
INTERNATIONAL JOURNAL OF RESEARCH AND INNOVATION IN SOCIAL SCIENCE (IJRISS) 

ISSN No. 2454-6186 | DOI: 10.47772/IJRISS |Volume VII Issue III March 2023 

Page 44 

www.rsisinternational.org 

 

 

 
 

 

The Relationship Between Brand Experience, Brand Satisfaction 

and Brand Loyalty. An Empirical Study of Imported Second Hand 

Vehicle Buyers In Zambia. 

Jacqueline Siwale1, Victor Chikampa2*, Nelson .C. Kabanda3, Lungowe Chindele2, Mary.S.Lubinda2 

1Department of Business and Management Studies – Texila American University 
2Department of Social development Studies- Mulungushi University Zambia 

3Cabinet Office – Civil Service Commission of Zambia 

Received: 02 February 2023; Revised: 23 February 2023; Accepted: 28 February 2023; Published: 27 

March 2023 
 

ABSTRACT 
 
Brand loyalty plays a critical role in determining the financial performance of the organisation. This study 

was aimed at evaluating the empirical relationship between brand experience, brand satisfaction and brand 

loyalty among second hand car owners in Zambia. The study on the relationship between brand experience, 

brand satisfaction and brand loyalty was motivated by the fact that little attention has been directed at 

examining the three variables in the automotive industry. Data was collected from imported second hand car 

owners from Central and Lusaka provinces of Zambia. The study used a quantitative survey design in order 

to achieve the research objectives. The sample for the study was selected based on a non-probability 

sampling technique specifically convenient sampling. After treating for missing values a sample size of 200 

was retained. Item and Factor analysis were performed in SPSS version 25 while Confirmatory Factor 

Analysis via Structural Equation Modelling (SEM) was performed using Lisrel 8.80. High levels of 

reliability were found among the three scales. Uni-dimensionality of the subscales was demonstrated 

through exploratory factor analyses. Good fit with the data was found for the measurement and structural 

models through confirmatory factor analyses. Positive but significant SEM path relationships were found 

amongst brand experience, brand satisfaction and brand loyalty. Academically the study makes a significant 

contribution to consumer behaviour literature. The results of this study has provided empirical support to the 

proposition that brand experience and brand satisfaction are predictors of brand loyalty in Zambia. By 

implication marketers ought to pay attention to brand experience and satisfaction when trying to enhance 

brand loyalty. 
 

Keywords: Brand Loyalty, Brand satisfaction, Brand Loyalty 

 

INTRODUCTION 
 
here has been an increase in motor vehicle population and ownership in Zambia. By 2019 cumulative motor 

vehicle population was at 822,882 from 168,638 in 2005(RTSA, 2019). This increase in motor vehicle fleet 

is also reflected in increased rates of car ownership. For example, there was an increase from about 9 motor 

vehicles per 1,000 people in 2004 to just below 40 motor vehicles per 1,000 people in 2013(ZIPAR,2014). 

This increase in motor vehicle ownership among Zambians can be attributed to having access to cheap 

second-hand imports (Banda & Chikuba, 2014). In 2013 alone Zambia’s total expenditure on imported 

motor vehicle stood at approximately K1.949 billion (in 2006 prices) as compared to K0.856 billion in 

2006(ZIPAR,2014). Given the demand of second-hand vehicles among Zambians due to affordability 

compared to new showroom vehicles there’s been an increased presence of international companies dealing 

with various brands of second-hand vehicles in the country. A growing number of different car makes and 

models have created competition among automobile manufacturers as well as second hand car dealers 
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making brand loyalty an important competitive factor (Soderlund, 2004; Jorgensen, Pedersen & Mathisen, 

2016). The success of second-hand car dealers in terms of sales performance to a certain extent depends on 

the loyalty of the customers. A study by Reichheld and Sasser (1990) found that a 5% increase in customer 

retention resulted in a 25-125% increase in profits. Loyal customers continue to buy and use the same brand 

since they have fewer reasons to engage in an extended information search among alternatives, thus 

reducing the probability of switching to other brands (Gounaris & Stathakopoulos, 2004). Brand loyalty is 

an important psychological outcome because it bonds the customer and the product, hence the organization 

having a wider range of clientele and higher profit margins since brand loyal customers are usually less 

sensitive to price increases as well as providing easier brand extension (Krishnamurthi and Raj, 1991; 

Mittal and Kamakura ,2001). Other brand loyalty outcomes includes improved quality of automotive 

retailer services, cost effectiveness and sustainability (Jorgensen et al., 2016; Drennan, Bianchi, Cacho- 

Elizondo, Loreiro, Guibert, & Teravest, 2015; Pappu & Quester, 2016). Since creating and maintaining 

brand loyalty with existing customers is critical for the survival of a company in a competitive environment  

and contributes to other important organisational outcomes, therefore an understanding of factors that 

promote brand loyalty will be cardinal (Heskett, 2002; McMullan & Gilmore, 2008). This study is an 

attempt to explore on antecedents of brand loyalty. Although literature has documented several antecedents 

of brand loyalty such as service quality, perceived value, brand awareness, brand personality and brand 

image(Suhartanto,2011;Youl Ha, John, Janda & Muthaly,2009; Sasmita & Suki, 2015; Clemenz, Brettel, & 

Moeller, 2012; Roy, Kahndeparkar & Motiani, 2016),yet the experience and satisfaction that car owners 

have with the different brands is vital for the future sale of these makes hence the research focus for this 

study (Jorgensen et al., 2016;Devaraj, Matta & Conlon,2001). 

 

Aim of the study 
 

The study aims at creating new knowledge in terms of customer behavior for second hand products 

specifically vehicles by validating a theoretical model that explicates the structural relationships between 

brand experience, brand satisfaction and brand loyalty in the Zambian business context. 
 

Objectives 
 

The general objective was to examine the relationship between brand experience, brand satisfaction and 

brand loyalty. From this general research objective, more specific operational research objectives were 

derived for this study. 
 

1. To evaluate the influence of brand experience on brand satisfaction. 

2. To evaluate the link between brand experience and brand loyalty. 

3. To evaluate the influence of brand satisfaction on brand loyalty 
 

Contribution to the field 
 

Brand experience might improve loyalty among customers through repeated purchase which is as a result of 

satisfaction. 

 

LITERATURE REVIEW 
 
When making a vehicle purchasing decision, customers are mainly influenced by their evaluation of the 

models’attributes and choices such as luxury or low-cost maintenance, attitudes towards the car models, 

behavioural intention, cultural/social influences as well as the brand image (Anurit,2002). In this global and 

competitive market, a brand is an important element because customer purchase intention is frequently 

related to their attitudes and lifestyle (Apaydin & Köksal, 2011). Other than providing a means of choice for 

customers brands allow customers fulfill social and psychological needs such as affiliation, admiration, 
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status and self-esteem (Fortes, Milan, Eberle, & De Toni,2019; Anurit,2002). Customers use car brands to 

represent stories about their lives and identities, as well as to position themselves in relation to culture, 

society, other people and social groups (Heding, Knudtzen, & Bjerre, 2009). In this way, automotive brands 

help define customers’ lives and to develop an extreme devotion in the direction of one or more specific 

brands in relation to others (Belk & Tumbat, 2005). A customer that has a positive perception in relation to a 

given automotive brand will be inclined to develop a greater will or predisposition of buying it and ends up 

encouraging other potential clients or customers, by incurring in positive word-of-mouth, to become 

effective buyers and, eventually, loyal to the brand (Fortes etal.,2019; Raska & Saw, 2012; Won-Moo Hur, 

Hanna, & Joon, 2016; Chang & Jai, 2015). Brand loyalty occurs partly due to the customers experience and 

satisfaction with the product and services (AMA, 2017; Fortes etal. 2019). Considering that the purpose of 

this research is to develop and validate a theoretical model concerning brand loyalty and its two 

determinants of brand experience and satisfaction it is important to conceptualize the three constructs and 

explore the empirical relationships and hypothesized paths Conceptualising brand loyalty According to Tuu, 

Olsen and Linh (2011) customer loyalty is a cumulative construct that includes both the act of consuming 

(action loyalty) and expected consumption (future repurchasing). Brand loyalty means consumers purchase 

only one brand (Clow and Baack, 2014). Yoo and Donthu (2001) on the other hand describes brand loyalty 

as the motivation to be loyal to a brand, and it is demonstrated when consumers select a brand as their first 

choice. In this case brand loyalty is conceptualised as the repurchasing a car of the same brand one earlier 

has owned (Jorgensen et al., 2016). Repurchasing the same car brand could be a result of a reflective loyalty 

and denoted as transaction or consistent loyalty (Odin, Odin & Valette-Florence, 2001; Mannering, 

Winston, Griliches & Schmalensee,1991; Mellens, Dekimpe & Steenkampa,1996). When potential 

customers choose between different makes (brands) of cars, the purchase pattern should be observed as 

evidence of brand loyalty. The dimensional structure of brand loyalty can be explained using the traditional 

and the multidimensional approaches. The traditional approach has the behavioural and the attitudinal 

dimensions (Back & Parks, 2003; Li & Petrick, 2008; Odin et al., 2001; Pritchard, Howard & Havitz, 1992). 

 

Behavioural approach 
 

The behavioural approach to loyalty conceptualises brand loyalty as repeated purchase behaviour 

(Ehrenberg,Goodhardt & Barwise, 1990; Kahn, Kalwani & Morrison, 1986). Only a customer that buys the 

same brand systematically over time can be regarded as a loyal customer (Suhartanto, 2011). According to 

Oliver (1997) as well as Rundle-Thiele (2005) the behavioural approach is based on stochastic philosophy 

where purchasing is considered a random behaviour that is very complex and difficult to understand. The 

complexity is due to the fact that there are a large number of explanatory variables that influence a customer 

purchasing behaviour making a comprehensive explanation of this behaviour almost impossible (Suhartanto, 

2011; McAlister & Pessemier, 1982; Tucker, 1964). In this approach brand loyalty is investigated in terms 

of purchase frequency, purchase sequence, purchase probability, average purchase, proportion of purchase 

and multiple aspects of purchase behaviour (Brody & Cunningham, 1968; Kahn et al., 1986; 

Dekimpe,Steenkamp, Mellens & Abeele, 1997; Frank, 1962; Iwasaki & Havitz, 1998; Tucker, 

1964;Cunningham, 1956; DuWors & Haines, 1990). The behavioural loyalty approach studies use data 

from either the actual customers purchasing behaviour (such as scanner panel data) or self reported 

purchasing behaviour (Suhartanto, 2011). The strength of the behavioural approach lies in its measurement 

of actual automobile purchasing behaviour which acts as an antecedent to the financial performance of the 

firm in that it provides a realistic picture of how well the brand is performing compared to competitors 

(Mellens et al., 1996; Odin et al., 2001; DuWors & Haines, 1990). Secondly the measurement of brand 

loyalty using actual customer purchasing behaviours makes the collection of behavioural data easier 

compared to customer perceptual data and also helps managers develop marketing strategies such as 

promotion strategies as well as product development (Suhartanto, 2011). According to Day (1969) as cited 

in Suhartanto (2011) this kind of measurement assist in estimating the customer life-time value, enhance 

prediction of purchase probabilities, and assist in developing cost-effective promotions. The behavioural 
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approach has been criticised for taking a narrow view in explaining the occurrence of brand loyalty 

(Bloemer, Ruyter & Peeters, 1998). Since the approach explains loyalty based on repeat purchases it fails to 

acknowledge that consumer behaviour is complex and dynamic (Suhartanto, 2011). A repeat purchase of an 

automobile brand maybe due to situational factors such as costs or convenience reasons (Dick & Basu,1994; 

Kumar & Shah,2004), non-availability of a preferred brand and variety seeking (Suhartanto,2011). 

Secondly, reliance on repeat purchase data as an indicator of customer loyalty is a representation of past 

behaviour and not a good representation of future behaviour and does not in any way offer an understanding 

of the factors motivating loyal behaviour (Jacoby & Chestnut, 1978; Day, 1969; Han, Kwortnik & Wang, 

2008; Pritchard, Havitz & Howard, 1999; Zeithaml, Berry & Parasuraman, 1996). Because of the reported 

behavioural approach weaknesses, it is argued that brand loyalty can only be understood by measuring 

customer attitudes towards the brand (Dick & Basu, 1994). 
 

Attitudinal Approach 
 

Brand loyalty is also conceptualised as an attitude (Odin et al., 2001). Guest (1944) was one of the early 

researchers to use the attitudinal approach in measuring brand loyalty. Since then researchers have 

supported this approach and conceptualized loyalty as an attitude toward the brand (Morais, Dorsch & 

Backman, 2004), an attachment (Rauyruen & Miller, 2007), a commitment (Baloglu, 2002), and intention 

(Kandampully & Hu, 2007). This school of thought believes that certain attitudinal factors such as customer 

beliefs, opinions and attitudes influences the occurrence of brand loyalty(Back, 2005; Mellens et al., 

1996;Pritchard et al., 1992). There are several positives attributed to the attitudinal approach. Studies on 

attitudinal loyalty have revealed that attitudes significantly and substantially predict future behaviour 

(Glasman & Albarrac?n, 2006). This in a way helps marketing managers come up with certain interventions 

such as behaviour modification programs such as customer switching behaviour from one automobile brand 

to another (Hennig-Thurau & Hansen, 2000; Jacoby & Chestnut, 1978). Thirdly the usage of interval scales 

when measuring attitudes avoids criticism addressed to the behavioural approach, enables researchers to 

collect data and reveal the intensity of loyalty to a certain car brand from extreme loyal to extreme disloyal.  

There are several documented limitations of the attitudinal approach with regards to brand loyaly 

measurement. This approach lacks consistency in that it has more conceptual disagreements among 

researchers and that it lacks the predicting power towards actual purchase behaviour due to other factors 

(Suhartanto, 2011; Bennett & Rundle-Thiele, 2002; Mellens et al., 1996; Jacoby & Chestnut, 1978). 
 

Multi-dimensional Approach 
 

Oliver (1997) conceptualized brand loyalty as a sequence that includes cognitive, affective, conative and 

behavioural loyalty as shown in figure 1. 
 

Cognitive Loyalty 
 

Cognitive loyalty is based on the cognition dimension of an attitude (Suhartanto, 2011). Cognition refers to 

a customer’s belief and knowledge about a product (Ajzen , 2005; Eagly & Chaiken,2007). According to 

Harris & Goode (2004), cognitive loyalty is based on brand knowledge and belief that the brand is 

preferable to its competitors. Cognitive loyalty is enhanced through promotion strategies aimed at providing 

customers with brand related knowledge and beliefs (Suhartanto, 2011). 
 

Affective loyalty 
 

According to Oliver (1999) affective loyalty is grounded on the affect concept of attitudes. Affect refers to 

customer’s feelings, moods, or emotional responses towards certain products and services (Back and Parks, 

2003). Liking a product or service is the result of satisfaction of consumption of product or service over 

time and eventually creates commitment toward the product or service which is called affective loyalty 
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(Oliver, 1997; 1999). 
 

Conative loyalty 
 

Assael, Pope, Brennan and Voges (2007) defines conation as a consumer‘s tendency to act toward an object 

generally measured in terms of intention to buy. The commitment to buying a product or service is 

influenced by customers knowledge and beliefs about the product,repeated episodes of positive affect 

toward the brand as well as rewards or punishment for response behaviour towards a brand through operant 

conditioning. 
 

Behavioural Loyalty 
 

Though similar to conative loyalty Harris and Goode (2004) describes behavioural loyalty as conversion of 

intentions to action, accompanied by a willingness to overcome obstacles to such action (Harris & Goode, 

2004). It is seen as a customer ‘s repeat purchasing pattern toward a specific brand, that is, a customer ‘s 

overt behaviour towards a specific brand in terms of repeat purchasing behaviour. 
 

Figure 1: Four stages of Loyalty 

 

 
Adapted from Evanschitzky & Wunderlich (2006) 

 

Conceptualising brand experience 
 

Experience with the product occurs when consumers search for products, shop,receive services and when 

they consume them (Arnould, Price, and Zinkhan 2002; Brakus, Schmitt, and Zhang 2008). In this whole 

process consumers are exposed to product attributes such as brand colours (Bellizzi and Hite 1992; Gorn, 

Amitava, Tracey & Darren,1997; Meyers-Levy and Peracchio 1995), shapes (Veryzer and Hutchinson 

1998), typefaces, background design elements (Mandel and Johnson 2002), slogans, mascots, and brand 

characters (Keller 1987). These brand attributes are a major source of subjective internal consumer 

response referred to as brand experiences (Brakus, Schmitt and Zarantonella, 2009). It is with this view that 

Brakus et al., (2009) conceptualized brand experience as sensations, feelings, cognitions, and behavioural 

responses evoked by brand-related stimuli that are part of a brand’s design and identity, packaging, 

communications, and environments. By reviewing literature in philosophy, cognitive science and marketing 

management Brakus et al., (2009) came up with five dimensions of brand experience with the product 

namely sensory, affective, behavioural, social and intellectual. Sensory experience includes aesthetic and 

sensory quality of the product, while affect refers to generated moods and emotions when interacting with 

the product (Schmitt, 1999). Intellectual refers to thinking experiences such as being analytical and 

imaginative while the behaviour and social dimensions refers to motor actions and relations (Schmitt, 1999). 
 

Conceptualising brand satisfaction 
 

Satisfying customers is one of the primary objectives of any marketing activity (Holbrook, 1994). The 

positive attitude a consumer develops as a result of evaluating his consumption experience with a certain 

product is called satisfaction (Ercis,Unal, Candan & Yildirim,2012). According to Babin and Griffin (1998) 

and Ganesan (1994), satisfaction is a positive affective reaction to an outcome of a prior experience. 

Customer satisfaction is an important element because it affects future consumer purchase behaviour (Kotler 

& Armstrong, 2004; Oh & Parks, 1997; Yi, 1990; Yoo & Park, 2007), profitability (Anderson, Fornell & 

Lehmanne, 1994; Chitty, Ward & Chua, 2007), and shareholder value (Anderson, Fornell & Mazyanchery, 
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2004). The satisfaction derived and attitude formed as part of a prior experience impacts on subsequent  

purchases (Oliver, 1980). Brand satisfaction comes before brand loyalty and is as a result of a customer’s 

evaluation of a brand or product and the decision to repurchase (Kasmer, 2005). 
 

Relationship between Brand Satisfaction and Brand Loyalty 
 

Satisfaction with brand consumption generates a positive attitude toward that brand, which culminates in 

brand loyalty (Nam, Ekinci & Whyatt, 2011). Brand loyalty, in this vein, expresses the belief of consumers 

that the experienced brand satisfaction will continue to be fulfilled by the brand (Zhou, Zhang, Su & Zhou, 

2012). Satisfied customers have a higher likelihood of repeating purchases, of recommending the product to 

others and of becoming less receptive to competitors offering (Zeithaml et al., 1996; Reynolds and Arnold, 

2000; Reynolds and Beatty, 1999; Fitzell, 1998). Studies have found empirical evidence of brand 

satisfaction being an antecedent of brand loyalty (Fitzell, 1998; Fornell, 1992; Reynolds and Beatty, 1999; 

Zeithaml et al., 1996). Statistical results in Souri (2017) found a significant and positive relationship 

between customer satisfaction and brand Loyalty. In Feng and Yanru (2013) and Awan and Rehman (2015) 

the relationship between customer satisfaction and brand loyalty was also positive. 
 

Relationship between Brand Experience and Brand Loyalty 
 

A customer’s experience in using a brand acts as an antecedent to being committed to a product brand 

(Hoch, 2002). Postive experiences leads to stronger loyalty in the consumers of a brand (Ercis, Unal, 

Candan & Yildrinm, 2012). According to eMarketer (2020), 65% of consumers are influenced by positive 

experiences throughout their purchase journey. On the other hand, brand loyalty is developed through the 

experience of repurchasing a brand over time (Ercis, Unal, Candan &Yildrinm, 2012). Consistent with this 

notion are findings that show that the more frequent the prior experience, the stronger the attitude (Grace & 

O’Cass, 2004). An understanding of the role of previous experience with a purchase decision is therefore 

critical to an understanding of the development of attitudinal brand loyalty (Chinomona, 2013). A path 

coefficient between brand experience and brand loyalty in Brakus et al., (2009) was statistically significant. 

Sahin, Zehir and Kitapci (2011) found out that brand experience has significantly positive effect on brand 

loyalty. In a study by Ong,Ramaya and Lee (In Inglesias,Singh & Batista-Foguet (2011) the path between 

brand experience and loyalty was not supported. 
 

Relationship between Brand Experience and Brand Satisfaction 
 

A consumer’s past consumption experiences affect brand satisfaction (Jones & Suh, 2000; Pappu& Quester, 

2006). Positive brand experience tends to generate a positive emotional and cognitive state, which 

eventually leads to psychological satisfaction with that brand (Kim, 2005). This positive brand experience 

occurs when the net value of good interactions with the brand exceeds the value of negative ones 

(Christodoulides, De Chernatony, Furrer, Shiu, Abimbola, 2006). when perceived value emanating from 

brand experience is high, satisfaction also gets high (Meyer & Schwager, 2007). Therefore, the higher the 

degree of positive brand experience the customers realize, the more they are satisfied and tend to trust that 

brand (Chinomona,2013). According to He, Li and Harris (2012), satisfaction occurs when the performance 

of a brand meets the expectations of the purchaser. If performance fails to meet expectations, negative 

disconfirmation occurs, which results in dissatisfaction (Patterson, Johnson & Spreng, 1997). A study by 

Riasma, Rahyuda and Yasa (2018) as well as Chinomona (2013) found a positive and significant statistical 

relationship between brand experience and brand satisfaction. Results in Sahin et al., (2011) indicated that 

brand experience had significantly positive effect on satisfaction. In Brakus et al., (2009) the path 

coefficient between brand experience and brand satisfaction was statistically significant. 
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Conceptual model  

After an in-depth investigation of the literature, a conceptual model was derived. The conceptual model as 

shown in figure 2 depicts the specific hypothesised causal linkages between brand experience, brand 

satisfaction and brand loyalty. Brand experience is portrayed as the independent variable whilst brand 

satisfaction and brand loyalty are dependent variables. 
 

Figure 2: The structural model representing the relationships between brand experience, brand satisfaction and brand 

loyalty. 

 
 

 

*, t-values ? |1.96| indicate significant path coefficients (p < 0.05 

 

Statistical hypotheses 
 

Hypothesis 1: The overarching research hypothesis was interpreted to indicate that the structural model 

depicted in the Figure 2 above provides a perfect explanation of the manner in which brand experience 

influences brand satisfaction and brand loyalty. The research hypothesis was translated into the following 

exact fit null hypothesis: 

H01:RMSEA=0 

Ha1:RMSEA>0 

Where RMSEA is the root mean square error of approximation. 
 

Hypothesis 2: The overarching research hypothesis for the close fit null hypothesis is: 

H01:RMSEA<0.05 

Ha1: RMSEA > 0.05 
 

Where, RMSEA is the root mean square error of approximation. In order to test the validity of the 

proposed relationships in the structural model, the following specific research hypotheses were tested: 

Hypothesis 3: brand satisfaction (?1) is positively related to brand loyalty 

 (η2) (H03: β21 = 0; Ha3: β21 > 0). 

Hypothesis 4: brand experience (?1) is positively related to brand loyalty  

(η2) (H04: γ21 = 0; Ha4: γ21 > 0). 

Hypothesis 5: brand experience (?1) is positively related to brand satisfaction 

 (η1)(H05:γ11=0;Ha5:γ11>0) 
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RESEARCH METHODOLOGY 
 

Research design 

Structural equation modelling (SEM) was used to achieve the objectives set out for this study. Aquantitative 

ex post facto correlational design was used to achieve the research objectives. 
 

Research Method 

Sample 

A non-probability sampling method, specifically convenience sampling, was used. The research hypotheses 

were empirically evaluated using a sample of second-hand car owners from Lusaka and central provinces. 

Questionnaires with cover letters were distributed to identified participants and 200 completed 

questionnaires were returned. The questionnaire had four sections. The first section for demographics, the 

second, third and fourth contained items for brand experience, satisfaction and loyalty. The sample 

comprised male (42.5%) and female (46.6%) participants. Level of qualification in the sample was 

reasonably uniformly distributed with certificate (22.4%), diploma (24.6%), bachelor’s degree (19.1%), 

master’s degree (15.3%), PhD (6.6%) and doctorate (12.0%). 
 

Measuring Instruments 
 

Three measuring instruments were used to measure the constructs of brand experience, brand satisfaction 

and brand loyalty. 
 

Brand experience 
 

Brand experience was measured using four items adapted from the brand experience scale developed by 

Brakus et al., (2009). The scale contains four dimensions of brand experience namely sensory, affective, 

intellectual and behavioural dimensions. The scale has acceptable reliability coefficients of .77 in Brakus et 

al., (2009) and .95 in Sahin et al., (2011). 
 

Brand satisfaction 
 

Satisfaction with the brand was measured using four items from the modified brand satisfaction scale (Sahin 

et al., 2011). The scale has a Cronbach’s alpha coefficient (?) of .94. a Chronbach (?) greater than 0.70 is 

generally considerate reliable (Nunnally, 1978). 
 

Brand loyalty 
 

Brand loyalty was measured using four items from the modified loyalty scale (Sahin et al., 2011). The 

modified scale had an acceptable cronbach alpha of .97. 
 

Ethical consideration 
 

Ethical clearance for the research was sought from the research ethics committee of Mulungushi University 

as a way of mitigating any potential ethical risks relating to the research. Informed consent was sought from 

participating respondents. The purpose of the study was explained to all participants. Confidentiality and 

anonymity were guaranteed. 

 

RESULTS AND ANALYSIS 
 
Missing Values 

 

Multiple imputation was used as the method to solve the problem of missing values. After treating for 
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missing values a sample size of 200 was retained. 
 

Reliability analysis 
 

Statistical Package for the Social Sciences (SPSS 25.0) was used to assess the internal consistency of the 

brand experience, brand satisfaction and the brand loyalty scales by means of the Cronbach’s alpha 

coefficients (?). for all the three scales. Scale reliability analysis results can generally be considered 

satisfactory. All the three scales meet the benchmark reliability standard of 0.70 (Nunnally & Berstein, 

1994; Pallant, 2010). The brand experience scale obtained a cronbach alpha of .74, while the brand 

satisfaction and loyalty scale obtained .88 and .82 as shown in table 1. 
 

Exploratory factor analysis 
 

Exploratory factor analysis (EFA) was used to investigate the unidimensionality assumption with regards to 

each of the three scales. In particular, the principal-axis factoring extraction method with the direct oblimin- 

rotated solution was used in SPSS 25.0. The cut-off point for substantial factor loadings was loadings ? 0.40 

(Hinkin, 1998). Adequate Kaiser– Meyer–Olkin (KMO) scores (0.60–0.81) were achieved (>0.60) (Pallant, 

2013). The eigen value-greater-than-unity rule of thumb and the scree plot was used to determine the 

number of factors to extract. All three scales were found to be uni-dimensional. All factor loadings were 

acceptable (> 0.40) and variance explained in each factor was satisfactory (> 40%). 
 

Confirmatory Factor Analysis 
 

Data was also analysed with confirmatory factor analysis (CFA) and structural equation modelling in Lisrel 

8.80 (Jöreskog & Sörbom, 2006). CFA is usually performed to test the measurement model underlying a 

measure, whilst the structural model is tested with SEM (Mahembe, Engelbrecht & De Kock, 2013). SEM 

helps to explain the patterns of covariances found amongst the observed variables in terms of the 

relationships hypothesised by both the measurement and structural models (Mahembe et al., 2013). 

Diamantopoulos & Siguaw, 2000). These techniques represent the best multivariate procedures for testing 

both the construct validity and theoretical relationships amongst a set of concepts represented by multiple 

measured variables (Mahembe et al., 2013; Hair, Black, Babin & Anderson, 2010). 
 

Table 1: Reliability of the measurement scales 

 

Scale Number of items α 

Brand Experience 4 0.74 

Brand satisfaction 4 0.88 

Brand loyalty 4 0.82 

 
Source: Authors 

 
Table 2: Exploratory factor analysis output 

 

Dimension No items Factor loadings % Variance explained 

Brand Experience 4 0.71 – 0.86 62.42 

Brand Satisfaction 4 0.75 -0.90 73.19 

Brand Loyalty 4 0.65 -0.89 66.02 

 
Source: Authors 

 

An evaluation of model fit was based on the root mean square error of approximation (RMSEA), root mean 
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squared residual (RMR), standardised root mean square residual (SRMR) goodness-of-fit index (GFI), 

adjusted GFI, normed fit index (NFI), non-normed Fit Index (NNFI), comparative fit index (CFI), 

incremental fit index (IFI), and relative fit index (RFI). The RMSEA is a measure of closeness of fit and is a 

useful indicator of model overall fit (Diamantopoulos & Siguaw, 2000). Values under .05 are indications of 

good model fit, those above .05 but less than .08 indicate reasonable fit,values greater than .08 but smaller 

than .10 indicate a mediocre model fit and those above .10 indicate poor fit (Browne & 

Cudeck,1993;Diamantopoulos & Siguaw,2000). The root mean square residual (RMR) represents the 

average value of the residual matrix while the SRMR represents the fitted residual divided by their 

estimated standard errors (Diamantopoulos & Siguaw, 2000). Values less than .05 on the latter index are 

regarded as indicative of a model that fits the data well. The GFI is an indication of the relative of the 

relative amount of variance and covariances explained by the model (Diamantopoulos & Siguaw, 2000). 

Values of the GFI should range between 0 and 1, with values greater than .90 indicating that the model fits 

the data well (Diamantopoulos & Siguaw, 2000). The normed fit index (NFI) represent the portion of total 

covariance among observed variables explained by a target model when using the null model as a baseline 

model (Hoyle,1995). The Non-normed fit index (NNFI) uses a similar logic as the NFI but adjust the 

normed fit index for the number of degrees of freedom in the model (Kelloway,1998). The two measures 

should range between 0 and 1. Values greater than .90 are interpreted as reflecting acceptable fit 

(Diamantopoulos & Siguaw, 2000). For model comparative assessment purposes the Incremental fit index 

(IFI), the comparative fit index (CFI) and the RFI are recommended (Diamantopoulos & Siguaw,2000; 

Schumacker & Lomax , 2004;Balogun,Mahembe & Allen IIe,2020). 
 

Goodness-of-fit: The measurement model 
 

The goodness of fit statistics for the measurement model are presented in Table 3. The RMSEA value of 

0.0232 indicates good model fit in the sample. The 90 percent confidence interval for RMSEA (0.0 – .0525) 

also indicate a good fit in that the upper limit of the confidence interval only fractionally exceeds the critical 

cut off value of .05. The fact that the confidence interval includes the critical cut off value of .05 implies that 

the null hypothesis of close fit will not be rejected. Lisrel test close fit in the parameter by testing Ho2 
RMSEA ? .05 against Ha2:RMSEA ? .05. The probability of observing a sample RMSEA value of .0232 

under Ho2 is sufficiently larger (.929) than the critical p value of .05. This means that Ho2 is not rejected. 

Good model fit is further supported by the GFI   (0.947) , NFI (0.972), CFI(0.997 ) ,NNFI(0.996 ) 

,IFI(0.997), and the RFI (0.964) indices. All of these indices are greater than .90, which represent good 

model fit (Hair, Anderson, Black, Babin & Black, 2010; Kelloway, 1998). Furthermore the standardised 

RMR value of (0.04) is below the 0.05 threshold, providing more evidence of good model fit 

(Diamantopoulos & Siguaw, 2000). 
 

Measurement model factor loadings 
 

The completely standardised factor loading for the items contained in the overall measurement model are 

generally satisfactorily large >.50 (Hair, Black, Babin, & Anderson, 2010), except for one loading item BL8 

for the BL scale which fells marginally below the cut-off level (Hair et al., 2010). However overall results 

imply that the items reflect the dimension they were designed to represent 
 

Goodness-of-fit indices for the structural model 
 

A thorough interpretation of all the fit indices as shown in table 3 led to the conclusion that the structural 

model fitted the data well. The RMSEA value of this model 0.0232 presents good fit. The goodness-of-fit 

index GFI 0.947 of this model achieved the ideal value of 0.90. The incremental fit indices, namely the NFI 

0.972, CFI; 0.997, IFI; 0.997 and RFI are above 0.90, which indicate good comparative fit relative to a 

baseline model. Modification indices were also investigated so as to determine the extent to which the 

structural model was successful in explaining the observed covariance’s among the variables. Large 
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modification index values (> 6.6349) would be indicative of parameters that if set free, would potentially 

improve the fit of the model (p ? 0.01). An examination of modification indices suggest no further 

additional paths between the latent variables that would improve the fit of the structural model. 
 

Other key findings 
 

The SEM path between brand satisfaction and brand loyalty was significant (t = 4.131; p < 0.05) as shown 

in table 4, thus hypothesis 3 was confirmed. A positive relationship between brand experience and brand 

loyalty was found (t = 4.495; p < 0.05) hence hypothesis 4 was supported. Similarly the SEM path between 

brand experience and brand satisfaction was found to be significant thus supporting hypothesis 5 (t = 6.503; 

p < 0.05) (see Table 4). 
 

Table3: Goodness-of-fit indices for the measurement and structural model 

 

Model RMSEA pclose fit SRMR GFI NFI NNFI CFI IFI RFI 

Meas 0.0232 0.929 0.0477 0.947 0.972 0.966 0.997 0.997 0.964 

Stru 0.0232 0.929 0.0477 0.947 0.972 0.966 0.997 0.997 0.964 

 
Source: Authors 

 
Table 4: The gamma and beta matrix of path coefficients for the structural model 

 

Latent Variable Brand experience Brand Satisfaction 

 
Brand Satisfaction 

0.551  

-0.085  

6.503 *  

 
Brand Loyalty 

0.389 0.387 

-0.086 -0.094 

4.495* 4.131* 

 

Completely standardised path coefficients in bold. Standard error estimates in brackets t-values ? | 1.96| 

indicate significant parameter estimates. *, p < 0.05 
 

Source: Authors 

 

DISCUSSION 
 
The objective of this study was to evaluate the relationship between brand experience, brand satisfaction and 

brand loyalty. The study also aimed at validating a theoretical model explicating the structural relationships 

between these variables in the Zambian context. In order to achieve the above two objectives it was 

hypothesized that (1) brand satisfaction has a significant positive influence on brand loyalty, (2) brand 

experience has a significant positive influence on brand loyalty, (3) brand experience has a significant 

influence on brand satisfaction. All the three scales recorded high reliability coefficients above the .70 

threshold (Nunnally & Bernstein, 1994). The goodness fit indices for both the measurement and structural 

models indicated good model fit (see Table 3). These results are an indication that the proposed theoretical 

model underlying the relationships between the three variables is supported and that the indicator variables 

measured the dimensions as postulated. Our finding of a positive relationship between brand satisfaction and 

brand loyalty is consistent with previous empirical research studies such as Souri(2017), Awan and Rehman 

(2015), Moreira, Silva and Mountinho (2017) as well as Riasma etal., (2018)who found a significant 

relationship between brand satisfaction and brand loyalty. Satisfied customers are more likely to develop 
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brand repurchase intentions or loyalty intentions. Furthermore we also found a significant result in the SEM 

path between brand experience and brand loyalty. Other studies such as Briliana (2017),Moreira et 

al.,(2017),Riasma et al.,(2018) and Mostafa and Kasamani(2020) found a statistically significant 

relationship between brand experience and brand loyalty. When a customer interacts with brand related 

stimuli experiences are formed and stored in memory that eventually influences an individual’s future 

oriented consumer loyalty (Mittal & Kamakura, 2001; Oliver, 1997; Reichheld,1996; Brakus et al.,2009). A 

further analysis of the data found a positive relationship between brand experience and brand satisfaction. 

This outcome is consistent with findings by Brakus et al.,(2009), Sahin et al.,(2011), Sahin,Turhan and 

Zehir(2013) and Riasma et al.,(2018) who found a significant path coefficient between brand experience 

and brand satisfaction. According to Cacioppo and Petty ( 1982) consumers generally look for pleasant 

experiences that require intellectual stimulation. The more a brand evokes multiple experience dimensions 

the more satisfied a consumer will be with a brand (Brakus et al., 2009). 

 

CONCLUSION 
 
The results of this research have provided evidence to the extent that brand experience and brand 

satisfaction play an important role in the promotion of brand loyalty. From the academic and managerial 

perspective, there are several important implications that can be drawn from the results of this study. The 

postulated conceptual model was evaluated using structural equation modelling (SEM) a robust 

methodological procedure for testing theoretical models. Results have shown that the proposed model is 

plausible hence making a theoretical contribution by providing empirical evidence that brand experience and 

brand satisfaction are predictors of brand loyalty (Moreira et al.,2017). To develop brand loyalty and satisfy 

customers marketing managers in automotive companies dealing in imported second hand vehicles in 

Zambia will need to focus on creating memorable customer experiences with the services provided and the 

brand itself. A non probability sampling procedure and ex post facto research design were used in this study 

making it difficult to generalize the results. It is recommended therefore that future studies should avoid 

making use of a convenient sample but one that will be chosen based on greater probability and randomness. 

Future studies should replicate the study using bigger and culturally diverse samples. 
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