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Abstract
The main purpose of this study is to examine the relations between brand trust, brand affect, attitudinal loyalty
and behavioral loyalty. In this regard, an online survey was conducted on sports shoe consumers in Turkey. 428
consumers participated in the survey which has been open for two months on the relevant web page. Hypotheses,
which were proposed within the framework of the research model, were tested with structural equation modeling.
The results indicate that there is a positive relation between brand trust and brand affect. Brand trust is also
positively related to both attitudinal loyalty and behavioral loyalty. Contrary to expectations, brand affect exerted
no significant impact on behavioral loyalty.
Keywords: brand trust, brand affect, attitudinal loyalty, behavioral loyalty, sports shoe
1. Introduction
To date, brand loyalty concept has been a quite important issue in several points for most of the enterprises.
Some researchers suggested that the brand loyalty routinize the consumers’s purchase of the brand and it is a
force that resist the consumer’s shift to other brand. Thus; it can be said that the value of the brand increases as
much as the customer loyalty to the brand. Because; the most significant aim of creating brand value is to ensure
the flow of the brand loyal customers (Yoo et al., 2000; Travis, 2000).
When marketing literature is reviewed; there are several researches which review the determinants of brand
loyalty concept and the factors that affect it (Beerli et al., 2004; Kim & Yoon, 2004; Jensen & Hansen, 2006;
Consuegra et al., 2007). The great interest of the researchers to the brand loyalty concept is based on the fact that
the brand loyalty is a quite important concept in both theoratical context and especially for the pragmatists.
Although there is not a common consensus on the method for how to measure the brand loyalty; when the
relevant literature is reviewed, it is seen that measurements for the brand loyalty is usually classified under two
categories namely as attitudinal and behavioral measurements and therefore it is understood that the loyalty is a
dimensional concept (Thiele & Bennett, 2001). There are several factors that influence the consumers’ attitudinal
and/or behavioral loyalty towards the brand.
In this study; concentrating upon brand trust and brand affect, the roles of these factors on brand loyalty has been
discussed. Besides the direct impact of brand trust and brand affect on attitudinal and behavioral loyalty, also the
mediator impact of brand affect on the relation between brand trust and brand loyalty has been analysed. In
addition, the relation between attitudinal and behavioral loyalty has been examined. In this context; the current
study aims to examine the relations between brand loyalty, brand affect, attitudinal loyalty and behavioral loyalty.
It is thought that the analysis on the relations between these four structures will have a conceptual contribution to
the relevant literature and provide different insights about brand loyalty concept.
2. Literature Review and Hypotheses
Figure 1 shows the research model developed for the context of the relations between brand trust, brand affect,
attitudinal loyalty and behavioral loyalty.
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Figure 1. Research model (proposed model)
2.1 Brand Trust
In the literature, there are several studies on brand trust (Lau & Lee ,1999; Ballester & Aleman, 2001; Harris &
Goode, 2004; Ballester & Aleman, 2005; Kim et al., 2008; Mohammad, 2012). It is stated that brand trust is an
important mediator factor on the customer behaviors before and after the purchase of the product ; and it causes
long term loyalty and strengthens the relation between two parties (Liu et al, 2011). Brand trust can be defined as
the willingness of the average consumer to rely on the ability of the brand to perform its stated functions
(Chaudhuri & Holbrook, 2001:82).
Despite that the brand affect is more spontaneous, immediate and is realized with less consideration; brand trust
covers a well thought, designed and considered process (Chaudhuri & Holbrook, 2001). Even if there is a
difference between brand trust and brand affect when the processes are considered; brand trust is one of the
significant variables that has an impact on brand affect (Chaudhuri & Holbrook, 2001; Halim, 2006; Sung &
Kim, 2010).
One of the most important factors which directly influences brand loyalty is brand trust. The impact of the trust
on loyalty becomes exclusively relevant and important in case of decision taken for changing the brand due to
high level of perceived risk and obscurity (Ibanez et al., 2006). Trust plays a key role in increasing brand loyalty
and also has an impact on the factors such as sustaining market share and price flexibility which are related with
marketing results (Gommans et al., 2001).
In most of the studies; brand loyalty is measured and evaluated in respect of two categories namely as attitudinal
loyalty and behavioral loyalty. There are studies which explain the significant impacts of brand trust both on
attitudinal loyalty and behavioral loyalty (Matzler et al, 2006; Matzler et al., 2008; Anuwitchanont, 2011; Ok et
al., 2011; Hanzaee & Andervazh, 2012).
Based on the above discussion, the hypotheses are developed as follows;
H1: Brand trust has a positive effect on brand affect.
H2: Brand trust has a positive effect on attitudinal loyalty.
H3: Brand trust has a positive effect on behavioral loyalty.
2.2 Brand Affect
Brand affect describes the relations between consumers and brand under certain category and it can be
considered as the general evaluations of the consumers for brand (Matzler et al., 2006). Brand affect can be
defined as a brand's potential to elicit a positive emotional response in the average consumer as a result of its use
(Chaudhuri & Holbrook, 2001:82). It is stated that under the conditions when the brand affect is much, brand
loyalty also needs to be higher (Dick & Basu, 1994).
Considering the creation of brand relations and its sustainability, it is stated that brand affect should be
considered as an important antecedent of brand loyalty (Matzler et al., 2006). When the relevant literature is
reviewed; it can be seen that there are several studies revealing the relations between brand affect and brand
loyalty. These studies discusses that brand affect has meaningful impacts on attitudinal and behavioral brand
loyalty (Taylor et al., 2004; Matzler et al., 2008; Jahangir et al., 2009).
Thus, the hypotheses are proposed as follows;
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H4: Brand affect has a positive effect on attitudinal loyalty.
H5: Brand affect has a positive effect on behavioral loyalty.
2.3 Attitudinal Loyalty
Attitudinal loyalty approaches brand loyalty mostly as an attitude and focuses on the psychological commitment
of the consumer (Odin et al., 2001). Attitudinal loyalty concept refers to consumers’ deal with the intensive
problem solving behavior that covers the brand and feature comparisons and leads to strong brand preferences
(Bennett & Thiele, 2002). Within this context; attitudinal loyalty is an analysis of the consumer attitudes that
include the consumer’s psychological loyalty for the brand (Quester & Lim, 2003). Measurements for attitudinal
loyalty use the attitudinal data which indicate the affective and psychological factors within the structure of
brand loyalty and it is stated that these measurements are related with the commitment and loyalty feelings
(Bowen & Chen, 2001).
It is said that there is a relation between attitudinal loyalty and behavioral loyalty. While Bennett & Thiele (2002)
discussed that behavioral loyalty is an observable result of attitudinal loyalty; Thiele & Mackay (2001) discussed
that the correlation between attitudinal and behavioral loyalty should be positive. Also some reviews on the issue
revealed that there is a relation between attitudinal and behavioural loyalty (Chaudhuri & Holbrook, 2001; Halim,
2006; Carpenter , 2008; Huang & Zhang, 2008).
Therefore, the hypothesis is proposed as follows;
H6: Attitudinal loyalty has a positive effect on behavioral loyalty.
2.4 Behavioral Loyalty
Behavioral loyalty considers brand loyalty as a behavior. The person who buys a certain brand continuously is
loyal to this brand (Odin et al., 2001). Behavioral loyalty can be defined as a behavior that is shown by a
consumer to a brand within the form of repeated purchases (Back & Parks, 2003:420). However; behavioral
measurement are insufficient to explain how and why the brand loyalty develops on the consumer (Dick & Basu,
1994) and they do not enable the study to reveal whether the repeated purchase arise from situational reasons or
different complicated psychological causes other than habitual actions (Odin et al., 2001). Behavioral loyalty can
be described as purchase loyalty as well.
3. Method
3.1 Purpose of the Study
The purpose of this study is to explain the relations between brand trust, brand affect and brand loyalty. As stated
in the previous section, brand loyalty concept is measured under two different dimensions namely as attitudinal
brand loyalty and behavioral brand loyalty. In this context, the main problematic of the study is to reveal the role
of brand trust and brand affect on attitudinal and behavioural brand loyalty and to analyse the relations between
these structures.
3.2 Sample and Data Collection
The population of the research includes all of the sports shoe consumers in Turkey. Due to some restrictions such
as time, cost and difficulty to reach all the population, the study has been limited with the sample. As there is no
sample framework for the consumers who use the relevant product; convenience sampling method has been used
in the study. Data have been collected via an online survey launched in internet between September-October 2012.
428 consumers participated in the survey used for the study.
3.3 Product Selection
As a product category, sports shoe has been used in the current research. There are several reasons for selecting this
product. Almost everybody around us use one sports shoe brand and their level of awareness and interest towards
this product is relatively high. Besides; today, sports shoes have been indispensable for the consumers; especially
for the young ones; due to the comfort they ensure. Moreover, these product do not only provide functional
benefits but also they are able to provide psychological benefits. Hence; during the selection of these products,
besides the trust for the brand also the affective factors can come to the forefront. Within this context; it can be said
that the sports shoe brands have the potential to impose both brand trust and brand affect on the consumer.
3.4 Scales
The questionnaire used for the research contains two sections. In the first section, there is demographic
information related with the sample. In the second section, there are scales used for testing the research model.
Five-point Likert type scales (1=Strongly Disagree ... 5=Strongly Agree) have been used in the survey.
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Chaudhuri & Holbrook’s (2001) scale has been adapted to measure brand trust and brand affect. Attitudinal and
behavioral loyalty have been measured by Halim’s (2006) scale.
3.5 Analysis Method
Proposed hypotheses have been tested with the structural equation modeling. In this regard, SPSS and AMOS
programs have used for data analysis.
4. Results
4.1 Participant Profile
Demographic features of the participants are shown in Table 1.
Table 1. Demographic features of the participants (n=428)
n
Gender
Male
Female
Marital Status
Married
Single
Age
Under 20
21-30
31-40
41-50
Over 51
Education Level
Secondary Education
Bachelor Degree
Graduate School

%

175
253

40.9
59.1

81
347

18.9
81.1

20
352
48
7
1

4.7
82.2
11.2
1.6
0.2

81
287
60

18.9
67.1
14

Occupation
Civil Servant
Retired
House Wife
Student
Worker
Self-Employment
Unemployed
Private Sector Employee
Tradesman
Others
Income Level
Less Than 1000 Turkish Lira (TL)
1000-2000 TL
2001-3000 TL
3001-4000 TL
More Than 4000 TL

n

%

60
1
9
145
10
17
55
111
4
16

14
0.2
2.1
33.9
2.3
4
12.9
25.9
0.9
3.7

191
148
133
34
19

44.6
34.6
13.8
2.6
4.4

Most of the participants are female (59.1 %), single (81.1 %), the ones between the ages of 21-30, (82.2 %),
university graduates ( 67.1 %), students and private sector employees (59.8 % ) and the ones whose income level
is under 2000 TL (79.2 % ).
4.2 Validity and Reliability Analysis
Before applying to structural equation modeling, measurement model has been tested with Anderson &
Gerbing's (1988) two-stage approach. The latent variables in the measurement model are respectively brand trust,
brand affect, attitudinal loyalty and behavioral loyalty. The measurement model has provided the acceptable fit
statistics ( χ2/df = 4.2; GFI= .92; AGFI= .87; TLI= .94; CFI= .95; RMSEA= .08). Validity and reliability analysis
related with the measurement model are demonstrated in Table 2.
Table 2. Item measurement properties
Scale/Items

BRAND TRUST
BT1 ( I trust this brand)
BT2 (This brand is safe)
BT3 (This is an honest brand)
BRAND AFFECT
BA1 (This brand gives me pleasure)
BA2 (This brand makes me happy)
BA3 (I feel good when I use this
brand)

Standart
Loadings

Composite
Reliability
(CR)
.90

Average
Variance
Extracted
(AVE)
.75

.89

.88

.72

.88

Cronbach
Alfa

.80
.96
.83
.81
.91
.81
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ATTITUDINAL LOYALTY
.88
AL1 (I will not switch to other brand .75
even though there are lots of other
brand options)
AL2 (I am willing to pay more than .89
any other brand to get this particular
brand)
AL3 (I will always use this brand)
.88
BEHAVIORAL LOYALTY
.85
BL1 (I will buy this brand in the .69
future)
BL2 (I will fulfill the everlasting .93
purchasing will over this brand)
BL3 (I wish to continue purchasing .80
over this brand)
C.R. = Composite Reliability = (Σ λ2)2 / ( Σ λ2)2 + Σe
A.V.E. = Average Variance Extracted = Σ (λ)2 / Σ (λ)2 + Σe

Vol. 5, No. 2; 2013

.71

.87

.66

.83

Confirmatory factor analysis loads of the brand trust variable have ranged from .80 and .96. Composite
reliability (CR) value related with the factor is .90; and average variance extracted (AVE) is .75 and cronbach
alfa value is .89. Confirmatory factor analysis loads related with brand affect variable have ranged from .81
and .91. CR value related with the factor is .88, AVE value is .72 and cronbach alfa value is .88. Confirmatory
factor analysis loads related with the attitudinal loyalty variable have ranged from .75 and .89. CR value related
with the factor is .88, AVE value is .81 and conbach alfa value is .87. Confirmatory factor analysis loads of the
behavioral loyalty factor have ranged from .69 and .93. CR value of this factor is .85, AVE value is .66 and
cronbach alfa value is .83.
As both the fit indices and item loads of each factor are high in acceptable levels (>.69); it can be said that
convergent validity is ensured for the dimensions used in the measurement model. Discriminant validity has
been calculated using the AVE results that are between .66 and .75. AVE values exceeded the square of phi
estimates for the constructs, providing disciminant validity. Thus, all factors in the model are in different
structure from each other and discriminant validity was ensured (Anderson & Gerbing, 1988; Fornell & Larcker,
1981). Thus; it is possible to say that the measurement model is valid and reliable.
Correlations among the constructs in research model is shown in Table 3.
Table 3. Correlations among constructs
Constructs
1- Brand Trust
2- Brand Affect
3- Attitudinal Loyalty
4- Behavioral Loyalty

1
1.00
.70
.47
.64

2

3

4

1.00
.54
.60

1.00
.92

1.00

According to the Table 3, correlation values between the structures in the model have ranged from .47 and .92.
4.3 Structural Model and Hypotheses Test
In order to test the hypotheses of the research; structural equation modeling has been used. Structural model is
shown in Figure 2.
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Figure 2. Structural model
Note. ** p< .001

Fit statistics of the structural model are indicated in Table 4.
Table 4. Structural model fit statistics
χ2

/df

Structural
Model

Fit Index
AGFI
.88

GFI
.93

4.3

TLI
.94

CFI
.96

RMSEA
.08

R2 (Brand Affect) = .48
R2 (Attitudinal Loyalty) = .31
R2 (Behavioral Loyalty) = .90
According to the Table 4, it is seen that all the fit indices related with the structural model are within an
acceptable levels. Also, it is revealed that the brand affect factor in the model explains variance in the ratio of .48,
attitudinal loyalty factor explains .31 and behavioral loyalty factor explains .90 .
Results of the hypotheses in the research model are shown in Table 5.
Table 5. Results of hypothesis test
Hypothesized Path
H1:Brand Trust
H2: Brand Trust
H3: Brand Trust
H4: Brand Affect
H5: Brand Affect
H6: Attitudinal Loyalty

Brand Affect
Attitudinal Loyalty
Behavioral Loyalty
Attitudinal Loyalty
Behavioral Loyalty
Behavioral Loyalty

St
Coefficents
.70
.18
.28
.41
-.03
.80

t-Value

Sig.

Result

13.368
2.589
5.543
5.625
-.483
14.053

***
.010
***
***
.629
***

Supported
Supported
Supported
Supported
Rejected
Supported

Note. *** p< .001

Table 5 indicates that H1 hypothesis, which suggests that brand trust has a positive effect on brand affect, is
accepted (β = .70; t = 13.368; p < .001). H2 hypthesis, which suggests that brand trust has a positive effect on
attitudinal loyalty, is also accepted ( β= .18; t = 2.589; p < .05). In a similar way; H3 hypothesis, which suggests
that there is a positive relation between brand trust and behavioral loyalty, is supported ( β= .28; t = 5.543; p
< .001). A positive relation between brand affect and attitudinal loyalty is revealed and H4 hypothesis is also
accepted ( β = .41; t = 5.625; p < .001). Statistically, it is seen that brand affect has no significant effect on
behavioral loyalty. Hence H5 hypothesis is rejected ( β = -.03; t = -.483; p > .05). The last hypothesis of the
research (H6) indicates that attitudinal loyalty has a positive effect on behavioral loyalty. This hypothesis is also
116
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supported ( β = .80; t = 14.053; p < .001).
The direct, indirect and total effects on the dependent variables in the research model are shown in Table 6.
Table 6. Direct and indirect effects
Total Effect
Brand Affect
Attitudinal Loyalty
Behavioral Loyalty
Direct Effect
Brand Affect
Attitudinal Loyalty
Behavioral Loyalty
Indirect Effect
Brand Affect
Attitudinal Loyalty
Behavioral Loyalty

Brand Trust

Brand Affect

Attitudinal Loyalty

.70
.47
.64

.41
.31

.80

.70
.18
.28

.41
-.03

.80

.29
.36

.33

-

According to Table 6, attitudinal loyalty is the most effective variable on behavioral loyalty (β = .80).
Concerning the direct effects; brand trust has .70 impact on brand affect, .18 on attitudinal loyalty and .28 on
behavioral loyalty. Brand affect has direct effect only on attitudinal loyalty (.41). Considering the indirect effects;
compared to the attitudinal loyalty, brand trust is much more effective on behavioral loyalty (.36). Although the
brand affect has no significant and direct impact on behavioral loyalty; by means of attitudinal loyalty, it has an
indirect impact of .33.
5. Conclusion and Discussion
In this study, the relations between brand trust, brand affect, attitudinal loyalty and behavioral loyalty have been
analysed. First of all, the validity and reliability analysis of the measurement model has been applied in the study.
Once the validity and reliability of the measurement model has been confirmed, the relations between the latent
variables in the model have been tested with structural equation model.
Analysing the relation between brand trust and brand affect, it has been concluded that brand trust has a quite
important impact on brand affect. It is also seen that this result supports the findings in the relevant literature
(Chaudhuri & Holbrook, 2001; Halim, 2006; Sung & Kim, 2010). In this context, it is possible to say that a
consumer, who has trust for the sport shoe brand he/she uses, has also a positive affective reaction for this brand
at the same time.
Concerning the relation between brand trust and brand loyalty, brand trust is positively related to both on
attitudinal and behavioral loyalty. But; brand trust is much more influential on behavioral loyalty. In addition,
brand trust is effective on attitudinal loyalty with the mediation of brand affect. It is seen that brand loyalty
increases as brand trust increases and this result also supports the literature (Gommans et al.,2001; Matzler et al,
2006; Matzler et al., 2008; Anuwitchanont, 2011; Ok et al., 2011; Liu et al, 2011).
In contrast with the findings of Chaudhuri & Holbrook (2001) where brand affect positively influences
attitudinal and behavioral loyalty, this study's findings showed that brand affect has no significant effect on
behavioral loyalty. Thus, we have assumed that brand affect does not make a meaningful difference for sports
shoe consumers' behavioral loyalty.
Literature related to consumer research mention that attitude is a factor that leads to behavior. With this study, it
has been suggested that attitudinal loyalty has a positive and strong impact on behavioral loyalty. In this context,
it can be suggested that this result agrees with Chaudhuri & Holbrook (2001), Halim (2006), Carpenter (2008)
and Huang & Zhang (2008) demonstrating that attitudinal loyalty influences behavioral loyalty.
6. Limitations and Future Studies
This study has been concluded within the framework of three limitations. The first limitation of the study is that the
research is also conducted on sports shoe consumers. Besides, results of the research have been obtained by an
online survey method. Similar to the other online surveys, the sample in this study includes only the ones who are
willing to answer the questions in the survey and this causes the second limitation. Also, as the psychological states
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and the conditions of the participants are not known, the reliability of the answers can also be questionable. The
last limitation of the study is the preference of convenience sampling method. Due to the difficulty to reach all
the population subject to the research, convenience sampling method has been chosen. But; it is not possible for
the sample to represent all population. Thus, generalization may not be made.
Upon this study; there may be some suggestions for further studies. The scope of this research is consumers who
use sports shoes in Turkey. Considering this fact; for the future studies, products from different categories and
consumers from different countries may be chosen and comparative studies might be carried out. In addition, there
may be studies which include both the product and the service. Moderator effects of the variables such as age,
gender, income level on brand trust, brand affect and loyalty can also be the subject of future studies.
Furthermore, more complicated models, which include the relations between brand trust, brand affect and the
other antedecedents of brand loyalty might be examined.
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