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Introduction 

The added value of brand to product and its importance have been mentioned since late 80’s(Farquhar, 

1989;Leuthesser, 1988).Early research brought forth the issue more than thirty years ago and it is still the core indicator 

for the marketing of a brand while customers are key stakeholders. In 1990’s Aaker (1991) andKeller (1993, 1998) 

made valid contributions to the concept and the other academic researchers supported the competitive advantage of 

creating strong brand and successful brand management (Srivastava and Shocker, 1991; Kapferer, 1997; Lassar et 

al.1995).Aaker (1991) defines consumer based brand equity concept as “a set of brand assets and liabilities linked to a 

brand, its name, and symbol that add to or sub-tract from the value provided by a product or service to a firmand/or to 

that firm’s customers” (Aaker, 1991:15). Keller (1993) explained customer-based brand equity as "the differential 

effect of brand knowledge on consumer response to the marketing of the brand" (Keller, 1993:2) 

 

As the brand equity has a crucial role for competitive advantage (Aaker, 1991; Srivastava and Shocker,1991;Farquhar, 

1989; Keller, 1993), the force majeure events should be taken into consideration not to affectthat invaluableasset 

(Ambler, 2003) negatively. Since Covid-19 has appeared suddenly in the beginning of 2020, the companies all over the 

world gave alert to handle this unknown situation without any harm to their brand. In normal circumstances, global 

brands competition is announced ever year via sources like Nielsen, Forbes etc. as competitive advantage is the main 

goal for the companies to be survival and sustainable. In this unexpected situation, many brands support the campaigns 

of relief efforts for Covid-19 and this decent behavior will automatically take place in the customer perception.  

In Turkey, according to pandemic precautions, youth under 20 had to stay at home more than 2 months in April and 

May 2020. It is assumed to that they are affected by the period both psychologically and physically. In these boring 

time, young consumers could have tendency to increase the consumption of snacks, especially chips while hanging out 

at home as chips make joy for consumption. Therefore, we thought that it will be a good period to make observation as 

especially target market of chips sector is mostly young consumers. Moreover, in the study of Prime (2020), Covid-19 

social responsibility campaigns and brand contributions in Turkey are listed. According to that report, many sectors like 

FMCG, fast food, telecommunication, e-trade and social media supported Covid-19 precautions and donations. This 

sensitive approach of FMCG sector can be evaluated as right time to make an evaluation for brand equity. Although 

many other researches measure the brand equity among different sectors like hotels (Zhou and Jiang, 2011) or 

restaurants (Majid et al. 2013; Kim and Kim, 2004), there is a gap in the literature on snack sector. Aaker (1991) 

mentions that the brand equity is able to show difference in nature according to sectors and should be evaluated under 

each sector determinants.   
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The main purpose of this paper is to investigate the effects of brand awareness, brand image, brand loyalty and 

perceived quality to brand equity among PepsiCo’s Frito Laychips. Chips market is among fast growing markets in 

Turkey in 5 years. Per capita consumption is nearly 1 kg/year, and 15-24 age group is the consumers at first place 

(Aksel, 2018).  

In the study, brand equity is measured under Aaker’s CBBE approach. It is aimed to contribute to the literature by 

searching especially during these unexpected days and later make a cross-check study to make a comparison. It is 

predicted that Covid-19 effect make revaluations in many sectors by socially and economic. The results are beneficial 

in managerial side as it is crucial to follow the customers behaviors in focus and determine the marketing decisions 

according to that consequences.  As social media becomes an instrument recently where consumers and marketers can 

reach intelligence in synchronized and directly, we ask the questioners to take into social media account while 

evaluating the survey and to reach accurate outcomes.  

The organization of paper is as follows, related literature is presented briefly in the next section and then the 

hypothetical model designed, and hypotheses are introduced. In methodology section, the data and analyses are given 

detailed. In conclusion side, the findings of the research is discussed. Furthermore, the limitations and implications of 

the study are presented together with the suggestion for future research.  

Literature Review  

Keller (2004) identified the success of a brand as meeting the customer’s needs as the customers perceive the brand 

value according to their satisfaction. This successful approach is theorized as brand equity (Randall, 2000).  

When the term is first introduced, Keller (1993) stated that brand equity approach is evaluated through customer 

perspective or organizational influence. By years, academic researchers tend to former approach towards the 

understanding of brand equity(Aaker, 1991; Keller 1993; Yoo and Donthu; 1997, 2001; Kim et al. 2003) In this paper, 

we focus on the consumer side of brand equity as stated customer-based brand equity (Keller, 1993).  

Aaker (1991) determines dimensions measuring brand equity as brand loyalty, brand awareness, perceived quality and 

brand association. These four dimensions defined by Aaker (1991) have been accepted in the literature merged in 

CBBE approach and other researchers have supported it to be valid for brand equity measurement (Aaker, 1991; Keller 

1993; Yoo and Donthu,1997, 2001; Kim et al. 2003.Keller (1993) explains this approach as it is appeared when a 

strong awareness and familiarity to brand association are occurred in memory of the customer (Keller 2008).  

The fifth brand asset was described by Aaker as other property asset including the patents, trademark and copyright. 

This asset is not accepted as a dimension to measure brand equity under consumer-based brand equity (CBBE) and 

found irrelevant to customer orientation approach(Yoo and Donthu, 1997;Lu and Xie, 2000; Kim et al.2008; Washburn 

and Plank, 2002; Yoo and Donthu, 2001). 

However various researchers put forth at least one of these dimensions linked to brand equity based on CBBE model. 

(Keller 1993, 2008; Zeithaml, 1998; Kim and Kim, 2004;Yooet al. 2000;Yoo and Donthu; 2001, Kim et al. 2003, 

Oliver; 1997; Washburn and Plank 2002). Keller (2008, p. 53) also mentions the link between dimensions under CBBE 

as “when the consumer has a high level of awareness and familiarity with the brand and holds some strong, favorable, 

and unique brand associations in memory.” 

Financial techniques (Farquhar et al. 1991; Simon and Sullivan 1990;Swait et al. 1993;Kapferer 1997) arealso used to 

measure brand equity. In financial perspective, the market value of company asset is taken into consideration (Farquhar 

et al. 1991; Simon and Sullivan 1993;Swait et al. 1993;Kapferer 1997). However, in the customer-based brand equity 

approach, brand equity is feed by the brand name that is called the consumer’s response regarding brand knowledge to 

that brand (Keller, 1993; 2008) 

Brand awareness has a crucial place to stimulate the consumer when they first meet each other. Therefore, for new 

products, it is more difficult to arrange and manage it in the beginning. According to the order of the concepts, after 

brand awareness, brand associations and then brand loyalty are occurred (Washburn and Plank 2002).Brand association 

is defined “as any link in memory to a brand” by Aaker (1991:109). Brand extension is also developing according to 

brand association (Aaker, 1991; Keller, 1993) as the customers get used to purchase the same product again and again. 

According to Kim and Kim (2004) brand image is also a dimension of brand equity as Aaker (1996) brought up the 
brand association being subset of brand image. This attitude can be influenced by the refence groups as brand image is 

called social image (Lassar et al. 1995). In this study, brand image is replaced with brand association as brand image is 

found more inclusive.  
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Aaker (1991; 39) defines brand loyalty as “the attachment that a customer has to a brand” as this attitude explains the 

strong feelings and passion of the customer for that brand. Brand loyalty is very important asset for the brands 

compared to other brands and it can be accepted as an invisible gun used for competitors. Keller (1993) also defines 

brand loyalty in cognitive and behavioral side. When the customer chooses that brand in first, it becomes a cognitive 

loyalty. On the other hand, when the brand is purchased repeatedly, according to cognitive loyalty, it turns to 

behavioral loyalty. Cognitive loyalty is accepted as highest level of brand awareness (Keller, 1993) as “the strength of a 

brand's presence in the consumer's mind” Aaker (1991). 

Perceived quality is accepted as another dimension of brand equity and not a subset of brand association (Aaker, 1991) 

this separate dimension is the judgement of the consumer about the brand (Konecnik, 2006) therefore it can be positive 

or negative. This results that whether the brand awareness or association are strong, it doesn’t mean that perceived 

quality would be high either.  

Hypotheses and the Model  

According to the literature review, the theoretical model is designed, and the hypotheses are presented below. As the 

main investigation in this research is to examine the relationship between the brand equity dimensions and brand 

equity, also to measure the strength and direction of the effect of dimensions to brand equity. In this manner, the 

independent variables are defined as brand awareness, brand image, brand loyalty and perceived quality as far as the 

dependent variable is determined as brand equity.  Hypotheses are listed below, and hypotheticalresearch model is 

drawn in Figure.1.  

Figures 

Figure 1. Hypothetical Research Model 

H1: Brand awareness has a positive and meaningful effect on brand equity  

H2: Brand image has a positive and meaningful effect on brand equity. 

H3:Brand loyalty has a positive and meaningful effect on brand equity. 

H4: Perceived quality has a positive and meaningful effect on brand equity 

4. Methodology 

4.1. Research Methodology 

In this study, data was collected from OSTİM Technical University students as their ages are among the highest chips 

consumers. Questionnaires are applied through the online survey method within 20 days period on June 2020 after the 

release of Covid-19 Stay at Home precaution. There is a total of 248 students in the university from Faculty of 

Engineering, Faculty of Economics and Administrative Sciences and Vocational High School. 124 participant’s 

surveys are subject to the analysis without any mistakes and deficiencies. This sample size is considered suitable 
regarding 30-500 sample sizes stated by Roscoe (1975).The sample of the research consists of young consumers who 

frequently use social media as well.  
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The questionnaire was designed and separated into two parts. In first part, the questionnaire data and information that 

related to the respondents were elaborated, such as gender, age, department, favorite product, money spent for buying 

this product in one month, frequency of buying this product in one month. Second part consists of measuring effect of 

brand awareness, brand image, brand loyalty and perceived quality on brand equity.  

Items that are being used for measuring brand awareness, brand image, brand loyalty and brand equity were adopted 

from Sasmita and Suki (2015)'s study that developed a measurement adapted to social media items. The measurement 

items of perceived quality were adopted from Kim and Kim (2005). Five-point likert scales were used between “I 

strongly disagree” (1) and “I strongly agree” (5) for the measurement of all variables.The survey results obtained were 

analyzed with SPSS 22 package software and the analysis results were evaluated.  

4.1. Analysis and Results 

4.1.1. Demographic Profile Analysis 

In this survey consist of 70,2 percent male and 29,8 percent female responders. It is seen from Table.1 that the students 

participating in the research are mostly between the ages of 18-25. 

It was concluded that the students preferred Doritos most with the rate of 43.5% and secondly, Lay's with the rate of 

25.8%. The least preferred products of the participants are Çerezza and Cheetos with 2,4%. When the frequency of 

purchasing from FritoLay products in one month is evaluated, it was concluded that chipsare purchased 4-6 times at 

most with a ratio of 64.9.  

The amount of money that most of the participants (50,8%) spend to buy this product range between 6-15 TL. Further, 

51% of the students participating in the survey have monthly individual income in the range of 1001-1500 TL. 

Tables 

Table 1. Demographic Data 

  Frequency % 

 

  Frequency % 

Gender       Age     

Man 87 70,2   18-25 115 92,7 

Woman 37 29,8   22-25 5 4 

Individual Income (TL)       26 + 4 3,2 

0-500 29 30,9 
  

Frequency of buying this product in 

one month 
    

501-1000 2 2,1   1-3 20 21,3 

1001-1500 48 51,1   4-6 61 64,9 

1501 + 4 4,3   7-9 13 13,8 

Favorite Product       10 + 4 3,2 

Doritos 54 43,5 
  

Money spent for buying this 

product in one month (TL) 
    

Lay’s 32 25,8   5 and less 32 25,8 

Ruffles 27 21,8   6-15 63 50,8 

Other 5 4   16-30 22 17,7 

Cheetos 3 2,4   31-50 3 2,4 

Çerezza 3 2,4   50 + 3 2,4 

Total 124 100   Total 124 100 
 

4.1.2. Reliability analysis 

Reliability analysis was performed to measure the internal consistency of the scales.The alpha value, which is generally 

not expected to fall below 0.60, ranges from 0.60 to 0.85. 

4.1.3. Correlation Analysis 

Correlation analysis were performed to check the correlation between the variables (i.e. brand awareness, brand image, 

brand loyalty, perceived quality, and brand equity).According to Table.2, the inter-correlations between brand 

awareness, brand image, brand loyalty, and perceived quality with the brand equity are significant at the 0.01 level and 

are positively correlated, ranging 0.308 to 0.607. 
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Brand image having the strongest correlation with brand equity, followed by brand loyalty (r=0.536, p<0.01), brand 

awareness (r=0.529, p<0.01) and perceived quality that having the lowest correlation (r=0.440, p<0.01).Thus, there is 

no multicollinearity problem detected in this research. 

When we consider the findings of the correlation analysis, it is possible to mention that there is a positive and 

significant relationship between brand value and brand loyalty, image, awareness and perceived quality. 

Table 2. Correlation analysis 

 

  
Mean SD 1 2 3 4 

Variables 

Brand awareness 3.7242 0.823 1       

Brand image 3.6532 0.659 .526** 1     

Brand loyalty 3.1694 0.703 .448** .411** 1   

Perceivedquality 3.1532 1.064 .308** .381** .333** 1 

Brand equity 3.6734 0.778 .529** .607** .536** .440** 

Note: **p<0.01 
 

4.1.4. Regression Analysis 

In this study, the effect of brand awareness, brand image, brand loyalty and perceived quality on brand equity is 

examined via multiple regression analysis as the analysis results are listed in Table.3. 

Table 3. Effects of brand awareness, brand image, brand loyalty and perceived quality on brand equity (n=124) 
 

R
2
: 0.516, Adjusted R

2
: 0.496, F: 25.168 with p=0.000, *p <0.05,** p<0.01 

Multiple regressions were analyzed between the brand value included as the dependent variable and the brand 

relationship, brand loyalty, brand awareness and brand image, which are independent variables.However, brand loyalty, 

brand image, brand awareness, and perceived quality have a significant impact on brand equity. The corrected R
2
 of 

0.49 indicates that independent variables explain 49 percent of the variance of the dependent variable and F value of 

25.168 is significant at 0.001, and this is considered favorable for the model's suitability and compliance with the data 

collected.So, H1, H2, H3 and H4(β =.195, p <0.001; β =. 351, p <0.00; β =.298, p <0.026; β =.172, p <0.018) hypotheses 

were accepted. Based on Table 2, the highest standardized β coefficient appeared for brand image, followed by brand 

loyalty, brand awareness, and perceived quality, respectively. 

Discussion &Conclusion  

Our study has conclusion based in both theoretical and managerial implications. In terms of results, it is obtained that 

there is a positive relationship between brand equity and brand equity dimensions as brand awareness, brand image, 

brand loyalty and perceived quality. The results support the study of Sasmita and Suki (2015) examining young 

consumers’ insight on brand equity in Malaysia. Brand image has the highest score effecting brand equity as it can be 

related that among young consumers, image is important then everything. Regarding that social groups effect the 

decision of each other’s purchasing behavior especially in young consumers Norazah and Norbayah (2013). 

Norazah and Norbayah (2013) also stated that social media is an important channel to reach the young consumers and 

make a connection to them. The other next step is to turn these consumers to loyal customers where brand loyalty 

occurs (Huify, 2016;Hubspot 2016).  

HYPOTHESIS 
Std. 

Coef. (β) 

Std. 

Er. 
t Sig. 

Toleran

ce 
VIF Cond. 

H1: Brand awareness has a positive effect on 

brand equity 
0.195 0.082 2.252 0.026* 0.546 1.830 ACCEPTED 

H2: Brand image has a positive effect on brand 

equity. 
0.351 0.098 4.218 0.000** 0.594 1.684 ACCEPTED 

H3: Brand loyalty has a positive effect on brand 

equity. 
0.268 0.087 3.407 0.001** 0.664 1.506 ACCEPTED 

H4: Perceived quality has a positive effect on 

brand equity 
0.172 0.053 2.399  0.018* 0.796 1.256 ACCEPTED 
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Brand awareness is assumed to have the highest effect on brand equity as it is in the study of Sasmita and Suki (2015) 

however it became after brand loyalty. In theoretical background, brand awareness is accepted in the first step for 

potential customers to start the first move of the relationship with brand (Washburn and Plank 2002). Perceived quality 

is defined as the dimension of brand equity, as it is also supported in our research as well. Although, it can be separate 

(Konecnik, 2006) then the other dimensions, it has a positive effect on brand equity for young consumers’ insight.   

For brand managers, our investigation stated that social media has a crucial place to get in touch with potential 

customers. Therefore, they should take into consideration all different social media channels, especially Facebook, 

Instagram and Twitter. Brand equity dimensions are stated that the brand managers should take into consideration to 

develop their marketing strategies for gaining competitive advantage. As the relationship and interaction with 

customers has direct effect to have more valuable brand equity, the dimensions should be analyzed detailed. Customer 

oriented brand equity (Aaker, 1991; Keller, 1993) results to customer focused market orientation which has a superior 

value for the customers (Narver et.al, 2004). 

In our research, the sample size can be accepted as a limitation as it is the first facility year of OSTİM Technical 

University, and the overall population is low. According to the whole number of students, only half of them made a 

useful feedback. Also, we focus on only chips of FritoLay however there are local snacks among Turkish brands. We 

choose this joyful consumption good within Covid-19 Days, especially the highest consumer of the product had to stay 

at home under Turkish Law obligations.  

For further studies, the sectors can be expanded and also make comparative research. Also, international students can 

contribute to the research as cultural attitudes differ and their preferences may affect the brand equity perception. To 

improve and generalize the findings of the study, different sampling techniques can be applied with larger sampling 

size.  
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