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EDITORIAL 

The number of online grocery shopping 
websites and applications is increasing day by 
day.  An increasing number of customers prefer 
to shop for groceries online for various reasons, 
such as time constraints, difficulties in trans-
porting groceries to home, and very busy or ac-
tive consumer lifestyles.  Although the schol-
arly interest has been growing in recent years, 
research studies examining the online grocery 
shopping behavior are scarce.  This is espe-
cially pronounced in emerging markets. 
Hence, the objective of the study by Sudas et 
al.  is to examine the factors influencing con-
sumers’ online grocery buying intentions in an 
emerging market.  The data for the study was 
collected by using face to face interviews.  The 
data obtained from 406 people was analyzed, 
and findings and results were presented. 

According to results, 55% of the subjects 
were males, almost 60% of them were below 
the age of 30, approximately 70% had monthly 
net incomes between 1500-4500TL ($300—
$900), and about half of them were college 
graduates.  Sample demographic characteris-
tics reported in this study are very similar to the 
characteristics of online grocery shoppers’ in-
formation (secondary data) obtained from a lo-
cal supermarket.  Our results show that that the 
convenience perceptions and attitudes of Turk-
ish consumers towards online grocery shop-
ping were important factors that contributed to 
satisfaction with online grocery purchases and 
ultimately influence their purchase intentions. 

The participants emphasize that online gro-
cery shopping is a good alternative to brick and 
mortar supermarkets and buying groceries 
online, people easily meet their daily needs 
during the time constraints.  Also, online gro-
cery markets provide a large amount of product 
variety.  Of course, it is not enough to sell a 
wide variety of products, but companies must 

also provide accurate and sufficient infor-
mation about the products.  Specialized or rare 
products can be conveniently ordered online.  
Online grocery shopping offers an effective 
way to meet consumers’ daily needs in difficult 
conditions, such as illness-related mobility lim-
itations or during inclement weather.  Moreo-
ver, consumers’ previous purchases are stored 
in online accounts, which makes it easier to cre-
ate a shopping list by re-ordering them  

The study results show that online consum-
ers’ attitude towards online grocery purchases 
influence their intentions and satisfaction lev-
els.  Online grocery store marketers should put 
particular effort into activities satisfying cus-
tomers.  Moreover, for long-term profitability 
in the competitive markets, companies need to 
acquire new customers and retain their existing 
customers.  Online supermarket companies 
should also strive to ensure the loyalty of their 
customers through various loyalty programs 
and offering product assortment, superior cus-
tomer experience, enjoyable web-interface, and 
customer service.  

The study by Aydin and Turkoz focuses on 
the evolving landscape of loyalty programs and 
sheds light on the changing consumer behavior 
in loyalty program (LP) use shaped by digitiza-
tion and expanding multi-brand loyalty pro-
grams (MLP).  Two separate multi-vendor mo-
bile loyalty programs active in Turkey, a dy-
namic emerging economy, were chosen as the 
setting of the study.  

Multi-vendor or multi-band loyalty pro-
grams, supported by superior interfaces, a wide 
range of brands to choose form in a variety of 
industries provides higher convenience to their 
members. MLPs can also provide benefits such 
as cross-selling both for established brands and 
smaller brands.  Smaller brands can benefit 
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from an established loyalty program and cus-
tomer relationship management system-the 
MLPs-which they will have trouble to build 
themselves. 

Following an online survey to collect data 
to understand the consumer perceptions of 
value offered by the MLPs program and attitu-
dinal value, several practical implications were 
obtained.   

According to the results, the strongest ef-
fect on attitudinal loyalty towards the program 
emerged from hedonic aspects provided by the 
program (joy of earning and spending points, 
relaxation etc.).  This reflects the changing con-
sumer behavior and the increasing emphasis on 
soft factors such as hedonic aspects among LP 
members.  Emergence of hedonic aspects 
among the primary factors affecting attitudinal 
loyalty is also in accordance with several rele-
vant studies that have also confirmed this effect 
(Bridson, Evans, & Hickman, 2008; Dowling 
& Uncles, 1997).  The prominence of hedonic 
aspects may also be attributed to the mobile 
platforms that MLPs in question, Hopi and 
Zubizu, utilize.  Mobile platforms and applica-
tions may offer more enjoyable experiences 
compared to traditional LPs, which were 
founded upon plastic cards and standard com-
munication. 

Following the hedonic aspects, providing 
tangible benefits such as discounts, financial 
rewards emerged as a significant factor affect-
ing attitudinal loyalty.  Tangible benefits that 
can offer savings, points or free products are 
inherent elements of LPs and should not be 
overlooked. This finding is in harmony with 
those of similar studies on LPs that highlight 
the major value proposition and source of LPs 
(Mimouni-Chaabane & Volle, 2010; Omar et 
al., 2015).  

  Moreover, privacy concerns of respond-
ents have emerged as a significant barrier in es-
tablishing loyalty according to the findings.  It 
should be noted that the strength of the negative 
effect on loyalty is not pronounced. Consider-
ing that the respondents were all members of 

the two MLPs (Hopi and Zubizu), they have al-
ready assessed and overcame their privacy con-
cerns to a certain degree.  Thus, the emergence 
of a weak effect may partly be attributed to the 
nature of the sample that entirely consists of the 
MLP members.   

Another finding of consequence is that the 
presumed effect of personalization on loyalty 
has emerged as significant.  Several studies on 
LPs have confirmed the increasing importance 
of personalization in improving use intentions; 
consequently, this finding is in harmony with 
the existing literature (Bridson et al., 2008; 
Melancon, Noble, & Noble, 2010; So et al., 
2015).  If tangible rewards, offers, and relevant 
marketing communications are customized 
properly, loyalty towards the MLP system can 
be improved.  

The lack of expected effects were also con-
sidered in order to improve our understanding 
of the changing consumer behavior on LPs.  
The lack of any significance of symbolic as-
pects on loyalty may be attributed to the nature 
of these programs.  Creating symbolic value 
such as a sense of belonging and exclusivity 
may be harder to establish in multi-brand, large 
LPs that have hundreds of brands and hundred 
thousand of members.   

  To summarize:  
 LP managers should try to offer bet-

ter hedonic value in their programs
to improve attitudinal loyalty to-
wards the programs.

 The rewards and tangible benefits,
which are inherent to LPs should not
be neglected as they also affect loy-
alty towards LPs.

 The privacy concerns of customers
are still a significant issue even for
the LP members who have overcome
their concerns to become members.

 Improving the personalization of the
program elements (e.g., offers, com-
munication, etc.) will help in facili-
tating loyalty among members.



EDITORIAL 3 

Increasingly marketing managers are con-
fronted with the question of how they can uti-
lize the digital space to communicate with their 
consumer from diverse cultures across the 
globe.  Culture is a multifaced variable, so it 
can be reflected in a range of variables, namely 
beliefs, individual behavioral preferences, so-
cial norms, and social practices, to mention a 
few.  While comparing and contrasting various 
facets of cultures, the study has highlighted the 
significance of GLOBE’s cultural practices in-
dices for international digital marketing com-
munication research.   The implication for man-
agers is that they can use more recent and up-
dated GLOBE cultural practices indices to de-
termine the appropriateness of international 
digital marketing communication that may be 
effective to persuade consumer from diverse 
cultures.  Since the onset of the digital era, sev-
eral innovations have happened in the market-
ing communication landscape, namely con-
sumer-generated advertising (CGA), con-
sumer-generated brand communication 
(CGBC), consumer-generated brand stories 
(CGBS), and firm-generated marketing com-
munication, to mention a few.  Studies show 
that characteristics of digital media, consumer 
motivation to engage with digital media, and 
communication patterns in digital media reflect 
the culture in which they are embedded.  Thus 
it is quite logical to say that use and effective-
ness of the above mentioned innovative digital 
marketing communication tools may differ 
across cultures.  In other words, managers need 
to pay attention: Does culture influence the ef-
fectiveness of firm-created versus consumer-
generated marketing communication in digital 
space?  Is firm-created and consumer-gener-
ated communication in one culture useful in 
other culture? Does culture influence con-
sumer-generated and firms-generated advertis-
ing and brand communications in digital space?  
Salman Saleem argues that answering these 
questions would be very useful for determining 
international digital marketing communication 
strategy.  The author has proposed several 

methodological choices to answer the above 
questions.  Briefly, managers may perform 
content analyses of digital marketing commu-
nication to explore a link with GLOBE’s cul-
tural practices with digital marketing commu-
nication. 

Moreover, analyzing the content of digital 
platforms would help managers to understand 
what firm-created and consumer-generated 
marketing communications in digital space are.  
This also helps to determine how CGA, CGBS, 
and CGBC mirror the culture in which they are 
embedded.  Lastly, comparing marketing com-
munication in digital space from different 
countries may explain potential differences and 
similarities in the prevalence of such countries.  
Moreover, managers can perform the experi-
ments in examining whether and how culture 
influences the consumer-generated and firm-
created marketing communication in the digital 
space and whether, why, and how the effective-
ness of consumer-generated versus firm-cre-
ated advertising and branding vary across cul-
tures.  Consumer surveys are an important tool 
to understand their attitude and behaviors.  Per-
haps surveying consumer would be very useful 
to gain insights to develop an international dig-
ital marketing communication strategy.  Per-
haps at the starting phase, interviewing con-
sumers may provide an in-depth understanding 
of how they perceive consumer-generated and 
firm-created marketing communication and 
how they related with their societal culture.  In 
a nutshell, exploring consumers’ unconscious 
minds, digital marketing communication con-
tent and consumers’ response to digital versus 
traditional marketing communication in dis-
tinct cultures may provide a better understand-
ing to the managers about the cultural diversity 
at digital place practitioners. 
           The aim of the study by Einolahzadeh 
and Siuoileimani  is to investigate the mediator 
role of customer commitment in the relation-
ship between brand benefits and customer loy-
alty.  According to the formula of an unknown 
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sample size sampling (Cochran), 384 partici-
pants were estimated as statistical population.  
By stepwise clustering approach, Tehran was 
divided into five sections (North, South, East, 
West, and Central).  Randomly, branches were 
selected from each region, and in each branch 
customers were questioned randomly.  To test 
the research hypotheses and conceptual model 
of structural equation modeling fitness and data 
processing Smart PLS software was used.  Also 
descriptive statistics were processed by using 
SPSS software. 

The obtained results indicate that Parsian 
Bank brand benefits directly and indirectly af-
fect the level of customer loyalty to the Bank.  
Also, the findings show that the indirect impact 
of brand benefits through the mediation role of 
commitment to the brand is greater on cus-
tomer loyalty.  Additionally, two moderator 
variables, including the type of brand and brand 
extension, do not affect the relationship be-
tween brand benefits and customer commit-
ment.  

Providing timely and accurate customer 
service requirements to Parsian Bank custom-
ers help them carry out their daily activities, so 
that it should be in line with the brand and ap-
prove the appearance and performance.  By us-
ing warm and relaxing colors and offering vis-
ual appeal in designing interior architecture and 
decoration of the Parsian Bank logo, the bank 
attempts to attract customers’ attention and 
stimulate a sense of commitment, safety, and 
security in them.  

Quick access to banking and e-banking and 
online services should be securely prepared for 
customers.  This issue must be considered in 
the appearance of a brand that the desired bank 
or organization is up to date and uses the new-
est technologies in order to offer their services. 

In designing electronic services, such as 
mobile phone applications and other services 
which are provided for costumers, creative and 
artistic style, bright colors, and even animated 
graphics should be used, and the power of in-
fluence and being dramatic should be increased 

for the users.  Despite the involvement of the 
commitment role among customer loyalty and 
brand benefits, it is recommended that Bank 
plans should be introduced by the most effec-
tive words alongside the brand to make their 
clients faithful by providing a sense of obliga-
tion. 

The results of this research are limited to 
the Parsian Bank and the sample; therefore, 
caution should be taken in generalizing the re-
sults to other banks.  It is suggested that this 
research model would be done in other private 
and public banks, financial institutions, and 
other service organizations such as hotels, in-
surance centers, airlines, etc., and the results 
should be compared with the current results.  
Also other variables have had an impact on the 
formation of customer loyalty, which is consid-
ered to be constant in the current research, so it 
is recommended that among the variables in the 
conceptual model of this research, the effects 
of other variables should be considered, such as 
familiarity with the brand, the impact of envi-
ronmental advertising, and the reputation 
which are influencing the customers’ loyalty. 
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ARTICLES 

Consumers’ Perceptions and Buying Intentions of Online  
Groceries in an Emerging Market 

Hatice Dogan Sudas 
Ali Kara 

Serap Cabuk 

ABSTRACT. Communication and internet technologies have revolutionized retailers in their efforts 
to satisfy their customers.  Similar to the other consumer products, online grocery shopping is becoming 
part of consumers’ daily lives around the world.  This study attempts to investigate consumers’ percep-
tions and purchase intentions for grocery products in an emerging market.  Data was collected using a 
developed questionnaire administered through using an online survey by a local data collection com-
pany in Turkey.  In addition, secondary data was obtained from local retailers about characteristics of 
their online grocery shoppers/orders.  The data analysis and results were based on 406 usable question-
naires.  Descriptive statistical analysis methods, exploratory factor analysis, and other inferential sta-
tistical analyses were used to analyze the data.  The results of this study would be helpful for online 
grocery retailers to attract more customers to their online stores and increase their conversion rates by 
selling more. 

KEYWORDS. Online grocery shopping, convenience, attitudes, purchase intention, emerging market. 

INTRODUCTION 

 Technological advances in communication 
and Internet have influenced consumer shop-
ping behavior and retailer operations signifi-
cantly during the last three decades.  Perhaps 
the most visible outcome of the changing con-
sumer shopping behavior around the world is 
illustrated by the significant increases in spend-

ing in online shopping.  According to Sta-
tista.com, retail e-commerce sales worldwide 
reached US$3.45 trillion in 2018 (and are pre-
dicted to reach almost US$5 trillion in 2021).  
Moreover, according to Statistia.com, a survey 
in 2017 revealed that “40 percent of internet us-
ers in the United States stated that they pur-
chased items online at several times per month, 
and 20 percent said they bought items or ser-
vices online on a weekly basis.”  To keep up 
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with the changing consumer shopping behav-
ior, retailers were forced to adopt significant 
technology adaptations and integrations.  This 
created major competitive advantages for some 
retailers who organized their entire operations 
around online shopping (e.g., Amazon and 
Alibaba) while  presenting significant chal-
lenges to others who had difficulty in catching 
up with the technological changes (e.g., Block-
buster Video and Walmart).  

Although consumers have become more 
accustomed and comfortable with online shop-
ping, an area of online shopping that has been 
growing relatively slowly compared to the 
other goods and services is buying groceries 
online (less than 5% of food/groceries are 
bought online).  According to Supermarket 
News (2019), the online grocery business will 
soon be “exploding” in the US and has become 
the focus of large retailers such as Kroger, Tar-
get, Walmart, and Amazon (recent acquisitions 
of Wholefoods by Amazon and Jet.com by 
Walmart show that the retailers are predicting 
significant growth potential in online shopping 
for groceries in the future).  Nielsen U.S.A. 
forecasts that online grocery buying should be-
come a $100 billion business by 2022, which 
only represents approximately 2% of the total 
U.S. retail food and grocery sales.  

Our focus in this study is the online grocery 
sales in the emerging markets.  Emerging mar-
ket environments differ from the advanced 
economies but consumers in these markets tend 
to follow a similar pattern to that of advanced 
market consumers in terms of technology adop-
tion and use.  Due to globalization, significant 
improvements have been experienced in 
emerging market consumers’ wealth, technol-
ogy access, and credit card use over the last 
three decades, which has contributed to the ac-
celeration of the online purchases made by 
these consumers.   

The purpose of our study is to investigate 
consumers’ perceptions and buying intentions 
of online groceries in an emerging market, 
namely Turkey. More specifically, in this 

study, we focus on understanding characteris-
tics of emerging market consumers who shop 
for online groceries, their perceptions, and ex-
amining the potential factors that influence 
their online grocery shopping behavior.  In this 
descriptive study, we analyze the various rela-
tionships among emerging market consumers’ 
online shopping behavior, satisfaction, and 
purchase intentions. 

STUDY BACKGROUND 

Changing Trends 

Based on the changing global consumer 
market, social environment, and buying trends, 
many traditional retailers have shifted their op-
erations to online in order to benefit from the 
changing consumer behavior and buying hab-
its. Accordingly, traditional brick and mortar 
retailers have started to invest significant re-
sources and efforts to benefit from e-commerce 
opportunities around the world (Odekerken-
Schröder & Wetzels, 2003). With the develop-
ment of online retailing, the service and rela-
tionship paradigm, which is the focus of retail-
ing, has shifted towards focusing on online cus-
tomer experience as a strategic factor for sus-
tainable competitive position (Bhattacharya & 
Srivastava, 2018). 

From a retailer perspective, developing 
online shopping infrastructure requires addi-
tional costs to retailers due to the required in-
vestments in technology, logistics, and human 
resources (Hübner et al., 2014).  When the gro-
ceries are purchased from a brick-and-mortar 
store, consumers perform handling and trans-
portation function, which may account for as 
much as 13% in savings to the retailer.  On the 
other hand, when groceries are purchased 
online, important strategy decisions need to be 
made with respect to the retailer versus con-
sumer responsibilities in bearing those costs. 

Studies show that most consumers are re-
luctant or unwilling to pay additional cost for 
delivery of products purchased online.  Hence, 
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retailers need to increase the efficiency of their 
operations by incorporating innovative digital 
technologies that allow them to reduce other 
costs (e.g., employee costs) of their business 
processes and continually adapt to changing 
consumer lifestyles and shopping habits.  Also, 
online grocery shopping provides 24/7 trading 
hours for retailers, provides greater geograph-
ical reach, improves customer service, creates 
faster transactions, and reduces inventory turn-
over (Mkansi et al., 2018). 

Online grocery shopping option provides 
firms valuable data on customer preferences 
and buying behavior, helping them to better un-
derstand their customers and establish closer 
relationships with them.  With the data cap-
tured, the effectiveness of the special retail pro-
motions and marketing communication is ex-
pected to improve, and different/relevant addi-
tional product options (upsell or cross sell) are 
offered to the consumers to achieve higher lev-
els of satisfaction and loyalty.  Companies are 
trying to improve the technological require-
ments of online grocery stores.  By developing 
recommendation algorithms, consumers easily 
purchase the products they have purchased pre-
viously (Moses & Babu, 2018).  The re-order 
of previously purchased products creates value 
for the consumer by providing convenience. 
From a consumer perspective, online grocery 
shopping directs their attention to specific is-
sues such as ease of information search, navi-
gation challenges of the website, ordering, pay-
ment, customer support, post-purchase prob-
lem solving, returning items, and shopping ex-
perience.  At the same time, online grocery 
shopping provides consumers with the benefits 
of whenever and wherever delivery of prod-
ucts, significant product assortment (especially 
finding unique products such as spices, ethnic 
products), special promotions and discounts for 
online shopping, and shopping convenience.  

According to Nielsen 2018 report, several 
social and technological changes such as Busy 
City Dwellers (urban, on-the-go lifestyles call 
for simpler, quicker and easier ways to perform 

regular shopping activities),  Retail Transfor-
mation (new players, investment in technology 
and beyond-the-border retailers have opened 
up additional avenues to browse and buy), and 
Native Digital Shoppers (Generations Y [Mil-
lennials] and Z, accustomed to using digital de-
vices and services, are early adopters of e-com-
merce) are shaping new found shopping expe-
riences.   

Although still relatively small, online gro-
cery retailing sales and dollar volume has been 
increasing substantially.  FMI and Nielsen re-
ported that the online grocery shopping market 
is expected to reach $100 billion by 2022, and 
70% of consumers will be grocery shopping 
online by 2024.  Unfortunately, we do not have 
reliable statistical data about the online grocery 
shopping market size in Turkey, but it appears 
that online retailing share has been increasing 
as well.  According to TUBISAD Identification 
and E-Commerce Market Report 2018 Market 
Size in Turkey Results, Turkey’s e-commerce 
market has shown a 42 percent year over year 
growth.  In 2018, 59.9 billion TL was spent on 
online shopping, while the fastest growing area 
was holiday and travel.  Retail e-commerce’s 
share in total output reached 5.3 percent from 
4.1 percent (in other words, one twentieth of re-
tail spending in 2018 has been done through 
online channels).  However, this ratio reached 
5.9 percent in developing countries and 11.1 
percent in developed countries in the last year 
(E-Commerce Market Size in Turkey in 2018, 
TUBİSAD). 

Nielsen (2018) also reports that markets in 
North America, Pacific and North Asia, the 
market for online personal care, healthcare and 
home cleaning and grocery shopping is grow-
ing.  Especially in China and South Korea, the 
online market has grown for dry and fresh gro-
cery products.  Although the fruits and vegeta-
bles pictured on the website may not be a good 
replacement for touching, feeling, and sniffing 
of the product, trends are changing.  Approxi-
mately 40% of online respondents in China and 
South Korea and 35% in India indicated that 
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they have either purchased or would be willing 
to purchase fresh produce online (Nielsen, 
2017).  

LITERATURE REVIEW 

In this study, we propose and test a concep-
tual Grocery shopping is considered an im-
portant activity in consumers’ lives that is re-
peated at certain time intervals and has an ob-
ligatory nature in meeting human needs (Raijas 
& Tuunainen, 2001).  In general, it is known 
that grocery shopping is a low-involvement 
buying process with low-cost, low-risk, and 
low-cost search, and frequent purchases (it is 
highly frequent in emerging markets due to the 
nature of the distribution systems and cultural 
values).   For low-involvement purchases, con-
sumers do not carefully evaluate the product al-
ternatives, and they tend to make habitual pur-
chase decisions without spending too much 
time and thinking about the items.  Hence, pre-
vious experiences along with time/effort saving 
are important considerations during the shop-
ping process.  Elms et al. (2016) argue that gro-
cery shopping is one of the chores or routines 
that consumers must perform, and it is part of 
their daily lives and habits. 

Click-and-mortar grocery channels differ 
from brick-and-mortar grocery stores in terms 
of convenience (e.g., 24-hour ordering capabil-
ities), access (e.g., no travel, home delivery), 
and transaction (ease of risk of acquiring spe-
cific products online) benefits and costs (Melis 
et al., 2016).   Especially the increase in the 
number of smartphone users and the increase in 
the number of business professionals are seen 
as dynamics that increase online grocery shop-
ping (Sreeram et al., 2017).  Business people 
who work intensively have difficulty in allocat-
ing time for activities such as grocery shop-
ping.  Especially during the early stages of fam-
ily life cycle, online grocery and packaged 
product shopping become very popular among 
the consumers (Amirtha & Sivakumar, 2018). 

Convenience is an important factor for con-
sumers, which usually affects the frequency of 
shopping trips along with the consumers’ will-
ingness to travel to distant store locations.  Pre-
vious research has indicated that time-con-
strained, goal-oriented consumers with a utili-
tarian shopping attitude (mainly focuses on the 
objective benefits) want to spend less time on 
shopping activities as much possible.  There-
fore, these consumers usually try to consolidate 
their grocery shopping efforts by minimizing 
the number of trips to take to the store and by 
planning their purchases carefully to increase 
shopping efficiency.  Moreover, when the 
products are delivered home, consumers bene-
fit from the not bearing the additional time/ef-
fort/money costs of taking a trip to the grocery 
store.  This is especially important for consum-
ers who are located farther away from the gro-
cery store, increasing their willingness to 
switch to online grocery shopping.  Finally, the 
convenience advantages (lower transaction 
costs as a result of the selecting and getting 
them delivered) offered by the online shopping 
becomes even more valuable for the heavy and 
bulky products (e.g., juices, drinks, rice) since 
they require higher levels of consumer effort in 
carrying them to home. Consumers who buy 
heavy or bulky grocery items may have addi-
tional gains (lower transaction costs) by shift-
ing part of these product purchases from offline 
stores to competitive online stores.  

According to the Raijas and Tuunainen 
(2001) study, all kinds of products including 
fresh vegetables, fruits, frozen items, and prod-
ucts that are heavy to carry may be purchased 
from online grocery stores.  Transportation of 
various grocery items require special tempera-
ture-controlled vehicles and containers for 
home delivery, but the advances in packaging 
and refrigeration (e.g., dry ice) technology al-
lows the retailers to perform that task effi-
ciently.  Various studies indicated that consum-
ers have usually complained about finding spe-
cific grocery items and product ingredient in-
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formation from the online grocery stores’ web-
site, perceptions of higher costs due to deliv-
ered nature of online shopping, and uncertain-
ties about the product quality since the consum-
ers cannot touch and feel the items.  These con-
cerns are some of the important retail strategy 
and customer service challenges that the online 
retailers will face in their efforts to reach online 
grocery shoppers.  Along with clearly dis-
played brand name or producer name and price 
information, they have to provide additional 
product information about ingredients and cus-
tomer reviews to make it easier for the custom-
ers to verify product quality information and 
ease their hesitation in the shopping process. 

Hansen (2006) found that consumers who 
have not experienced online grocery purchases 
perceive online grocery shopping with little 
benefits and considered it highly complex com-
pared to consumers who had online shopping 
experiences with such products.  Similarly, 
Verhoef and Langerak (2001) reported that the 
perceived complexity of consumers’ online 
purchases adversely affected their online gro-
cery shopping behavior and intentions. 

Kang et al. (2016) investigated the factors 
affecting the adoption of online grocery shop-
ping and purchases.  Less physical effort for 
quick transactions and shopping were found to 
be the main advantages of online grocery shop-
ping, and those who were under time pressure 
and who do not want to spend too much effort 
in shopping had positive attitudes towards 
online grocery shopping (Raijas, 2002; Keh & 
Shieh, 2001).  On the other hand, Mortimer et 
al. (2016) state that satisfaction with online 
grocery shopping increases the confidence in 
the online retailer,  which in turn affects the in-
tentions to buy again. 

On the other hand, Meslin (2018) indicates 
that although online grocery shopping elimi-
nates the physical barriers of having to carry 
shopping packages, it poses new barriers such 
as avoiding the risk of purchasing perishable 
products, having relevant technological skills 
and having access to technological devices.  

Pitts, Blitstein, Gustafson, and Niculescu 
(2018) claim that convenience and saving time; 
life challenges (e.g., getting sick or having sick 
family member); avoiding taking children into 
the supermarket; unwillingness to enter 
crowded places and long lines in supermarkets; 
and difficulty carrying bulky items are the im-
portant factors to motivate customers toward 
online grocery shopping.  On the other hand, 
timing problems for deliveries; delivery fees; 
lack of physical interaction; insufficiency of 
transportation and packaging; and hesitation 
about perishable products are the barriers to 
online grocery shopping. 

Online Grocery Shopping Behavior 

Previous studies tried to describe demo-
graphic and socio-economic characteristics of 
the online grocery shoppers.   For instance, Rai-
jas and Tuunainen (2001) reported that online 
grocery store customers in Finland are in gen-
eral more affluent and are dual-career families 
with younger children.  They lived in large met-
ropolitan cities and preferred reduced time and 
efforts for grocery shopping.   Morganosky and 
Cude (2000) found that more than 70% of the 
consumers who shopped for groceries online 
did so to save time.  On the other hand, 15% of 
the consumers stated that their physical limita-
tions made grocery shopping difficult for them, 
which were the main reasons for online grocery 
shopping.  The authors identified and separated 
consumers into five groups according to their 
attitudes towards time, shopping, and technol-
ogy.  The groups are termed as “shopping 
avoiders, necessity users, new technologists, 
time starved, and responsibles” (Morganosky 
& Cude 2001).  A study by Picot-Coupey et al. 
(2009) concluded that grocery shopping in hy-
permarket format appealed to French consum-
ers, but they did not find strong interest among 
consumers regarding the cybermarket format.  
Moreover, a study by Prasad and Raghu (2018) 
reported that convenience, security, trust, ser-
vice support, flexible transaction, personalized 
attention, and price promotions were the most 
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influential factors on Indian consumers’ online 
grocery buying behavior. 

On the other hand, using the theory of 
planned behavior (TPB), the theory of reasoned 
action (TRA), and the diffusion of innovation 
(DOI) theory, Kang et al. (2016) examined the 
factors that contributed to the adoption of 
online grocery shopping.  The Liu and Forsythe 
(2010) study may be considered the first at-
tempt to integrate two dominant theories—the 
Technology Acceptance Model (TAM) and the 
Prospect Theory—to gain a more in-depth un-
derstanding of why consumers, even those who 
perceive considerable risk in shopping online, 
choose to continue shopping online.  Hansen et 
al. (2004) tested the ability of the “theory of 
reasoned action” and “the theory of planned be-
havior” theories to predict consumers’ inten-
tions to buy grocery online. 

Although supermarket shopping is gener-
ally perceived as “unappealing” and “compul-
sory work,” the study results showed that 
online shopping is not necessarily considered a 
better alternative to in-store shopping (Harris et 
al., 2017). 

Elms et al. (2016) suggested that brick-and-
mortar stores should become show rooms in-
stead of a point of purchase location.  Market 
research has shown that consumers who shop 
online for groceries are typically aged between 
25 and 34, from suburban locations, from dual 
income households, and own one or more vehi-
cles.  Research also states that consumers who 
shop online for groceries want to minimize 
their efforts shopping.  Online retailers also of-
fer lower prices and a wider range of products 
than those offered at the store.  In addition, to 
minimize the risks, consumers tend to buy the 
same items from the same online grocery 
stores.  Once consumers become more experi-
enced in online grocery shopping, other factors 
such as website navigation, price, and product 
assortment become more important.  Elms et al. 
(2016) stated that a middle-aged woman pre-
ferred to go to the supermarket to buy meat be-
cause she trusted in the expert opinions of 

butchers in the meat department.  The same 
participant states that she has bought “bulky” 
household products and packaged foods using 
online shopping. 

Researchers have also emphasized that 
online grocery shopping may be triggered by 
various circumstances, rather than a cognitive 
evaluation and rational decision-making pro-
cess (Harris et al., 2017).  Consumers tend to 
stop buying online if the service does not meet 
their expectations because they always have the 
option to go back to the grocery stores nearby 
(in other words, online shopping does not com-
pletely replace the in-store shopping).  The 
online shopping mostly complements the in-
store shopping.  

Anesbury (2016) conducted a study in 
which inexperienced customers are monitored 
and recorded on the online food retailer’s web-
site.  According to the results of the survey, 
customers completed their purchases very 
quickly (less than 10 minutes) from a category.  
At the same time, most of the purchases were 
made from the first category page.  Authors 
claimed that time efficiency is one of the basic 
elements desired by consumers in the context 
of online grocery shopping.  Degeratu et al. 
(2000) reported that online grocery consumers 
have higher brand loyalty, low price sensitivi-
ties, and buy products in large packages com-
pared to in-store consumers.  They found that 
the brand name is very important for online 
consumers in the case of lack of knowledge in 
some categories.  Sensory attributes such as 
visual cues (for example, the design of toilet 
paper) have a low impact on the preferences of 
online shopping, while non-sensory attributes, 
such as the real information about calories, fat 
content, and ingredients had higher levels of 
impact on online preferences. 

Sreeram et al. (2016) propose and test the 
model of online grocery buying intention by 
extending the technology acceptance model by 
adding several antecedents of online grocery 
shopping behavior such as physical effort, time 
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pressure, entertainment value, product assort-
ment, economic values, website design aesthet-
ics, etc.  Azhar and Bazhir (2018) conduct a 
study to examine the effects of predictors such 
as convenience, merchandising, site design, 
and financial security to e-grocery shopping 
satisfaction and e-loyalty. 

Conceptual Framework 

Based on the literature review above, we 
use a conceptual framework that is mainly 
based on the theory of reasoned action (TRA).  
We argue that emerging market consumers’ 
perceptions and attitudes would have the most 
significant determinant of their actions—online 
grocery orders.  Although consumers’ percep-
tions and attitudes may be formed based on var-
ious antecedent factors, our study mainly fo-
cuses on investigating the relationship illus-
trated in Figure 1. 

Figure 1. Conceptual Model of Online  
Grocery Shopping 

This conceptual model shows that consum-
ers’ attitudes and convenience perceptions of 
online grocery shopping will influence their 
satisfaction levels and the in turn will affect 
their purchase intentions.  

Research Methodology 

Sample 

The sample of this research consists of con-
sumers who have previously been online gro-

cery shopping in Istanbul. The data were col-
lected by using random sampling methods in 
Istanbul province with convenience sampling 
methods.  First of all, certain districts were se-
lected for the determination of sampled online 
grocery shoppers. Then, selected individuals 
were asked if they have bought  online grocer-
ies in the past.  if the answer is “yes” these in-
dividuals were asked to complete the surveys.  
The survey data were obtained from the inter-
views held in Beşiktaş, Beyoğlu, Kemerburgaz, 
Galatasaray, Bahçelievler, Bakırköy, Şir-
inevler, Taksim, Ataşehir, Üsküdar, Kadıköy, 
and Şişli.  A total of 407 usable questionnaires 
were collected. 

Questionnaire Design 

The data for the study was collected by us-
ing structured questionnaire.  The scale items 
to measure the different constructs used in the 
study are obtained from the published litera-
ture.  Some of the items were modified to fit the 
purpose and context of this research.  Using the 
conceptual model presented, scale items were 
adapted from Prasad and Raghu (2018), Hoque 
(2014), Picot-Coupey et al. (2009) and Hansen 
(2006).   

The modified survey scale contained a total 
of 40 scale items representing dimensions.  Di-
mensions have measured using a five-point 
Likert scale (1 = “strongly disagree”, 5 = 
“strongly agree”). 

Data Collection 

Data were collected by using question-
naires with a face-to-face interview technique 
and by filling in questionnaires via interview-
ers.  Interviewers were recruited and trained to 
assist with the data collection process.  In the 
field study, data were collected simultaneously 
February 1-10, 2019 by 14 interviewers in dif-
ferent regions of Istanbul.  Participants aged 18 
and over participated in the survey.  
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Analysis and Results 

Sample Demographics 

Descriptive analysis showed that 55% of 
the subjects were males, almost 60% of them 
were below the age of 30, approximately 70% 
had monthly incomes between 1500-4500TL 
($300—$900), and about half of them were 
college graduates.  These statistics are very 
similar to the secondary data obtained from the 

local supermarket about demographic and so-
cio-economic characteristics of their online 
customers.  For instance, about 72% of the 
32,000 customers’ income range was between 
$300 and $1,000. 

Also, the most important reasons cited for 
online grocery shopping were taking care of in-
fants, transportation problems, time re-
strictions, and difficulty in shopping. 

Table 1. Descriptive Measures of Consumer Perceptions and Attitudes towards 
Online Grocery Shopping 

Mean Std. Dev. 
I think the transportation of my purchased grocery products is hard 3.03 1.504 
Carrying the grocery bags into my home is exhausting 3.20 1.204 
I am always in a hurry when shopping for groceries 2.91 1.201 
If I had more time, I would pay more attention to the details of my shopping cart 3.15 1.211 
Online grocery shopping is favorable as it makes me less dependent on opening 
hours 

3.30 1.196 

I like shopping in supermarkets 3.15 1.211 
I really enjoy shopping at different supermarkets 3.06 1.236 
I consider grocery shopping as a chore that needs to be completed quickly 3.07 1.155 
In general, shopping for groceries online complex a difficult process 2.74 1.133 
Placing grocery orders online is a difficult process 2.89 1.212 
Getting groceries to be delivered to your home is a difficult process 2.68 1.178 
Buying groceries online includes high risk of incorrectly filled items and
receiving lower quality items 

2.97 1.148 

Returns and exchanges are more difficult when purchases online in comparison
to in-store purchases 

2.96 1.131 

Security and safety of online payment systems is similar to the in-store purchases 3.13 1.167 
The groceries I buy from stores often get damaged by the time I bring them home 2.95 1.095 
Frozen items frequently defrost by the time groceries are brought home 3.06 1.149 
Shopping for groceries online is attractive to me 3.19 1.205 
I prefer online grocery shopping to buying groceries from a supermarket 3.19 1.212 
I can meet all grocery needs of my family by online grocery shopping 3.08 1.232 
I prefer buying online due to ‘Loyalty Benefits’ Offered 3.13 1.105 
Promotional ‘Emails’ I receive influence my decisions for online grocery
shopping 

3.08 1.183 

Promotional ‘SMS’ messages I receive influence my decision for online grocery
shopping 

3.11 1.222 

Promotional ‘Pop-up’ ads I see influence my decisions for online grocery
shopping 

3.03 1.182 

Electronic coupons I receive influence my decisions for online grocery shopping 3.33 1.203 
Shopping for online groceries is a good alternative during bad weather
conditions 

3.26 1.258 

Shopping for online groceries is a good alternative during illness or when not
feeling good 

3.47 1.255 
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Online shopping offers opportunity to access to variety of grocery items 3.30 1.245 
Online shopping offers price comparisons and opportunity to find cheaper
grocery items 

3.32 1.163 

Online shopping offers more detailed information about grocery products 3.34 1.186 
Online grocery shopping saves time 3.42 1.229 
Online grocery shopping saves travel time to the supermarket 3.21 1.219 
Since my previous purchases are saved in shopping history, it is easy to reorder
online groceries 

3.34 1.206 

I am planning to meet my household grocery needs through online purchases in
the future 

3.22 1.120 

I recommend online grocery shopping to my friends 3.33 1.153 
My online grocery purchases will increase in the future 3.26 1.131 
My spending for online groceries will increase in the future 3.14 1.138 
I have been satisfied with my online grocery purchases so far 3.39 1.143 
I have not had a negative experience with my online grocery purchases so far 3.20 1.130 
I have been satisfied with the order and payment processes for online grocery
shopping so far 

3.33 1.119 

I have been satisfied with online grocery customer service and after sales support 3.31 1.131 

*A 5-point scale was used where 5 is strongly agree

Descriptive Statistics of Measures 

In general, Table 1 shows favorable 
perceptions and attitudes towards online 
grocery shopping among the subjects.  

Structural Equation Modeling (SEM) 

We then used a structural equation model 
to test the hypothesized relationships. Figure 2 
shows the results of structural model tested. 
Figure 2 shows the statistically significant 
relationship among the conceptualized 
constructs.  The model fit statistics were all 
above the minimum required levels cited in the 
literature (CFI=0.967; GFI=0.930; 
RMSEA=0.05).   

All relationships are significant in the 
above model.  This model shows that 
convenience perceptions and attitudes of 
Turkish consumers towards online grocery 
shopping are important factors that lead to 
satisfaction with online grocery purchases and 
ultimately influence their purchase intentions. 

Figure 2. SEM for Online Grocery 
Shopping Intentions 

Discussion and Conclusion 

In this study, we examined consumers’ 
perceptions and attitudes towards online 
grocery shopping in an emerging market.  
Using both primary and secondary data, we 
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report that consumers who buy online groceries 
cited various reasons for online grocery 
shopping.  Among the many reasons 
mentioned, the most frequently listed reasons 
were taking care of infants, transportation 
problems, time restrictions, and difficulty in 
shopping.  Also, we found that almost 40% of 
the subjects indicated that they would buy any 
grocery items from online, while perishable 
items were the least mentioned and rare items 
were the most frequently mentioned by Turkish 
consumers.  When we analyzed their overall 
perceptions, descriptive measures indicated 
that they had a positive perception of online 
grocery shopping and about two thirds of the 
subjects have been buying groceries online for 
less than 6 months.  Finally, more than three 
quarters of the consumers indicated they spend 
more than 3 hours a day on internet, half of 
them purchase groceries online 1 to 3 times a 
month, but almost 95% of them indicated that 
they spend less than $60 a month on online 
grocery purchases (while one third indicated 
that they spend more than $75 a month on non-
grocery item purchases online).  When we 
analyze the factors contributing to their 
satisfaction with and purchase intentions for 
online groceries, convenience and positive 
perceptions were the main determinants of their 
intentions to buy.  

Based on the findings of this study, we can 
conclude that Turkish consumers have positive 
perceptions towards online grocery purchases 
and are willing to buy most grocery items 
online.  They are mainly driven by the 
convenience and to avoid the shopping hassles 
in the supermarkets.  Although the dollar 
amounts spent for online groceries are still very 
small, future trends are very positive.  

Our study makes theoretical contribution to 
the area of online grocery shopping research.  
First of all, this study contributed to the 
domestic literature due to the fact that there was 
no previous study.  This study has important 
implications for marketers and researchers in 
the field of online grocery shopping.  

Understanding the important factors affecting 
future intentions would help the marketers 
position their digital strategies. 

One of the limitations of this study is that 
the data for the study was collected using a 
convenience sample in Turkey.  Although the 
sample profile is considered appropriate for 
this study, future studies should utilize more 
representative samples.  Also, we purposefully 
selected online shoppers from İstanbul in this 
study.  Future studies should incorporate online 
shoppers from other cities and compare 
differences among them. (This study is 
supported by Cukurova University Scientific 
Research Projects Unit within the scope of 
SBA-2019-11744 individual research project.) 
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 Media Multi-vendor Mobile Loyalty Application Use: Evidence 
from an Emerging Market 

Gökhan Aydın 
Zehra Türköz 

ABSTRACT. The present study focuses on the evolving landscape of loyalty programs and sheds light 
on the changing consumer behavior.  The research model is developed upon loyalty program and retail 
management literature particularly focusing on distinct types of value offered by LPs to members (i.e., 
tangible, information, hedonic, symbolic).  Two separate multi-vendor mobile loyalty programs active 
in Turkey were chosen as the setting of the study.  Following an online survey to collect data, a total of 
293 questionnaires were obtained and analyzed using regression analysis.  Among the significant find-
ings, hedonic value emerged as the most influential factor affecting loyalty.  Tangible benefits offered 
by loyalty programs and the perceived personalization provided by the program materialized as other 
factors of significance that affect attitudinal loyalty to the program.  Moreover, a negative effect of 
privacy concerns on attitudinal loyalty was observed in the study.   

KEYWORDS. Loyalty programs, multi-vendor loyalty programs, mobile loyalty programs, coalition 
loyalty, loyalty cards, program loyalty 

INTRODUCTION 

Despite increasing popularity, an area that 
has been neglected so far in the customer rela-
tionship management literature has been the 
evolving nature of loyalty programs.  A myriad 
of companies operating in various consumer 
goods and consumer services sectors have 
launched and benefited from loyalty programs 
(LPs) so far.  LPs have been instrumental in 
gaining insights on shopping behavior and bet-
ter segmentation, improving customer loyalty 

and creating switching barriers.  Major indus-
tries that benefited from LPs have been airlines, 
retailers, banks, and telecommunications com-
panies.  LPs offer benefits both to the compa-
nies sponsoring them and to their members. 
Members enjoy several types of rewards and 
discounts, recognition, unique offers, and the 
joy of earning and redeeming points (Dowling 
& Uncles, 1997; Villacé-Molinero, Reinares-
Lara, & Reinares-Lara, 2016).  Companies gain 
an edge over their competitors by 
understanding, segmenting, and serving in a 
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better way by using the data obtained through 
LPs. 

Increasing number of LPs launched by 
companies led to an increase in their popularity 
among consumers as they have become mem-
bers of several LPs in a variety of sectors.  Yet 
keeping track of each program has become a 
burden for the consumers.  Taking into account 
that an average household in the U.S. utilizes 
less than half of the 18 LP memberships they 
own (Kreis & Mafael, 2014), it is evident that 
consumers have a hard time utilizing all possi-
bilities.  The proliferation of available LPs, 
new technologies transforming retail business 
and payments, increased mobility and need for 
personalization, and multi-channel buying be-
havior have all led to more convenient systems 
and interfaces in the last decade.  A promising 
solution to address these changes emerged as 
multi-vendor loyalty programs (MLP).  MLPs 
promise to deliver higher value to their mem-
bers through merging offers from a high num-
ber of brands that offer a variety of prod-
ucts/services.  Customers can earn benefits and 
rewards and redeem points in this large portfo-
lio of brands.  MLPs bring together several 
brands from diverse industries to enable cross-
selling and higher convenience.  Oftentimes 
they are presented to members in the form of 
websites and smart device applications that can 
offer superior benefits and convenience.  MLPs 
that are accompanied by such mobile apps pro-
vides convenient access without the hassle of 
carrying plastic cards.  Utilizing the data pre-
sent on mobile phones (location, phone and app 
use behavior, etc.), MLPs can also provide im-
proved personalization and convenience to 
members (Nielsen, 2016) and segmentation 
possibilities to their sponsors.  Potential bene-
fits of having multiple partners in LPs have 
been evidenced by several researchers.  For in-
stance, shopping partners of an LP have been 
deemed among the most significant factors af-
fecting customer satisfaction and loyalty.  It has 
been observed that once such partnerships are 
functioning successfully, and the members’ 

satisfaction with the program is established, 
their cross-buying intentions improve (Zakaria 
et al., 2014). 

A further benefit of MLPs is valid for the 
medium to smaller enterprises (SMEs).  MLPs 
can be utilized by these smaller brands to enjoy 
benefits similar to that offered by mono-brand 
LPs. Customer relationship management that is 
customarily unstructured in SMEs, usually re-
stricts their ability to reap benefits of LPs ade-
quately. However, by becoming a part of a 
MLP, SMEs can manage customer acquisition 
and retention in a more effective and proficient 
way (Hutchinson, Donnell, Gilmore, & Reid, 
2015; Rese, Hundertmark, Schimmelpfennig, 
& Schons, 2013). 

Within this background, differing from the 
majority of relevant studies on LPs that focus 
on single-brand loyalty cards, this study fo-
cuses on multi-brand LPs presented in a mod-
ern medium and chooses a significant develop-
ing market as the setting.  Differences of MLPs 
over LPs displayed thorough their unique char-
acteristics (e.g., convenient interfaces, higher 
number of brands to choose from, more infor-
mation available to sponsors and members) all 
may lead to differences in consumer behavior. 
Within this context, this study aims to provide 
insights into the limited research on the chang-
ing structure of LPs and the emergence of 
MLPs and improve our understanding of 
changing consumer behavior in the digital era. 
To attain this goal, relevant factors creating 
value for members that leads to attitudinal loy-
alty towards MLP among members were ana-
lyzed.  Each factors’ significance in attaining 
attitudinal loyalty were assessed.  

LITERATURE REVIEW & 
HYPOTHESES DEVELOPMENT 

Loyalty towards Loyalty Program 

Loyalty is a significant aspect of consumer 
behavior that is even more relevant in a loyalty 
program context.  Loyalty is deliberated from 
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two separate perspectives in the relevant con-
sumer behavior literature.  First is the behav-
ioral while the next is attitudinal (Dick & Basu, 
1994; Oliver, 1999).  The behavioral perspec-
tive on loyalty is based on the actual behavior 
of consumers.  Behavioral loyalty can be meas-
ured in terms of repeat purchases from the same 
brand and the purchase frequency of consumers 
(Oliver, 1999).  The attitudinal perspective to 
loyalty, on the other hand, is affective in nature 
and is related to consumers’ emotional attach-
ment to a brand.  Attitudinal loyalty can be 
measured by consumers’ willingness to pay 
more for products from a certain brand, their 
intention to repurchase, and their tendency to 
recommend the brand/products to others 
(Homburg, Koschate, & Hoyer, 2005; Jones, 
Mothersbaugh, & Beatty, 2000; Vázquez-
Casielles, Suárez-Álvarez, & Del Río-Lanza, 
2009).  Within the framework of this study, an 
attitudinal approach to loyalty was favored, 
taking into account that behavioral loyalty may 
arise due to short-term promotions and conven-
ience rather than positive attitudes (Dick & 
Basu, 1994).  Moreover, behavioral data of the 
members were not available to the authors.  

Considering that MLPs targeted in the pre-
sent study each feature more than a hundred 
brands each within their portfolio, loyalty to-
wards the program itself rather than to a partic-
ular brand was assessed in this study.  The high 
number of brands in each program made a po-
tential comparison between brand loyalty and 
program loyalty impossible.  

LOYALTY PROGRAM VALUE & 
BENEFITS 

Loyalty programs require customers to put 
forth some effort by providing information dur-
ing membership and transactions.  To justify 
this effort, enough value for members should 
be provided to establish satisfaction among 
members and subsequently create attitudinal 
loyalty towards the program (O’Brien & Jones, 
1995; Yi & Jeon, 2003).  Evidence from both 
academia and marketing practitioners support 

this statement.  For instance, according to an 
online study by Nielsen (2016) on 30,000 cus-
tomers, tangible benefits merged as the most 
significant value creator for LP members.  De-
spite this finding, tangible financial rewards are 
not the only source of value.  In addition, he-
donic aspects such as attractive, entertaining, 
and unique rewards or creation of value 
through a sense of belonging, special treatment, 
and exclusivity can be instrumental (Kreis & 
Mafael, 2014).  Moreover, consumers also look 
for flexibility, customization to obtain distinct, 
personalized offers and rewards in LPs (Niel-
sen, 2016).  The tangible financial benefits of-
fered by LPs such as discounts, points, and re-
wards are all utilitarian in nature, and they af-
fect the total value created by an LP.  Utilitarian 
benefits are also significant factors affecting 
the membership decision, member satisfaction, 
and loyalty of members to the program 
(Dorotic, Bijmolt, & Verhoef, 2012; 
Evanschitzky et al., 2012; So, Danaher, & 
Gupta, 2015; Stathopoulou & Balabanis, 2016; 
Yi & Jeon, 2003).  Hedonic value on the other 
hand, materializes through enjoyment, enter-
tainment, sensory stimulation, seeking new ex-
periences, and escaping from burdens of daily 
life.  Hedonic aspects are essentially affective 
and experiential (Babin, Darden, & Griffin, 
1994; Childers, Carr, & Carson, 2001; 
Hirschman & Holbrook, 1982; Kim, 2006). 
Among relevant studies on retail and online 
shopping, hedonic aspects were found to be in-
fluencing customer motivations and loyalty 
(Fang, George, Shao, & Wen, 2016; Kesari & 
Atulkar, 2016; Mimouni-Chaabane & Volle, 
2010; So et al., 2015; Stathopoulou & 
Balabanis, 2016). 

On top of providing tangible, utilitarian 
benefits and entertainment (hedonic value), 
LPs may also present psychological benefits 
(i.e., exclusivity, a sense of belonging, recogni-
tion, social status) to members (Dorotic et al., 
2012; Henderson, Beck, & Palmatier, 2011; 
Mimouni-Chaabane & Volle, 2010; 
Rosenbaum, Ostrom, & Kuntze, 2005).  Once 
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LP members receive exclusive offers and ben-
efits, they believe that they are treated in a bet-
ter way compared to non-members (Liu, 2007) 
and feel identified with the company 
(Bhattacharya & Sen, 2003).  This phenome-
non is instrumental in developing relational 
bonds that affect the preference for LPs (Drèze 
& Nunes, 2009; So et al., 2015).  These types 
of benefits offered by LPs were assessed under 
a “symbolic value construct” in the literature, 
which is also adopted in this study.  In line with 
the findings of previous researchers and the 
discussions provided, the following were hy-
pothesized: 
H1: Tangible benefits will affect program loy-
alty positively 
H2: Hedonic value will affect program loyalty 
positively 
H3: Symbolic value will affect program loyalty 
positively 

In addition to the three major value creating 
factors mentioned in the previous paragraphs, 
information provided by LPs can also facilitate 
value creation by bestowing knowledge to 
members.  Providing information on new prod-
ucts, brands, campaigns, as well as getting ad-
vice on available options provided by LPs fa-
cilitate more accurate information for decision-
making among members (Faraj & Wasko, 
2000; Mimouni-Chaabane & Volle, 2010; 
Nambisan & Baron, 2007).  Among the rele-
vant research into LPs, information such as 
special promotions, brands, and rewards were 
found to affect overall experience and loyalty 
(Mimouni-Chaabane & Volle, 2010; So et al., 
2015).  Given the inherent information-provid-
ing ability of LPs and the findings in the litera-
ture, the following was hypothesized:   
H4: Information value will affect loyalty posi-
tively 

PERSONALIZATION & PRIVACY 
CONCERNS 

Personalization involves learning about 
each customers’ preferences, demographics, 

and shopping behavior and subsequently trans-
forming all this information into distinct offer-
ings, campaigns, and communication.  Inher-
ently, personalization has been founded upon 
the premise of prediction of future customer be-
havior by utilizing existing customer behavior. 
Personalization in the relevant literature has 
been defined as “the ability to provide content 
and services that are tailored to individuals 
based on knowledge about their preferences 
and behaviors” (Xu, Luo, Carroll, & Rosson, 
2011).  Among traditional LPs the information 
collected is usually limited to certain de-
mographics provided during membership and 
transaction data.  However, in MLPs that are 
established using novel information technolo-
gies (mobile apps, internet portals, etc.), there 
are abundant opportunities for personalization. 
In these kinds of MLPs, program managers can 
combine several sources of data such as the de-
mographics, transaction data with computer or 
smart device, and generated behavioral data to 
arrive at a rich, unique dataset on each member. 
This data collected on members can facilitate 
more effective market segmentation and target-
ing and lead to mass customization of offers, 
campaigns, and communication.  Providing rel-
evant offers / communication will facilitate su-
perior value creation that leads to a competitive 
advantage for the LP sponsors (Berman, 2016; 
Euromonitor, 2009; Kumar, Venkatesan, & 
Reinartz, 2006; Salonen & Karjaluoto, 2016). 
Thus, personalization has been found to be a 
noteworthy factor in the persuasion of consum-
ers (Pappas, Kourouthanassis, Giannakos, & 
Chrissikopoulos, 2017).  Thus, personalization 
should be managed in a proper way by con-
sumer brands and retailers to gain an edge 
among competition.  In the present study, this 
construct was operationalized to reflect the re-
spondents’ perceptions of the level of person-
alization provided in MLPs. 
 Partly related to the personalization con-
struct, privacy emerges as a significant issue af-
fecting consumer behavior.  In the last decade, 
consumers’ privacy concerns have been proven 
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to be a major barrier to developing novel, per-
sonalized services.  Taking into account the 
abundance of data provided by LP members 
themselves and obtained by the MLPs working 
on smart mobile phones, related privacy con-
cerns are of utmost importance.  Privacy has 
been defined in the literature as “the desire of 
individuals to control or have some influence 
over data about themselves” by Bélanger and 
Crossler (2011).  Considering an LP context, 
privacy concerns encompass the risks related to 
unsolicited access and use of personal infor-
mation via or through LPs.  All LPs, whether 
they be mono-brand, multi-brand, or work on 
mobile apps, they require basic personal infor-
mation (i.e., name, gender, address, contact 
info such as telephone or email) during initial 
membership.  Moreover, the real-time infor-
mation accessed by MLPs working on mobile 
devices without clear indications (i.e., time, lo-
cation, and app / phone use) is personal in na-
ture and increases privacy concerns of custom-
ers (Sheng, Nah, & Siau, 2008; Sun, Wang, 
Shen, & Zhang, 2015).  Thus, consumers 
should consider whether the services provided, 
and the value offered is superior to that of the 
information they are sharing, which can be con-
sidered as a cost (Phelps, Nowak, & Ferrell, 
2000).  This phenomenon has been contem-
plated under the so-called privacy-calculus the-
ory.  This theory postulates that customers as-
sess the benefits they are going to get by shar-
ing information in contrast to the loss of pri-
vacy and decide to share personal information 
only when the perceived benefits exceed the 
perceived losses (Sun et al., 2015).  Research 
carried out on LPs have observed a negative ef-
fect of privacy concerns on loyalty.  Conse-
quently, consumers’ privacy concerns and the 
degree of their trust in the company to protect 
the shared personal information are instrumen-
tal in establishing attitudinal loyalty 
(Stathopoulou & Balabanis, 2016).  Given the 
discussion provided in the last two paragraphs, 
the following were hypothesized: 

H5: Personalization will affect loyalty posi-
tively 
H6: Privacy concerns will affect loyalty nega-
tively 

METHODOLOGY 

To answer the aforementioned research 
questions and test the hypotheses developed in 
the previous section, a survey study was devel-
oped.  The target population of the survey was 
chosen as the members of Hopi and Zubizu, the 
two leading multi-vendor mobile loyalty pro-
grams in Turkey.  Both applications each have 
more than one hundred twenty brands from 
food and beverage retail, fashion retail, e-com-
merce, travel, fitness, and financial services in 
their portfolio.  Hopi and Zubizu offer their 
members exclusive benefits such as discounts 
and reward points that can be redeemed at later 
time.  Both LPs operate through branded mo-
bile apps that can be installed and accessed on 
smart devices.  Moreover, www.hopi.com.tr 
and www.zubizu.com.tr websites can be ac-
cessed to benefit from programs, but to fully 
enjoy the benefits, smart devices are required 
to be presented at points of sale.  Further infor-
mation on programs and all the brands in each 
portfolio can be accessed on their official 
homepages (www.hopi.com.tr and 
www.zubizu.com.tr).  

MEASURES 

The scales utilized in this study were de-
rived from the extant literature as follows: Per-
sonalization  (5 items) from Lee and Rha 
(2016) and So et al. (2015); Information value 
(5 items) from Alnawas and Aburub (2016) and 
So et al. (2015); Tangible value from So et al. 
(2015) and Kang et al. (2015); Symbolic Value 
(6 items) from Alnawas and Aburub (2016) and  
So et al. (2015); Hedonic value (6 items), Pri-
vacy concerns (3 items) and Loyalty (4 items) 
from So et al. (2015).  Details of each item used 
to measure relevant constructs are provided in 
Appendix A. 
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SAMPLING & DATA COLLECTION 

To reach the target population of Hopi and 
Zubizu (mobile applications) users, conven-
ience and snowball sampling were utilized in 
this study.  An online questionnaire developed 
on Google Forms was published and kept 
online for six weeks to collect responses from 
330 members.  The collected questionnaires 
were filtered down to 293, and the final sam-
ple’s demographic characteristics are provided 
in Table 1.  

DATA ANALYSIS 

First of all, the descriptive statistics of indi-
cators are calculated then a confirmatory factor 
analysis (CFA) for each construct have been 
carried out to validate the scales and arrive at 
the factor scores.  The results of descriptive 
analysis are provided in Table 2 along with the 
results of validity and reliability analysis of the 
CFA.  

Table 1. Sample Demographic Characteristics 
Description N % 

Gender 
Female 225 76.8 % 
Male 68 23.2 % 

Age 
18-28 54 18.4 % 
29-40 84 28.7 % 
41-51 127 43.4 % 
52+ 28 9.6 % 
Education
High School & College 19 6.5 % 
University Student 27 9.2 % 
University Degree 142 48.5 % 
Graduate Degree 105 35.8 % 

Income (USD Equivalent) 
0-600 $ 28 9.6 % 
601-1200 $ 44 15.0 % 
1201-1500 $ 51 17.4 % 
1501-2100 $ 64 21.8 % 
2101+ $ 100 34.1 % 

Missing 6 2.0 % 
Total 293 100 % 

Table 2.  Descriptive Statistics & Reliability 
Analysis 

Constructs (N=293) Mean SD CR CA 

Personalization 3.15 0.77 0.931 0.900 
Tangible Value 3.69 0.80 0.869 0.812 
Hedonic Value  3.34 0.89 0.895 0.854 
Privacy Concerns 3.33 0.97 0.914 0.886 
Information value 3.15 0.87 0.879 0.829 
Symbolic value  2.68 0.94 0.902 0.857 
Loyalty 3.38 0.87 0.939 0.921 

SD: Standard deviation; CR: composite reliability; CA: 
Cronbach’s alpha 

The resulting loadings that are presented in 
Appendix B all exceeded the 0.7 threshold. 
Moreover, Cronbach’s alpha (CA) and compo-
site reliability (CR) that also exceed 0.7 for all 
items confirmed the internal consistency relia-
bility of the model (Henseler, Hubona, & Ray, 
2016; Nunnally, 1978).  Following the con-
firmatory factor analyses, the resulting factor 
scores were saved into separate variables, and 
a regression analysis was conducted to reveal 
the possible effect of each factor on program 
loyalty.  A linear regression analysis based on 
the following formula has been carried out on 
SPSS 22 by setting the loyalty towards the pro-
gram as the dependent variable and the remain-
ing variables as independent variables.  

𝑌𝑌𝑖𝑖 = 𝑤𝑤0 + 𝑤𝑤1𝑋𝑋1 + 𝑤𝑤2𝑋𝑋2 + 𝑤𝑤3𝑋𝑋3+. . +𝑤𝑤𝑛𝑛𝑋𝑋𝑛𝑛
+ 𝜀𝜀𝑛𝑛

Yi  : dependent variable (Loyalty towards 
LP) 

X1…n  : independent variables  
w1…n  : independent variable factor scores 
εn  : error terms 

The results of the regression analysis are 
provided in Table 3.  
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Table 3.  Regression Analysis Results 
Factor Std. 

Beta 
t Sig. 

Constant .000 .000 1.000 

Personalization .179 3.050 .003 

Information value .036 .760 .448 

Tangible Value .207 4.017 .000 

Hedonic Value .419 7.121 .000 

Symbolic value -.019 -.330 .742 

Privacy Concerns -.125 3.025 .003 
R2: 0.611; p < 0.001 

To test for possible violations of regression 
assumptions, Q-Q plots and variance inflation 
factors (VIF) were analyzed.  Q-Q plots indi-
cated no distinct patterns between standardized 
residuals versus predicted values indicating no 
significant deviation from normality.  VIF 
scores were used to test for possible multi-col-
linearity.  Calculated values all below 5 (max: 
2.551) indicated that multicollinearity was not 
an issue in the model.  These criteria suggested 
that the assumptions of regression analyses 
were met satisfactorily.  

DISCUSSION 

To assess the findings of the study, first the 
descriptive statistics were elaborated.  Descrip-
tives indicated that respondents have more pos-
itive perceptions of the tangible benefits (re-
wards, discounts, etc.) provided by the MLPs 
compared to hedonic value and symbolic value. 
Specifically, the lowest value perceived by the 
respondents on average emerged from the sym-
bolic aspects.  It is evident that exclusivity and 
sense of belonging have not been established 
yet in a satisfactory manner by the MLPs in 
question.  Moreover, the scores of respondents 
in personalization and information value di-
mensions (both means equal to 3.15) suggest 
that avenues for improvement are available as 
consumers are not fully satisfied in these as-
pects.  Information access is among the major 
uses of the Internet and mobile apps (Alnawas 

& Aburup, 2016), and this need of MLP mem-
bers can be satisfied in a better way according 
to the results. 

According to the results of the regression 
analysis provided in Table 3, Personalization, 
Tangible Value, Hedonic Value, and Privacy 
Concerns emerged as significant factors affect-
ing loyalty.  Among all factors, information 
value and symbolic value emerged as insignif-
icant factors affecting loyalty.  This has led to 
the rejection of H3 and H4 and the acceptance 
of H1, H2, H5 and H6.  

Interestingly, the strongest effect on attitu-
dinal loyalty towards the program emerged 
from hedonic aspects (e.g., joy of earning and 
spending points, relaxation, etc.).  This reflects 
the changing consumer behavior and the in-
creasing emphasis on soft factors such as he-
donic aspects among LP members.  Emergence 
of hedonic aspects among the primary factors 
affecting attitudinal loyalty is also in accord-
ance with several relevant studies that have also 
confirmed this effect (Bridson, Evans, & 
Hickman, 2008; Dowling & Uncles, 1997). 
The prominence of hedonic aspects may also be 
attributed to the mobile platforms that Hopi and 
Zubizu utilize.  Mobile platforms and applica-
tions may offer more enjoyable experiences 
compared to traditional LPs, which were 
founded upon plastic cards and standard com-
munication. 

Following the hedonic aspects, providing 
tangible benefits such as discounts, financial 
rewards emerged as a significant factor affect-
ing attitudinal loyalty.  

Tangible benefits that can offer savings, 
points or free products are inherent elements of 
LPs and should not be overlooked.  This find-
ing is in harmony with those of similar studies 
on LPs (Mimouni-Chaabane & Volle, 2010; 
Omar et al., 2015). As hypothesized, privacy 
concerns of respondents have emerged as a sig-
nificant barrier in establishing loyalty.  It 
should be noted that the strength of the negative 
effect on loyalty is not large.  Considering that 
the respondents were all members of MLPs in 
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question, they have already assessed and over-
come their privacy concerns to a certain degree 
by taking into account the benefits they are re-
ceiving.   

Thus, the emergence of a weak effect may 
partly be attributed to the nature of the sample 
that entirely consists of MLP members.  A sim-
ilar weak effect was also observed in the rele-
vant literature on a study on LPs, where the 
benefits offered were perceived to be high by 
the respondents (So et al., 2015).  

Another finding of consequence is that the 
presumed effect of personalization on loyalty 
has emerged as significant.  Several studies on 
LPs have confirmed the increasing importance 
of personalization in improving use intentions. 
Consequently, this finding is in harmony with 
the existing literature (Bridson et al., 2008; 
Melancon, Noble, & Noble, 2010; So et al., 
2015).  If tangible rewards, offers, and relevant 
marketing communications are customized 
properly, loyalty towards the MLP system can 
be improved. The lack of expected effects were 
also considered to improve our understanding 
of the changing consumer behavior on LPs. 
The lack of a significant effect of symbolic as-
pects on loyalty may partly be attributed to the 
heterogeneity that is inferred by the relatively 
high variation (SD: 0.94) observed.  In addi-
tion, the symbolic aspects such as a sense of be-
longing and exclusivity may be harder to estab-
lish in multi-brand large scale LPs that have 
hundreds of brands and hundred thousands of 
active users.  Similar findings encountered in 
the similar studies also supports the current 
findings on symbolic benefits.  For instance, a 
similar study that has categorized and analyzed 
consumers in two segments found a significant 
effect of symbolic value only in the high-end 
segment not the lower-end segment 
(Stathopoulou & Balabanis, 2016).  

CONCLUSION & FUTURE RESEARCH 

This study, carried out in a dynamic emerg-
ing economy, contributes to the extant litera-

ture by providing fresh insights into our under-
standing of the changing LP use behavior.  The 
research gap on consumer behavior in multi-
brand loyalty program use has been addressed. 
MLPs that are becoming more popular pro-
vided by superior interfaces and improved con-
venience can also provide benefits both for es-
tablished brands and smaller brands.    

As a result of the analysis carried out, sev-
eral practical insights have been obtained. 
Firstly, LP managers should try to offer better 
hedonic value in their programs to improve at-
titudinal loyalty towards the programs.  Never-
theless, the rewards and tangible benefits, 
which are inherent to LPs, should not be ne-
glected as they also affect loyalty towards LPs. 
We can also conclude that the privacy concerns 
of customers is still a significant issue even for 
the LP members who have overcame their con-
cerns to become members.  Finally, improving 
the personalization of the program elements 
(e.g., offers, communication, etc.) will help in 
facilitating loyalty among members.  

There are several limitations of this study, 
mostly inherent to the methodology applied. 
First of all, the present study was limited to a 
single country, a limitation shared by a signifi-
cant proportion of consumer behavior litera-
ture. Providing evidence from other countries 
by expanding the scope of the study is a valid 
avenue for further research. Secondly, the fac-
tors analyzed in the model are not exhaustive. 
There are several others that can be of signifi-
cance in establishing loyalty among LP mem-
bers derived from technology acceptance / bar-
riers models.  These models provide a means to 
enhance the loyalty program value model de-
veloped in the present study and may offer 
more food for thought for academicians and 
practitioners alike.  Lastly, the sample is 
skewed toward those with higher education and 
in a higher income group, which may be result 
of the convenience and snowball sampling 
methods utilized.  Future research may collab-
orate with MLP sponsors to collect and utilize 
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real behavioral data and carry out similar anal-
ysis to arrive at implications that are more de-
tailed. 
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APPENDIX A: Questionnaire Items 

Variable Items Source(s) 

Knowledge 
Benefits 

Discovered new products/services/events via the MLP  
I encounter exclusive products/services that I cannot find anywhere else  
The MLP provides information that helps me make important decisions  
The MLP enhances my knowledge on current lifestyle and fashion trends 

Alnawas and 
Aburub (2016); 
So et al. (2015) 

Tangible 
Benefits 

I spend less by using the MLP  
Program provides good variety of redemption options 
I think I get better prices than non-member customers in the MLP. 
I feel that I am getting a good deal by being a member of the MLP 

Kang et al. (2015); 
So et al. (2015)  

Hedonic 
Value 

It is fun to earn points by using the MLP   
I feel good when redeem and spend points I earned  
Using the MLP is a pleasure for me   
Using the MLP helps me to relax and pass time pleasantly 
I enjoy discovering & buying products/services offering points/rewards via the 
MLP 
I feel rewarded when I use the MLP   

So et al. (2015) 

Symbolic 
Value 

I feel like an important member of the MLP  
Feel appreciated as a member of the MLP  
The brands in the MLP share the same values as me 
Belong to a community of people who share the same values 
Using the MLP improves my status 

Alnawas and 
Aburub (2016); 
So et al. (2015) 

Personali-
zation 

The MLP offers deals and discounts customized for me 
The MLP offers campaigns and deals in line with my shopping behaviour and 
lifestyle  
The MLP offers me products / services / campaigns not offered to other people. 
* The MLP offers customized offers and content according to my location
* The MLP delivers customized offers and content when it is appropriate for me

Lee and Rha 
(2016);  
So et al. (2015)  
*Self-developed

Privacy 
Concerns 

I am not comfortable disclosing personal information  
I am very much at ease when sharing information with the MLP. (R) 
* I am reluctant to provide my location when using the MLP.

So et al. (2015) 
*Self-developed

Loyalty 

I prefer to use the MLP 
I will continue using the MLP in the future. 
I feel loyal to the MLP 
Recommend the MLP to others. 
Say positive things about the MLP 

(So et al., 2015) 
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APPENDIX B: Factor Analysis Loadings and Communalities 

Item PERS FINA HEDO KNOW LOYA PRIV SYMB Communalities 

KNOW1 0.807 0.673 

KNOW2 0.762 0.541 

KNOW3 0.762 0.594 

KNOW4 0.756 0.623 

KNOW5 0.760 0.541 

TANG1 0.750 0.603 

TANG2 0.863 0.749 

TANG3 0.793 0.628 

TANG4 0.739 0.524 

TANG5 0.822 0.658 

HEDO1 0.800 0.640 

HEDO2 0.775 0.601 

HEDO3 0.868 0.753 

HEDO4 0.673 0.453 

HEDO5 0.840 0.706 

HEDO6 0.827 0.683 

SYM1 0.760 0.577 

SYM2 0.881 0.776 

SYM3 0.901 0.811 

SYM4 0.887 0.786 

SYM5 0.828 0.685 

SYM6 0.826 0.682 

PERS1 0.745 0.555 

PERS2 0.819 0.671 

PERS3 0.681 0.464 

PERS4 0.755 0.570 

PERS5 0.775 0.601 

PRIV1 0.891 0.793 

PRIV2 0.906 0.822 

PRIV3 0.816 0.665 

PRIV4 0.733 0.537 

LOYA1 0.855 0.731 

LOYA2 0.865 0.748 

LOYA3 0.806 0.650 

LOYA4 0.886 0.784 
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Cultural Diversity and Digitalization of Marketing Communica-
tion: Agenda for Future Research 

Salman Saleem 

ABSTRACT. Drawing on cross-cultural research, the study highlights the applicability of GLOBE 
cultural framework for international digital marketing communication research (IDMC).  The review 
of literature shows that we lack knowledge about what role culture plays in the use and effectiveness 
the of several innovative digital marketing tools, namely consumer-generated advertising (CGA), con-
sumer-generated brand communication (CGBC), firm-created advertising, and branding in digital 
space.  The study proposes avenues for IDMC research by embracing the role of culture, the pursuit of 
which would be beneficial to both academicians and managers.  Lastly, the study discusses the useful-
ness of several research methods for IDMC research. 

KEYWORDS. Digitalization, Cultural Diversity, GLOBE cultural framework, International Digital 
Marketing Communication, Methodological choices  

DIGITALIZATION: THE MEGATREND 

 In the recent era, due to accelerating 
technological advancement, digitalization is re-
garded as a significant megatrend.  Since the 
onset of the digitalization era, businesses, con-
sumers, and public and private institutions have 
faced several problems such as security and pri-
vacy, the credibility of information, and uncer-
tainty about legal rights, to mention a few. 
Therefore, during last few decades, several 
journals with specific focuses on the digital 
marketing area have emerged such as the Jour-
nal of Interactive Marketing, the Journal of Re-
search in Interactive Marketing, the Journal of 

Interactive Advertising, and the Journal of Di-
rect Data and Digital Marketing Practice, to 
mention a few.  Moreover, the changes in the 
marketing landscape in the digital age has 
pushed digitalization of marketing to the fore-
front of mainstream marketing journals’ 
agenda.  However, understanding how compa-
nies can use the digital space to communicate 
with their consumers from diverse cultures will 
be useful to realize the full potential of digital 
technology and transform the marketing com-
munication landscape (see Okazaki & Taylor, 
2013; Karjaluoto, Mustonen, & Ulkuniemi, 
2015).  Thus, the aim of this study is to review 
the extent of the literature and explore the chal-
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lenges and opportunities for international digi-
tal marketing communication that would be 
valuable for marketing communication schol-
ars and practitioners.  The rest of the article is 
organized as follows.  First, the study discusses 
the operationalization of culture in interna-
tional marketing communication research to 
draw some implications for cross-cultural mar-
keting communication research in digital 
space.  This is followed by a review of studies 
that have examined the cross-cultural con-
sumer behavior toward digital media and the 
profile and characteristics of digital media in a 
cultural context.  Then the study will review 
pertinent literature on digital marketing com-
munication, advertising, and branding in digital 
space and identify the ignored research areas.  
This is followed by a discussion of methodo-
logical choices for international digital market-
ing communication studies.  In the last section, 
the study directs the agenda for future research 
and implications for marketing managers.  

CULTURE AND INTERNATIONAL 
MARKETING COMMUNICATION 

RESEARCH 

In the realm of international and cross-cul-
tural marketing communication research, 
scholars have frequently investigated the rela-
tionship between cultural values and marketing 
communication strategies (Zhang, 2014).  The 
predispositions, perceptions, and behavior of 
individuals are influenced by the cultural val-
ues of their society (Markus & Kitayama, 
1991).  Thus, it is quite logical to expect that 
societal culture might also affect marketing 
communication practices as well (Quigley, 
Luque, & House, 2012).  Literature reviews 
show that among several cultural typologies, 
Hofstede’s cultural dimensions have been fre-
quently used by international marketing com-
munication advertising research (Chang et al., 
2009; Koslow & Costley, 2010; Zhang, 2014; 
De Mooij, 2014).  In an attempt to measure cul-
ture, H. Hofstede, J. Hofstede, and Minkov 

(2010) asked the participants for their behav-
ioral preferences; then they aggregated these 
personal responses to identify culture, assum-
ing that individual values drive culture (H. Hof-
stede et al., 2010; Kirkman, Lowe, & Gibson, 
2006; Taras, Steel, & Kirkman, 2010).  How-
ever, values at the individual level are not sim-
ilar to those at the societal-level (Fischer, Vau-
clair, Fontaine, & Schwartz, 2010), and most of 
the personal values are not shared within a cul-
ture (Fischer, 2006; Fischer & Schwartz, 
2011).  In other words, cultural classification 
based on aggregated individuals’ values, such 
as Hofstede’s, only limitedly predict societal 
culture and the reflection of the culture in mar-
keting communications.  

Culture is a multifaceted variable that can 
be reflected in a range of constructs such as 
norms, beliefs, values, and practices (Sun, 
D’Alessandro, Johnson, & Winzar, 2014).  In 
one of the largest cultural studies carried out to 
date, in addition to Hofstede, the GLOBE team 
measured culture by asking people how things 
are and how things should be done in their so-
ciety (House, Hanges, Javidan, Dorfman, & 
Gupta, 2004).  By doing so, the respondents re-
ported their societal practices and values re-
spectively, and these represent the gestalt of 
culture (Javidan, House, Dorfman, Hanges, & 
Luque, 2006).  While comparing and con-
trasting the GLOBE cultural framework with 
several other cultural frameworks, Terlutter, 
Diehl, and Mueller (2012) emphasized its use-
fulness for advertising research.  GLOBE pro-
vides insights into values and practices at the 
societal level, which are sound from the theo-
retical and methodological perspectives and 
based on recent data.  Some other scholars have 
argued that GLOBE cultural indices are rele-
vant for advertising research (House, Quigley, 
& Luque, 2010; Terlutter et al., 2012; Quigley 
et al., 2012). 

Furthermore, research in management and 
social psychology also shows that societal 
practices are more suited to the identification of 
national culture (see Morgeson & Hofmann, 
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1999; Fischer, 2008; Klein & Kozlowski, 2000; 
Wan et al., 2007).   

The GLOBE team also found that, com-
pared to societal values, societal practices bet-
ter predicted several societal phenomena such 
as economic health, national competitiveness, 
and societal health (Javidan et al., 2006).  Re-
cently, Sun et al. (2014) proposed that for in-
vestigating country-level issues such as com-
munication, societal practices are more appro-
priate than societal values.  

 Several studies show that GLOBE’s cul-
tural dimensions such as assertiveness (e.g., 
Terlutter, Diehl, & Mueller, 2010) performance 
orientation (Diehl, Terlutter, & Mueller, 2008), 
gender egalitarianism and humane-orientation 
(Diehl, Terlutter, & Mueller, 2015) influence 
the effectiveness of marketing communication 
across cultures.  Thus, we can say that the use 
of GLOBE’s cultural practices would be fruit-
ful to international digital marketing communi-
cation research.  Below the study provides a 
brief overview of the GLOBE cultural frame-
work.  

GLOBE CULTURAL FRAMEWORK: 
OVERVIEW 

The term GLOBE is an abbreviation used 
for the “Global Leadership and Organizational 
Behavior Effectiveness Research” project initi-
ated by House and coauthors in early 1990. 
More than 170 researchers with different cul-
tural backgrounds worked together to concep-
tualize and measure of culture (Terlutter et al., 
2012).  In 1994, GLOBE conducted an empiri-
cal study, using responses from 173,000 middle 
managers working for 951 industrial organiza-
tions in three areas, namely financial services, 
food processing, and telecommunications, 
from 62 different societies, to uncover culture. 
Based on their data, they proposed nine cultural 
dimensions, namely Uncertainty Avoidance, 
Power Distance, Societal Collectivism (Collec-
tivism I), In-Group Collectivism (Collectivism 
II), Gender Egalitarianism, Assertiveness, Fu-
ture Orientation, Performance Orientation, and 
Humane Orientation. For definitions of these 
dimensions, see Table 1.  

Table 1. Definitions of GLOBE Cultural Dimensions 
Uncertainty avoidance refers to “the extent to which members of society seek certainty in their environment by 
relying on established social norms, rituals and bureaucratic practices” (House et al., 2010, p. 118) 
Power distance “the degree to which members of a society expect and agree that power should be stratified and 
concentrated at higher levels of an organisation or government” (House et al., 2010, p. 118) 
Institutional collectivism refers to “the degree to which organizational and societal Institutional practices encourage 
and reward the collective distribution of resources and collective action” (House et al., 2010, p. 118). 

In-group collectivism “the degree to which individuals express pride, loyalty, and cohesiveness in their organiza-
tions or families” (House et al., 2010, p. 118). 
Gender egalitarianism “the degree to which a society minimizes gender role differences while promoting gender 
equality” (House et al., 2010, p. 118). 
Assertiveness “the degree to which members of society are assertive, confrontational or aggressive in social rela-
tionships” (House et al., 2010, p. 118). 
Future orientation “the degree to which individuals in organizations or societies engage in future orientated behav-
iors such as planning, investing in the future, and delaying individual or collective gratification” (House et al., 2010, 
p. 118).
Performance orientation “the degree to which an organization or society encourages and rewards members for 
performance improvement and excellence” (House et al., 2010, p. 118). 
Humane orientation “the degree to which members of a society encourage and reward individuals for being fair, 
altruistic, friendly, generous, caring, and kind to others” (House et al., 2010, p. 118). 
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GLOBE’s nine cultural dimensions un-
cover the patterns of fundamental problems 
that societies face and have consequences for 
the functioning of groups and societies.   Ow-
ing to the criticism on previous cultural theo-
ries, such as Hofstede’s cultural framework, the 
focus of GLOBE teams is “to develop an em-
pirically-based theory to describe, understand, 
and predict the impact of specific cultural vari-
ables on leadership and organizational pro-
cesses and the effectiveness of these processes” 
(House et al., 2004, p. 4).  Later they expand it 
to the other aspects of national and organiza-
tional cultures (House et al., 2004).  A detailed 
review of the project is clearly beyond the 
scope of this study.  For details see the book 
Culture, Leadership, and Organisations: The 
GLOBE Study of 62 Societies by GLOBE team. 
GLOBE teams have classified 62 societies re-
garding nine cultural dimensions and have as-
signed an index for each dimension.  These in-
dexes for some countries are provided in Table 
2.  

Table 2. GLOBE Cultural Practices Index for 
Few Countries 

Dimension High Score
Countries 

Low score
Countries 

Uncertainty
avoidance 

Switzerland
5.37 

Greece
3.39 

Power dis-
tance 

Argentina
5.64 

Nether-
lands 
4.11 

Institutional 
collectivism 

Sweden
5.22 

Greece
3.25 

In-group 
collectivism 

India
5.92 

United 
States 
4.2 

Gender
egalitarian-
ism 

Sweden
3.84 

South Ko-
rea 2.5 

Assertive-
ness 

Austria
4.62 Sweden 

3.38 
Future ori-
entation 

Singapore
5.07 

Russia 
2.88 

Perfor-
mance Ori-
entation 

United States
4.49 

Greece
3.2 

Humane
orientation 

Zambia
5.23 

Spain
3.32 

Source: House et al. (2004) 

REFLECTION OF OFF-LINE CULTURE 
IN DIGITAL SPACE 

Cultural diversity across the globe has in-
spired scholars to investigate the interactive dy-
namics between culture and user attitude and 
interaction with digital technologies.  There-
fore, in literature, a plethora of studies can be 
found that have examined the characteristics of 
digital platforms from a cultural perspective. 
Moreover, a large number of academic journal 
particular issues can be found exploring the re-
lationship between the real world and digital 
world culture or virtual world culture (Jackson 
& Wang, 2013).  Several consumer studies sup-
port the notion that online culture is the reflec-
tion of users’ offline culture in which they are 
embedded (e.g., Jackson & Wang, 2013; Zorn, 
Bellman, Robinson, & Varan, 2016).  The 
study by Qiu, Lin, and Leung (2012) shows that 
the behavior of the user of social media net-
working sites (SNS) from South Korea and the 
United States is aligned with their cultural 
roots.  Using Hofstede’s individualism-collec-
tivism, Jackson and Wang (2013) found a sig-
nificant difference in the use of SNS regarding 
time spent, motives for use, and the number of 
friends on SNS among the SNS users from 
China and the United States.  More recently, 
Zorn et al. (2016) show that cultural uncer-
tainty avoidance explains the difference in the 
effectiveness of interactive television (iTV) ad-
vertisements in the United Kingdom and the 
United States.  Also, scholars have analyzed 
the content of digital platforms such as website, 
web advertising, and social media posts to ex-
amine the reflection of culture.  For instance, a 
study by An and Kim (2007) shows that Hof-
stede’s masculinity to a large extent supports 
the portrayals of gender roles in web advertis-
ing from the United States and South Korea. 
Analysis by Kalliny, Ghanem, and Kalliny 
(2018) of Arabic online news websites shows 
that in the Arab world the social media commu-
nication is consistent with the Arab world’s 
collectivistic culture as described by Hofstede. 
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More recently, a study by Hamid (2017) shows 
that web pages of universities from Pakistan 
use visuals that are consistent with countries’ 
cultural stance on Hofstede’s six cultural di-
mensions.  To sum up, we can say that digital 
media culture, consumer attitude, consump-
tion, the motive to use digital media, and com-
munication patterns on digital platforms mirror 
the culture in which they are implanted.  

DIGITAL MARKETING 
COMMUNICATION RESEARCH 

A variety of promotional tools, such as ad-
vertising, sales promotion, public relations, di-
rect marketing, and sponsorship, are used by 
companies for marketing communication.  Tra-
ditionally, print, television, and other broadcast 
media such as cinema and radio are used as me-
diums to implement the marketing communica-
tion plan.  However, in the recent era, increas-
ingly digital platforms such as social media, 
websites, blogs, and chatrooms are used to talk 
and interact with customers, employees, and 
other stakeholders.  The digitization has also 
enabled more direct communication between 
the companies and customers and from cus-
tomer-to-customer.  Some marketers view dig-
ital platforms as an additional tool that supple-
ments traditional marketing communication 
tools (see Brodie, Hollebeek, Jurić, & Ilić, 
2011; Trainor, Rapp, Beitelspacher, & 
Schillewaert, 2011; Tsiotsou & Vlachopoulou, 
2011).  
 On the other hand, some scholars have as-
certained that due to the interactive character-
istics of digital platforms there is a paradigm 
shift in marketing communication (see Man-
gold & Faulds, 2009; Liu, Karahanna, & Wat-
son, 2011; Järvinen, Töllinen, Karjaluoto, & 
Jayawardhena, 2013).  The marketer has al-
ways solicited the consumer in planning their 
advertising and branding.  However, with the 
advent of digital media, there is a shift in the 
control of marketing communication from the 
company to the consumer.  The advancement 

and access to multimedia software, Internet, 
and digital platforms have enabled the con-
sumer to create and disseminate their advertise-
ments and brand stories (Hennig-Thurau et al., 
2010; Ertimur & Gilly, 2012; Lawrence, Four-
nier, & Brunel, 2013).  
 Also, integration of consumer-generated 
contents from social media such as Facebook, 
Twitter, Pinterest, and Instagram in a com-
pany’s communication mix is now widespread 
(Hennig-Thurau et al., 2010; Lawrence et al., 
2013).  We can say that at the onset of the dig-
ital age, a significant innovation in the market-
ing landscape is that marketers have started to 
use consumer-generated advertising (CGA) 
and consumer-generated brand communication 
(CGBC) (Gensler, Völckner, Liu-Thompkins, 
& Wiertz, 2013; Lawrence et al., 2013; Knoll, 
2016).  Scholars have examined the difference 
in the effectiveness of traditional company ads 
CGA (Pehlivan, Sarican, & Berthon, 2011; 
Lawrence et al., 2013).  However, they seem 
divided on whether CGA is useful or not due to 
mixed findings and inconclusive evidence 
(Steyn, Wallström, & Pitt, 2010; Steyn, Ewing, 
van Heerden, Pitt, & Windisch, 2011; Knoll, 
2016).  Consequently, more empirical research 
is needed to explore under what circumstances 
CGA and CGBC affect brand success in the 
marketplace (Gensler et al., 2013).  In this re-
gard, we lack knowledge of what role culture 
plays in the effectiveness of consumer-gener-
ated marketing communication (CGMC), firm-
created ads, and brand communication in digi-
tal space.  

ADVERTISING AND BRANDING IN 
DIGITAL SPACE AND CULTURE 

Digitalization has enabled us to communi-
cate across the national and cultural bounda-
ries.  Digitalization is merely providing us tools 
that open up the opportunity to interact in many 
different ways, such Business-to-Business, 
Business-to-Consumer and consumer-to-con-
sumer, by using a wide array of digital media 
such as online forums, social media networks, 



36 JOURNAL OF EUROMARKETING 

blogs, videos, photos, and news sharing on the 
Internet.  Digitalization has not changed the 
cultural expectations about how and what 
needs to be communicated to the customers 
(De Mooij, 2014).  Because the ways people in-
teract are aligned to their cultural norms of so-
ciety, marketing communication such as brand-
ing and advertising usually carries and reflects 
culturally relevant values (McCracken, 1986; 
De Mooij, 2014).  A brand may have different 
meanings in different markets across the globe. 
For instance, a study by Foscht, Maloles, 
Swoboda, Morschett, and Sinha (2008) shows 
that consumers from several different cultures 
perceive the Red Bull brand differently accord-
ing to their cultural roots.  In this regard, Gens-
ler et al. (2013) rightly raised the question of 
how managers can ensure that a single market-
ing communication plan, such as brand story, 
on social media or a company website site is 
appropriate for all consumers in countries 
around the globe, which might have different 
meanings for a particular brand.  As culture in-
fluences how the consumer interacts with digi-
tal media (Qiu et al., 2012; Jackson & Wang, 
2013) and their attitude towards technologies 
(Zorn et al., 2016) and digital media content 
(An & Kim, 2007; Hamid, 2017), it is plausible 
to say that culture might also influence how the 
consumer and the firm communicate in digital 
space.  However, research on culture’s impact 
on digital marketing communication, such as 
branding and advertising, is nonexistent and 
the area needs further exploration.  Such under-
standing is essential especially in light of the 
evidence that CGA and CGBC impact brand 
performance (Ertimur & Gilly, 2012; Thomp-
son & Malaviya, 2013) and firm performance 
(e.g., Muñiz & Schau, 2007).  A thorough un-
derstanding of the influence of culture on digi-
tal marketing communication might help the 
manager to determine how to react CGMC in 
digital space and what type firm-created mar-
keting communication are useful to engage 
with the consumer in different cultures.  As 

mentioned earlier, scholars in the field of mar-
keting communication have asserted it is a cul-
ture-dependent phenomenon (see De Mooij, 
2014; Diehl et al., 2015).  Recently Karjaluoto 
et al. (2015) have emphasized that “implement-
ing social media also requires knowledge of the 
culture of communication” (p. 708).  In the 
same vein, Okazaki and Taylor (2013) empha-
sized that “the social media content needs to be 
adapted to local markets so that cultural factors 
are taken into account” (p. 61).  To sum up, in-
ternational digital marketing communication 
should take into account the receiver’s cogni-
tive, social, and cultural background.  Thus we 
can say that GLOBE’s culture dimensions may 
affect the way consumers interact with innova-
tive digital marketing communication tools and 
their contents across cultures.  

METHODOLOGICAL CHOICES FOR 
INTERNATIONAL DIGITAL 

MARKETING COMMUNICATION 
RESEARCH 

Previous studies on digital marketing com-
munication such as social media advertising 
have mainly used three research methods, 
namely content analysis, experiments, and sur-
veys (Knoll, 2016).  It is notable that multi-
method studies are more valuable for cross-cul-
tural advertising research (Andriopoulos & 
Slater, 2013; Belk, 2017).  For instance, de-
scriptive analysis of advertising content can 
also be supplemented by incorporating con-
sumer perceptions through surveys and experi-
ments (Taylor, 2014; Samiee & Jeong, 1994). 
In addition, combining evidence from different 
sources ensures the analytical enrichment and 
triangulation of findings (Taylor & Bowen, 
2012; Davis, 2012).  In other words, mixed-
method and multiple methods are valuable for 
international digital marketing communication 
research.  In doing so, scholars can address sev-
eral shortcomings of mono-method research, 
such as methodological rigor, validity, and re-
liability, or quantitative methods (e.g., surveys, 
experiments, and content analysis) in research 
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on digital marketing communication.  For in-
stance, scholars can use a multimethod re-
search program to examine whether and how 
culture influences the consumer-generated and 
firm-created advertising and branding in digital 
space and whether, why, and how the effective-
ness of consumer-generated versus firm-cre-
ated advertising and branding vary across cul-
tures.  Perhaps at the starting phase, the content 
analysis of CGA, FCA, and CGMC in digital 
platforms such social media (e.g. Facebook, 
Pinterest, Twitter, Instagram, YouTube), blogs 
(e.g. Wix.com, WordPress) and websites can 
be performed.  The content analysis method 
helps in exploring what are firm-created mar-
keting communications in digital space.  In do-
ing so, future studies may identify how CGA, 
FCA, CGMC, and branding communication 
mirror the culture in which they are embedded. 
Also, comparison of content in digital space 
from different countries may explain potential 
differences and similarities in the prevalence of 
the CGA, FCA, CGMC, and branding commu-
nication across target countries.  Moreover, a 
comparison of branding and advertising con-
tent in digital versus traditional media (TV, 
Print, or Radio) can be used to identify the po-
tential influence of offline culture on online 
culture.   

Also at the starting phase, qualitative meth-
ods are also valuable, as in-depth personal in-
terviews with consumers may provide us with 
an understanding of how consumers perceive 
the consumer-generated and firm-created mar-
keting communication and how they connect 
digital marketing communication with their so-
cietal culture.  The cross-cultural comparison 
of qualitative interviews will help us to under-
stand the universal and cultural aspects of ap-
preciation, processing, and persuasiveness of 
consumer-generated and firm-created market-
ing communication in digital space.  Further-
more, the findings of qualitative research will 
help to develop more coding categories and 
constructs for subsequent experiments and 
studies employing content analysis.  In further 

studies, researchers may use experiments to 
validate the theoretical frameworks empiri-
cally.  Based on gained insights from qualita-
tive interviews and content analysis studies, 
scholars may develop and test a more compre-
hensive conceptual framework to gain insights 
into how consumers’ psychological, social, and 
cultural factors play a role in their comprehen-
sion, appreciation, and response towards con-
sumer-generated and firm-generated marketing 
communication.  To sum up, exploring con-
sumers’ unconscious minds, digital marketing 
communication content and consumers’ re-
sponse to digital versus traditional marketing 
communication in distinct cultures may pro-
vide deeper, richer and generalizable findings 
for marketing communication academics and 
practitioners. 

DIRECTIONS FOR FUTURE 
RESEARCH AND MANAGERIAL 

IMPLICATIONS 

International marketing managers are con-
fronting the changes in digital space that have 
made it more complicated to control marketing 
communication such as brand image, customer 
relationship management, and customer equal-
ity, to mention a few.  This complexity further 
increases as the digitalizing of the international 
marketing communication requires an under-
standing of cultural issues to persuade consum-
ers in different countries.  Even if the role of 
culture has been acknowledged to be relevant 
for digital marketing communication research, 
still little attention has been paid concerning 
the usefulness of various facets of culture.  The 
study has discussed various cultural frame-
works in the context of international marketing 
communication.  In doing so, the study has 
drawn implications for the use of GLOBE cul-
tural practices for international digital market-
ing communication research.  For managers, 
the implication is that they can rely on the 
GLOBE’s cultural practices to gain insight into 
the digital marketing communication that 
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might be more appealing to consumers from 
distinct cultures. 

Increasingly, researchers in marketing are 
giving greater attention to marketing commu-
nication in digital space (Knoll, 2016).  For in-
stance, marketing scholars have highlighted the 
use and effectiveness of several innovative dig-
ital marketing communication tools such as 
CGA, CGBC, CGMC, to mention a few (e.g., 
Steyn et al., 2010; Lawrence et al., 2013; Knoll, 
2016).  Despite the emerging interest, research 
on the influence of culture on digital marketing 
communication is in its infancy.  For instance, 
only a limited number of studies shows that the 
characteristics of digital media, the motive to 
use digital media, and communication patterns 
on digital platforms mirror the culture in which 
they are implanted (e.g., Jackson & Wang, 
2013; Zorn et al., 2016).  To sum up, online cul-
ture is the reflection of off-line culture and mar-
keting communication in traditional spaces are 
also influenced by the culture. Therefore, there 
are several intriguing questions that worth to be 
answered:  

To what extent do firm-created and con-
sumer-generated advertising and brand com-
munication (such as brand stories and advertis-
ing characteristics and messages/appeals) re-
flect the offline culture in which they are em-
bedded? 

To what extent are cultural differences 
among countries reflected in the consumer-
generated and firms-generated advertising and 
brand communications in digital space?  

To what extent are firm-created and con-
sumer-generated advertising and brand com-
munication produced in one culture useful in 
other cultures?  

Does a culture influence the effectiveness 
of firm-created versus consumer-generated ad-
vertising and brand communication in digital 
space? 

Lastly, the study discuss several methodo-
logical choices that can be useful for examining 
the influence of culture on digital marketing 
communication.  Specifically, the study has 

discussed the significance of content analysis, 
experiments, and some qualitative approaches 
for international digital marketing communica-
tion research.  In future research, it recom-
mended exploring the link between GLOBE’s 
cultural practices and CGA, CGBC, and other 
digital marketing communication, empirically 
by relying on the content analysis of a variety 
of digital media and cultural context.  In doing 
so, the researcher may assess whether the digi-
tal marketing communications are in line with 
the GLOBE’s cultural practices.  Also in fur-
ther studies, it is recommended to use experi-
ment and survey to explore how consumer re-
lated their culture and digital marketing com-
munication. The implication for managers is 
that there are a variety of methodological ap-
proaches that help them to address their mana-
gerial quest of tailoring international digital 
marketing communication.  As usual, this study 
has some limitations.  The study suggests using 
GLOBE’s cultural practices for international 
digital communication research.  However, 
culture is an elusive concept and every ap-
proach to conceptualize and operationalize it 
has some limitations. 
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Studying the Mediator Role of Customer Commitment in the 
Relationship between Brand Benefits and Customer Loyalty 

Hananeh Einolahzadeh 
Ali Gholipour Soileimani 

ABSTRACT. The purpose is to investigate the mediator role of customer commitment in the relation-
ship between brand benefits and customer loyalty.  A sample of 384 participants was selected by staged 
cluster sampling method of actual customers of Parsian Bank in Tehran.  For data collection, a ques-
tionnaire with a Likert scale, and, to test the research hypotheses, structural equation modeling and PLS 
software were used.  Parsian Bank brand benefits directly and indirectly affect the level of customer 
loyalty.  The indirect impact of brand benefits through the mediation role of commitment to the brand 
is greater on customer loyalty.  Two moderator variables, the type of brand and brand extension, do not 
affect the relationship between brand benefits and customer commitment. 

KEYWORDS. Brand benefits, the type of brand, Brand Commitment, Customer Commitment, Cus-
tomer loyalty. 

INTRODUCTION 

     Nowadays, customers absolutely cannot 
spend a lot of time to compare and choose op-
tions (Zamani Moghadam & Jaafarifar, 2014). 
Consequently, understanding and predicting 
customers’ needs are essential for many organ-
izations to gain competitive advantage (Parich-
ehr & Saeidnia, 2011).  With regard to this fact, 
many organizations, including banks, believe 
that one of their most valuable assets is the 
brand name of their products and services.  Be-
cause on one hand, brands provide concise and 

useful tools to simplify the process of selecting 
and purchasing a product or service for the cus-
tomer, they also make data and information 
processing easier and faster for them, and in 
this way they can create value and reliability 
for customers.  On the other hand, it may be 
possible to copy the production process or de-
sign of a product or service, but a concrete im-
age of a brand in minds of individuals and or-
ganizations is based on several years of market-
ing experience, so it cannot be easily replaced 
and copied (Hosseini et al, 2013).  Therefore, 
one of the most important management goals 



44 JOURNAL OF EUROMARKETING 

and priorities in service sectors such as banking 
is building the brand, creating a favorable im-
age of the brand, and making customers loyal 
to it (Rahimnia & Zibayi, 2014). 

This research has been carried out in order 
to show that providing functional benefits by 
the brand creates other benefits (identity and 
aesthetic benefits) for the customer, and before 
they lead directly to satisfaction, those benefits 
ultimately affect customer satisfaction and loy-
alty.  One aspect of this need for research is 
rooted in this general belief that a brand simply 
can provide the customer with all the means 
needed to differentiate by providing functional 
advantages.  In other words, brands have an im-
portant strategic role in achieving competitive 
advantage and strategic management decisions. 
Among other aspects, the importance of brand 
equity is reflected in the marketing strategies of 
companies and its role in attracting, retaining, 
and supporting customers (Seyed Javadin et al., 
2010).  In different studies, the factors that are 
influencing customer loyalty in the banking in-
dustry have been examined.  In most of them, 
the impact of different dimensions on loyalty 
such as quality, service, satisfaction and expec-
tations, speed of service, image, etc., have been 
discussed.  For example, Seiler et al. (2013) in-
vestigate the influence of socio-demographic 
variables on customer satisfaction and loyalty 
in the private banking industry.  But in this re-
search we seek to evaluate the role of visual ef-
fects and the impact of these effects on brand 
loyalty of the customers.  On the other hand, 
nowadays customers recognize brand, design, 
and symbols of products and services of an or-
ganization, distinguishing them from competi-
tors’ products and services.  The brand, espe-
cially for service organizations such as finan-
cial services products that offer more intangible 
products to clients than manufacturing organi-
zations, can influence the customers’ cognition 
of services and perceived values.  It can affect 
their loyalty to their organization by this proce-
dure (Naini et al., 2014).  As a result, compa-
nies need to be aware of the role of their brands 

in building customer loyalty in order to grow 
and expand the market, and to examine what 
aspects of the brand will strengthen the brand 
loyalty.  Hence, the results of this study are 
needed for banks, and financial and credit insti-
tutions of the country must utilize these ob-
tained results in order to overcome the existing 
problems and gaps, increase the number of 
loyal customers, and finally to increase market 
share for these institutions. 

This research seeks to achieve the follow-
ing two objectives.  First, it examines the me-
diator role of brand loyalty in the relationship 
between the brand appearance and customers’ 
commitment.  Second, it measures the impact 
of brand visual effects on customer loyalty. 

THE RELATED LITERATURE 

Brand Benefits 
     In recent years, one of the key issues in the 
field of brand management in marketing re-
search is identifying the impact of brand bene-
fits on consumer’s loyalty.  Leckie (2017) de-
fined brand’s benefits as the perceptions that 
consumers form of a brand, based on what the 
product attributes will do for them.  Park et al. 
(1986) for the first time raised this issue aca-
demically.  Park and his colleagues believe that 
many brands often offer a combination of ben-
efits.  Functional requirements are the needs 
that can motivate the search for consumer-re-
lated products such as solving the current prob-
lem, resolving the conflict, or restoring a disap-
pointing situation.  A brand with the functional 
concept is defined as a designed brand to meet 
the consumption needs which are derived from 
outside.  The functional benefits mean the in-
ternal advantages from the consumption of 
goods and services that are often associated 
with a product or service’s characteristics that 
are reflected in a brand (Ebrahimi et al., 2014). 
Symbolic and identity needs are the tendencies 
toward brands that fulfill the in-demand needs 
(self-actualization, role playing, group mem-
bership, or self-identifying).  In fact, the brand 
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has the ability to explain or define an individual 
and differentiate its customers from others 
(Ebrahimi et al., 2014).  A brand with an iden-
tity concept is introduced in such a way as to 
link the individual with the target group, de-
sired role, or personal image.   

Practical or aesthetic needs and desires of 
the brand are also defined in a way that can 
meet the feeling of joy, cognitive excitement, 
or diversity (Rezaei Dolatabadi et al., 2013).  In 
fact, the visual pleasure of seeing a brand is the 
aesthetic tendencies in a brand that can create 
an emotional bond between customers and 
what they consider to be closer and dearer to 
them. 

The Type of Brand 
The type of brand means those effects of a 

brand only in the written form of its name or 
combining it with a special visual symbol.  Vis-
ual symbols embody a brand and create a better 
communication with customers than just a use 
of brand names.  Because symbols are efficient 
means to transmit information, symbols with a 
design can remain better and clearer in the 
minds of people.  Thus, they more easily form 
the desired attitudes for people, and they are 
also easier to recall.   

Additionally, they may have better and 
more effective responses to these symbols. 
Symbols easily make sense, and they are supe-
rior to names and texts.  Therefore, the brands 
that have symbols are more effective than those 
that only provide a name as a brand (Park et al., 
2013). 

Brand Extension 
Brand Extension is the plurality of a brand 

or its manifestation in other groups of goods 
and services.  Companies often try to develop 
and expand their brands to other groups.  Brand 
extension enables companies to expand their 
customer base and take advantage of current 
market opportunities for various goods (Khay-
eri & Zamani, 2011). 

Customer Commitment 
       Commitment is the customers’ tendency 

to adhere to a brand in future.  Commitment is 
“an explicit or implicit commitment to the con-
tinuation of the relationship between the trans-
action parties” (Ranjbarian & Barari, 2009, 
p.83).  Ndubisi (2007) declared that commit-
ment is a useful construct for measuring the
likelihood of customer loyalty and predicting
future purchase frequency.  Moorman et al.
(1992) have defined commitment as “the per-
manent tendency to maintain a valuable rela-
tionship” (p. 316)  Morgan and Hunt (1994) be-
lieve that commitment will be made when one
of the parties believes in the importance of the
relationship and does his best to maintain or
promote the relationship. Adamson et al.
(2003) declared that to achieve customer com-
mitment, a company’s strategy must be cus-
tomer centred, longterm, and be based on mu-
tual relationship benefits.

Customer Loyalty 
     Loyalty to the brand refers to the tendency 
of being faithful to it and can be shown as the 
consumers’ desire to buy a brand as their first 
choice.  Loyal consumers are committed to a 
particular brand.  When using the product, this 
commitment leads to a permanent purchase of 
a brand (Lee et al., 2009).  Kaura et al. (2015) 
called it behavioral loyalty, which means a 
strong commitment of customers to purchase 
the product/service despite the availability of 
alternatives in the market.  Hsieh and Li (2008) 
believed that “higher customer loyalty implies 
a higher market share and an ability to demand 
relatively higher prices compared to those of 
competitors. This increased customer loyalty 
can also help lower marketing costs, solicit 
more customers, and effectively operate trad-
ing leverage. Additionally, loyal customers 
foster positive word-of-mouth promotion, defy 
competitors’ strategies and generate higher 
corporate profits” (p. 26). 
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The Brand Relationship Through Identity, 
Performance and Aesthetic Benefits with 
Customer Commitment 

Generally, when customers can meet their 
functional needs by purchasing and using a 
brand, this can be effective in creating a pleas-
ant experience for them, thus they feels that 
they have respected their personal identity as a 
result of the use of a good product (Liang & 
Wang, 2004).  Commitment demonstrates the 
willingness of customers to have a relationship 
with a brand.  This relationship indicates that 
the client has recognized the brand, and this 
identification has a relationship with commit-
ment.  In fact, brand will help consumers to eas-
ily identify and select a brand.  However, this 
does not mean that customers tend to invest 
their own resources to maintain relationships 
with a brand.  In fact, the identity benefits of 
brand and the relationship between functional 
and aesthetic tendencies benefits will help a 
brand to have a deeper relationship with cus-
tomers.  The positive effect of these three ad-
vantages on customers’ commitment should be 
increased more than their identification (Park et 
al., 2013). 
H1: The advantages of brand identity have a 
positive impact on customer brand commit-
ment. 
H2: Brand functional benefits have a positive 
impact on customer brand commitment. 
H3: Brand aesthetic benefits have a positive 
impact on customer brand commitment. 

Visual Symbols of the Trademark against 
Brand 
       In recent years the use of semiotics of 
sounds has become more common in marketing 
literature, and business owners have focused on 
the application of the principles of this branch 
of linguistics in designing the distinctive and 
enduring brand names.  Brand, just like all the 
words, has been constructed from several dis-
tinct components, phenomena, and letters.  Re-
search shows that a brand is able to act as a 
communication channel between consumers 

and the brand and gives them clues about prod-
uct features (Karimpour, 2015).  Companies of-
ten decide whether they only choose their brand 
as a trademark or combine it with specific vis-
ual symbols.  In fact, visual symbols embody a 
brand and create a better sense of relationship 
with customers than just using the brand 
names.  Hence the brands and trademarks that 
have symbols are more effective than those that 
only represent the name as a trademark and also 
provide aesthetic tendencies (Park et al., 2013). 

H4a: The type of brand moderates the relation-
ship between brand identity benefits and cus-
tomer commitment. 
H4b: The type of brand moderates the relation-
ship between brand functional benefits and cus-
tomer commitment. 
H4c: The type of brand moderates the relation-
ship between brand aesthetic benefits and cus-
tomer commitment. 

Brand Extension and its Effect on Brand 
Benefits 
       When the brand provides the customer 
with the benefits of identity, it also has func-
tional benefits and aesthetic tendencies.  Ex-
tending a brand to other groups can enhance the 
benefits of this brand to the company’s perfor-
mance.  In other words, when a company ex-
pands its own brand, it makes the above-men-
tioned positive effects stronger on customer 
commitment and firm performance, not 
weaker.  In addition, since people often deal 
with their daily routine, and they often feel tired 
and low energy, they would be more committed 
to those brands representing goods that are eas-
ier and more tolerable in different conditions 
(Park et al., 2013). 
H5a: Brand extension moderates the relation-
ship between brand identity benefits and cus-
tomer commitment. 
H5b: Brand extension moderates the relation-
ship between brand performance benefits and 
customer commitment. 



Einolahzadeh and Soileimani 47 

H5c: Brand extension moderates the relation-
ship between brand identity benefits and cus-
tomer commitment 
. 
Effects of Brand Benefits on Customer Be-
havioral Loyalty  
 Many variables are likely to cause customer 
loyalty to a particular brand, such as reliance on 
brand, brand satisfaction, good experience of a 
brand, and other factors that play an important 
role in the process of applying their loyalty 
(Moody et al., 2015). 

It should be noted that the advantage of cre-
ating significance in brands, especially the two 
dimensions of aesthetic benefits and identity 
benefits, will not only lead to more customer 
satisfaction, but also the perception of these 
benefits can be effective on different aspects of 
customer loyalty to the brand⸻particularly the 
behavioral dimension by a customer in the pro-
cess of purchasing a brand (before, during, and 
after purchasing a brand).  In confirmation of 
this influence, Vazquez-Carrasco and Foxall 
(2006) concluded that the identity benefits (es-
pecially the social status that can be brought by 
the brand to the consumer) can be effective on 
brand loyalty behavior.  Reynolds and Beatty 
(1999) also have confirmed this effect in their 
study.  By investigating the identity benefits ef-
fect or iconic feature of the brand, Tsai (2005) 
has concluded that the existence of such bene-
fits in purchasing and using the brand makes 
the customer to repeat the purchasing of the 
brand (as an aspect of behavioral loyalty).  Of 
course, in internal investigations and in Aziz 
and Kapk’s research (2012), it has been indi-
cated that consistency in the brand personality 
(one of the symbolic benefits that the brand can 
bring for the customer) has not been able to be 
effective on behavioral loyalty of customers to 
the brand.  On the other hand, in the discussion 
of the effects of the aesthetic benefits of the 
brand, Brakus et al. (2009) believe that brand 
aesthetic benefits (with an impact on the human 
senses and activating them) can be effective on 

frequency of brand purchasing by the cus-
tomer.  These findings are also approved in the 
research of Walter et al. (2013), in which the 
BMW brand has been reviewed.  Finally, the 
research of Sahina et al. (2011) indicates that 
when the consumer can have an enjoyable and 
memorable experience by consuming a brand 
and believes that the pursuit of calm depends 
on the use of that particular brand, this makes 
the customer repeat their purchase in future (re-
peating purchase as an indicator of loyalty) and 
recommend others to use the specific brand 
(recommending others as another indicator of 
loyalty). 

H6a: The advantages of brand identity have a 
positive impact on customer loyalty to brand. 
H6b: The functional benefits of brand have a 
positive impact on loyalty to brand. 
H6c: The aesthetic benefits of brand have a 
positive impact on loyalty to brand. 

Commitment to Brand and Customer Loyalty 
 Commitment is defined as a psychological 
dependence on a brand, and it is considered as 
the most detailed behavioral loyalty reference 
(Beatty et al., 1988).  Customer commitment to 
the brand is a new concept, and it can be argued 
that as a result of customer expectations of cor-
porate supply to market, such as the conse-
quences of purchasing a product, sense of iden-
tity with the brand, etc., will be affected.  Ac-
cording to Moorman et al. (1992), the customer 
commitment is a stable attitude to a specific 
company or brand, the extent to which custom-
ers, as members of an organization, are men-
tally dependent on an organization, a brand, or 
its products, and through continuous willing-
ness to maintain membership, strengthen their 
relationship with the organization.  Commit-
ment to the brand is a kind of sustainable expe-
rience, an emotional commitment and an effort 
toward continued identity aspiration with a 
brand.  According to Oliver’s (1999) definition, 
the brand loyalty means consumers’ strong 
commitment to repurchase the particular brand, 
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product, or service.  Wang et al. (2009) believe 
that consumers’ preference for buying and a 
positive attitude towards a specific brand is a 
kind of loyalty to the brand. 

H7: Customer commitment mediates the cus-
tomer loyalty and dimensions of the business 
benefits. 

Figure 1. Theoretical Framework and Re-
search Model 

Source: Conceptual model with some changes in Park 
et al model. (C.W. Park, Eisingerich, Pol, 2013) 

RESEARCH METHOD 

     This research, in terms of purpose, is an ap-
plied research; in terms of research method, it 
is descriptive-survey; and in terms of collecting 
data it is a library-field-work.The study popu-
lation consisted of all the actual customers of 
Parsian Bank in Tehran According to the for-
mula of an unknown sample size sampling 
(Cochran), 384 participants were estimated as 
statistical population.  By stepwise clustering 
approach, Tehran was divided into five sec-
tions (North, South, East, West, and Central). 
Randomly, branches were selected from each 
region, and in each branch customers were 
questioned randomly.  The data collection was 
conducted by a questionnaire with 25 questions 
on a Likert scale that had four demographic 
questions.  The validity of the questionnaire 
was measured through the convergent validity, 

and to assess reliability, the Cronbach’s alpha 
coefficient was used.  The extraction sources of 
these questions and the Cronbach’s alpha coef-
ficients of the variables are presented in Table 
1. As it can be seen in this table, all the coeffi-
cients are more than 0.7, and this indicates the
reliability of variables in the model.

Table 1. Sources of Questions and Cronbach's 
Alpha Coefficient 

Row Variable # of 
que Source Cronbach's 

alpha 

1 Operational 
Benefits 3 

C.W.
Park et

al 
(2013) 

0.7112 

2 Identity 
Benefits 3 

C.W.
Park et

al 
(2013) 

0.8066 

3 Aesthetic 
Benefits 4 

C. W.
Park et

al 
(2013), 
Park., et 

al 
(1986) 

0.7152 

4 The type of 
brand 4 

Arora et 
al 

(2015) 
0.7311 

5 Brand ex-
tension 4 

Helen 
Chun et 

al 
(2014) 

0.7971 

6 
Customer 
commit-

ment 
3 

C.W.
Park et

al 
(2013) 

0.8420 

7 Customer 
loyalty 4 

W. 
Rasheed 

et al 
(2015) 

0.8665 

Total 25 0.894 

Data Analysis Method 
     To test the research hypotheses and concep-
tual model of structural equation modeling fit-
ness and data processing, Smart PLS software 
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was used.  Also descriptive statistics were pro-
cessed using SPSS software. 

Demographic Characteristics 
     Table 2 presents the statistical information 
of the sample.  As the data shows, most of the 
respondents were male and had Bachelor de-
grees and were in the 31-40 age group. The in-
formation about work experience also shows 
that most responsive employees have work ex-
perience between 5 to 15 years. 

Validity 
To evaluate the validity of the questions, 

factor analysis has been used.  Table 3 shows 
the factor loads of the observed variables on the 
hidden variables.  Since the value of the factor 
loads is greater than 0.5, the validity of the re-
flection measurement model is confirmed.  The 

value of t factor loads is significant at alpha 
level of 0.01, so it can be said that the factor 
loads of observed variables on the hidden fac-
tors are significant and indicate that the relia-
bility factor of the observed variables is in 
measuring the hidden variables in the imple-
mented model. 

Reflective Measurement Quality Model (CV 
Com) 
 To test the quality of the reflective meas-
urement model, the subscription index is also 
used.  This index measures the model’s ability 
to predict variables by their respective hidden 
variable values.  In the present model, the sub-
scription index value is 0.60 and reflects the 
quality of the reflective measurement model. 

Table 2. Respondents’ Demographic Characteristics 

Gender Age Education Respondents’ occu-
pational history 

Male 214 

Under 
20 8 High school diploma 17 Less than 5 

years 142 

21 to 
30 165 Diploma 55 5 to 15 192 

31 to 
40 173 Associate degree 36 16 to 25 33 

41 to 
50 27 Bachelor’s degree 195 16 to 30 17 

Female 170 Over 
50 11 Master's degree or 

higher 82 

Total 384 384 384 384 

Redundancy Index (CV Red) 
 The redundancy index is also referred to the 
index of the quality of the structural model. 
The average value of the redundancy index in 

the current model is 0.35, so the overall average 
of the redundancy index represents a good 
quality of the structural model. 
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Goodness of Fit index GOF (Total Model 
Power Measurement) 
     This indicator is the square of the multipli-
cation of the two mean values of the collective 
values and the average coefficients of determi-
nation.  Since the GOF index has been obtained 
equal to 0.53, based on the size of Cohen’s 

(1988), specified classification from R2 and by 
using the Larcker and Fornell’s (1981) mini-
mum value of 0.5 GOF, calculated value of 
GOF implies good fit of the data model. 
 The three indicators shown above  are pre-
sented in Table 4. 

Table 3. Results of Validity Testing  of the Reflection Measurement Model 
Latent variable Indices factor loadings t 

The type of brand 

Type1 0.91 24.00 
Type2 0.52 2.86 
Type3 0.76 10.55 
Type4 0.53 2.92 

Brand aesthetic benefits 

ase1 0.86 42.00 
ase2 0.84 37.29 
ase3 0.36 4.03 
ase4 0.78 22.60 

Customer commitment 
comit1 0.85 43.06 
comit2 0.86 45.96 
comit3 0.90 80.86 

Brand extension 

ext1 0.79 22.78 
ext2 0.79 20.72 
ext3 0.80 33.76 
ext4 0.76 25.97 

The benefits of brand identity 
id1 0.87 43.59 
id2 0.86 37.71 
id3 0.80 22.15 

Customer loyalty 

loyal1 0.87 57.57 
loyal2 0.85 39.26 
loyal3 0.82 32.59 
loyal4 0.83 34.18 

Brand performance benefits 
per1 0.90 55.38 
per2 0.88 54.33 
per3 0.81 5.42 
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Table 4. Results Related to Model Quality Test, Redundancy Index and Good Indicator 

Indicators Amounts Acceptance criterion 

Reflective Measurement Quality Model (CV 
Com) 0.60 Positive values 

Redundancy Index (CV Red) 0.35 Values more than zero 

Goodness of fit index GOF (total model power 
measurement) 0.53 

Between zero and one 
indicates the quality of 
the model 

Testing Research Hypotheses 
Four models were used to test the research 

hypotheses.  In the first model, research varia-
bles were studied regardless of the moderating 
variables.  In the second model, one of the mod-
erating variables, the type of brand, was entered 
into the model, and then the model was imple-
mented and its moderating effect was estimated 
on the customer commitment.  In the third 
model, the brand expansion variable was en-
tered into the model and its moderating effect 

was measured on customer commitment, and in 
the fourth model, the impact of all three types 
of benefits (dimensions of brand benefits) on 
customer loyalty was estimated individually. 
Therefore, in order to achieve the research 
goals, thirteen hypotheses were presented, of 
which six hypotheses were confirmed and 
seven hypotheses were rejected.  In Table 5 
standardized path coefficient values and signif-
icance of final model t are shown separately. 

Table 5. The t-Values of Final Model and Rejecting and Confirming the Hypotheses 

Hypothesis 
Standard-
ized path 
coefficient 

t value Status 

H1: The advantages of brand identity have a positive impact 
on customer commitment to the brand. 0.118 * 1.981 Confirmed 

H2: Brand functional benefits have a positive impact on cus-
tomer commitment to the brand. 0.140 ** 2.526 Confirmed 

H3: Brand aesthetic benefits have a positive impact on cus-
tomer commitment to the brand. 0.182 ** 3.560 Confirmed 

H4a: The type of brand moderates the relationship between 
identity benefits of brand and customer commitment. -0.017 0.199 Rejected 

H4b: The type of brand moderates the relationship between 
brand functional advantages and customer commitment. 0.037 0.352 Rejected 

H4c: The type of brand moderates the relationship between 
brand aesthetic advantages and customer commitment. -0.132 1.346 Rejected 
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H5a: Brand extension moderates the relationship between 
brand identity benefits and customer commitment. -0.10 0.097 Rejected 

H5b: Brand extension moderates the relationship between 
brand performance benefits and customer commitment. 0.113 0.868 Rejected 

H5C: Brand extension moderates the relationship between 
brand identity benefits and customer commitment. 0.105 ** 0.839 Rejected 

H6a: The advantages of brand identity have a positive im-
pact on customer loyalty to brand. -0.072 1.267 Rejected 

H6b: The functional benefits of brand have a positive impact 
on loyalty to brand. 0.095 ** 2.129 Confirmed 

H6c: The aesthetic benefits of brand have a positive impact 
on loyalty to brand. 0.185 ** 3.730 Confirmed 

H7: customer commitment mediates customer loyalty and 
dimensions of the business benefits. 0.70 ** 17.844 Confirmed 

RESULTS 

The first model suggests that the identity 
benefits, brand performance benefits, and aes-
thetic benefits have significant and positive im-
pact on the customer commitment to the brand. 
Thus, by increasing identity, performance, and 
aesthetic benefits, customer commitment to the 
brand will be increased. 

In the second and third models, moderator 
variables including the type and extension of 
brand were entered, and moderating effects on 
the relationship of the brand benefits were cal-
culated individually with the customer commit-
ment.  The results showed that type of brand 
and brand extension does not modify the rela-
tionship between the brand benefits and cus-
tomer commitment. 

In the final model, the mediator role of the 
customer commitment between the dimensions 
of brand benefits and customer loyalty and the 
direct effect of each benefit on customer loyalty 
were discussed.  Among the three benefits, 
only performance and aesthetic benefits were 
significant on brand customer loyalty. Thus, by 
increasing the performance and aesthetic bene-
fits of the brand, customer loyalty to the brand 

will be increased.  Also, the mediator role of 
customer commitment between brand benefits 
and customer loyalty was confirmed. 

CONCLUSIONS 

Research findings showed that the brand 
benefits can be considered as one of the brand 
visual effects; that of three considered ad-
vantages, all three advantages affected cus-
tomer commitment and loyalty; and that their 
commitment and loyalty to the brand increases 
by strengthening them, which is similar to the 
results of Park et al. (2013), Brown (1942), 
Kimpakorn and Tocquer (2009), and Ebrahim-
pur et al. (2015).  An analysis that can be of-
fered on this finding is that if customers feel 
that by using the brand’s services, their ex-
pected performance in terms of quality of ser-
vice, security, speed, and availability will be 
met, also that by seeing, hearing, and using this 
brand amongst the other competitors, they will 
feel better and have a pleasant experience and 
their personal values will be respected⸻for ex-
ample, they are looking for profits and capi-
tal⸻undoubtedly their day-to-day commit-
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ment to use the brand will be increased and fi-
nally will reach to the highest level of commit-
ment, that is, loyalty to the brand. 

Other research suggests that the effect of 
three advantages of Parsian Bank brand on 
brand loyalty, despite the mediating role of 
brand engagement, is not influenced by intro-
ducing the type and brand extension moderator 
variables.  According to the analysis that can be 
inferred from this result, the reason for the fad-
ing role of brand in Parsian Bank is that the Par-
sian Bank’s use of a clear symbol (lotus) with 
the desired brand and the extension of its brand 
in institutes such as hotels, foreign exchange 
dealers, insurance companies, etc., has its own 
role and impact inherently and has its own ben-
efits. 

In general, the results from the analysis in-
dicate that Parsian Bank brand benefits directly 
and indirectly affect the level of customer loy-
alty to the bank.  Of course, the indirect impact 
of these benefits through the mediating varia-
ble, brand commitment, is greater on customer 
loyalty.  It seemed that two moderating varia-
bles, i.e., brand type and brand extension could 
affect the relationship between brand benefit 
and customer commitment and would moder-
ate this relationship, but the results showed that 
these effects were negligible, and they did not 
have a significant effect on the relationship be-
tween two variables. 

MANAGERIAL IMPLICATIONS 

It seems that Parsian bank with a focus on 
brand advertising programs, uses the concepts 
that provide principles, values, and beliefs such 
as sense of worthiness, wealth, investment, de-
velopment, speed and accuracy, etc. 

Parsian Bank provides timely and accurate 
customer service requirements to customers to 
help them carry out their daily activities, so that 
it should be in line with the brand and approve 
the appearance and performance. 

By using warm and relaxing colors and of-
fering visual appeal in designing interior archi-
tecture and decoration of Parsian Bank logo, 
the bank attempts to attract customers’ atten-
tion and stimulate a sense of commitment, 
safety and security in them. 

Quick access to banking and e-banking and 
online services should be securely prepared  
for customers.  This issue must be considered 
in the appearance of a brand that the desired  
bank or organization is up to date and uses the 
newest technologies in order to offer their  
services. 

In designing electronic services, such as 
mobile phone applications and other services 
which are provided for costumers, creative and 
artistic style, bright colors and even animated 
graphics should be used and the power of influ-
ence and being dramatic should be increased 
for the users. 

Despite the involvement of the commit-
ment role among customer loyalty and brand 
benefits, it is recommended that Bank plans 
should be introduced by the most effective 
words alongside the brand that to make their 
clients faithful by providing a sense of obliga-
tion. 

RESEARCH LIMITATIONS 

     There were some limitations in the imple-
mentation of the research that should be men-
tioned in interpretation of the results.  The re-
sults of this research are limited to the Parsian 
Bank and the sample; therefore, caution should 
be taken in generalizing the results to other 
banks.  Other variables have had an impact on 
the formation of customer loyalty, which is 
considered to be constant in the current re-
search.  Similar research was not available on 
this subject.  A questionnaire was used to col-
lect data which was not integrated, and it was 
based on the respondents’ personal interpreta-
tion and experience. 
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RESEARCH SUGGESTIONS FOR 
FUTURE STUDIES 

It is suggested that this research model 
should be done in other private and public 
banks, financial institutions, and other service 
organizations such as hotels, insurance centers, 
airlines, etc., and the results should be com-
pared with the current results. 

It is recommended that among the variables 
in the conceptual model of this research, the ef-
fects of other variables should be considered, 
such as familiarity with the brand, the impact 
of environmental advertising, and the reputa-
tion, which are influencing the costumers’ loy-
alty. It is recommended that studies should be 
done on customer commitment and loyalty to 
Parsian Bank performance, the effect of Par-
sian Bank environmental advertising on their 
perception and attitudes, the effects of brand 
type on choosing the banks, and the power of 
brand creating (from all three dimensions of ad-
vantage) in the field of banking. 

It is recommended that studies should be 
conducted among more specialized statistical 
communities in the field of brand awareness, 
such as universities and higher education insti-
tutions, in order to evaluate the brand and its 
components more precisely. 
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BOOK REVIEW 

Ready, Tech, Go!: The Definitive Guide to Exporting Australian Technology to Europe by 
Christelle Damiens (2016).  Brisbane, Australia: Epiphany Publishing.  200 pages. ISBN 978-
0994227706.  List price $22.95 (hardcover).  
Reviewed by James Blair, Eastern Kentucky University, Kentucky, USA 

  After moving from France to Australia in 
2006, Christelle Damiens founded Exportia, a 
consulting firm helping small businesses export 
their products into new European marketplaces. 
Earning her MBA from Edith Cowan Univer-
sity and having several years of experience in 
sales, international business, and exporting, 
Damiens has a wealth of knowledge to share on 
successful tips, tools, and strategies firms can 
utilize when determining whether they are ca-
pable of expanding to new European market-
places, strategies for expansion, and ensuring 
future success through measurement and mon-
itoring of external environmental factors.  In 
addition to writing Ready, Tech, Go!: The De-
finitive Guide to Exporting Australian Technol-
ogy to Europe, Damiens provides helpful 
online resources and videos for readers to uti-
lize. She has also created a program (Go-
ToEurope), which establishes a framework of 
seven steps firms should take to ensure success 
when planning for an expansion into Europe.  
Damiens has the book broken down into several 
clear sections:  “Becoming an Exporter to Eu-
rope,” “Identify Your Reasons for Exporting to 
Europe,” “Begin Your European Enterprise on 
the Right Foot,” “All Systems Go,” and 
“Achieving Sustainable Export Sales.”  Alt-
hough Damiens’s experience is primarily help-
ing Australian technology firms enter the Euro-
pean marketplace, her tips and tools can be ap-
plied to firms outside of Australia and from a 

variety of industries also interested in entering 
Europe.  

In the first section, “Becoming an Exporter 
to Europe,” Damiens highlights the important 
information which must be gathered both inter-
nally from your firm as well as the external en-
vironment.  Others also agree firms should go 
through an evaluation process encompassing 
several steps prior to expanding into a new mar-
ketplace (Davis 1989; Hojjat 1991).  Lages, 
Lages, and Lages (2008) find that performance 
improvement, strategy maintenance, market di-
versification, focus on competition, product di-
versification, quality, attention to micro factors, 
and attention to macro factors are main conse-
quences of previous exporting performance.  
Firms need to determine how they plan to posi-
tion their product in this new marketplace based 
on information gathered about consumer wants 
and needs as well as identifying product attrib-
utes of competitors. Differentiation is a com-
mon marketing strategy to achieve a competi-
tive advantage (Deal & Lockamy, 1999; Doug-
las, Douglas, & Davies, 2010; Gebauer, Gus-
tafsson, & Witell, 2011).  Several marketing 
strategies have shown to increase the probabil-
ity of high involvement in international market-
places including degree of product adaptation, 
price competitiveness, and distribution network 
(Gomez and Valenzuela 2006). In some in-
stances, there may be no competitors in the 
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marketplace and it may be the first time a prod-
uct is offered to a region.  Having a first mover 
advantage can be beneficial to the firm, but it 
can be costly to educate the consumer on the 
product, its value, and determining price points 
and best distribution channels to put the prod-
uct into the hands of consumers (Gal-Or, 1985; 
Kopel & Löffler, 2008; Makadok, 1998; Rebe-
lein & Turkay, 2016; Vecchiato, 2015).   

The text also mentioned several common 
challenges Damiens has seen small businesses 
face during the expansion process.  These ex-
amples are helpful to highlight previous fail-
ures of firms through cases to ensure that other 
firms learn from these mistakes.  One common 
pitfall of firms is not recognizing the im-
portance of intellectual property and compli-
ance during the exporting process.  Several in-
tellectual property options are available for 
firms to pursue when putting their product into 
a new marketplace.  Firms also need to be cog-
nizant of compliance regulations products must 
meet prior to being sold in these marketplaces. 
This can include following safety standards, 
having proper labeling, and adhering to adver-
tising regulations.  Williams (2003) echoes the 
importance of knowing governing laws when 
exporting to Europe because of the ongoing 
changes in the European Union.  

Damiens also discusses her skepticism of 
how successful born globals can be and pro-
poses firms would be better served creating an 
effective system and business strategy in their 
domestic market prior to expanding into terri-
tories around the world.  Born globals service 
global marketplaces as soon as they are created 
(Knight 1997; Knight & Cavusgil, 2004; Rialp-
Criado, Rialp-Criado, & Knight, 2002).  Dami-
ens’s logic for her stance on born globals is be-
cause she believes once operations have been 
established and proven successful, then the 
firm is able to focus energy on entering new 
marketplaces.  This is a different opinion from 
other researchers and professionals who have 
observed more born globals and argue that, 

with the advent of new technologies like the In-
ternet and more efficient supply chains, firms 
are able to serve the world at their inception 
(Freeman, Hutchings, & Chetty, 2012; Hen-
nart, 2014; Kim, Basu, Naidu, & Cavusgil, 
2011; Li, Qian, & Qian, 2012).   
When firms do decide to enter Europe, they 
need to be aware of the differing cultures 
throughout the continent and within countries 
(Kaasa, Vadi, & Varblane, 2013; Kaasa, Vadi, 
& Varblane, 2014).  It is important for firms to 
have clearly defined markets and consumers 
they are attempting to target (Clancy & Rob-
erts, 1984; Green & Krieger, 1993).  This can 
only be effective if the prior step of collecting 
research and information on these marketplaces 
is done accurately and in-depth.  Damiens also 
mentions how important it is for top executives 
within the organization being on-board with the 
expansion efforts.  Having higher level execu-
tives “buy-in” to the expansion efforts and 
properly execute change management can get 
others within the organization to follow their 
lead (Kettinger & Varun Grover, 1995; Strebel, 
1996).  Therefore, all departments need to be 
on the same page and give forth a positive and 
timely effort to ensure success.  Several other 
factors are also discussed including language 
familiarity, understanding costs involved when 
setting product prices, and logistics of getting 
the product from the domestic market to Eu-
rope.  

Next, Damiens explains the evaluation pro-
cess of the different possible markets available 
to enter in Europe and how the firm’s internal 
infrastructure and capabilities as well as outside 
environmental factors could influence which 
market is chosen.  During this step, an evalua-
tion needs to be made by the firm as to which 
market is the best to enter.  Choosing several 
markets can be too cumbersome for a firm to 
manage all at once and instead choosing one or 
two may be a better option to focus energy on a 
successful entry strategy.  The firm can expand 
efforts once these markets prove to be success-
ful.  When choosing a market secondary and 
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primary research should be gathered to ensure 
proper success.  This includes interviewing po-
tential consumers to determine their wants and 
needs by listening to the voice of the customer 
(Ahmed 2000; Brandt 2008; Narasimhan 2004; 
Placzkowski 2001; Scott 2001; Trojniakn 
2003).  

Through market research, the firm will be 
able to determine a positioning strategy, 
properly promote their product to consumers, 
determine an appropriate price point, make po-
tential packaging changes, and decide how to 
get the product in the hands of consumers. 
When choosing a country to enter, it is im-
portant to consider how the government han-
dles intellectual property.  The firm should reg-
ister appropriate trademarks, patents, or copy-
rights to ensure their product is not duplicated 
by a competing firm.  Additionally, research 
should be conducted on how the governments 
in this new market handle intellectual property 
cases.  Some governments take intellectual 
property infringement more seriously, while 
others may not monitor black markets and 
knockoff products.  Damiens explains how this 
can have serious implications on the exporting 
process.  

Once a market is selected the fourth stage 
of the process is reached for the firm where it is 
now “All Systems Go!”, the firm should to con-
tinue to make exporting a top priority at all lev-
els of the organization, and the market should 
be closely monitored to observe any changes or 
problem areas which may arise.  The firm will 
need to determine suitable agents and distribu-
tors to select as partners.  Damiens makes a 
good point that firms should not go with the 
first option presented.  Instead, time should be 
taken to evaluate different potential partners. 
This ensures the best partnering firm is chosen, 
minimizing the possibility for future issues 
when working collaboratively.  Some criteria to 
consider when selecting partners is the size of 
the firm, their previous experience, and reputa-
tion in the business community.  Damiens sug-

gests it is not always best to work with the larg-
est firm covering the most territories.  This type 
or partner could be a detriment, since they 
could lose focus on your product and target ar-
eas.  Once a partner is chosen, the negotiation 
process should benefit both partnering groups. 
Exclusive sales agreements could be a detri-
ment to the expanding firm, if the sales agent 
puts the product low on their sales priority list. 
Consideration for how the sales agent is paid is 
another important determinant (salary, com-
mission, combination, etc.) to how the salesper-
son will be motivated throughout the selling 
process. Tradeshows provide an opportunity 
for the firm to see who competitors are in the 
area as well as partners to help in the exporting 
process. Feedback can be given on current 
product offerings and ideas can be generated on 
how to incorporate changes which lead to a 
more valuable and desired product by consum-
ers.  

The final step Damiens encompasses estab-
lishing sustainable export sales.  To do this, 
Damiens stresses the importance of having a 
sales team on the same page as others in the 
firm and can be successful in reaching retailers 
to carry the firm’s products. She suggests hav-
ing engaged sales agents and maintaining con-
tact is critical to success.   

Overall, I find this book of value to both ac-
ademics and practitioners.  The step-by-step in-
structions on how to determine if the firm 
should expand internationally simplifies the 
process for firms considering expansion into 
Europe.  The charts provided in the book are 
helpful to the reader, since they list specific 
tasks that need to be completed in the exporting 
process.  These charts are helpful for firms con-
sidering expansion by listing information 
needed to be gathered to aid in the overall eval-
uation of whether or not to expand and which 
markets to consider. The real client examples 
and case studies help give context as to what 
has and has not worked in the past for firms. 
This connects the reader to a previous situation 
and motivates them to avoid similar pitfalls in 
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the exporting process.  Damiens did a good job 
of providing a variety of examples from multi-
ple contexts based on her work experience and 
expertise in the area.  

Another major benefit of the text is having 
additional resources posted on the web, which 
allow the reader to gain additional information 
through text and videos.  

The book could be improved by incorporat-
ing more insights from other exporting exports 
as well as research conducted in the field.  The 
book is somewhat limited in only providing jus-
tification of expansion efforts from Damiens’ 
past experiences.  It would be helpful to bring 

in examples from other contexts, as well as ref-
erencing findings from academic researchers. 
Academic literature could be used to confirm 
recommended practices and strengthen the ar-
gument to follow suggested.  Merging theory 
with practice is of value to both researchers and 
practitioners.  Researchers benefit by seeking 
out answers to relevant, valuable, and interest-
ing research questions.  Practitioners benefit by 
implanting research findings into practice to 
benefit business stakeholders (firms, suppliers, 
buyers, consumers, stockholders, communities, 
the environment, etc.).  
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