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Abstract- This exploratory study was conducted to investigate the determinants of the multidimensional brand loyalty model 
in the Egyptian mobile retail industry as an example of an emerging economy. Based on comprehensive literature review and 
an intensive exploratory study a conceptual framework was proposed. The proposed conceptual framework is based on an 
integration of 5 existing multidimensional loyalty models, focusing on five independent variables: price, quality, perceived 
value, services, and other factors (promotion, distribution, existence, social class, and demographics). The dependent 

variable is the brand loyalty, generated as result of the intervening variable, which is customer satisfaction that provides 
synergy towards the brand loyalty. The proposed conceptual framework, included ethics as a moderating variable as it 
appears in the literature review and raised through the exploratory study. In addition, the research resulted in a number of 
empirical recommendations that should be considered by the experts in this market. Future research should focus on 
empirically testing the model in more than one industry in several emerging markets in order to be able to generalize the 
results. 
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I. INTRODUCTION 

 

Brand Loyalty plays a very important role in 

marketing and it has been identified and studied since 

the 1920s. A number of factors determine the 

consumer’s decision at the time of the purchase or 

selection of a brand over its competitors. We look 
closely at local telecom industry and specifically 

mobile retail market.  

Over the last couple of decades mobile 

communication industry has been growing rapidly 

and it plays a role in the economies that can’t be 

underestimated. It changes the way people are living 

their daily lives.  It has been changing the lives of 

millions of people all around the world. It makes it 

possible to exchange information in a timely manner, 

facilitates creation of business relationships, aids in 

decision making, and helps establish the required 
levels of communication. Brand loyalty received a 

great deal of interest and attention in 

telecommunication sector and many studies were 

conducted for this sector. 

The objective of this research is to identify and 

understand the factors that affect Brand Loyalty and 

how it could be used by marketers to create loyalty 

for the newly introduced brands or enhance the 

loyalty for the well-known brands 

 

II. LITERATURE REVIEW 
 

The consumer’s brand loyalty is the core of the 

brand’s equity (Aaker, 1991). This shows the 

importance of the brand loyalty for any marketer. The 

telecommunication industry has shown a lot of 

attention and interest for brand loyalty, which was 

shown by researches made in France (Lee, Lee & 

feick, 2001), Greece (Santouridis & Trivellas, 2010). 

It has always been the focus of market researchers 

and marketing managers (Srivastava, 2007; Jacoby & 

Chestnut, 1978; Dick & Basu, 1994; Oliver, 1999). 

Aaker (1991) defined brand loyalty as when the 

consumer has a strong relationship with a brand, 

which results in repeated purchase whilst not paying 

attention to other brands despite the possibility of 
their products being better. That is why this 

exploratory research is focusing on understanding the 

determinants of brand loyalty.  

Brand awareness is the first dimension of brand 

loyalty. It is the consumers’ ability to identify a brand 

and could easily recognize its products amongst other 

brands (Lee & Back, 2008 and Chaudhuri & 

Holbrook, 2001; Keller, 2007; Bornmark et al., 

2005). Brand awareness has many determinants such 

as promotion, positive brand placement, and word of 

mouth (WOM) (Neslin, Henderson, and Quelch 
1985;Lattin & Bucklin, 1989). It should be noted that 

awareness alone doesn’t create the desire or later on 

loyalty but the brand image does (Menon et al., 2002; 

East et al., 2007; Warlop et al., 2005; Aaker, 1991, 

1996, 2003) In addition, it should be noted that the 

role of WOM is extremely important as consumers 

trust each other more than they trust advertisements 

(Katz & Lazarsfeld,1955; East et al., 2007).  

 Brand affect influences the attitudinal loyalty and 

purchase loyalty which is reflected through 

consumers’ behavior towards a brand (Chaudhuri & 
Holbrook, 2001; Chaudhuri and Holbrook, 2001; 

Dick & Basu, 1994). Several researchers showed that 

the consumers loyalty towards a brand has several 

levels of commitment that are presented in trust, 

repeated purchase, reluctance to switch to another 

brand, and the emotional affect like happiness or joy 

that brand brings to the consumer when using its 

product (Aaker, 1991; Aasel, 1998). In addition, the 
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level of emotions in the purchasing decision varies 

depending on the level of involvement with the 
purchased product (Hopkinson & Pujari, 1999).  

Customer satisfaction is defined by (Kotler, 

Armstrong and Haque, 2010) as the extent to which 

the product’s performance meets or exceeded the 

consumers’ expectations. This satisfaction results in 

repeated purchase thus creating loyalty towards a 

specific brand. On the contrary when customers are 

dissatisfied with product this creates a negative 

impact on the customer, which could result in brand 

switching if there’s no other choice (Lau, et.al, 2006). 

It was empirically tested by a number of researchers 

that several factors influence the level of customer 
satisfaction. The first one is price that plays as a very 

important factor in the consumer purchasing decision 

(Barringer & Ireland, 2009; May, 1965; Elliot & 

Cameron, 1994). Perceived value is also an 

antecedent of customer satisfaction (Anderson & 

Fornell, 2000; Kotler, et al 2010). Finally, perceived 

quality that is identified as the extent to which a 

product can satisfy the consumer’s implied needs 

(Kotler & Armstrong, 2009;Archibald, Haulman & 

Moody, 1983).  

Brand trust is built when a brand consistently 
succeeds to meet the consumers’ expectations thus 

influencing their purchase decisions to keep buying 

the brand’s products which in turn creates high 

attitudinal brand loyalty (Chaudhuri & Holbrook, 

2001; Morgan & Hunt, 1994). The main two 

components of brand trust would be trust worthiness 

and expertise. Trust worthiness is defined as the 

brands ability to provide quality that meets or exceeds 

customers’ expectations, whilst expertise would be 

customers’ perception of the extent to which a brand 

is skillful and knowledge about its products (Yongjun 

Sung, Jooyoung Kim, 2010).  
Based on the literature review, service quality, 

satisfaction, trust and commitment are all major 

antecedents of brand loyalty for telecommunication 

sector and for other market with similar 

characteristics (Nawaz, 2011). It’s concluded that the 

Service quality is the most important factor that 

directly has an influence on brand loyalty. 

Furthermore, service quality and satisfaction also 

have indirect positive influence on customer loyalty. 

 

III. EGYPTIAN TELECOMMUNICATION 

MARKET 

 

Mobile telecommunication was introduced 

commercially in Egypt back in 1998 with Mobinil as 

the sole network operator and it has been merged 

with “Orange” the globally renowned operator owned 

by France Telecom.  “Click” was the second operator 

to launch in the Egyptian market and it was later on 

acquired by British world-wide operator “Vodafone”. 

Finally “Etisalat” was the last network operator to 

launch in Egypt back in 2007. The introduction of the 

mobile network operators in Egypt led to a new 

industry to the local market which was the mobile 

handset retail business. The market for handsets 
started with a very nice targeted segment that could 

afford owning a mobile phone and line due to their 

extremely high costs. As the costs got lower this 

segment got bigger and bigger and nowadays anyone 

can afford to own a mobile phone (NTRA, 2011). 

Different Mobile handset brands were introduced to 

the market like Nokia, Motorola, LG, Ericsson and 

Simens. Some of those brands managed to create 

customer loyalty and made their customers loyal the 

brand until now while other brands failed to do so and 

ended up going out of business. Along the way new 

brands have been introduced to the market and 
managed to acquire large market shares like Samsung 

and Apple despite many customers remained loyal to 

their old brands and refused to switch nevertheless 

the better products and offers from the new entrants 

in the market.(GFK, 2011). 

 

In order to be able to get involved in the competition 

and understand why customers’ sometimes tend to be 

very loyal to certain brands; the researcher tries to 

understand the factors that lead to brand loyalty. This 

will help in understanding how to analyse the 
consumers’ behaviour that relates to this dimension 

and breakdown the factors that lead to it.  

 

IV. EXPLORATORY STUDY 

 

In order to be able to get involved in the competition 

and understand why customers’ sometimes tend to be 

very loyal to certain brands; the researchers tried to 

understand the factors that lead to brand loyalty. This 

will help in understanding how to analyse the 

consumers’ behaviour that relates to this dimension 

and breakdown the factors that lead to it.  The 
purpose of this exploratory research is to explore the 

factors that affect brand loyalty. After identifying 

those factors marketers will be able to better market a 

diverse array of brands based on the product qualities, 

rather than sticking only with the main players that 

customers are only keen to buy their products. On the 

contrary it will help big brands in enhancing the 

loyalty of their customers. Not much research has 

been conducted about this topic in Egypt, which is 

why the researchers built his study in this particular 

topic to tackle an area that needs further exploration.  
The researchers conducted an exploratory study in the 

form of in-depth interviews with 5 respondents, 

which consisted of subject matter experts (SMEs) and 

normal users through a simple three questions 

structured interview. The purpose was to get the 

insights of the interviewees on the proposed model 

and their input on whether there are additional 

variables that should’ve been added.  The sampling 

method used was a non-probability method since the 

researcher did not select the respondents based on 

random selection but rather on the accessible 

population. 
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The interviewer asked the following questions: What 

do you think are the factors that determine brand 
loyalty? What do you think about the factors I chose 

for brand loyalty? (after showing the proposed model 

to the interviewee) and What else do you think affects 

brand loyalty? 

The analysis of the 5 in-depth interviews indicates the 

following findings: Confirmed the researchers’ 

proposed variables, added “Resale” as a new variable, 

which was added to the model and reduced the 

number of variables in the model to avoid 

redundancy. 

 

V. PROPOSED CONCEPTUAL FRAMEWORK 
 

Based on a comprehensive literature review and 

exploratory research, a proposed conceptual 

framework was developed. The proposed conceptual 

framework is based on a mix of 5 different models, 

using five independent variables: price, quality, 

perceived value, services, and other factors 

(promotion, distribution, existence, social class, and 

demographics).  

The proposed dependent variable is Brand Loyalty 

define as consumers’ commitment to re-purchasing 
the same products or services every time (Oliver, 

1999). The independent variables are first the 

promotion, which has different means have 

significant association between consumer and brand 

(Lattin & Bucklin, 1989). The proposed model 

indicates the positive relationship between promotion 

and brand loyalty. 

Second independent variable is word of mouth 

(WOM) that was proven by the literature (Katz & 

Lazarsfeld,1955; Aaker, 1991, 1996, 2003) and the 

exploratory study that it has a positive relationship 

with brand loyalty. 
Brand affect is a third independent variable that is 

defined in this study as a brand’s ability to generate a 

positive emotional response in the consumer 

alongside its utilitarian value (Chaudhuri and 

Holbrook, 2001). This is supported by the exploratory 

research and hence a positive relationship between 

brand affect and brand loyalty is proposed in this 

model. 

Another independent variable is customer satisfaction 

that is defined as the extent to which the product’s 

performance meets or exceeded the consumers’ 
expectations (Kotler, Armstrong & Haque, 2010). 

The researchers will attempt to cover the variable and 

the factors that form it which include price, perceived 

value and perceived quality. Price is identified as the 

amount that consumer is willing to spend on a 

product or service (Barringer & Ireland, 2009). 

Perceived value is identified as how much the 

consumer values what is offered versus the cost as 

opposed to other offerings in the market (Kotler, 

Armstrong, Agnihotri & Haque, 2010), while 

perceived quality is defined as the extent to which a 

product can satisfies the consumer’s stated or implied 

needs (Kotler & Armstrong, 2009). The proposed 

model indicates that customer satisfaction have a 
positive relationship with brand loyalty. 

Brand trust is another independent variable that built 

when a brand consistently succeeds to meet the 

consumers’ expectations thus influencing their 

purchase decisions to keep buying the brand’s 

products which in turn creates high attitudinal brand 

loyalty (Chaudhuri & Holbrook, 2001). Hence, brand 

Trust is assumed to have a positive relationship with 

brand loyalty 

Finally, based on the exploratory research, resale 

value was added to the model as an independent 

variable in spite of being missing during the literature 
review. Hence, the resale Value is assumed to have a 

positive relationship with brand loyalty. 

 

VI. CONCLUSION, EMPIRICAL 

RECOMMENDATIONS AND FUTURE 

RESEARCH 

 

In conclusion, it was clear that after the introduction 

of the Mobile operators in Egypt more than a decade 

ago, the mobile handset retail market was established 

consisting of several multinational brands. As time 
went by, some of those brands disappeared while 

others managed to create customers loyal to them. 

The research objective was to explore the factors that 

affect brand loyalty in the telecommunication 

Egyptian market. After identifying those factors 

marketers will be able to market a diverse array of 

brands based on the product qualities, rather than 

sticking only with the main players that customers are 

only keen to buy their products. It should be noted 

that in Egypt as an example of emerging market, this 

proposed model will help multinational brands in 

enhancing the loyalty of their customers.  
A set of empirical recommendations was developed 

based on the outcomes of the exploratory qualitative 

research and directed to the marketing teams for 

mobile handsets in Egypt. These recommendations 

focused on building Brand Trust with the consumer’s 

especially at the low-end segments, as this will help 

creating Brand Loyalty and develop a resale strategy 

for their products through trade-in programs. 

Future research should be conducted to empirically 

test the proposed model in different emerging 

economies in order to develop comparative analysis 
and be able to generalize the results. 
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