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The study asks how brand communication and service quality contribute to brand image, 

and whether brand image leads to purchase intention on its own or works mainly by 

strengthening customer loyalty. A cross-sectional survey was completed by 235 university 

students in Tehran who owned and used Samsung smartphones. The questionnaire 

employed established multi-item measures, and the five proposed relationships were 

examined using partial least squares structural equation modeling (PLS-SEM). Both brand 

communication (β = .15, p < .05) and service quality (β = .68, p < .01) had significant 

positive effects on brand image. Brand image strongly predicted customer loyalty (β = .81, 

p < .01), which in turn predicted purchase intention (β = .85, p < .01). By contrast, the 

direct path from brand image to purchase intention was not significant (β = .02, p = .70). 

With a VAF of 96.25%, the results indicate full mediation through customer loyalty. A 

positive image is most likely to influence future purchase when it develops into loyalty. 

Managers should therefore connect image-building activities with product and service 

performance, customer retention, and relationship programs rather than relying on 

favorable perceptions alone. The paper brings the antecedents and outcomes of brand 

image into one model. It also helps explain the mixed findings in earlier research by 

showing that loyalty can carry the effect of brand image to purchase intention even when 

the direct relationship is not significant. 
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Consumers do not experience a brand as a list of product attributes. Over time, they form an overall 

impression from what the brand says, what it delivers, and what they remember about earlier 

encounters. This impression, commonly described as brand image, consists of the beliefs, 

associations, and perceptions attached to the brand (Aaker, 1991). A clear image makes 

recognition and comparison easier, helps the brand stand apart from competitors, and can 

encourage recommendation and repeat choice (Park & Park, 2019; Sao & Cuong, 2021). It is 

therefore understandable that brand-image management remains a central marketing concern 

(Sokolowska et al., 2022). 

What happens after a favorable image has been formed is less settled. Several studies report 

that brand image directly increases purchase intention (Ghezelbash, 2021; Mousavi et al., 2024; 

Norvadewi et al., 2023; Praditya & Purwanto, 2024; Sutrisno et al., 2023; Wijaya, 2023). Others, 

however, find no significant direct effect after related brand mechanisms are included in the model 

(Azzari & Pelissari, 2020; Bernarto et al., 2020). Similar disagreement exists about the sources of 

brand image. Service quality is significant in some settings (Lin et al., 2021; Sao & Cuong, 2021; 

Hosseini et al., 2015), but not in all of them (Hsieh et al., 2018). Brand communication has also 

been studied more often as a direct predictor of loyalty or purchase intention than as a contributor 

to image (Zehir et al., 2011; Shahmoradi, 2023). 

One reason for these differences may be that brand image does not move consumers straight to 

purchase. A favorable image can create confidence and preference, but purchase intention may 

emerge only after those evaluations become loyalty. Loyalty captures the consumer's willingness 

to stay with a brand and choose it again (Zeithaml et al., 1996), making it a plausible link between 

image and future behavior. This possibility has not been examined consistently. A number of 

Iranian studies identify a direct image-intention relationship without testing loyalty as a mediator 

(Fardi, 2022; Mousavi et al., 2024; Soltani Nejad et al., 2021; Tabatabaei Yeganeh, 2022). 

Conversely, studies of communication, service quality, loyalty, or image often examine only part 

of the sequence (Hwang et al., 2021; Sokolowska et al., 2022; Zehir et al., 2011). 

The present study examines the full sequence in a single model. It proposes that brand 

communication and service quality strengthen brand image (H1 and H2), that brand image 

increases customer loyalty (H3), and that loyalty increases purchase intention (H4). A direct path 

from brand image to purchase intention is also tested (H5). Survey data from 235 Samsung-

smartphone users in Tehran are analyzed using PLS-SEM. Four hypotheses are supported, while 

the direct image-intention path is not. The findings suggest that a favorable image becomes 

commercially meaningful when it is converted into loyalty. The sections that follow develop the 

hypotheses, explain the research design, present the results, and discuss their implications and 

limitations. 

Literature Review and Hypothesis Development 

Brand Image 

Brand image is the pattern of perceptions and associations that consumers connect with a brand 

and retain in memory (Aaker, 1991; Khoirunnisa & Albari, 2023). These associations help people 

recognize the brand, interpret what it represents, and distinguish it from competing offers (Park & 
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Park, 2019). In the present study, brand image is captured through brand awareness and brand 

associations, following the consumer-based brand-equity measures developed by Yoo and Donthu 

(2001) and Schivinski and Dabrowski (2014). 

Brand Communication and Brand Image 

Brand communication includes the messages and interactions through which a firm presents its 

offer and maintains contact with customers. Advertising, promotions, loyalty incentives, and other 

customer-facing communication can influence what people associate with the brand (Zehir et al., 

2011). When these signals are frequent, relevant, and consistent, they make the intended 

positioning easier to understand. Communication is therefore closely tied to image formation 

because it provides much of the material from which consumers construct their view of the brand 

(Sokolowska et al., 2022). 

Evidence from Iran also points in this direction. Fatah Dizji (2021) found that brand 

communication improved customers' mental image of Huawei, while Eisapour and Vaseghi (2023) 

reported a similar relationship in the medical-equipment sector. Other studies have linked brand 

communication to loyalty or purchase intention without examining image as the immediate 

outcome (Shahmoradi, 2023; Zehir et al., 2011). Testing the communication-image relationship 

directly therefore adds a useful step to the existing evidence. Related evidence also shows that 

electronic word-of-mouth is more likely to shape purchase intention when consumers regard the 

information as credible, useful, and worth adopting (Norouzi & Barzegar, 2025b). Accordingly: 

H1. Brand communication has a significant positive effect on brand image. 

Service Quality and Brand Image 

Service quality reflects the consumer's judgment of how well actual service delivery compares 

with prior expectations (Lin et al., 2021). Positive service encounters give customers tangible 

reasons to view the brand as dependable and capable. Several studies have reported significant 

effects on brand image in retail services, hospitality, mobile handsets, and medical equipment 

(Eisapour & Vaseghi, 2023; Fatah Dizji, 2021; Hosseini et al., 2015; Sao & Cuong, 2021). In the 

Iranian banking sector, perceived service quality also helped translate corporate social 

responsibility into customer citizenship behavior, while corporate image did not show the same 

mediating effect (Norouzi & Teimourfamian Asl, 2023). The relationship is not universal, 

however. Hsieh et al. (2018) found no significant effect in a catering context. The balance of the 

evidence nevertheless supports the following expectation: 

H2. Service quality has a significant positive effect on brand image. 

Brand Image and Customer Loyalty 

A favorable image gives consumers reasons to feel confident about the brand and to remain 

attached to it. When awareness and associations are positive, satisfaction, recommendation, and 

repeat preference are more likely to follow (Savitri et al., 2022). Sao and Cuong (2021), Liu et al. 

(2020), and Fatah Dizji (2021) all report a positive relationship between image and loyalty. 
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Findings are not entirely consistent, as Bernarto et al. (2020) and Ghezelbash (2021) did not 

observe a significant path in their respective settings. Even so, the prevailing expectation is that a 

stronger image should support loyalty. Thus: 

H3. Brand image has a significant positive effect on customer loyalty. 

Customer Loyalty and Purchase Intention 

Loyal customers are more inclined to choose the brand again, recommend it to others, and maintain 

the relationship even when alternatives are available. Loyalty can also increase willingness to pay 

a premium (Malarvizhi et al., 2022). Cardoso et al. (2022) show that trust and loyalty have a lasting 

influence on purchase behavior, while Azzari and Pelissari (2020) argue that the affective bond 

created by familiarity and loyalty precedes purchase intention. Research on Iranian luxury-brand 

consumers similarly found that purchase intention strengthened purchase commitment, which 

subsequently increased brand advocacy (Norouzi & Barzegar, 2025a). This leads to the following 

hypothesis: 

H4. Customer loyalty has a significant positive effect on purchase intention. 

Brand Image and Purchase Intention 

Brand image may also affect purchase intention without passing through loyalty. A recognizable 

and differentiated image can reduce uncertainty, make the choice feel less risky, and increase 

willingness to buy or pay more (Dash et al., 2021; Malarvizhi et al., 2022; Sao & Cuong, 2021; 

Savitri et al., 2022). Significant direct effects have been reported in several international studies 

(Norvadewi et al., 2023; Praditya & Purwanto, 2024; Sutrisno et al., 2023; Wijaya, 2023) and in 

Iranian research (Fardi, 2022; Ghezelbash, 2021; Mousavi et al., 2024; Soltani Nejad et al., 2021; 

Tabatabaei Yeganeh, 2022). Because these studies provide a credible alternative to the mediated 

explanation, the direct relationship is retained in the model: 

H5. Brand image has a significant positive effect on purchase intention. 

Conceptual Model 

Figure 1 brings the five hypotheses together. Brand communication and service quality appear as 

parallel antecedents of brand image (H1 and H2). From there, the model follows two possible 

routes to purchase intention: an indirect route through customer loyalty (H3 and H4) and a direct 

route from brand image (H5). Estimating the two routes together allows the analysis to show 

whether image has an independent effect or whether its influence is carried mainly through loyalty. 

The standardized coefficients shown in Figure 1 are discussed in the results section. 
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Figure 1 

Conceptual Model and Standardized Path Coefficients 

 
Note. *p < .05; **p < .01; n.s. = not significant. 

Method 

Research Design and Sample 

The study used a quantitative, cross-sectional survey design. The target population consisted of 

university students in Tehran who owned and used a Samsung smartphone. Samsung was selected 

because it is a widely recognized brand and was familiar to the intended respondents. University 

students were also accessible through online channels and generally comfortable completing a 

digital questionnaire. Questions about socioeconomic status and field of study were omitted to 

keep the survey focused on the five constructs in the model. 

Participants were recruited through convenience sampling. The questionnaire link was shared 

by e-mail and through student groups on social media, allowing respondents to complete it 

privately and at a convenient time. Data collection remained open for two weeks. At the end of 

that period, 235 complete and valid questionnaires had been received, with no partial responses in 

the final dataset. The sample exceeds commonly cited minimum recommendations for survey 

research and structural equation modeling (cf. Krejcie & Morgan, 1970). Table 1 summarizes the 

demographic characteristics of the sample. 

Table 1 

Sample Demographics (N = 235) 

Variable Category n % 

Gender Female 123 52% 

Male 112 48% 

Age Under 18 10 4% 

18–25 86 37% 

26–35 110 47% 

Over 35 29 12% 

Education Associate degree 14 6% 

Bachelor's degree 80 34% 

Master's degree 127 54% 

Doctoral degree 14 6% 
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Instrument  

The questionnaire included demographic questions and 38 construct items adapted to the 

Samsung-smartphone setting. Each construct item was rated on a 5-point Likert scale ranging from 

1 (strongly disagree) to 5 (strongly agree). Brand communication was measured with 4 items from 

Zehir et al. (2011). The 8 service-quality items covered performance, reliability, durability, and 

product or service variety (Azzari & Pelissari, 2020). Brand image was assessed with 12 items 

covering brand awareness and brand associations (Schivinski & Dabrowski, 2014; Yoo & Donthu, 

2001). Customer loyalty was measured with 10 behavioral and attitudinal items, including two 

reverse-coded statements (Zeithaml et al., 1996; Liu et al., 2020). Purchase intention was measured 

with 4 items from Azzari and Pelissari (2020). 

     Examples from the questionnaire help clarify how each construct was operationalized. Brand-

communication items included "Samsung communicates with customers respectfully" and 

"Samsung provides customers with timely and accurate services." Service-quality items included 

"Samsung smartphones are of higher quality than competing products" and "Samsung smartphones 

have a long useful life." Brand image was represented by items such as "When similar smartphones 

are discussed, I can quickly recall some features associated with Samsung" and "I can easily 

recognize Samsung smartphones among competing brands." Loyalty items included "When I need 

a new smartphone in the future, I will return to Samsung" and "I say positive things about Samsung 

smartphones to others." Purchase intention included "I intend to buy a Samsung smartphone in the 

future" and "If possible, I would buy a Samsung smartphone again." The two reverse-coded loyalty 

statements asked whether Samsung was used only when necessary and whether respondents 

hesitated to recommend it to people they knew. 

The research supervisor and advisor reviewed the instrument before distribution and assessed 

whether the items adequately represented the intended constructs. After data collection, convergent 

validity was examined through Average Variance Extracted (AVE), while discriminant validity 

was assessed with the Heterotrait-Monotrait Ratio (HTMT).  

Analytical Strategy 

SPSS was used to calculate the Kaiser-Meyer-Olkin (KMO) statistic and Bartlett's test of 

sphericity. SmartPLS 3 was then used to assess the measurement model through indicator loadings, 

Cronbach's alpha, composite reliability, AVE, and HTMT, and the structural model through 

bootstrapped path estimates, R², Q², SRMR, and NFI. Mediation was evaluated with variance 

accounted for (VAF), the indirect effect divided by the total effect. Values above 80% were 

interpreted as full mediation, values from 20% to 80% as partial mediation, and values below 20% 

as no meaningful mediation. 

Results 

Measurement Model Assessment 

The adequacy tests supported further analysis: KMO was .94 and Bartlett's test was significant, 

χ²(703) = 8504.60, p < .001. All indicator loadings exceeded .40. Table 2 shows that Cronbach's 

alpha ranged from .83 to .93, composite reliability from .89 to .95, and AVE from .59 to .83, all 
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above the usual .70 reliability and .50 AVE criteria. HTMT was below .85 for every construct pair 

except customer loyalty and purchase intention (.85). Their closeness is consistent with loyalty's 

mediating position between brand image and purchase intention. 

 

Table 2 

Reliability and Convergent Validity 

Construct Items Cronbach's α Composite reliability AVE 

Brand Communication 4 .83 .89 .67 

Service Quality 8 .90 .92 .59 

Brand Image 12 .93 .94 .60 

Customer Loyalty 10 .92 .93 .61 

Purchase Intention 4 .93 .95 .83 

Structural Model and Hypothesis Tests 

The model accounted for substantial variance in its endogenous constructs: R² was .64 for brand 

image, .66 for customer loyalty, and .76 for purchase intention. Q² exceeded .35 for all three, 

indicating strong predictive relevance. Model-fit indices were acceptable (SRMR = .07; NFI = 

.69). Table 3 reports the coefficient, t-value, significance level, and decision for each hypothesis; 

Figure 1 displays the same standardized estimates. 

 

Table 3 

Structural Path Estimates and Hypothesis Testing 

Hyp. Path β t p Decision 

H1 Brand Communication → Brand Image .15 2.11 .035 Supported 

H2 Service Quality → Brand Image .68 10.66 < .001 Supported 

H3 Brand Image → Customer Loyalty .81 41.83 < .001 Supported 

H4 Customer Loyalty → Purchase Intention .85 12.85 < .001 Supported 

H5 Brand Image → Purchase Intention (direct) .02 0.38 .701 Not supported 

Mediation Analysis 

The direct effect of brand image on purchase intention was not significant, whereas the two paths 

that form the indirect route through loyalty were significant. Multiplying those coefficients gives 

an indirect effect of .69 (.81 × .85). With a total effect of .72, the indirect effect represents 

approximately 96.25% of the total. This exceeds the 80% VAF criterion and indicates full 

mediation. In practical terms, brand image influences purchase intention almost entirely by first 

strengthening customer loyalty rather than through a meaningful direct path. 
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Discussion 

Antecedents of Brand Image: Brand Communication and Service Quality 

The results first shed light on how brand image is formed. Brand communication has a positive 

effect on image (H1), which is consistent with Zehir et al. (2011), Sokolowska et al. (2022), Fatah 

Dizji (2021), and Eisapour and Vaseghi (2023). Respectful, responsive, and timely communication 

gives customers repeated signals about the character of the brand. As those signals accumulate, 

they reduce uncertainty and become part of the associations held in memory. Communication 

therefore does more than pass along information. It also demonstrates attentiveness and reliability 

in the relationship with customers. 

Service quality is also positively related to brand image (H2), supporting the findings of Lin et 

al. (2021), Hosseini et al. (2015), Sao and Cuong (2021), and Fatah Dizji (2021). Its coefficient is 

considerably larger than the communication coefficient (.68 compared with .15). For smartphone 

users, this difference is understandable. Reliability, durability, performance, and feature variety 

are experienced repeatedly during ownership, making them concrete evidence against which brand 

promises can be judged. The result differs from Hsieh et al. (2018), who found no significant 

service-quality effect in catering. The nature and duration of the customer experience may explain 

part of that contrast. Communication can set expectations, but sustained product and service 

performance is what confirms them. 

Brand Image, Customer Loyalty, and Purchase Intention 

The most important result appears further down the model. Brand image does not have a significant 

direct effect on purchase intention (H5), yet it has a strong effect on loyalty (H3), and loyalty 

strongly predicts purchase intention (H4). A favorable image, then, seems to provide an evaluation 

of the brand without automatically creating an intention to buy. Loyalty adds the commitment 

needed to turn that evaluation into a continuing preference. This mechanism is particularly 

plausible among existing Samsung users: prior experience supports confidence, loyalty reduces 

the appeal of switching, and purchase intention becomes the behavioral expression of that 

preference. The interpretation is consistent with Azzari and Pelissari (2020) and Cardoso et al. 

(2022). 

This mediated pattern agrees with Azzari and Pelissari (2020), but it differs from studies that 

report a significant direct image-intention relationship (Fardi, 2022; Ghezelbash, 2021; Mousavi 

et al., 2024; Norvadewi et al., 2023; Praditya & Purwanto, 2024; Savitri et al., 2022; Soltani Nejad 

et al., 2021; Sutrisno et al., 2023; Tabatabaei Yeganeh, 2022; Wijaya, 2023). Model specification 

offers one possible explanation. When loyalty is not included, part of its contribution may appear 

within the direct association between image and intention. Once loyalty is modeled explicitly, that 

commitment process becomes visible. The product context may matter as well. Smartphones are 

relatively durable, high-involvement purchases, so continuity and reduced switching uncertainty 

can be especially valuable. Brand image remains commercially important, but its influence is 

realized through the loyalty it creates. 
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Theoretical Implications 

From a theoretical standpoint, the results separate more distant evaluations from the mechanism 

closest to intended behavior. Brand image summarizes what consumers believe and feel about the 

brand; loyalty turns those evaluations into commitment, repeat preference, and resistance to 

alternatives. The model therefore extends studies that treat image only as a direct predictor. It 

proposes a fuller sequence in which communication and service quality shape image, image builds 

loyalty, and loyalty leads to purchase intention. This sequence offers a reasonable explanation for 

inconsistent findings in earlier research and shows why loyalty deserves an explicit place in future 

brand-image models. 

Managerial Implications 

For managers, the path to purchase should be managed as a connected sequence rather than as a 

collection of separate brand metrics. Communication must be consistent across digital, traditional, 

and interpersonal touchpoints, and it should show that the brand listens and responds to customers. 

At the same time, the stronger service-quality coefficient makes clear that messages need to be 

supported by reliable performance, durability, useful features, and responsive service. In the 

smartphone category, monitoring the ownership experience is therefore just as important as 

measuring campaign delivery. 

A favorable image should then be converted into loyalty through deliberate relationship activity. 

After-sales contact, effective problem resolution, customer recognition, relevant upgrade offers, 

and consistent treatment across channels can all help deepen attachment to the brand. Because 

loyalty is closely related to purchase intention, these programs should focus on customers who 

already show a positive connection with Samsung. The non-significant direct path also means that 

image-building activity should not be evaluated through awareness and favorable perceptions 

alone. Loyalty, recommendation, repeat consideration, and purchase intention should be tracked 

as successive outcomes. 

Limitations and Future Research 

First, the sample was limited to university students in Tehran who already owned and used 

Samsung smartphones. Convenience sampling may have produced a group that was younger, more 

digitally engaged, and more familiar with the focal brand than the wider population. These 

characteristics could strengthen the relationship observed between image and loyalty. The findings 

should therefore not be generalized automatically to other age groups, locations, brands, or product 

categories. Future studies should use broader or probability-based samples and compare results 

across demographic groups and markets. 

Second, every construct was measured by self-report in the same questionnaire and at the same 

point in time. Recall, interpretation of the questions, and a tendency to respond consistently may 

have influenced several measures together. The cross-sectional design also cannot establish the 

temporal sequence implied by the model. The results show associations that fit the proposed 

explanation, but they do not prove how loyalty develops over time. Longitudinal or time-lagged 
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research could address this limitation and could combine surveys with observed behaviors such as 

repeat purchase, recommendation, or switching. 

Third, the model was intentionally restricted to five constructs. Other factors that may influence 

purchase intention, including brand trust, satisfaction, perceived price, perceived risk, and 

switching costs, were not included. Some of the effect attributed to loyalty may therefore overlap 

with mechanisms outside the present model. Future work should compare alternative 

specifications that add these variables as mediators or moderators. It would also be useful to test 

whether the mediation pattern changes with product involvement, brand familiarity, or market 

conditions. 

Conclusion 

The study began with a simple question: does brand image move consumers directly toward 

purchase, or does it work through loyalty? The results from 235 Samsung-smartphone users in 

Tehran favor the second explanation. Brand communication and service quality both strengthen 

brand image; brand image strengthens loyalty; and loyalty predicts purchase intention. Once 

loyalty is included, the direct path from image to purchase intention is not significant. The 

implication for managers is clear. A positive image is valuable, but it must be supported by real 

performance and converted into loyalty before it can be expected to influence future purchase. By 

examining the antecedents of image and its downstream effects together, the study provides a 

coherent explanation for some of the disagreement in earlier research. 
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