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Abstract- Globally, the hospitality industry positions as one of the utmost modest commercial sectors, with hostile
firms trusting on a mix of approaches, for instance, customer relationship marketing to stopover significant, entice
and preserve customers. This article investigates how brand equity of the local and international fast-food
restaurants effects brand reputation (BR) and brand trust (BT). The data collection questionnaire was employed to
369 randomly selected respondents at major cities of the country. The data analysis used structural equation
modeling to ensure the statistical significance of the relationship that exists among dimensions of brand equity,
brand reputation, and brand trust. The findings exhibits, a positive and significant association between brand
awareness (BA), brand association (BAS), brand reputation, and brand trust. This study also reflects the full
mediation. This implies that customer-based brand equity dimension and brand reputation are vital for brand trust.
The outcomes of the scholarship will aid, to advance indulgent of the multifaceted psychosomatic procedures

tangled in purchaser selection standards for fast-food restaurants and hospitality industry.
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1. Introduction
The extremely modest business milieu militaries organizations to distinguish themselves amongst their contestants
in order to confirm their enduring existence and victory. Consequently, constructing a tough brand has become the
main concern for several prosperous enterprises [1]. Unquestionably, nowadays, in the era of rapidity in the field of
information technology, product similarity, and propagation, in the use of social media and access to unrestrained
information around the globe, globalization, and increase in the level of education and more informed customers,

firms are estimated to give more solid rationalization to customers. Indeed, they have no stress-free way left, without
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businesses modernly generate value via a brand trust (BT). On the wholes, it is a conviction of customers that the
brand will satisfy/perform the main functions and offers core benefits [2]. In fact, it is one of the signs mean that
firms utilize to stimulate end-user attitude towards the brand. Additionally, it is a promise of the organization or its
brand to spectacle its distinctive personality to customers, so that customers comprehend that the central values of
the firms are customer-centered. If a brand or an enterprise needs to advance the trust of users, it initially must
consider whether it can be “psychologically” acknowledged by users. [3]. According to [4], executives necessitate
building brand trust with the motive to enjoy finance and modest benefits of customer-based brand equity (CBBE).
This would necessitate an undertaking attitude for brand administration. Executives should consequently devote
belligerently in satisfaction of customers’ activities, moan handling, and communication strategies. While
employing executives should work thoroughly for nurturing limpidity and sincerity in the mind of their end-users.
Both of such facets custom the base of constructing customer trust.

Interestingly, in today's world of ingestion, where it is progressively stress-free for customers to exhibit exciting
piety and contempt toward brands by means of distinctive channels, for this reason, it is significant for marketing
managers to cognize the factors of behaviors focused toward brands trust [5]. Admittedly, by using marketing mix
elements brand awareness (BA) should be increased in order to facilitate the information related to the brand, it will
also increase the trust of the customer [6]. Brand equity (BE) is the mean of adding value linked with specific
offerings via the consumer's beliefs, confrontations, and engagements. CBBE is employed with the status quo where
consumers have well-intentioned, trustworthy and a distinctive association of brand in memory. Clearly, though,
offerings with a great extent of BE will absolutely have a smaller amount of value without having a brand name [7].
CBBE is real illustrative of customer relationship marketing [8]. To [9], brand association (BAS), brand awareness,
perceived quality, and brand loyalty are the antecedents of brand equity.

In fact, keeping an eye on specifically fast-food restaurants, of the hospitality industry. Globally, there is
increasing competition in the industry, related to satisfying current customers, retaining them and generating
dominant brands. Consequently, the main influences that aid to generate a potent brand is an investment and the
refining reputation of brands and creating trust by means of the marketing mix [10]. Furthermore, around the globe
habits of eating patterns such as fast food choices, preparation, and way of eating or consumption substantially,
changed [11]. Besides, vicissitudes in customers, routines have directed to an upsurge in the plea for diverse eating
experiences and to the fast advancements in the fast-food restaurant hospitality industry [12]. [13] Proposes that
liberated cafes and restaurants putting effort as because the customers are varied to local restaurants. In general,
Pakistan fast food industry ranked 8" world largest market for food and related businesses (Khan 2019).
Correspondingly, ranked 2" largest in the country indeed accounted for 27% of value-added production and 16% of
total employment in manufacturing sector. 53.09% contribution to GDP comes from the service sector of the
country. Most recent hospitality-based studies include [14, 15, 16, 17].

This study contributes to the research in the following ways. First, [18], suggested that examining the influence of
the dynamic the advancement of fast food restaurant brands is significant for developing economies. Additionally,
preceding studies have evaluated the association amongst BR and BT [13], yet no scholarship, to the finest of our

knowledge, studied the influence of brand reputation on the association amongst customers based fast food
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restaurants brand equity and trust on the brand in the hospitality industry of Pakistan. Second, the least amount of
support witnessed with esteem to the mediating role of brand reputation [19]. Third, In fact, previously, most of the
scholars used brand trust as an antecedent to measure its effects on brand equity [20, 21]. Instead, few of the
scholars investigated the effects of brand equity dimensions on brand trust [22]. That is, why this study based to
analyze the direct and indirect effects of brand equity dimensions on brand trust. Interestingly, [19], investigated the
impact of brand reputation as a mediator between brand extensions and perceived quality. Similarly, this study
examined the mediating role of brand reputation instead, between brand equity dimension and brand trust.

2. Literature Review

2.1 Conceptual Model

A substantial extent of inquiry is rapt towards classifying the measurements of BE and forming a conjoint basis
for an additional scholarship [23, 24]. [25], categorized four measurements of BE, specifically, brand loyalty, brand
awareness, perceived quality and brand association. Keeping in view the distinctive qualities of services, scholars
have investigated accustomed dimensions of service BE. Similarly. [26], classified four dimensions of brand equity
(e.g. Brand awareness, brand image, quality, and loyalty). Whereas in this article, we utilized two measures of their
studies brand association and brand awareness.

Indeed, to determine further association with other branding features, the present education further includes brand
trust and brand reputation. In general, in the hospitality sector, it was proved that increased brand trust, lessen the
customers' supposed risk when they make a choice for service [27]. On the whole, researchers have confirmed that a
decent reputation is seeming as a signal of trustworthiness [28] and acts as a forerunner to trust. For this reason, the
present work employed brand reputation as a mediating variable among dimensions of brand equity and brand

trust.Fig.1 represents the conceptual framework of the study and hypotheses administered.

2.2 Hypothesis Development

2.2.1 The impact of brand association on brand reputation

[29], defined brand association as a “nodes refer to concepts in a semantic network”. The knots comprise
particularly facts of goods and services, such as logos, labeling, price, and advertisement of the particular brand,
furthermore, positive or negative toward-of-mouth and the customers' past experience [30]. Additionally, from the
viewpoint of signaling theory, most of the individuals’ utilize their practice and understanding of the firm’s
reputation as a signal as they are often inept to discern a firm well [31]. Generally, brand associations are considered
as one of the most critical drivers in building a brand image [32]. Moreover, [33], notified that a resilient memory
impact strengthens a brand image which indirectly increases brand reputation.

Also, [17], conducted a study of a sample of 918 hotel guests in Turkey, found a positive relationship between
CBBE and trust. As well as, [34], also found the significant association between a brand association and brand
reputation, a study conducted in the UK’s hotel industry. Furthermore, investigated a study of a sample of 274

restaurant customer in the context of Pakistan, found a positive relationship between the brand association and brand
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reputation [35]. As a result, a customer who is devoted to a brand often associate escort with a progressive

reputation [36]. Hence, the present study hypothesizes that:
H,: the Brand association has a positive and statistically significant impact on brand reputation.

2.2.2 The impact of brand awareness on brand reputation

Brand awareness is considered one of the key components of brand equity and having greater worth in the CBBE
model [37]. Indeed, as an important element of CBBE, strong brand awareness, as a result, it leads to greater
chances of brand preferences and buying intention [17]. [26], defined brand awareness as a “strength of the brand
node in the minds of consumers”. Nonetheless, [38], conclude that brand awareness “represents the consumer’s
ability to recognize or remember the name of a brand with or without external support”. Yet, it is considered one of
the key concepts in consumer behavior and marketing [39]. More importantly, few scholar’s highpoints the vitality
of brand awareness in the context of the hospitality industry [40, 41].

To repeat, [42], notifies that brand awareness donates to construct sincerity, the result of, which generates
trustworthiness intensions. Generally, researchers have confirmed that brand awareness is associated with a brand
reputation [43]. Also, [31], investigated a study of a sample of 867 South Korean consumers, found a positive
relationship between corporate reputation and corporate brand equity. In addition, [34], conducted a study of a
sample of 379 hotel customers in the UK, found a positive relationship between brand awareness and brand
reputation. In fact, both dimensions of brand equity are reflected to be the core elements of reputation [44]. For this

reason, following the hypothesis constructed.
H,: Brand awareness has a significant impact on brand trust.

2.2.3 The impact of brand reputation on brand trust

[45], specified that when the individuals fully satisfied with offerings and their benefits they will become
intrinsically loyal. Usually, a well reputable brand is one of the key factors of firms’ which lead towards an increase
in the profitability and market share. Apart from this, it’s grounded in the quality of offerings and their value-added
services. [46], suggests that an optimistic reputation articulates a low level of risk and stimulates purchasing
decisions. In general, in the hospitality sector, trust is considered to be the most critical factor in the consumer
buying decision [47]. In most cases, when customers trust a brand, they trust that the “food is of high quality,
reducing uncertainties like lack of hygiene and freshness.” Consequently, in preserving an optimistic association
amongst customers and earners, the researchers reflect trust as a vital element [48, 49].

Brand reputation has the capability to decrease doubt and generate trust [50]. In the context of a hospitality
industry such as fast food and chain restaurants, reputation is considered more influential due to the services’
vagueness [51]. Investigators have confirmed that brand reputation has an optimistic consequence of brand trust
[52]. [53], also found a positive relationship between brand reputation and brand trust. So, the current study

hypothesizes that:

Hs: Brand reputation has a significant impact on brand trust.
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Figure 1

2.2.4 The mediating role of brand reputation

This study tests the direct impact of brand equity dimensions on brand trust as well as explore mediation effects of
brand reputation on the association among dimensions of brand equity and brand trust. In general, previous scholars
have investigated the significant association among brand trust and CBBE [54, 55]. For example, [56], states that
humanizing qualities of services are surely connected to refining brand trust. Moreover, [57], found the positive
effects of service quality on brand trust in the fast-food industry in South Korea. However, there is a contentious
improvement in food safety standards, quality of food, and the services offered in the restaurant, the trust of
customers increase if they will realize it [58].

[42], found that brand association is the dominant factor of brand trust in service brands. Indeed, few scholars
used the brand reputation as the mediator between dimensions of brand equity and brand trust and found the positive
outcomes [53]. Author’s notified, the positive partial mediation between brand awareness and brand trust, in
contrast, few of them also found the full mediation between a brand association and brand trust [53]. Most recent

studies related to the mediating role of brand reputation involve [19, 59]. Thus, the present study hypothesizes that:

H,: The relationship between the brand association and brand trust significantly mediated by brand reputation.

Hs: The relationship between brand awareness and brand trust is significantly mediated by brand reputation.

3. Methodology

3.1 The sample and data collection

A pilot study was conducted, before the administration of the main survey. The main survey, led in the major
cities of the country (e.g. Islamabad, Lahore, Karachi, and Hyderabad). Before proceeding towards filling the
questionnaire, respondents were asked do they have any experience of fast-food restaurants and brands. The
technique of field survey adopted a convenient sampling method used to select respondents. Sample of (N = 369)
represents the population of Pakistan.

Demographically, 46.5% of respondents were males, while the rest of 53.5% were females. 31.0% of the
respondents fall within the age of 16 — 25 years. 21.5% between 26 — 35, 39.0% in the range of 36 — 45 and the rest
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of 8.5% were above 46 years. From cleaning and hygiene perspective 71.8% of respondents preferred to
international brands for dine-in while resting 28.2% to local brands. In contrast, from the taste point of view, 67.2%

prefer the local brands.

3.2 Measurements

This study adopted a well-established scale. To assess the constructs (variables), a 7 point-Likert scale used,
which range from 1 — strongly disagree to 7 — strongly agree. Brand awareness measured by using 3 items. Brand
association measured by using 3 items. Brand reputation assessed by using 4 items. Construct of brand trust

evaluated by using 5 items. The items were adopted from previous studies [19, 52, 59].

4. Findings

The table — 1: show the results related to the assessment of the constructs. As per the rule of thumb set by [60], the
coefficient value of CA should be higher than 0.7. Reliability will be excellent if it falls in between 0.7 to 0.9 it will
be named high reliability. If in between 0.5 to 0.7 it will become moderate. And if it will be < 0.5 it will categorize
low. All of the constructs results (BA =0.742, BAS = 0.775, BR = 0.886, and BT = 0.841) fall in the range of 0.7 to
0.9 called excellent reliability. In addition, related to the loading, [61], proposed that loadings should have a value
greater than 0.5. Furthermore, [62], stated that the value of AVE should be greater than 0.5. And According to [63],
composite reliability should be greater than 0.7. Hence, keeping in view all the rules of thumbs related to reliability
and validity standards, the results of the study founded satisfactory and meet the basic criteria developed by the

previous scholars.

Table 1. Measurement model evolution

Constructs Items Loadings cA ’CR *AVE

Brand BAl 0.825 0.742 0.853 0.66
Awareness (BA) BA2 0.762
BA3 0.847

Brand BAS1 0.868 0.775 0.861 0.676
Association (BAS) BAS2 0.887
BAS3 0.698

Brand BR1 0.894 0.886 0.921 0.745
Reputation (BR) BR2 0.824
BR3 0.874
BR4 0.861

Brand Trust (BT) BT1 0.825 0.841 0.887 0.613
BT2 0.639
BT3 0.763
BT4 0.85
BT5 0.819

Note: 'CA — Cronbach alpha, > CR- Composite reliability, and >AVE- Average variance extracted.

Page | 1299 Copyright © 2019 Authors



THINK INDIA (Quarterly Journal)

ISSN: 0971-1260
Vol-22-Issue-3-July-September-2019

Table 2 depicts that there was no multicollinearity within the responses and data used in the study. The criterion of
Heterotrait — Monotrait ratio is the most acceptable technique of partial least squares modeling to check the
multicollinearity within the data. According to [64, 65], HTMT ratio value of any variable should not be greater than
0.9. The results were found in the range of (0.465 to 0.824) as reflected in the table below. Hence, it was proved that

the study meets the rule of thumbs.

Table 2. Heterotrait-Monotrait ratio

Brand Association Brand Awareness Brand Reputation Brand Trust
Brand Association
Brand Awareness 0.824
Brand Reputation 0.465 0.567
Brand Trust 0.503 0.496 0.63
Table 3. Path coefficients and hypothesis testing
Hypothesis Relationship ‘ Beta ‘ Mean ’ SD t-value p-value Decision
Direct Effect
H1 BAS -> BR 0.217 0.225 0.059 3.688** 0.000*** Supported
H2 BA ->BR 0.324 0.32 0.066 4.938** 0.000*** Supported
H3 BR -> BT 0.554 0.556 0.039 14.132** 0.000*** Supported
Indirect Effect
H4 BAS->BR -> BT 0.12 0.126 0.035 3.40** 0.001*** Supported
H5 BA ->BR -> BT 0.179 0.178 0.039 4.59%* 0.000*** Supported

Note: ** t-value > 2, and ***p-value < 0.05 (one-tailed).

5. Discussion

The present study adds to the growing literature on brand equity, brand trust, and brand reputation. Initially
article, put emphasis on the brand trust used as dependent variable later on CBBE and its dimensions, and then to
brand reputation used as a mediator. The study proved that those constructs are vital for the hospitality industry and
tourism (Royal Taj, Sindhri, Pizza Max, Marriot, Hayat Residency, KFC, Pizza Hut, and McDonald's). This article
states that both dimensions of CBBE brand association and brand awareness are considered to be the crucial
elements [55, 66] Correspondingly, previous scholars have well-played, with brand equity [67, 68, 69, 70].
Notwithstanding, this work is particularly based in the emerging country like the Pakistan, where there is need to
validate the previous work [71], and suggestion to study the relationship between brand reputation and brand trust
[35].

Interestingly, [72], argued that when you have a greater level of supply the opportunities of reputation will be
increased, thus supported is needed. Unquestionably, CBBE dimensions used to increase the level of reputation as
mentioned literature review section of the article. Therefore, as reflected in table 3. Hypotheses 1 and 2 supported
with positive (beta coefficient = 0.217 and 0.324; t-value 3.688 and 4.938; and both p-value 0.000). The result of

both hypotheses consistent with [73, 74, 75]. In fact, if firms improve customers goodwill towards their brand, in
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turn, it will improve brand trust [3]. In general, most of the respondents prefer to have dine-in multinational
franchise restaurants like KFC, Pizza Hut. It is the result of higher brand reputation which leads to the higher trust of
respondents, it is confirmed with the frequency of their visit. Therefore, hypothesis 3 supported with positive (beta
coefficient = 0.554, t-value 14.132, and p-value 0.000). The results of the hypothesis consistent with [3].
Additionally, hypotheses — 4 & 5: established in support of the mediating effect of brand reputation to brant trust.
Indeed, the full mediation was founded into the analysis. The results founded significant as t-value 3.40 and 4.59 > 2
and p-value 0.001 and 0.000 < 0.05. The results are consistent with previous studies [52, 53].

6. Research Implications

It is indispensable to understand the drive of stopover and advance brand equity dimensions grounded on the aims
of the visit in the hospitality industry to improve the reputation and trust of service providing organizations. To
repeat, marketing heads and local brand owners are required to do advertisement of their brands via giving gifts to
customers, social media campaign, discount offers on doing online survey’s and make ensure that they are satisfied.
The level of satisfaction can be ensured by asking eaters’ and making phone calls to customers’ who make daily
delivery orders. In addition, operational teams of the restaurants either local or international are responsible to
improve the trust level. The customers directly visit the restaurants, the behavior of staffs, and interior play vital role

for a brand image as well as the reputation of the brand at large scale.

Marketing heads required to focus on the qualities of the foods and services, ambiance, staff grooming and use of
languages as it’s prone to the establishment of trust and reputation of the brand and restaurant [76, 77, 78]. Apart
from this, marketing executives and restaurant managers should contemplate how to arouse customers sensitive
attitudes based on their demographics (e.g. age, gender, and education) and other drivers like trust, goals and an
environment. For instance, the atmosphere of service providing companies (e.g. lighting, color, layouts, and music)

needs to be considered as per customers symbolic necessities.

7. Limitation And Future Direction
This study was conducted in Pakistan. In addition, it focused only on foremost local (Pizza Max, Sindhri, and
Royal Taj) and international brands (McDonald’s, KFC, and Pizza Hut). The technique of field survey adopted.
Only four cities of the country covered. Furthermore, only two dimensions of brand equity considered. As a result,
future studies necessary to involve other dimensions of the brand equity (e.g. brand affect, self-congruence, food and
service quality). Furthermore, this study needs to be applied to other industry/sectors. This study can carry forward
the effects of brand equity dimension on brand performance, brand loyalty, firm performance. Indeed, the interaction

effect of social media needed to be explored between brand reputation and brand trust.
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