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The mobile phone industry is a very innovative segment within the ICT sector, and the 

smartphone is gradually becoming the standard configuration of mobile devices and 

currently represents the fastest growing market in the telecoms industry. Previous studies on 

brand equity tend to focus on telecommunications, banking, hospitality, banking, 

construction, fast-moving customer goods, etc., while ignoring the education sector. 

Therefore, the general objective of the study is to evaluate the brand equity of apple 

smartphones and customer behavior in Abuja. The study adopted a cross-sectional research 

design. The study used primary data through a questionnaire using 341 samples. 

Specifically, the objectives of the study were to establish the extent to which brand 

awareness, brand association, and brand loyalty affect customer behaviour among students 

of Veritas University. The resutls revealed that brand awareness, brand association, and 

brand loyalty positively and significantly affect customer behaviour among Veritas 

University students. It was concluded that when consumers are attached and loyal to a brand, 

they are likely to make repeat purchases. This only happens when the relationship between 

the brand and the user is very in-depth and has an emotional connection with the mobile 

brand. The study recommended that firms interested in extending customer behaviour to 

repurchase their product categories should pay special attention to brand loyalty, brand 

awareness, brand association linked to the functions of guarantee, social identification, and 

status. 
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The mobile phone industry is a very innovative segment within the ICT sector. The smartphone is 

gradually becoming the standard configuration of mobile devices and currently represents the 

fastest growing market in the telecoms industry (Cecere, Corrocher, & Battaglia, 2014). Cecere et 

al. noted that for the first time, in 2014, sales of internet-connected smartphones exceeded those 
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for more basic handsets, such that global smartphone sales grew by 3.6% to 435 billion units in 

the second quarter of 2013, accounting for more than half of the market. Sarwar and Soomro 

(2013) observed that, although smartphones have been in the market since 1993, it was not until 

the end of 2006 that the Blackberry was introduced into the market and that the smartphone 

became a commercially successful product. In 2007, Apple entered the market by developing the 

first iPhone model, and soon after, in June 2008, Samsung released the Samsung Instinct, a direct 

iPhone competitor. Since then, competition in the market has been quite stiff among the 

established players and new entrants. According to Cecere et al. (2014), the recent battle over 

patents and designs between Apple and Samsung is a clear indicator that smartphone makers are 

fiercely competing for leadership in the market.  

     Keller (2013) states that one of the most popular and potentially important marketing concepts 

to arise in the 1980s was brand equity. However, its emergence has had both a positive and 

negative impact on marketers. Keller suggests that on the positive side, brand equity has elevated 

the importance of the brand in the marketing strategy and provided a focus for managerial 

decisions and research activity. On the negative side, the concept has been defined in several 

different ways and for several other purposes, yet no common viewpoint has emerged about 

conceptualizing and measuring brand equity.  

     According to Andai (2016), brand equity is a set of components that add to, or subtract from, 

the value provided by a product or service to both the firm and its consumers. These assets 

include brand awareness, brand association, perceived quality, and brand loyalty. To manage 

brands properly, Andai emphasizes that marketers need to comprehend the value and aspects of 

their brands in terms of what makes them tick and what they are worth, and how they will 

measure and conduct the valuation of brand equity at consumer, product, and financial levels. 

Aaker (2010) highlighted that most brand equity studies were done for two main reasons: the 

financial aspect, and the other for strategy motivation and improvement of marketing 

productivity. Thus, marketers need to gain a better understanding of brand equity in terms of 

consumer behavior.  

     Consumer behavior is demonstrated when individuals search, purchase, use, and evaluate 

goods and services (Andai, 2016). The survival of firms largely relies on an in-depth 

understanding of the consumer. Given the current competitive business environment, 

manufacturers have been forced to produce goods with consumer needs in mind. They also 

consider the process involved in consumer decision-making. In the marketing context, the term 

‘consumer buying’ means the purchasing act and activities that go along with the pre-purchase 

and post-purchase activities (Hawkins & Mothersbaugh, 2010). More in-depth knowledge of 

consumer behavior helps marketers understand why and how consumers buy certain brands and 

how their environment shapes those decisions. In addition to the consumer decision-making 

process, a marketer also needs to understand the dynamics that affect the way individuals and 

groups buy goods and services. On this basis, this study seeks to find out the effect of brand 

equity on the consumer behavior of students at Veritas University. 

     The dimensions of brand equity often influence consumer preferences and intentions to 

purchase products and services (Andai 2016). Aaker (1996) and Keller (1998), Akhtar, Ulain, 

Siddiqi, Ashraf, and Latif (2016) identified dimensions of brand equity as brand awareness, brand 

association, perceived quality, and brand loyalty. Previous studies on brand equity (Akhtar et al. 

2016; Christodoulides, Cadogan, & Veloutsou, 2015; Chuma, 2017; Fouladivanda, Pashandi, 
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Hooman, & Khanmohammadi, 2013; Muhammad, Fazian, & Ammar 2014; Nikhil, Shakiba & 

Jalali, 2013; Sanket, & Mallika, 2015; Tsai, Lo, & Cheung, 2013; Zhang, Chatchai, & Rizwan, 

2014)  focus on sectors like telecommunications, banking, hospitality, banking, construction, fast-

moving consumer goods, etc. while ignoring the education sector. Does it mean that the concept 

of brand equity does not affect the education sector? Besides, most of the work on brand equity 

has been carried out in Europe and Asia, with very few in Africa. 

     Although there have been a series of research on consumer behavior (Orji, Oyenuga, & 

Ahungwa, 2020), little has been conducted on how brand equity affects the subject matter in the 

education sector. This raises concern from researchers; for example, Boulding and Agyapong 

(2005) state: “… this raises an interesting research question: What is the relationship between 

brand equity and consumer behaviour?” Therefore, the present study's goal is to address this 

critical void in knowledge in this area. 

The general objective of the study is to evaluate the brand equity of apple smartphones and 

consumer behaviour in Abuja. Therefore, the study will rest on the following specific objectives: 

a. To determine the effect of brand awareness by consumers on apple smartphones in Abuja. 

b. To know the effect of brand association by consumers on apple smartphones in Abuja. 

c. To find out the effect of the perceived quality on apple smartphones by the consumers. 

Research Hypothesis 

H01: Brand awareness does not have any effect on consumer behavior among students of veritas 

university.  

H02: Brand association does not have any effect on consumer behavior among students of veritas 

university.  

H03: Brand loyalty does not have any effect on consumer behavior among students of veritas 

university. 

Literature Review 

During the last two decades, brand equity has been viewed from a variety of perspectives. The 

concept of brand equity began to be used widely in the 1980s by advertising practitioners. It was 

then popularized by Aaker (1991) through his bestselling book on the subject – “Managing Brand 

Equity” (1991). Other critical academic contributions have been developed throughout the years, 

advertising agencies have also continued to expand the cause and have developed their definitions 

and measurement systems.  

     David and Aaker (1991) consider that brand equity is “a set of brand assets and liabilities 

linked to a brand, its name, and symbol that add to or subtract from the value provided by a 

product or service to a firm/or to that firm’s consumers.” Although the assets and liabilities on 

which brand equity is based will differ from context to context, they can be usefully grouped into 

five categories: brand loyalty, brand name awareness, perceived brand quality, brand associations, 

and other proprietary brand assets.  

     Based on Aaker’s model (2010), Ovidiu (2005) discussed that brand loyalty generates value by 

reducing marketing costs and leveraging trade. Loyal consumers expect the brand to be always 

available and entice others, advising them to use it. Retaining existing consumers is much less 

costly than attracting new ones, and even if there are low switching costs, there is significant 

inertia among consumers. It is also difficult for competitors to communicate with satisfied brand 

users because they have little motivation to learn about alternatives. Therefore, competitors may 



51                                                      Michael Oyenuga, Agnes Ahungwa, & Emmanuel Onoja     

                                                                

 
 

be discouraged from spending resources to attract satisfied and loyal consumers. Even if they do 

so, there is plenty of time to respond accordingly to that action.  

     Aaker (1996) explained that; brand awareness could provide the brand with a sense of the 

familiar and a signal of substance and commitment even at the recognition level. A typical brand 

is probably reliable and of reasonable quality. Awareness at the recall level further affects the 

choice by influencing what brands get considered and selected. The brand must first enter the 

consideration set before being on the purchase list.  

     Perceived quality provides a reason to buy and can also attract channel member interest, allow 

extensions, and support reinvestment (Chuma, 2017). A brand will have associated with it a 

perception of overall quality not necessarily based on detailed specifications. The quality 

associated with a brand can also be a substantial factor in differentiation and positioning. Building 

a strong, durable brand implies an above-average quality positioning or a minimum perceived 

quality when considering brands positioned as low market competitors. Brand associations may 

refer to persons, a “use context,” a lifestyle or a personality. Associations can be critical factors in 

differentiating and positioning, creating a reason to buy to those potential consumers who are 

looking for specific associated physical or emotional features. Suppose a brand is well positioned 

upon a critical product attribute. In that case, a frontal assault by claiming superiority via that 

dimension will be a credibility failure, thus an association being a barrier to competitors. A strong 

association may also be the basis of a brand extension providing a significant competitive 

advantage in the targeted area.  

     Other proprietary brand assets refer to patents, trademarks, and channel relationships to 

provide a strong competitive advantage. A trademark will protect brand equity from competitors 

who might want to confuse consumers using a similar name, symbol, or package (Kotler & 

Armstrong, 2014).  

Brand Awareness in Consumer Behavioiur 

According to Khaniwale (2015), consumer behaviour can be referred to as the combination of 

individuals' efforts before or while purchasing any product or service intended to fulfill an unmet 

need. Khaniwale further explains that buyer behaviour is the concept which answers what, why, 

how, when, and where an individual makes a purchase. As a result, the outcome of buyer 

behaviour is the buyer’s decision. The consumer typically goes through five stages before the 

actual purchase. 

     Kotler and Armstrong (2014) point out that the consumer can skip a few stages during a 

routine purchase. That is, purchases of a habitual nature often lead directly to buying, and thus the 

second and third stages are skipped. However, when a consumer faces a new and complex 

purchase, for instance, where there is a change in price or availability, the buyer may reenter the 

full decision process and consider alternative brands. Whether complex or simple, the decision-

making process starts with the recognition of a need.  

     Kotler and Armstrong (2014) suggest that internal or external stimuli can trigger a consumer’s 

recognition of a need. Internal motivations are linked to a human’s basic needs, such as thirst, that 

prompt the consumer to buy a water bottle. In contrast, external stimuli can be in the form of an 

advertisement that can get a potential consumer thinking about purchasing a new smartphone. It is 

at this stage when the consumer recognizes a distinct difference between their current and desired 



52                                              Marketing and Branding Research 8(2021)                                                                         

 

52 
 

state. The need recognition process can occur naturally. However, marketers can often set it in 

motion by employing marketing tactics that create demand and encourage purchase.  

     After a need is recognized, the consumer engages with information searches to identify and 

evaluate alternative products and services. According to Khaniwale (2015), the possible sources 

of information include family, friends, personal observation, consumer reviews, salespeople, or 

mass media. However, millennials currently rely more so on the internet for information. The 

extent of the search will mostly depend on a consumer’s drive and satisfaction got from the 

search (Kotler & Armstrong, 2014). Despite consumers obtaining a large amount of their 

information from commercial sources controlled by marketers, Kotler and Armstrong believe that 

the most effective sources tend to be personal such as family or friends. As consumers obtain 

information, there is an increase of awareness towards available brands. Subsequently, this 

information helps consumers drop some brands when making the final selection of the evaluation. 

Lautiainen (2015) suggests that the evaluation of alternatives will vary among consumers and 

purchases. In the case of a habitual decision process, consumers often make little or no evaluation 

as their buying decision would typically be based on impulse and intuition. On the other hand, the 

consumers engaged in an extended problem-solving process may carefully evaluate several 

brands. Lautiainen further explains that the alternatives actively considered during the selection 

process are often influenced by factors such as financial costs, amount of information already 

obtained, perceived risk of possibly making the wrong choice, and the consumer’s predisposition 

toward particular choices influenced by the individual’s attitude towards choice behaviour.  

     After the evaluation of the alternatives, the consumer is then ready to make the actual 

purchase. Khaniwale (2015) pointed out that any intervention by marketers to simplify purchasing 

at this stage is often well received by the consumers, for example, by suggesting the best 

smartphone for a particular use through providing necessary product information on labels, 

advertising, and personal selling. Finally, after purchase, the consumer will then evaluate their 

satisfaction level. Lautiainen (2015) stated that if the consumer feels disappointed, their 

expectations are not met. However, when consumers’ expectations exceed, this high level of 

satisfaction often translates into brand loyalty.  

     Brand awareness also refers to the degree of consumers’ familiarity with a brand. Masika 

(2013) relates it to the brand's strength in memory as reflected by consumers’ ability to identify 

the brand in different situations. Keller (2013) conceptualized brand awareness as comprising of 

brand recall and brand recognition. He argued that brand recognition might be more critical when 

product decisions are made in the store, and no one buys what they do not know. Masika pointed 

out that brand attitude and intention to purchase a product can only be developed through brand 

awareness.  

     Koniewski (2012) stated that employing brand awareness as a shopping guide is a strategy 

applied by consumers to save time and effort. When dealing with an unknown brand, they would 

devote themselves to comparing the products with other attributes, such as quality, packaging, 

and price. Brand awareness could be therefore interpreted as a cognitive simplification. Relying 

on brand awareness is a frequent tactical decision made when buying a product for the first time. 

When making subsequent purchases, the consumer focuses on the product’s practical attributes, 

such as quality, functionality, taste, or fragrance. Koniewski noted that brand awareness has a 

more substantial impact on the subsequent purchasing choices if the product, once tried out, 

fulfilled the consumer’s expectations.  
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     Aaker (2010) stated that there are various brand awareness levels, as presented in Figure 1. 

The lowest level is brand recognition and reflects familiarity, a manner of aided recall. The next 

level is brand recall, a manner of unaided recall and reflects an awareness of a brand when its 

product class is mentioned. The first named brand that comes to mind in an unaided recall test is 

called ‘top-of-mind. That is, the brand has the most vital position in the respondent’s mind.  

     Djerv and Malla (2012) believe that the brand’s experience influences a consumer’s top-of-

mind awareness of a brand. Past experiences might include previous purchases, brand presence in 

various contact points such as advertising, media, press, social media, in-store experience, 

product placements, and what family and friends’ perceptions of the brand are and their expressed 

opinions of it. Peter and Olson (2008) argued that spontaneous awareness is more desirable than 

prompted awareness, as it means the brand is top-of-mind. However, Masika (2013) claims that a 

good manager will realize that often it is not about being top-of-mind that drives purchase 

intentions, as a brand can be top-of-mind because it is actively disliked. 

 
Figure 1. Awareness pyramid (Aaker, 2010) 

 

     To measure brand awareness effectively, Keller (2013) suggests that it is essential to know 

when and where most consumer decisions are made. Koniewski (2012) suggested that brand 

recognition measures decisions made at a point of purchase, where the brand, logo, and packaging 

are visible. However, if consumer decisions are made away from the point of purchase, then the 

brand recall measure becomes more critical.  

     The most basic recognition procedure is to ask the consumer which items they have previously 

seen or heard among several listed items. As for the brand recall, different brand recall measures 

depend on the type of signals given to the consumers: unaided recall and aided recall, which were 

described above. However, Koniewski warns that one should be aware of such a measure's 

limitations because consumers also perceive a brand through the prism of factors beyond the 

company’s direct control, for example, recommendations by other consumers.  

Brand Association in Consumer Behaviour 

A brand association is anything connected to a brand by memory. Aaker (2010) believes that a 

brand name's underlying value is often based upon specific associations linked to it, whether 

positive or negative. According to Keller (2013), brand associations can be created by connecting 

the brand to a node or information in the memory that conveys meaning to consumers. The 

favorable brand values of consumers will affect their purchasing habits and brand preference. 
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     Cognitive psychologists believe that memory is extremely durable, so when information is 

stored, it decades very slowly (Djerv & Malla, 2012). Still, being available in memory does not 

imply being accessible and retrieved without strong associations and retrieval cues (Aaker, 2010). 

Therefore, the larger the number of cues linked to a piece of information, the greater the 

likelihood that the information can be recalled (Mohan, 2014). Additionally, Mohan stated that 

brand associations could be influenced by information on objective attributes such as price and 

physical traits. Previous research has also shown that the differentiation, favorability, and strength 

of associations are important parts of brand knowledge. This, in turn, is an essential source of 

consumer-based brand equity (Keller, 2013). 

Brand Loyalty in Consumer Behaviour 

Aaker (2010) defines brand loyalty as the attachment that a consumer has to a brand. It consists of 

both attitudes and actual behaviours toward a brand, and that both must be measured. Attitudinal 

measures are concerned with consumers’ overall feelings about the product and the brand, that is, 

evaluation and their purchase intentions (Schiffman et al., 2010). Schiffman further elaborated 

that behavioural measures are based on observable and factual behaviours regarding the brand, 

such as quantity purchased, purchase frequency, and repeat purchase. Behavioural scientists who 

favor the theory of instrumental conditioning believe that brand loyalty results from an initial 

product trial reinforced through satisfaction, leading to repeat purchase. 

     On the other hand, Masika (2013) noted that cognitive researchers emphasize the role of 

mental processes in building brand loyalty. They believe that consumers engage in extensive 

problem-solving behaviour involving brand and attribute comparisons, leading to a strong brand 

preference and repetition in purchase behaviour. Therefore, brand loyalty is the synergy amongst 

attitudinal components such as perceived product superiority, consumer satisfaction, and purchase 

behaviour.  

     However, according to Aure and Nervik (2014), behavioural definitions such as purchase 

frequency or proportion of total purchases lack precision because they do not distinguish between 

a real brand loyal buyer who is intentionally faithful and the ingenuine brand loyal buyer who 

repeats a brand purchase based on mere habit or because it is the only one available at the store. 

Often consumers buy from a mix of brands within their acceptable range. The greater the number 

of acceptable brands in a specific product category, the less likely the consumer is to be brand 

loyal to a particular brand. Conversely, products having a few competitors in the marketplace and 

those purchased with great frequency, are likely to have greater brand loyalty (Fouladivanda et 

al., 2013). Thus, a more favorable attitude toward a brand compared to potential alternatives, 

together with repeat patronage, are seen as the requisite components of consumer loyalty. 

Behavioural brand loyalty leads to higher market share, and attitudinal loyalty often enables the 

marketer to change a price for the brand relative to the competition.  

     Despite numerous literature on brand loyalty, Burton (2012) noted that the comprehension of 

the phenomenon remains lacking as the subtle distinction concerning the essential thought of 

commitment has not been expressly articulated nor appreciated. Burton (2012) suggests that the 

uninspired, non-diagnostic, and sometimes conflicting operationalization of the construct is at 

least partially to blame for the reactions of those who debate either the very existence of brand 

loyalty in the consumer marketplace or its theoretical significance in the marketing field. The 

understanding of the processes governing brand loyalty also suffers significant shortcomings. 

Though researchers identify brand loyalty as a function of psychological decision-making and 
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evaluative processes exhibited over time, little insight into the process condition has been 

obtained—theories of attitude formation primarily from cognitive psychology guide most of the 

explanations drawn for loyalty.  

An integrated conceptual framework by Schiffman et al. (2010) views consumer loyalty as the 

function of three groups of factors, namely: the personal degree of risk aversion or variety 

seeking, the brand’s reputation and availability of substitute brands, and social group influences 

and peers’ recommendations. These influences produce four types of loyalty. Firstly, no loyalty: 

no purchase at all and no cognitive attachment to the brand. Secondly, covetous loyalty: no 

purchase but strong attachment and predisposition toward the brand that was developed from the 

person’s social environment. Thirdly, inertia loyalty: purchasing the brand because of habit and 

convenience but without any emotional attachment. Finally, premium loyalty: high attachment to 

the brand and high repeat purchase.  

     In summary, loyalty can be seen to be formed through brand trust, commitment, satisfaction, 

perceived value, image, association, and quality. Therefore, when a firm establishes loyalty 

amongst its consumers, it adds value to the brand and creates strong brand affiliation, reduces 

marketing expenditure, and influences other potential consumers through positive word-of-mouth 

(Andai, 2016).  

Method 

Research Design and Sample 

A descriptive research design was employed to conduct this research to determine the relationship 

between brand equity (the independent variable) and consumer behaviour (the dependent 

variable) within Veritas University. The population of interest in this study is the student body of 

Veritas University Abuja. All students of veritas university Abuja at the time of the study in 2020, 

based on the data from the 2019/2020 academic session, stand at 2,320 students. The formula 

used to arrive at the above sample size is as follows: 

 
Yamane (1967) 

n= Sample size 

N= Population size - 2,230 

e= Degree of accuracy - 0.05 

by applying the formula, the following solution was derived: 

 

 

 

 

 
 

 

 



56                                              Marketing and Branding Research 8(2021)                                                                         

 

56 
 

Data Collection 

A self-administered survey was used to collect the primary data of this research, whereas 

respondents completed the survey independently. This is the preferred method because it is low 

cost in nature and very convenient to administer, in the sense that one does not need to have a 

face-to-face meeting or interview with the respondents to gather information. The research 

questionnaire, which was adapted from the works of Chuma (2017), Rio et al. (2001), and Qaisar 

and Ali (2018), consists of two sections. Section one contains structured closed-ended questions 

and addressed respondents' demographic characteristics, whereas section two addressed the effect 

of brand equity dimensions on consumer buyer behaviour of smartphones. In this section, a five-

point Likert scale is used to collect information, enabling respondents to indicate their level of 

agreement, neutrality, or disagreement with the questions asked.  

Data Analysis 

Data collected were coded, edited, and analysed using Statistical Package for Social Science 

(SPSS). Descriptive statistics were used to analyse data with the use of frequencies and 

percentages. Overall mean scores and standard deviations of brand equity dimensions and 

consumer buyer behaviour were computed and evaluated. Inferential statistics were conducted 

using regression and correlation analysis to determine the relationship between the dependent and 

independent variables. 

Results 

Response Rate and Demographic Profile 

A random sampling method was applied to select 341 respondents from the student population of 

Veritas University. In all these, 341 students were contacted and surveyed. However, two hundred 

and thirty-eight responses were received, representing a total response rate of 69.79%. Table 1 

describes the response rate of respondents.  A total of 238 students responded, while the non-

respondents were 103. 

Table 1  

Response Rate 

Response Category  Frequency   Percentage 

Response 238  69.79 

Non-Response 103  30.21 

Total 341   100.00 

   

     The demographic information considered in the study was respondents’ Gender, Age, 

College, smartphone Use, smartphone brand Type, Average income per month. The results show 

that the number of male and female are 71 and 167 respectively. Most of the students are 

between the ages of 20 and 24, while 221 own smartphones. The results are summarized in 

Table 2. 
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Table 2 

Characteristics of the Respondent  

Characteristic Frequency  Percent  

Gender   
Male 71 29.83 

Female 167 70.17 

Total 238 100.00 

 

Age   
15-19 years 67 28.15 

20-24 years 113 47.48 

25-29 years 39 16.39 

30 and above  19 7.98 

Total 238 100.00 

 

Educational Qualification   
Natural & Applied Sciences  37 15.55 

Management Sciences  85 35.71 

Humanities 38 15.97 

Social Sciences 43 18.07 

Education 19 7.98 

Post Graduate Studies  16 6.72 

Total 238 100.00 

 

Smartphone Ownership   
Yes 221 92.86 

No 17 7.14 

Total 238 100.00 

 

Smartphone Brand   
Apple 11 4.98 

Samsung 44 19.91 

Techno 66 29.86 

LG 22 9.95 

Infinix 57 25.79 

Nokia (Others) 21 9.50 

Total 221 100.00 

 

Descriptive Statistic for Brand Awareness 

As shown in Table 3, the majority of the respondent “strongly agreed” that they would only buy 

a smartphone from a brand that is well known to them, M = 4.52, SD = 3.20. Contrary, most of 

the respondents “strongly disagreed” that they would be willing to buy a smartphone from a 

brand they do not know about, M = 1.91, SD = 2.46. Furthermore, most of the respondents 

“disagreed” that they typically buy a smartphone from a brand that they can quickly recognize 

among competing brands, M = 4.08, SD = 2.45. Moreover, most of the respondents “disagreed” 

that before purchase, they could promptly recall the symbol/logo of their current smartphone, M 

= 4.03, SD = 2.40. Besides, most of the respondents “disagreed” that if they could buy a new 

smartphone today, they would most likely purchase the brand that first comes to mind, M = 4.17, 

SD = 2.55. 
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Table 3 

Descriptive Statistic for Brand Awareness 

Brand awareness M SD 

I would only buy a smartphone from a brand that is well known to me. 
4.52 3.20 

  

I would be willing to buy a smartphone from a brand I have no knowledge 

about. 

1.91 2.46 

  
I typically buy a smartphone from a brand that I can quickly recognize among 

competing brands. 

4.08 2.45 

  
Before purchase, I could quickly recall the symbol/logo of my current 

smartphone. 

4.03  2.40   

If I could buy a new smartphone today, I would most likely purchase the 

brand that first comes to mind. 

4.17 2.55   

 

Descriptive Statistic for Brand Association 

The study sought to determine the frequency of the rate of perception of brand association. 

Using a 5-point Likert scale where 1.00-1.499 strongly disagreed; 1.50 - 2.499 disagreed; 2.50 - 

3.499 was neutral; 3.50 - 4.499 agreed, and 4.50 -5.00 strongly agreed, the respondents were 

asked to indicate their level of agreement with brand association. The results presented in Table 

4 show that most of the respondents “strongly agreed” that they would only consider buying a 

smartphone from a credible brand, M = 4.51, SD = 3.17. Furthermore, most of the respondents 

“strongly agreed” that they are more likely to buy a smartphone from a highly reliable brand and 

strives to continuously improve the performance qualities of its devices, with M =  4.53, SD = 

3.22. Likewise, most of the respondents “strongly agreed” that they tend to buy smartphones 

from brands that they feel are appealing and favorable, M = 4.52, SD = 3.20. 

Table 4 

Descriptive Statistic for Brand Association 

Brand association M SD 

I would only consider buying a smartphone from a credible brand. 4.51  3.17  
I am more likely to buy a smartphone from a brand that is highly reliable and 

strives to continuously improve the performance qualities of its devices. 

4.53 3.22   

I tend to buy smartphones from brands that I feel are appealing and favorable. 4.52 3.20 

I am more likely to buy a smartphone from a brand that reflects my individual 

personality (e.g., practical, flamboyant). 

4.57 3.29   

I am more likely to buy a smartphone that is in fashion. 4.73  3.52  

 

Descriptive Statistic for Brand Loyalty 

As shown in Table 5, most of the respondents “strongly agreed” that they are more likely to buy a 

smartphone from a brand that they believe in offering value for money, M = 4.52, SD = 3.19. 

Additionally, most of the respondents “strongly agreed” that they are more likely to buy a 

smartphone from a brand that they believe does not disappoint consumers, M = 4.58, SD = 3.30. 

Furthermore, most of the respondents “strongly agreed” that they are more likely to buy a 

smartphone from a brand that they would be willing to recommend to their friends, M = 4.52, SD 

= 3.21. Likewise, most of the respondents “strongly agreed” that they are more likely to buy a 

smartphone from a brand that they take a keen interest in, with a mean of 4.61 and a standard 

deviation of 3.34. Additionally, the majority of the respondent “strongly agreed” that they are 

more likely to buy a smartphone from a brand that is typically my first choice, M = 4.64, SD = 

3.39. Lastly, most of the respondents “strongly agreed” that they are more likely to buy a 

smartphone from a brand that they take a keen interest in, M = 4.50, SD = 3.17. 
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Table 5 

Descriptive Statistic for Brand Loyalty 

Brand loyalty M SD 

I am more likely to buy a smartphone from a brand that I believe to offer value for 

money. 

4.52  3.19  

I am more likely to buy a smartphone from a brand that I believe does not disappoint 

consumers. 

4.58  3.30  

I am more likely to buy a smartphone from a brand that I would be willing to 

recommend to my friends. 

4.52  3.21  

I am more likely to buy a smartphone from a brand that I take a keen interest in. 4.61  3.34  
I am more likely to buy a smartphone from a brand that is typically my first choice. 4.64  3.39  
I am more likely to buy a smartphone from a brand that I take a keen interest in. 4.50  3.17  

Descriptive Statistic for Consumer Behaviour 

As presented in Table 6, most of the respondents “agreed” that they would be willing to pay a 

premium price for a smartphone from my brand of choice, M = 3.90, SD = 2.31. Furthermore, 

most of the respondents “agreed” that they would be willing to recommend to others a 

smartphone from their brand of choice, M = 4.00, SD = 2.44. Lastly, most of the respondents 

“agreed” that if their brand of choice was to sell products other than smartphones, they would 

probably buy them, M = 3.60, SD = 2.01. 

Table 6 

Descriptive Statistic for Consumer Behaviour 

Consumer behaviour M SD 

I would be willing to pay a premium price for a smartphone from my brand 

of choice. 

3.90  2.31  

I would be willing to recommend to others a smartphone from my brand of 

choice. 

4.00  2.44  

If my brand of choice was to sell products other than smartphones, I would 

probably buy them. 

3.60  2.01  

Correlation Matrix 

This study established a positive relationship between the dependent variable, consumer behavior, 

and the independent variables, brand awareness, brand association, and brand loyalty, as 

displayed in Table 7. First, the significant Pearson’s correlation coefficient between consumer 

behavior and brand loyalty was .49, which means that the two variables move in the same 

direction. This implies that an increase in brand loyalty increases consumer behavior. Consumer 

behavior and brand association showed a significant Pearson’s correlation coefficient of .46, 

which means an increase in brand association increases consumer behavior. Furthermore, there is 

a strong positive and significant relationship between brand awareness and consumer behavior, 

with Pearson’s correlation coefficient of .53. This implies that an increase in brand awareness 

leads to a rise in consumer behavior. 

Table 7 

Correlations Matrix 

 BLO BAS BAW CB 

BLO Pearson Correlation 1    

Sig. (2-tailed)     

BAS Pearson Correlation .42** 1   

Sig. (2-tailed) .00    

BAW Pearson Correlation .45** .56** 1  

Sig. (2-tailed) .00 .00   

CB 

 

Pearson Correlation .49** .46** .53** 1 

Sig. (2-tailed) .00 .00 .00  

N 221 221 221 221 

**Correlation is significant at the .01 level (2-tailed), BAW= brand awareness, BAS = brand association, BLO= brand loyalty, CB= Consumer 

behavior 
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Coefficients 

From Table 8, it can be deduced that brand loyalty (β = .39), brand association (β = .15), and 

brand awareness (β = .29) are significant. This indicates that the dependent variable, consumer 

behavior, would change by a corresponding number of standard deviations when brand awareness 

or brand association, or brand loyalty change by one standard deviation. These findings imply 

that if brand loyalty changed by one (1) unit, consumer behavior would change by .39 units if 

other factors remain fixed. The findings also imply that if brand association changed by one (1) 

unit, consumer behavior would change by .15 units if other factors remain fixed. Lastly, the 

findings imply that if brand awareness changed by one (1) unit, consumer behavior would change 

by .29 units if other factors remain fixed. The null hypotheses 1, 2, and 3 were therefore rejected 

since brand awareness, brand association, and brand loyalty significantly influenced consumer 

behavior. Thus, the researcher opted for alternative hypotheses, which conforms with (Ashraf, 

Sulehri, & Abbas 2018; Chinomona & Maziriri 2017; Masika, 2013. 

Table 8 

Coefficientsa Reports 

  Unstandardized Coefficients Unstandardized Coefficients 

Model  B Std. Error β t p 

1 (Constant) 1.28 .24  5.33 .00 

 Brand loyalty .39 .08 .28 4.54 .00 

 Brand association .15 .05 .17 2.59 .01 

 Brand awareness .29 .06 .31 4.59 .00 

a. Dependent Variable: Consumer behavior  

 

Discussion 

The general objective of the study was to determine the effect of Apple Smartphones brand equity 

on consumer behaviour among students of Veritas University. Firstly, this study showed that 

brand awareness had a significant positive effect on consumer behaviour among students of 

Veritas University. This result implies that brand awareness is recognized as an essential factor 

that can influence consumer behaviour. This is because brand recognition may be more important 

when product decisions are made in the store, and no one buys what they do not know. 

Awareness at the recall level further affects the choice by influencing what brands get considered 

and selected. The brand must first enter the consideration set before being on the purchase list. 

This finding agrees with many researchers who found brand awareness as an element that plays a 

vital role in a consumer’s choice of brand. For example, the study conducted by Masika (2013) 

found that brand awareness had the most powerful influence on consumers' purchase decisions. 

Lin and Chang (2003) examined the importance of brand awareness in consumers’ decision-

making process and found out that brand awareness was a primary factor in consumer buying 

behaviour. 

     Secondly, the brand association has a significant positive effect on consumer behaviour among 

students of Veritas University. This implies that brand association is strongly demanded in 

increasing consumer behavior. The brand association describes any memory or perception that a 

consumer may have in connection with the brand. The result shows that a positive consumer-

based brand association has many advantages like long-term revenues, consumers’ willingness to 

seek out new channels of distribution, firms' ability to command higher prices, and marketing 

communications effectiveness. Associations can be critical factors in differentiating and 

positioning, creating a reason to buy to those potential consumers looking for specific associated 
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physical, emotional features. A strong association may also be the basis of a brand extension 

providing a significant competitive advantage in the targeted area. This finding is similar to the 

study of Chinomona and Maziriri (2017), who assessed the influence of brand awareness, brand 

association, and product quality on brand loyalty and repurchase intention among male consumers 

of cosmetic brands in South Africa.  The findings indicated that brand awareness has a positive 

and significant influence on brand loyalty. The brand association has a positive and insignificant 

impact on brand loyalty. Product quality has a positive and significant effect on brand loyalty, and 

brand loyalty exerts a positive and significant influence on purchase intention.  Likewise, Ashraf, 

Sulehri, and Abbas (2018) examined the impact of the brand association dimensions on the 

consumer responses. Their results revealed a positive relationship between the brand association 

dimensions on the consumer buying behavior. The brand association functions are the guarantee, 

social identification, personal identification, and status that positively impact the 

recommendation, extension of purchase from the same brand, and price premium. The results of 

this study may help the researcher who is trying to find the relation between the brand association 

dimensions and consumer behavior towards the brand. 

     Thirdly, the result revealed that brand loyalty has a significant positive effect on consumer 

behaviour among Veritas University students. This result implies that loyal consumers expect the 

brand to be always available and entice others advising them to use it. Retaining existing 

consumers is much less costly than attracting new ones, and even if there are low switching costs, 

there is significant inertia among consumers. It is also difficult for competitors to communicate 

with satisfied brand users because they have little motivation to learn about alternatives. 

Therefore, competitors may be discouraged from spending resources to attract satisfied and loyal 

consumers. Even if they do so, there is plenty of time to respond accordingly to that action. This 

finding is in agreement with the study of Qaisar and Ali (2018), who examined the impact of 

brand loyalty on the consumer buying behavior of people who live in big cities but belong to 

small cities. The findings showed that all hypotheses are supported and found that brand loyalty 

greatly affects consumer buying behavior. Brand loyalty has some dimensions: product price, 

product quality, brand image, promotion, and product design. Also, Kothari and Maindargi (2019) 

examined the effect of brand loyalty on each dimension of consumer buying behavior related to 

retail trade in Solapur City. They found that in the retail industry as per the grocery trade is 

concerned, consumers are still giving preference to prize and test, whereas Packaging flavor and 

appearance do not play an important role. Most consumers know brands available in markets and 

do not show a willingness to switch their brand. 

Conclusion and Recommendation  

The findings of the study indicated that the independent variables (brand awareness; brand 

association, and brand loyalty) had a positive effect on consumer behaviour among students of 

Veritas University. It was concluded that when consumers are attached and loyal to a brand, they 

are likely to make repeat purchases, and this only happens when the relationship between the 

brand and the user is very in-depth and has an emotional connection with the mobile brand. Thus, 

it has become crucial for marketers that they should highlight the features and functional 

capabilities of the mobile while presenting their brands to their target market and define what the 

brands stand for and how it affects the relationship with the consumers. In short, a step-by-step 

process should be taken from defining as who the brand is (brand awareness) to highlighting its 

points of differentiation and user profile (brand performance and brand association) by taking 
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both the functional route (brand quality) and emotional route (brand feelings). Thus, the 

consumers can evaluate it positively and form a bond that will result in everlasting and 

unbreakable bond (brand loyalty) that moulds and influences their purchase decision. 

     The findings also revealed that brand awareness has a positive and significant effect on Veritas 

University students' consumer behavior. On the practitioners ‘side, marketers or brand managers 

can benefit from the implications of these findings. For example, given the robust relationship 

between brand loyalty and consumer behaviour, it is recommended that brand managers pay 

attention to high-quality products to enhance brand awareness campaigns for their products and 

promotions for consumers to be associated with brands. As a result, consumers to be loyal and to 

repurchase cosmetic brands. The consumers can also spread through word of mouth to other male 

friends, brothers, or fathers within their families, thereby boosting their production and profits.  

     The findings further revealed that brand association has a positive and significant effect on 

consumer behaviour among Veritas University students. The study recommended that firms 

interested in extending consumer behaviour to repurchase their product categories should pay 

special attention to the brand associations linked to the functions of guarantee, social 

identification, and status. Regarding firms wishing to apply a price premium to their products, it 

would be essential for them to promote associations related to guarantee and social identification 

functions. Concerning the ways of stimulating the users of a brand to recommend it to others, it 

would be fitting to resort to the functions of guarantee and personal identification. Therefore, the 

development of these functions entails the firm generating positive communications towards the 

brand. As we argued above, the brand's recommendation seems to be determined by the 

consumers' perceptions of it rather than by the brand's image and social prestige. 

     Finally, the finding from the study revealed that brand loyalty has a positive and significant 

effect on consumer behaviour among students of Veritas University. Based on the results, it is 

recommended that manufacturers devote their great attention and consideration towards the effect 

of a brand's image because it has a large effect on consumers' attitudes and thus leads to brand 

loyalty. Brands must introduce some schemes to their consumers through which they offer some 

incentive to the client, and the client stays faithful to the association. Pricing an item and its 

accessibility strongly affect consumer buying behavior, so these elements must be considered. 

Low prices with good quality attract consumers, and switching behavior from one brand to 

another brand declines. The marketing managers in firms should pay very close attention to the 

consumer's needs and demands prevailing in the market. The product which is offered to the 

consumers should meet the needs and demands of the consumers. 
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