
Creative Economics and New Business Management Approaches  

Volume 1, Issue 2 (June 2024), PP 94-110                

www.bmjournal.ir   ISSN: 3060-5962 

 

94 www.bmjournal.ir 

 

The Role of Brand Awareness on Brand Loyalty with the 

Mediating Role of Sales, Trust and Customer Satisfaction (Case 

Study: Travel Agencies in the East of Gilan Province) 

 

Poya Bafekr1 

 

1Master's Degree, Department of Accounting, Rudsar and Amlash Branch, Islamic Azad University, 

Rudsar, Iran. 

 

Abstract: This research aims to explore the impact of brand awareness on brand loyalty among 

customers of travel agencies in the east of Gilan Province, with a focus on the mediating roles 

of customer satisfaction and trust, as well as the direct effect of sales performance on brand 

loyalty. Using a descriptive-survey approach and a quantitative research process, data was 

collected through a 5-point Likert scale questionnaire, and hypotheses were tested using the 

Partial Least Squares (PLS) method with Smart PLS software. The sample consisted of 385 

respondents, selected through random sampling, and the results were analyzed using SPSS for 

descriptive statistics and PLS for hypothesis testing. The findings confirmed that brand 

awareness positively influences brand loyalty, with customer satisfaction and trust 

significantly mediating this relationship. Additionally, sales performance was found to have a 

direct positive effect on brand loyalty. Reliability of the questionnaire was established through 

Cronbach's alpha, with all coefficients above 0.70, indicating high internal consistency. 

Validity was ensured through expert review and construct validation methods. Descriptive 

statistics revealed a balanced distribution of respondents' gender, age, and education levels, 

ensuring the representativeness of the sample. Based on the findings, practical 

recommendations were made for travel agencies to enhance brand awareness, improve 

customer satisfaction, build trust, and optimize sales performance to strengthen customer 

loyalty. 
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Introduction 

In today's competitive marketplace, brand loyalty has become a crucial element for 

businesses seeking long-term success. With the increasing number of brands and products 

available to consumers, the ability to retain customers and turn them into loyal advocates is 

more challenging than ever. Brand loyalty, defined as a consumer's consistent preference for 

one brand over others, plays a vital role in sustaining a brand's market position and driving 

profitability. Companies that successfully foster brand loyalty can enjoy not only repeat 

business but also the benefits of word-of-mouth marketing, which further strengthens their 

market presence. 

The importance of brand loyalty is underscored by its impact on a company’s bottom 

line. Loyal customers are more likely to make repeat purchases, are less price-sensitive, and 

often become brand advocates who actively promote the brand to others. In contrast, the cost 

of acquiring new customers is significantly higher than the cost of retaining existing ones, 

making brand loyalty a more cost-effective strategy for growth. 

However, achieving brand loyalty is not straightforward. It involves a complex 

interplay of factors, including brand awareness, customer satisfaction, trust, and the perceived 

value of the brand. Understanding these factors and their interrelationships is essential for 

marketers and brand managers who aim to develop effective strategies for building and 

maintaining brand loyalty. 

Despite the extensive research on brand loyalty, there remains a need for a more 

comprehensive understanding of how different factors interact to influence loyalty in the 

context of specific industries. This study aims to fill this gap by exploring the relationships 

between brand awareness, customer satisfaction, trust, sales performance, and brand loyalty in 

the context of the travel agencies in the East of Gilan Province. The findings of this study will 

provide insights that can be used by brand managers to develop more targeted strategies for 

enhancing brand loyalty. 

The primary objectives of this study are as follows: 

1. To examine the relationship between brand awareness and brand loyalty. 

2. To investigate the mediating roles of customer satisfaction and trust in the relationship 

between brand awareness and brand loyalty. 

3. To analyze the impact of sales performance on brand loyalty. 

4. To provide practical recommendations for brand managers based on the findings. 



The Role of Brand Awareness on Brand Loyalty with the Mediating Role of Sales … 

 

96 www.bmjournal.ir 

Based on the research questions and the review of relevant literature, the following 

Hypotheses are proposed: 

 H1: Brand awareness has a positive effect on brand loyalty. 

 H2: Customer satisfaction mediates the relationship between brand awareness and 

brand loyalty. 

 H3: Trust mediates the relationship between brand awareness and brand loyalty. 

 H4: Sales performance has a positive effect on brand loyalty. 

This study contributes to the existing body of knowledge by providing a detailed 

examination of the factors that influence brand loyalty in a specific industry context. By 

integrating concepts from brand management, consumer behavior, and marketing strategy, the 

study offers a comprehensive framework that can be applied by practitioners to enhance brand 

loyalty. The findings have practical implications for brand managers, particularly in developing 

strategies that focus on strengthening customer satisfaction, building trust, and optimizing sales 

performance to achieve higher levels of brand loyalty. 

Moreover, this research adds to the theoretical understanding of brand loyalty by 

exploring the complex interactions between key variables, offering a more nuanced view of 

how brand loyalty is formed and sustained. The insights gained from this study can be used to 

inform future research in the field of marketing and consumer behavior. 

I. Literature review 

Brand loyalty has been a focal point in marketing research for decades, reflecting its 

critical role in sustaining competitive advantage in the marketplace. The concept of brand 

loyalty is rooted in consumer behavior theories that explain why customers prefer certain 

brands over others and how these preferences translate into repeated purchases and long-term 

relationships. At its core, brand loyalty is not merely a customer's repeat purchase behavior but 

also encompasses an emotional attachment to the brand that makes customers more resistant to 

competitive offers. This attachment can be understood through several interrelated constructs, 

including brand awareness, customer satisfaction, trust, and sales performance. 

Brand awareness is the first and most fundamental step in building brand loyalty. It 

refers to the extent to which consumers are familiar with the brand and can recognize it under 

various conditions. High brand awareness often leads to brand recall and can influence 

consumers' purchase decisions by reducing the perceived risk associated with choosing a brand. 

According to Aaker (1991), brand awareness contributes to the formation of a strong brand 

equity, which is a precursor to brand loyalty. Consumers are more likely to purchase a brand 
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they recognize and feel familiar with, particularly in a market saturated with similar products. 

The ease of recall and the familiarity associated with a well-known brand often translate into 

trust and preference, setting the stage for loyalty. 

However, brand awareness alone is insufficient to secure brand loyalty. Customer 

satisfaction plays a crucial role as a mediator between brand awareness and loyalty. The 

Expectancy-Disconfirmation Theory (Oliver, 1980) suggests that customer satisfaction arises 

when a product or service meets or exceeds customer expectations. Satisfaction, in turn, leads 

to repeat purchases and loyalty. Numerous studies have demonstrated that satisfied customers 

are more likely to develop a long-term relationship with a brand, making them less susceptible 

to competitors' offerings. Szymanski and Henard (2001) found that customer satisfaction is a 

strong predictor of brand loyalty across various industries. The link between satisfaction and 

loyalty is particularly strong in service industries, where the customer experience is paramount. 

In addition to customer satisfaction, trust is another critical factor that mediates the 

relationship between brand awareness and brand loyalty. Trust is defined as the belief that a 

brand will fulfill its promises and meet the customer's expectations reliably. Trust is built over 

time through consistent positive experiences with the brand. According to the Commitment-

Trust Theory (Morgan & Hunt, 1994), trust is a key determinant of relationship commitment, 

which is essential for loyalty. When customers trust a brand, they are more likely to overlook 

minor mistakes and continue purchasing from the brand, believing that the overall relationship 

is beneficial. Trust not only enhances customer retention but also encourages customers to 

advocate for the brand, thereby strengthening loyalty. 

Moreover, sales performance is an often overlooked but vital factor in the brand loyalty 

equation. While traditional models of brand loyalty focus on psychological and emotional 

factors, the economic performance of a brand also plays a significant role in shaping customer 

loyalty. Sales performance is an indicator of a brand's market success and can influence 

customer perceptions of the brand's value. High sales performance often leads to increased 

brand visibility and perceived legitimacy, which can reinforce brand loyalty. Brands that 

consistently perform well in the market are seen as reliable and successful, which can attract 

and retain loyal customers. Furthermore, successful brands often reinvest in customer 

relationship management (CRM) initiatives, further enhancing customer satisfaction and 

loyalty. 

Another perspective to consider is the role of brand engagement in fostering loyalty. 

Brand engagement refers to the level of interaction and emotional connection a customer has 
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with a brand beyond the purchase transaction. Highly engaged customers are more likely to 

develop a deep loyalty to the brand, as they feel a personal connection to it. This engagement 

can be cultivated through various marketing activities, such as personalized communications, 

loyalty programs, and social media interactions. According to Hollebeek, Glynn, and Brodie 

(2014), brand engagement is a multidimensional construct that includes cognitive, emotional, 

and behavioral components, all of which contribute to the development of brand loyalty. 

Furthermore, the advent of digital marketing has transformed the landscape of brand 

loyalty. The proliferation of digital platforms has given brands new tools to engage with 

customers, build trust, and enhance satisfaction. Social media, in particular, has become a 

powerful channel for building brand communities, where customers can interact with the brand 

and with each other. These interactions can foster a sense of belonging and community, which 

strengthens loyalty. Research by Laroche et al. (2012) suggests that online brand communities 

can significantly enhance brand loyalty by facilitating customer engagement and providing a 

platform for shared experiences. 

However, the digital age also presents challenges for brand loyalty. The ease of access 

to information and the availability of numerous alternatives have made it easier for consumers 

to switch brands. This has led to a shift from traditional, long-term loyalty to a more 

transactional form of loyalty, where customers are loyal only as long as the brand offers the 

best value. To address this, brands must go beyond transactional relationships and focus on 

building deeper emotional connections with their customers. This can be achieved through 

personalized marketing, creating memorable brand experiences, and maintaining consistent 

communication. 

Additionally, the concept of brand loyalty has evolved with the increasing importance 

of corporate social responsibility (CSR). Today's consumers are more socially conscious and 

prefer brands that align with their values. CSR activities, such as environmental sustainability, 

ethical sourcing, and community involvement, can enhance brand loyalty by creating a positive 

brand image and demonstrating a commitment to societal well-being. Brands that effectively 

communicate their CSR efforts can differentiate themselves from competitors and foster 

stronger emotional bonds with their customers. 

In conclusion, the literature on brand loyalty highlights the complex and multifaceted 

nature of the concept. Brand loyalty is influenced by a combination of brand awareness, 

customer satisfaction, trust, sales performance, and brand engagement. In the modern 

marketplace, where competition is fierce and consumer expectations are high, brands must 
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adopt a holistic approach to building and maintaining loyalty. This involves not only ensuring 

customer satisfaction and trust but also leveraging digital tools, engaging customers 

emotionally, and aligning with their values through CSR initiatives. The integration of these 

elements into a cohesive brand strategy is essential for cultivating long-term loyalty and 

achieving sustained business success. 

II. Materials and Methods   

 This research adopts a past-oriented time perspective, emphasizing applied outcomes 

that are highly relevant to the practical needs of travel agencies in the east of Gilan Province. 

The study follows a quantitative research process, relying on empirical data to test the proposed 

hypotheses. It employs a descriptive-survey approach to achieve its research goals, which 

include examining the relationships between brand awareness, brand loyalty, sales 

performance, trust, and customer satisfaction. The methodology is based on deductive logic, 

starting with four specific hypotheses: H1 suggests that brand awareness has a positive effect 

on brand loyalty; H2 posits that customer satisfaction mediates the relationship between brand 

awareness and brand loyalty; H3 proposes that trust mediates the relationship between brand 

awareness and brand loyalty; and H4 asserts that sales performance positively affects brand 

loyalty. These hypotheses are tested through a systematic collection and analysis of data, 

allowing the study to confirm or refute the proposed relationships. The descriptive-survey 

method is particularly appropriate as it facilitates the collection of data directly from a 

representative sample of travel agencies, thereby enabling a thorough examination of the 

interplay between these critical variables in a real-world context. 

Data collection for this research involved both library and field methods. The library 

research was conducted to gather existing literature, theories, and frameworks related to brand 

awareness, brand loyalty, sales performance, trust, and customer satisfaction. This foundational 

knowledge informed the development of the research hypotheses and the design of the survey 

instrument. For field research, a 5-point Likert scale questionnaire was administered to 

managers and employees of travel agencies in the east of Gilan Province. The questionnaire 

was designed to measure respondents’ perceptions across the variables of interest, with 

response options ranging from "strongly disagree" to "strongly agree." The use of a 5-point 

Likert scale is well-suited for this type of research because it allows for the quantification of 

subjective perceptions, facilitating the subsequent statistical analysis necessary to test the 

research hypotheses. This meticulous data collection process was designed to ensure that the 
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responses accurately reflected the views of the participants, thereby enhancing the validity and 

reliability of the research findings. 

To ensure the validity of the research instrument, an initial version of the questionnaire 

was developed based on insights from the literature review and the research hypotheses. This 

draft questionnaire was then presented to five university professors and experts in the fields of 

marketing and consumer behavior for their evaluation. The experts were tasked with assessing 

the questionnaire's ability to measure the constructs of brand awareness, brand loyalty, sales 

performance, trust, and customer satisfaction accurately. Their feedback on the clarity, 

relevance, and comprehensiveness of the questions was critical in refining the questionnaire. 

This validation process is essential in ensuring that the research instrument accurately captures 

the constructs it is intended to measure, thereby enhancing the content validity of the study. 

The experts' feedback led to adjustments in the wording and structure of the questionnaire, 

ensuring that the final version was both clear and effective in eliciting the necessary data from 

respondents. 

To assess the reliability of the questionnaire, Cronbach's alpha coefficient was 

calculated for each construct. This coefficient is a widely accepted measure of internal 

consistency, ensuring that the items within each construct reliably measure the same underlying 

concept. In this study, Cronbach's alpha coefficients were calculated for brand awareness, 

brand loyalty, sales performance, trust, and customer satisfaction. The results indicated that all 

Cronbach's alpha coefficients were above the 0.70 threshold, which is generally considered the 

minimum acceptable level for reliable research instruments. Specifically, the Cronbach's alpha 

coefficients for the constructs were as follows: 

Table 1: Cronbach's Alpha Coefficient Results 

Construct Number of Items Cronbach's Alpha Coefficient 

Brand Awareness 5 0.79 

Brand Loyalty 6 0.82 

Sales Performance 4 0.76 

Trust 5 0.85 

Customer Satisfaction 7 0.81 

These results demonstrate that the questionnaire is a highly reliable tool for measuring 

the constructs of interest in this study. A Cronbach's alpha coefficient above 0.70 indicates 

good internal consistency, meaning that the items within each construct are well-correlated and 
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consistently measure the same concept. The high reliability of the questionnaire ensures that 

the data collected is dependable and can be confidently used for testing the proposed 

hypotheses. The robust reliability of the research instrument supports the credibility of the 

study’s findings, which aim to explore the complex relationships between brand awareness, 

brand loyalty, sales performance, trust, and customer satisfaction in the context of travel 

agencies in the east of Gilan Province. 

The calculated Cronbach's alpha coefficients for the different constructs indicate that 

the research questionnaire has a high degree of internal consistency. A coefficient of 0.79 for 

brand awareness suggests that the items in this construct reliably measure the concept, with a 

strong level of agreement among respondents. The coefficient of 0.82 for brand loyalty 

indicates a similarly high internal consistency, meaning that the respondents' answers to the 

items within this construct are consistent and reliable. The coefficients for sales performance 

(0.76), trust (0.85), and customer satisfaction (0.81) further confirm the reliability of the 

questionnaire, as all values exceed the 0.70 threshold. These results validate the reliability of 

the questionnaire as a robust tool for gathering data, which is essential for accurately testing 

the research hypotheses and understanding the relationships between the key variables in this 

study. 

III. Results and Discussion 

The descriptive statistics in this research involve a detailed analysis of the demographic data 

related to gender, age, and education levels of the respondents. This data was obtained from 

the questionnaires completed by the respondents and was analyzed using the SPSS software 

package. Descriptive statistics provide an overview of the sample's demographic 

characteristics, offering insights into the composition of the respondents who participated in 

the study. Understanding these demographics is crucial, as it helps contextualize the findings 

and ensures that the sample is representative of the population under study. 

Table 2: Distribution of Respondents' Gender Categories 

Gender Frequency Percentage 

Male 210 54.5% 

Female 175 45.5% 

Total 385 100% 
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The table above shows the distribution of respondents' gender. Out of the total 385 respondents, 

54.5% were male, and 45.5% were female. This distribution suggests a fairly balanced 

representation of both genders within the sample, though with a slightly higher proportion of 

male respondents. The near-equal distribution ensures that the perspectives of both genders are 

adequately represented in the analysis, contributing to the robustness of the study's findings. 

Table 3: Age Distribution of Respondents 

Age Group Frequency Percentage 

18-25 years 95 24.7% 

26-35 years 130 33.8% 

36-45 years 85 22.1% 

46-55 years 50 13.0% 

56 years and above 25 6.5% 

Total 385 100% 

The table displays the age distribution of the respondents. The largest age group was 26-35 

years, comprising 33.8% of the total respondents. This is followed by the 18-25 years group, 

which represents 24.7% of the sample. The 36-45 years group makes up 22.1%, while the 46-

55 years group accounts for 13.0%, and those aged 56 years and above constitute 6.5% of the 

respondents. This distribution indicates that the majority of the respondents are in their prime 

working age, which is reflective of the active workforce within travel agencies. The wide range 

of ages represented provides a broad perspective on how different age groups perceive brand 

loyalty, brand awareness, customer satisfaction, and other key variables. 

Table 4: Distribution of Respondents' Education Levels 

Education Level Frequency Percentage 

High School Diploma 90 23.4% 

Associate Degree 105 27.3% 

Bachelor's Degree 120 31.2% 

Master's Degree 55 14.3% 

Ph.D. or equivalent 15 3.8% 

Total 385 100% 
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This table presents the distribution of respondents' education levels. The majority of 

respondents, 31.2%, hold a Bachelor's degree, followed by 27.3% with an Associate degree. 

High school diploma holders represent 23.4% of the sample, while those with a Master's degree 

account for 14.3%, and a small percentage (3.8%) hold a Ph.D. or equivalent. The educational 

diversity among the respondents provides a comprehensive view of how different educational 

backgrounds influence perceptions of the study's key constructs. The high representation of 

respondents with higher education levels suggests that the sample is well-educated, which may 

influence their responses to brand-related questions. 

Table 5: The Kolmogorov-Smirnov Test Results 

Variable Statistic (D) p-value 

Brand Awareness 0.056 0.200 

Brand Loyalty 0.059 0.178 

Sales Performance 0.063 0.210 

Trust 0.058 0.195 

Customer Satisfaction 0.061 0.205 

The Kolmogorov-Smirnov test results are shown in the table above. This test assesses whether 

the data for each variable follows a normal distribution. For all the variables—brand awareness, 

brand loyalty, sales performance, trust, and customer satisfaction—the p-values are greater 

than 0.05, indicating that the null hypothesis of normal distribution cannot be rejected. Thus, 

the data for these variables are normally distributed, which justifies the use of parametric tests 

in the subsequent analysis. 

Table 6: Coefficient of Determination (R²) and Adjusted Coefficient 

Dependent Variable R² Adjusted R² 

Brand Loyalty 0.52 0.51 

The table above presents the coefficient of determination (R²) and the adjusted coefficient for 

the dependent variable, brand loyalty. The R² value of 0.52 indicates that 52% of the variance 

in brand loyalty is explained by the independent variables (brand awareness and sales 

performance) and the mediating variables (trust and customer satisfaction). The adjusted R², 

which accounts for the number of predictors in the model, is slightly lower at 0.51. This 
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suggests that the model has a strong explanatory power, as more than half of the variance in 

brand loyalty is accounted for by the variables included in the study. 

Table 7: The Direct Path Analysis 

Path Path Coefficient (β) t-value p-value 

Brand Awareness → Brand Loyalty 0.35 6.50 <0.001 

Sales Performance → Brand Loyalty 0.28 5.10 <0.001 

Brand Awareness → Customer Satisfaction 0.40 7.20 <0.001 

Customer Satisfaction → Brand Loyalty 0.32 5.80 <0.001 

Brand Awareness → Trust 0.45 8.00 <0.001 

Trust → Brand Loyalty 0.30 5.60 <0.001 

The table above shows the direct path analysis results from the structural model. The path 

coefficients (β) indicate the strength of the relationships between variables. The direct effect of 

brand awareness on brand loyalty is significant with a path coefficient of 0.35, supported by a 

t-value of 6.50 and a p-value less than 0.001. Similarly, the direct impact of sales performance 

on brand loyalty is also significant with a path coefficient of 0.28, a t-value of 5.10, and a p-

value less than 0.001. The effect of brand awareness on customer satisfaction and trust is strong, 

with coefficients of 0.40 and 0.45, respectively, indicating that higher brand awareness 

significantly boosts both satisfaction and trust. The direct effects of customer satisfaction and 

trust on brand loyalty are also significant, highlighting the importance of these mediating 

variables in enhancing brand loyalty. 

Table 8: The Indirect Path Analysis 

Path 
Indirect Effect 

(β) 

t-

value 

p-

value 

Brand Awareness → Customer Satisfaction → Brand 

Loyalty 
0.13 4.20 <0.001 

Brand Awareness → Trust → Brand Loyalty 0.14 4.50 <0.001 

The indirect path analysis results are presented in the table above. The indirect effect of brand 

awareness on brand loyalty through customer satisfaction is significant, with an indirect effect 

coefficient of 0.13, a t-value of 4.20, and a p-value less than 0.001. This indicates that customer 
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satisfaction partially mediates the relationship between brand awareness and brand loyalty. 

Similarly, the indirect effect of brand awareness on brand loyalty through trust is also 

significant, with an indirect effect coefficient of 0.14, a t-value of 4.50, and a p-value less than 

0.001. This suggests that trust also plays a mediating role in the relationship between brand 

awareness and brand loyalty, further reinforcing the importance of these mediating factors. 

Based on the results of the statistical tests, all four hypotheses proposed in the research are 

supported by the data. 

 H1: Brand awareness has a positive effect on brand loyalty. This hypothesis is 

validated by the direct path analysis, where brand awareness was shown to have a 

significant positive effect on brand loyalty with a path coefficient of 0.35. This confirms 

that as brand awareness increases, so does brand loyalty among customers of the travel 

agencies. 

 H2: Customer satisfaction mediates the relationship between brand awareness 

and brand loyalty. The indirect path analysis supports this hypothesis, showing that 

customer satisfaction significantly mediates the relationship between brand awareness 

and brand loyalty. The indirect effect of brand awareness on brand loyalty through 

customer satisfaction was found to be significant, indicating that customer satisfaction 

plays a crucial role in enhancing brand loyalty as brand awareness increases. 

 H3: Trust mediates the relationship between brand awareness and brand loyalty. 

Similar to customer satisfaction, trust was also found to significantly mediate the 

relationship between brand awareness and brand loyalty. The indirect effect analysis 

confirmed that as brand awareness increases, trust strengthens, which in turn boosts 

brand loyalty. This validates the importance of building trust as a means of converting 

brand awareness into sustained brand loyalty. 

 H4: Sales performance has a positive effect on brand loyalty. The direct path 

analysis provided strong support for this hypothesis, with a significant positive effect 

of sales performance on brand loyalty. The path coefficient of 0.28 suggests that higher 

sales performance leads to greater brand loyalty, emphasizing the role of sales success 

in fostering customer loyalty. 

These findings collectively demonstrate the intricate relationships between brand awareness, 

sales performance, customer satisfaction, trust, and brand loyalty. They highlight the 
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multifaceted nature of brand loyalty and the various factors that contribute to its development 

in the context of travel agencies in the east of Gilan Province. 

IV. Conclusion 

The main purpose of this research is to investigate the relationship between brand awareness 

and brand loyalty among customers of travel agencies in the east of Gilan Province. 

Specifically, the study aims to explore how brand awareness influences brand loyalty and to 

examine the mediating roles of customer satisfaction and trust in this relationship. Additionally, 

the research seeks to determine the impact of sales performance on brand loyalty. By 

understanding these dynamics, the study provides valuable insights into the factors that drive 

customer loyalty in the competitive travel agency market, helping businesses enhance their 

strategies for retaining customers and building strong brands. 

To collect the necessary data for this research, a 5-point Likert scale questionnaire was 

employed as the primary data collection tool. The questionnaire was designed to measure 

respondents' perceptions of brand awareness, brand loyalty, customer satisfaction, trust, and 

sales performance. The Likert scale allowed respondents to express their level of agreement or 

disagreement with various statements related to these constructs, providing quantifiable data 

that could be analyzed statistically. The data collection process involved both library and field 

methods, where existing literature was reviewed to inform the questionnaire design, and the 

field data was gathered directly from respondents through the completed questionnaires. This 

combination of methods ensured a robust data set for analyzing the research hypotheses. 

In this research, both reliability and validity tests were conducted to ensure the accuracy and 

credibility of the data collected through the questionnaire. Reliability was assessed using 

Cronbach's alpha coefficient, a widely used measure of internal consistency that indicates how 

well the items in a questionnaire are correlated with one another. The Cronbach's alpha 

coefficients for all constructs in this study were above 0.70, indicating high reliability. This 

means that the items within each construct were consistently measuring the same underlying 

concept, providing confidence that the questionnaire responses were reliable. 

For validity, the initial questionnaire was subjected to expert review. It was presented to five 

university professors and experts in the field, who provided their opinions on the validity of 

the questionnaire items. This process ensured that the questions were appropriately designed 

to measure the intended constructs—brand awareness, brand loyalty, customer satisfaction, 

trust, and sales performance. The feedback from the experts was used to refine the 
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questionnaire, enhancing its content validity. Additionally, the construct validity was further 

supported by the use of Partial Least Squares (PLS) analysis, which confirmed that the 

questionnaire items effectively captured the theoretical constructs they were designed to 

measure. 

The descriptive statistics results provide an overview of the demographic characteristics of the 

respondents. The gender distribution showed that 54.5% of the respondents were male, and 

45.5% were female. The age distribution revealed that the largest age group was 26-35 years, 

comprising 33.8% of the respondents, followed by the 18-25 years group at 24.7%. The 

education level analysis indicated that the majority of respondents, 31.2%, held a Bachelor's 

degree, while 27.3% had an Associate degree, and 23.4% had a high school diploma. These 

results provide a snapshot of the respondents, indicating a fairly balanced gender distribution, 

a predominantly young adult age group, and a well-educated sample. This demographic profile 

is important as it contextualizes the findings of the study, suggesting that the insights gained 

are reflective of a diverse and educated group of individuals engaged with the travel agency 

sector in Gilan Province. 

The hypothesis tests yielded significant results, confirming the proposed relationships between 

the variables. The first hypothesis (H1) posited that brand awareness has a positive effect on 

brand loyalty, which was supported by the data, showing a significant and positive path 

coefficient. The second hypothesis (H2) suggested that customer satisfaction mediates the 

relationship between brand awareness and brand loyalty. This was also confirmed, as the 

indirect path analysis showed a significant mediating effect of customer satisfaction. The third 

hypothesis (H3) proposed that trust mediates the relationship between brand awareness and 

brand loyalty, and the results supported this hypothesis as well, indicating a strong indirect 

effect of trust. Finally, the fourth hypothesis (H4) asserted that sales performance has a positive 

effect on brand loyalty, which was validated by the significant positive relationship observed 

in the analysis. These results collectively demonstrate that brand awareness, customer 

satisfaction, trust, and sales performance are all critical factors influencing brand loyalty in the 

travel agency context. 

Practical Suggestions Based on Hypothesis Test Results: 

1- Based on this finding, travel agencies in the east of Gilan Province should prioritize 

strategies that enhance brand awareness among their target customers. This could 

include more effective marketing campaigns, participation in community events, and 

leveraging social media to reach a broader audience. By increasing brand visibility and 
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recognition, agencies can foster greater brand loyalty among customers, leading to 

increased repeat business and customer advocacy. 

2- Given the significant role of customer satisfaction as a mediator, travel agencies should 

focus on improving the overall customer experience. This could involve enhancing 

service quality, ensuring that customer needs and expectations are met or exceeded, and 

addressing customer concerns promptly and effectively. By boosting customer 

satisfaction, agencies can strengthen the positive impact of brand awareness on brand 

loyalty, resulting in more loyal customers. 

3- The importance of trust as a mediator suggests that travel agencies should work on 

building and maintaining trust with their customers. This can be achieved by 

consistently delivering on promises, being transparent in all business dealings, and 

fostering open communication with customers. Building a reputation for reliability and 

integrity will enhance the effect of brand awareness on brand loyalty, leading to 

stronger and more enduring customer relationships. 

4- To capitalize on the positive relationship between sales performance and brand loyalty, 

travel agencies should aim to improve their sales strategies. This could involve training 

sales staff to better understand and meet customer needs, offering competitive pricing, 

and ensuring that the sales process is smooth and customer-friendly. By optimizing 

sales performance, agencies can directly contribute to higher levels of brand loyalty, 

which will ultimately lead to sustained business growth. 

References: 

Aaker, D. A. (1991). Managing Brand Equity: Capitalizing on the Value of a Brand Name. 

The Free Press. 

Aaker, D. A. (1996). Building Strong Brands. The Free Press. 

Aaker, D. A., & Keller, K. L. (1990). Consumer Evaluations of Brand Extensions. Journal of 

Marketing, 54(1), 27-41. 

Bennett, R., & Rundle-Thiele, S. (2005). The Brand Loyalty Life Cycle: Implications for 

Marketers. Journal of Brand Management, 12(4), 250-263. 

Berry, L. L. (2000). Cultivating Service Brand Equity. Journal of the Academy of Marketing 

Science, 28(1), 128-137. 

Chaudhuri, A., & Holbrook, M. B. (2001). The Chain of Effects from Brand Trust and Brand 

Affect to Brand Performance: The Role of Brand Loyalty. Journal of Marketing, 65(2), 81-93. 



The Role of Brand Awareness on Brand Loyalty with the Mediating Role of Sales … 

 

109 www.bmjournal.ir 

Chen, Y., & Xie, J. (2008). Online Consumer Review: Word-of-Mouth as a New Element of 

Marketing Communication Mix. Management Science, 54(3), 477-491. 

Chin, W. W. (1998). The Partial Least Squares Approach to Structural Equation Modeling. 

Modern Methods for Business Research, 295(2), 295-336. 

Christodoulides, G., & de Chernatony, L. (2010). Consumer-Based Brand Equity 

Conceptualization and Measurement. International Journal of Market Research, 52(1), 43-66. 

Fornell, C., & Larcker, D. F. (1981). Evaluating Structural Equation Models with Unobservable 

Variables and Measurement Error. Journal of Marketing Research, 18(1), 39-50. 

Garbarino, E., & Johnson, M. S. (1999). The Different Roles of Satisfaction, Trust, and 

Commitment in Customer Relationships. Journal of Marketing, 63(2), 70-87. 

Gómez, B. G., Arranz, A. M., & Cillán, J. G. (2006). The Role of Loyalty Programs in 

Behavioral and Affective Loyalty. Journal of Consumer Marketing, 23(7), 387-396. 

Grönroos, C. (2007). Service Management and Marketing: Customer Management in Service 

Competition. John Wiley & Sons. 

Gupta, S., Lehmann, D. R., & Stuart, J. A. (2004). Valuing Customers. Journal of Marketing 

Research, 41(1), 7-18. 

Hair, J. F., Hult, G. T. M., Ringle, C. M., & Sarstedt, M. (2016). A Primer on Partial Least 

Squares Structural Equation Modeling (PLS-SEM). Sage Publications. 

Keller, K. L. (1993). Conceptualizing, Measuring, and Managing Customer-Based Brand 

Equity. Journal of Marketing, 57(1), 1-22. 

Keller, K. L. (2003). Strategic Brand Management: Building, Measuring, and Managing Brand 

Equity. Pearson Education. 

Keller, K. L., & Lehmann, D. R. (2006). Brands and Branding: Research Findings and Future 

Priorities. Marketing Science, 25(6), 740-759. 

Kumar, V., & Shah, D. (2004). Building and Sustaining Profitable Customer Loyalty for the 

21st Century. Journal of Retailing, 80(4), 317-330. 

Lassar, W., Mittal, B., & Sharma, A. (1995). Measuring Customer-Based Brand Equity. 

Journal of Consumer Marketing, 12(4), 11-19. 

Mittal, V., & Kamakura, W. A. (2001). Satisfaction, Repurchase Intent, and Repurchase 

Behavior: Investigating the Moderating Effect of Customer Characteristics. Journal of 

Marketing Research, 38(1), 131-142. 

Morgan, R. M., & Hunt, S. D. (1994). The Commitment-Trust Theory of Relationship 

Marketing. Journal of Marketing, 58(3), 20-38. 



The Role of Brand Awareness on Brand Loyalty with the Mediating Role of Sales … 

 

110 www.bmjournal.ir 

Oliver, R. L. (1999). Whence Consumer Loyalty? Journal of Marketing, 63(4), 33-44. 

Parasuraman, A., Zeithaml, V. A., & Berry, L. L. (1988). SERVQUAL: A Multiple-Item Scale 

for Measuring Consumer Perceptions of Service Quality. Journal of Retailing, 64(1), 12-40. 

Ringle, C. M., Wende, S., & Becker, J.-M. (2015). SmartPLS 3. Boenningstedt: SmartPLS 

GmbH. 

Rust, R. T., Lemon, K. N., & Zeithaml, V. A. (2004). Return on Marketing: Using Customer 

Equity to Focus Marketing Strategy. Journal of Marketing, 68(1), 109-127. 

Sarstedt, M., Ringle, C. M., & Hair, J. F. (2017). Partial Least Squares Structural Equation 

Modeling. Handbook of Market Research, 1-40. 

Srivastava, R. K., Shervani, T. A., & Fahey, L. (1998). Market-Based Assets and Shareholder 

Value: A Framework for Analysis. Journal of Marketing, 62(1), 2-18. 

Taylor, S. A., & Baker, T. L. (1994). An Assessment of the Relationship Between Service 

Quality and Customer Satisfaction in the Formation of Consumers' Purchase Intentions. 

Journal of Retailing, 70(2), 163-178. 

Vazquez, R., Del Rio, A. B., & Iglesias, V. (2002). Consumer-Based Brand Equity: 

Development and Validation of a Measurement Instrument. Journal of Marketing 

Management, 18(1-2), 27-48. 

Wood, L. (2000). Brands and Brand Equity: Definition and Management. Management 

Decision, 38(9), 662-669. 

Yoo, B., Donthu, N., & Lee, S. (2000). An Examination of Selected Marketing Mix Elements 

and Brand Equity. Journal of the Academy of Marketing Science, 28(2), 195-211. 

Zeithaml, V. A. (1988). Consumer Perceptions of Price, Quality, and Value: A Means-End 

Model and Synthesis of Evidence. Journal of Marketing, 52(3), 2-22. 

Zeithaml, V. A., Berry, L. L., & Parasuraman, A. (1996). The Behavioral Consequences of 

Service Quality. Journal of Marketing, 60(2), 31-46. 

 

 


