresponding to brand love is made up of 9 items and
it comes from the work of Carroll and Ahuvia (2006); Ismail
and Spinelli (2012) and Bagozzi et al. (2017). To measure the
repurchase intention, 3 items were used based on the work of
Wang et al. (2013); Alavi et al. (2016). In all cases, the items
were measured using a 5 point Likert scale from (1) “totally in
disagreement” to (5) “totally in agreement.”

3.3. Data Analysis

Before contrasting the research hypothesis, the quality of the
measurement instrument of the structural model proposed by the
partial least squares regression technique was evaluated. This
technique was chosen mainly because it is especially suitable
when the measurement model contains reflective and formative
constructs, and when the study seeks to predict dependent variables
(Hair et al., 2013).

The analysis was done in two stages: The assessment of the
reliability and validity of the measurement model and the
estimation of the structural model. The SmartPLS 2.0 M3 software
was used (Ringle et al., 2008).

4. RESULTS AND ANALYSIS

4.1. Measurement model

First, the validity and reliability of the reflective constructs was
verified. The criteria for analyzing the validity of each item loads
are supported on the values recommended by Bagozzi and Yi
(1988) who proposed that a load factor must be >0.6. Table 1 shows
that all the loads obtained have been higher than the recommended
values, therefore, no item had to be eliminated.

Table 1 also shows that Cronbach’s value for reliability is >0.7 in
all cases, as proposed by Nunnally (1978). Internal consistency
was calculated through the composite reliability coefficient (FC)
and indexes >0.6 were considered appropriate (Chin, 1998) and
higher than Cronbach’s alpha values for each of the proposed
constructs (Fornell and Lacker 1981). All values complied with
the recommended cutoff value of 0.50 for the average variance
extracted (Fornell and Larcker, 1981; Hair et al., 2006). Hence,
the reliability and convergent validity of the measuring instrument
were guaranteed.

The weights for the formative constructs of the brand
equity variable were checked to be above 0.1, adopting the
recommendation of Sellin and Keeves (1994). Likewise, to
avoid multicollinearity problems among formative constructs,
the variance inflation factor (VIF) was used and the empirical
criterion proposed by Belsley (1990), who affirms that when VIF
<5 such multicollinearity does not exist, was reviewed. Table 2
shows the results of the second step and Table 3 shows the results
of the third step.
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Table 1: Evaluation of the measurement model

Brand love BLI 0.754 16.181 0.000 0.949 0.673 0.939
BL2 0.833 18.998 0.000
BL3 0.855 21.872 0.000
BL4 0.849 20.862 0.000
BLS5 0.856 21.482 0.000
BL6 0.794 16.727 0.000
BL7 0.847 18.168 0.000
BLS 0.808 14.115 0.000
BL9 0.782 17.464 0.000

Brand equity BA oal 0.915 39.442 0.000
BA oa2 0913 50.276 0.000
BA_oa3 0.913 41.813 0.000
BA_bpl 0.886 31.429 0.000
BA_bp2 0.892 31.729 0.000
BA_bp3 0.816 24.553 0.000
BA_bp4 0.925 37.014 0.000
BA_pvl 0.945 53.218 0.000 0.852 0.592 0.773
BA pv2 0.968 56.123 0.000
BA_pv3 0.968 72.614 0.000
PQI 0.874 30.781 0.000
PQ2 0.876 29.734 0.000
PQ3 0.896 33.201 0.000
PQ4 0.806 25.565 0.000
L1 0.848 18.228 0.000
L2 0.875 16.516 0.000
L3 0.818 14.849 0.000
N1 0.779 17.150 0.000
N2 0.785 14.085 0.000
N3 0.841 20.584 0.000
N4 0.793 15.128 0.000
N5 0.803 18.083 0.000

Repurchase intention RI1 0.932 27.678 0.000 0.941 0.842 0.906
RI2 0.928 32.992 0.000
RI3 0.893 23.471 0.000

Own elaboration

Table 2: Formative construct brand associations

Brand associations Perceived value 0.389 23.660 0.000 1.454
Brand personality 0.388 23.810 0.000 1.638
Organization 0.428 25.016 0.000 1.801

Own elaboration. VIF: Variance inflation factor

Table 3: Formative construct brand equity

Brand equity Brand associations 0.366 20.002 0.000 1.853
Perceived quality 0.322 18.316 0.000 2.025
Loyalty 0.395 15.283 0.000 1.280
Notoriety 0.207 8.939 0.000 1.553
Own elaboration. VIF: Variance inflation factor
The analysis of the discriminant validity showed the shared variance Table 4: Discriminant validity criterion Fornell-Larcker
between each pair of factors (square correlation), which must be and HTMT

lower than their corresponding extracted variance indexes (Fornell
and Larcker, 1981). The heterotrait-monotrait (HTMT) criterion

proposed by Henseler, Ringle and Sarstedt (2015), which verified that Brand love 0.673 0.674 0.701
avalue of the HTMT below the predefined threshold of 0.85 allowed Brand equity 0.753 0.592 0.769
Repurchase intention 0.760 0.731 0.842

to conclude the existence of such validity, was also used. The results
. . .. The main diagonal AVE; in the upper boxes variance shared by each pair of
shown in Table 4 allow to affirm that the model has discriminant i diag ppe ) Y CACHL P ]
o factors; in the lower boxes heterotrait-monotrait values. Own elaboration. HTMT:
validity and, therefore, the structural model was used afterwards. Heterotrait-monotrait
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4.2. Structural Model

Once the measuring instrument was proven to fulfill the
psychometric properties established in the literature, the proposed
structural model was estimated from the standardized path
coefficients () with the observed t values and the significance
obtained from the bootstrap test with 500 subsamples (Hair et al.,
2011).

Additionally, the predictive goodness of the model-dependent
constructs was measured using the Stone-Geisser procedure.
This test is calculated by means of the blindfolding technique,
which must be greater than zero (Q* > 0) to consider that
the model has a predictive significance (Sellin, 1995). The
explained variance (R?) was also calculated through the
bootstrapping technique, an indicator that must comply with
the equal to or >0.1 criterion (Falk and Miller, 1992). The
results show that all the values obtained from both Q? and R?
are adequate. Figure 1 shows the results of the evaluation of
the proposed model.

Figure 1 shows how the hypotheses proposed in the theoretical
model are confirmed. Thus, brand love and brand equity have a
positive relationship with each other (B = 0.674), which confirms
the first of the hypotheses (H1). This result coincides with the
findings of André (2015), which proves that brand love does not
only influence loyalty, but it also influences perceived quality,
notoriety, and association/differentiation. This relationship proves
to have an important influence on consumer perceptions, which
leads to a possible motivation among young people to continue
using the Totto brand products.

In relation to brand equity and repurchase intentions, H2 is
confirmed (= 0,638); it proves that consumers perceived general
brand impressions such as characteristics, attributes, and benefits
in a favorable manner, which increases the chances of repeating
the purchase. This result is also consistent with the findings of
Huang et al. (2014) and of Lin et al. (2015).

The results for brand equity have revealed that its dimensions
have different impacts: In hierarchical order it is evident that
loyalty has positive effects on brand equity with a weight of 0.395,
brand associations with 0.366, perceived quality with 0.322 and
notoriety with 0.207.

5. CONCLUSIONS

This study highlights the importance of studying the emotions
of the consumer; brand love shows a positive effect and a
favorable load of the consumers’ emotional attitude component
to each of the brand equity dimensions. Accordingly, it was
possible to infer that notoriety is not the strongest element in
the general construction of brand equity for young people; in
contrast, loyalty showed the highest values. These findings
have implications for Totto because it is proven that the brand
has been able to obtain a stake in the market by strengthening
loyalty. In this way, loyalty is a dimension supported in the
emotional component of the consumer, where the emergence
of affection becomes a feeling that motivates repurchases in the
future. This explains the reason why Totto is one of the most
loved brands by Colombians.

Regarding commercial management, it is necessary to continue
implementing strategies that lead to proper clients’ loyalty
management since this dimension allows repurchase. Likewise, the
study suggests that Totto could optimize the favorable perception
of the brand image since the associations with the organization
dimension also obtained a high value. Young people perceive Totto
as a brand that transmits trust, credibility, and admiration, and it is
from these elements that the brand must communicate messages
with more emotional, than rational connections.

This study also has several limitations that provide possibilities for
the development of future lines of research. This study considered
the analysis of a specific brand related to a functional product,
so it would be worthwhile to extend the analysis to other brands
that are associated with products that represent the hedonism of
the consumer. This research did not consider external aspects that
influence the creation of emotions by the consumer, such as the
comments and opinions of other consumers; in this sense, topics
such as Wom (Word of Mouth) could be addressed together with
Ewom (Electronic Word of Mouth) since, according to Severi et al.
(2014), brand equity is built from the opinions that are transmitted
among consumers. Finally, this work of research only took into
account young people from Villavicencio, -Colombia, a city that
has its own set of social, cultural and economic influences. This
gives rise to the expansion of the study to other cities with greater
development and different dynamics, in order to establish if the

Figure 1: Results of the structural model

Brand Love Brand Equity Repurchase intention

0,674 R2 = 0,454 0,638 **** R2 = 0,408

18,266 -
( ) Q% =0,241 (18579} Q2=0,323

0,366
Brand Notoriety
Associations Perceived Lovall
reetved | [Lovly ]

n.s.: Not significant; ****Value t > 3.310 (P < 0.001); ***Value t > 2.586 (P < 0.01); **Value t> 1.965 (P < 0.05); * Value t> 1.645 (P <0.10).
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total of young people share or differs from the findings described
in this article.
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