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Abstract

The purpose of this study is to identify the relationship among the brand quality, brand name and brand
experience. In this study brand quality and brand name are the independent variables and brand
experience is dependent variable. This study is the quantitative research. Questionnaire used for data
collection and data collection involve in the Garments sector of Pakistan. In this study sample size of 100
customers of the Shirt and Tie Shop Garments sector of the Pakistan used. Different data analysis used in
this study. Brand quality and brand name have positive impact on brand experience. This study directed in
the relation of Pakistan. It resulted that brand quality and brand name have significant impact on brand
experience.
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Introduction

Living style of Customers is changing with the passage of time so the importance of quality and brand
name is also changing. It is studied that quality and brand name performing the function as promotion
which is one of the marketing mix. The satisfying quality and brand name attract the customer to purchase
the product. Quality and brand name is important to understand that the brand commit appropriate
knowledge about product. An effective quality and brand name occasionally consign degree of encourage
effect and enhancement sales of the organization. Brand events focuses on every aspect of the product
suitability, and on all ranks of product involvement.

In this paper there are two variables. Independent variables are quality and brand name (Armstrong, 2001).
Quality that is the one of seller’s important configuring device, there are two features of quality i.e. level
and consistency. Quality may be a performance quality of the product means the skill of a product to carry
out its objectives, product quality may be a conformity quality means free from lack and thickness in
transferring a desired rank of function. Siemens defines quality this way: “quality is when our customers
come back and our products don’t”. Thus today large number of organizations undergo customer-directed
quality into a large number of defending power. They satisfy the customer and give value continuously and
beneficially familiarize customer’s wants and favors quality. Today the Quality has become a highly
competitive need. Reducing product defects, the most extreme objective of quality is to develop customer
satisfaction and importance (Etzel, 2004). Features or characteristics refers the quality of the product which
satisfy the needs.

The visualized casual basic idea states that how selected customers see a brands specific attributes. Keller
(2013) Brand qualities effects the brand globally and also effect the long time profit that the brand comes
out. Brand image shows the information linked to the customer memory. (Armstrong, 2001) The different
skill of experienced marketers is their talent to produce, to continue, safety and enhance of their products.
Name, time, mark, shape or a collection of these. A pleasant brand name helps to produce product’s
success. It is difficult to discover a pleasant name. Product and its benefits, selected market and suggested
marketing strategies helps to find the good brand name. Qualities included in brand name are given below:

Product’s benefits and features mention by the brand name.
Brand name must be easily make sound, know and remember.
The brand name should be different.

The brand name should be easy to translate in abroad language.
It should be easy able to register and legal protection.

Dependent variable is brand experience (Baig, 2013). Brand means name, term, symbol, design or sign.
Experience means a good knowledge with a skill of real performance and that showed in greater quality of
knowledge. Brand experience is a brand’s act about product. A brand experience is a brand’s action
regarding a person. Brand experience is a jointly fact between individual and a tangible or intangible brand.
Examples are the opening of a bottle and exploration of website or brand.

Problem Identification

Considering the fact that market is growing rapidly. In the highly competitive market environment, it is
very difficult for the customers to differentiate between products due to variety and availability. So, brand
name acts as a resource for companies that allow customer to identify its desired product which perceived
benefits. Brand name is not only benefit’s customers but also benefits to the manufacturer. Because they
can protect trademark from copying. Without better quality customer does not satisfied with product. There
is a still gap between the researches on quality, brand name and brand experience. Thus it is fairly good to
explain the relationship between quality and brand experience and also relationship between brand name
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and brand experience. This study will explain the need and importance of brand quality and brand name in
Garments sector of Pakistan. And to finds that whether brand quality and brand name really effects the
brand experience and customer loyalty etc.

The main objective of this study is to explore the effect of quality and brand name on brand experience. It
is also aimed that to explore the significance of quality, brand name and brand experience.
To understand about the quality and brand name is the significance of this study.

e Influence of brand quality on brand experience.
e Influence of brand name on brand experience.
e Brand quality and brand name directly or indirectly effect the brand experience.

Problem Statement
Garments Companies must introduce those products which has better quality and good brand name which
directly attract the customers to purchase their products. The purpose of this study is to find out the

significance of brand quality and brand name on brand experience and “to find whether the quality and
brand name really effects the brand experience”.

Significance of the Study

The significance of this study will contribute to various benefits in terms of theoretic and academic
perspective.

Theoretical Perspective

In kind of theoretical, this study would help other person to argument the theory and also helps the future
study, produce better ideas and also provide better understanding.

Academic Study

This study helps other students to interpret the relationship between brand name and quality on brand
experience in any organization.

Objectives
e To identify the impact of brand quality on brand experience.

e Toexplain the impact of brand name on brand experience.
e To explore the significance of quality, brand name and brand experience.

Research Questionnaire
1. What is the impact of brand quality on brand experience?

2. What is the impact of brand name on brand experience?
3. What is the significance of brand quality, brand name and brand experience?

Literature Review

Michael j. etzel (2004) describe that brand is an important part in a marketing plan and managers must
control the naming of a product (Brand name, n.d.) Brand shows written or spoken components of product,

ISSN: 2308-7056 Akhtar, Aslam, Akhtar, Saba & Ghafar (2016) 213



www.irbas.academyirmbr.com August 2016
International Review of Basic and Applied Sciences Vol. 4 Issue.8

in contrast brand name is a “’trade mark’. (Braam, 2012) Brand name is the important asset of an
organization (Keller, 2004) Branding and brand management has a great management priority in all
organizations (Nilsson, 2008). Brand name is the indicator of the product. Brand name raise the awareness
and communicate the efforts. Shadel (2013) explains brand gradually develop into the symbol of quality
instead of ownership. (Witell, 2011) Quality is one of the important factor for customer in purchasing
decisions. Quality may be related to the prices but this approach is not suitable for all types of products.
Marketing is about experience you deliver to your customers with each and every interaction. Experience
builds when your product position in customer mind (Dad, 2013). Conduct a research in Africa and found
that brand experience has influence on brand satisfaction, trust and brand attachment. Target population in
this study was 151 respondents (Chinomona, 2013).

Conduct a survey to study the brand experience. AMOS software was used to analyze the data and it was
found that brand experience has positive impact on brand preferences (Ebrahim, 2013). Conducted a
research to determine the relationship of brand awareness, perceived quality and brand name in terms of
brand loyalty in Thailand. Structured questionnaire was used to collect data form OPPO smartphone store
located in Bangkok. It was fond that brand awareness, perceived quality and brand name has influence on
brand loyalty (Zhang, 2014).

Conducted a research to identify the relationship of branding and packaging in terms of creating customer
loyalty in Ghana. Structured questionnaire was used and 130 sample size was taken. Convenient sampling
technique was used. It was found that branding and packaging is closely related to the customer loyalty
(Boahen, 2014).

Conducted a survey to determine the relationship of brand awareness, brand loyalty and brand image in
terms of customer behavior in North Cyprus. Questionnaire was used and 115 respondents was taken to
collect data. Positive results was found (Karam, 2015). Conducted a survey to determine the relationship of
brand image in terms of brand loyalty and price premium. Statistical analysis was used in eight countries.
Findings showed that there is a positive relationship between brand image, brand loyalty and price
premium (Bondesson, 2012).

Conducted a research to find out the relationship between product package qualities in terms of brand
loyalty in Nigeria. Structured questionnaire was used and 2374 population sampled. Descriptive statistical
analysis and regression analysis was used and found that there is positive relationship between package
quality and brand loyalty (Rasheed, 2015). Conducted a survey to determine the relationship of brand and
packaging quality in terms of consumer perception in Malaysia. Study was used review or survey technique
to collect data. 206 population sampled and it was found that brand, packaging quality and consumer
perception positively related to each other (Abidin, 2015).

Conducted a research to determine the relationship of brand attributes in terms of brand loyalty in Ghana.
Structured questionnaire was used to collect data. 421 questionnaires was used as a respondents.
Convenient sampling technique was used and it was found that there is a significant relationship between
packaging, price, brand awareness and brand loyalty (Polytechnic, 2014). Conducted a research to identify
the relationship of brand awareness and brand characteristics in terms of brand loyalty or brand experience
in Peshawar Pakistan. 200 respondents was sampled to collect data. Correlation and regression analysis was
conducted. It was found that brand awareness and brand characteristics significantly related to the brand
loyalty (Khan, 2012).

Conducted a survey to determine the relationship of consumer perception in terms of brand experience in
UK. Data was collected on survey basis. It was found that brand experience is positively affected by the
consumer perception (Ha, 2005). Conducted a research to identify the relationship between brand
preferences in terms of brand loyalty in South India. 100 respondents was sampled. Chi-square test and
ANOVA technique was used for data analysis. It was found that brand preferences such as price, quality
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and packaging significantly related to the brand loyalty (Anand, 2013). Conducted a research to find out the
relationship between brand equity in terms of customer perspective in Malaysia. Different literatures and
empirical studies was used to found the result it was found that there is a positive relationship in brand
equity and consumer perception (Fayrene, 2011).

Conducted a research to determine the relationship among packaging, price, brand awareness in terms of
brand loyalty. Quantitative survey technique was used to collect data. 212 respondents was sampled.
Regression analysis technique was used for findings and it was found that there is a positive relation
between the packaging, price, brand awareness and brand loyalty (Dhurup, 2014). Conducted a research to
identify the relationship of product package quality in terms of consumption satisfaction, brand perceptions,
consumer investment and behavior. Qualitative, experimental and structural modeling technique was used
to test data and it was found that packaging quality is critically related to the consumption satisfaction
(Hess, 2014).

Conceptual Framework

Independent variables Dependent variable

Brand Quality
Brand experience

Brand name

Research Hypotheses

H1: There is a positive significant relationship between brand quality and brand experience.
H2: There is a significant relationship between brand name and brand experience.

Research Methodology
Research Design

The study investigate the impact brand quality and brand name on brand experience. Descriptive research
design was used to collect quantitative data.

Population

This study is conducted in Garments sector of Pakistan and Shirt and Tie Shop brand customers is targeted
population. The quantitative data was collected from customers of Shirt and Tie shop Okara district.

Sampling Technique
Simple random probability technique will be used to collect data from the targeted population.
Sample Size

100 Sample size of targeted population has used.
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Data Collection Method
Survey data collection method has used in this study.
Research Instrument

Questionnaire were distributed to the customers and received by hand. (Donnely, 2009) Questionnaire was
adopted from previous study and modified as per requirement of current study (Dahlgren, 2011).

Data Analysis

To analyze the data SPSS software is used in this study. As the data collected, it will be placed into the
software and distinct tests Regression, Correlation and coefficient of variance results analyzed and
according to these results and conclusion will be given.

Reliability Analysis
Table 1: Reliability Statistics
Cronbach's Alpha No of Items

.838 23

The reliability of brand quality, brand name and brand experience is 0.838. The value of Cronbach’s Alpha
indicate that all the variables are reliable.

Correlation Analysis

Table 2. Correlations

Brand Experience Brand Quality Brand Name
Pearson Correlation 1 725 643"
Brand . .
. Sig. (2-tailed) .000 .000
Experience
N 100 100 100
Pearson Correlation 725" 1 758"
IBrand Quality Sig. (2-tailed) .000 .000
N 100 100 100
Pearson Correlation 643" 758" 1
IBrand Name  Sig. (2-tailed) .000 .000
N 100 100 100

**_Correlation is significant at the 0.01 level (2-tailed).

This table shows that brand quality has significant relationship with brand experience at the value 0.000
which is less than 0.05. Brand name has significant relationship with brand experience at the value which is
less than 0.05.

Regression Analysis
Table 3. Model Summary

Model

R

R Square

Adjusted R Square

Std. Error of the Estimate

1

739

.546

537

.24189

Predictors: (Constant), Brand Name, Brand Quality

ISSN: 2308-7056

Akhtar, Aslam, Akhtar, Saba & Ghafar (2016)

216



www.irbas.academyirmbr.com August 2016
International Review of Basic and Applied Sciences Vol. 4 Issue.8

The above table shows the model summary of regression analysis among the independent variables brand
quality, brand name and dependent variable brand experience. Table shows the value of R is 0.739; value
of R Square is 0.546 which shows that 54% changes cause by independent variable brand quality and brand
name on brand experience, the value of adjusted R square is 0.537 and the value of standard error of the
estimate is 0.24189. All values are positive and significant and model summary also shows the positivity
and significance which provides a reasonable assistance to the study model.

Table 4. ANOVA?

Model Sum of Squares df Mean Square F Sig.
Regression 6.831 2 3.416 58.376 .000°
1 Residual 5.676 97 .059
Total 12.507 99

a. Dependent Variable: Brand Experience
b. Predictors: (Constant), Brand Name, Brand Quality

This table shows the ANOVA analysis means analysis of variance between independent variables brand
quality, brand name and brand experience. Table shows that in regression, the value of sum of squares is
6.831, the value of DF is 2, and the value of mean square is 3.416. The value of F is 58.376 at the
significant level of 0.000 which indicates that model is fit.

Table 5. Coefficients

Model Unstandardized Coefficients | Standardized t Sig.
Coefficients
B Std. Error Beta
(Constant) .855 325 2.634 .010
1 Brand Quality 578 .108 .560 5.337 .000
Brand Name .215 104 218 2.075 041

a. Dependent Variable: Brand Experience

The above table indicates the coefficient of regression analysis between independent variable and
dependent variable. In constant the value of B is 0.855, the value of standard error is 0.325, the value of t is
2.634, and the significant value is .010. In brand quality the value of B is 0.578, the value of standard error
is 0.108, the value of Beta is 0.560, and the value of t is 5.337, and the value of significance is 0.000. In
brand name the value of B is 0.215, the value of standard error is 0.104, the value of beta is 0.218 and the
value of tis 2.075, and the value of significance is 0.041.

Hypothesis acceptance or rejection table

Hypothesis Results
H1: impact of brand quality on brand experience. Accepted
H2: impact of brand name on brand experience. Accepted

Conclusion

The purpose of this study has been to determine the impact of brand quality, brand name on brand
experience in Okara. The substitute hypothesis narrates that there is a positive relationship among brand
quality, brand name and brand experience. As we see in the ANOVA table the significant level is .000
which indicates that substitute hypothesis are accepted. Questionnaire was used to collect data. Analysis
explained that there is significant impact of brand quality and brand name on brand experience. So it is
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found that brand quality and brand name significantly influence the brand experience. Shirt and Tie Shop
brand needs to center on brand quality and brand name. In this way they enhance the brand image in
customer minds and in this way the productivity and performance will also be increased.

Recommendations

The conclusion of the study support the entity of positive and prognostic relationship concerning brand
quality, brand name and brand experience. According to these findings different recommendation may be
directed for the development of brand quality, brand name and brand experience which enhance the
customer loyalty. Worthwhile customer association supervisor programs may be recognized acceptable to
rise the brand experience. The producer must produce high quality products for customers.

Limitations and Future Research

First questionnaire has been used for data collection. It is proposed that any other instrument be used for
data collection. Second we assume that only brand quality and brand name effect brand experience, it is
proposed that many other factors i.e. packaging, size may affect the brand experience. Third this study has
been used 100 sample size and Garments sector was a targeted population, so, it is proposed different
sample size and other sector be used for further research.
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