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[bookmark: _TOC_250001]ABSTRACT

Nowadays, when customers make their choices on any company’s products or services, they take into account their perceived past experience such as product/service quality, packages, attributes, etc. Brand Experience is an important variable in building brand loyalty and customer satisfaction. Another variable based on brand experience is brand trust. For the business to compete in a cutthroat market, retaining and maintaining customer loyalty to the brand loyalty is crucial (Heskett, 2002). This study would contribute and give assistance to the Pakistan airline industry in emerging future strategies on how to enhance brand loyalty. This research aims to find out the antecedents of brand loyalty in the Pakistan airline industry. Previous studies on brand relationships had a tendency to ignore the mediators between brand experience and brand loyalty. Hence the primary aim of this research is to examine the mediating role of customer satisfaction and brand trust on the brand experience and brand loyalty relationship. In order to collect data from airline passengers for this study, convenience sampling and a quantitative research approach have been selected. For this purpose, a total of 297 valid questionnaires were collected from customers who had experienced the Pakistan Airlines services. The SPSS21 program was used in the analysis of the data. The findings of this research recommended that customer satisfaction positively and significantly mediates the relationship between brand experience and brand loyalty in the Pakistan airline industry. Besides, brand trust was found to has a positive and significant mediating effect on the relationship between brand experience and brand loyalty in the Pakistan airline industry
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[bookmark: _bookmark0]CHAPTER I INTRODUCTION
1.1 [bookmark: _bookmark1]Background
The airline business is one of the sectors of the majority of economies in the world that is growing the fastest, and it has quickly become one of the most commonly used modes of travel. In particular, the airline sector promotes economic growth, international trade, traveling, and investment from other nations, among many other advantages. However, this industry's significance extends beyond its general impact of links which includes its influence on the expansion of a wide range of companies that rely on airlines, including the lodging and travel industries. In Pakistan, the airline industry has grown significantly in the past few years. Airlines work hard to draw in and keep customers in light of greater rivalry and technological improvements. A crucial element that influences the achievement of any enterprise, including airlines, is brand loyalty. The airline business is a subsidiary and more ethereal service sector (Clemes, 2008).

Brand Loyalty is referred to as the frequent buying of specific goods or services throughout an assured age of time. For this motive, a specific brand’s buying regularity (Brody & Cunningham, 1968) and buying prospect (Farley, 1964) are frequently planned as a way to amount brand loyalty. This scenario shows that customers might actually trust more than one brand, a spectacle that numerous academics have seen (Ehrenberg, 1972) consumers frequently categories brands as acceptable or unacceptable rather than rating them on a continuous scale, especially when it comes to low involvement goods. Brand loyalty is to exist in strong competition. A company can only survive in intense competition when its customer is loyal to the brand. Additionally, building and sustaining brand loyalty is essential for businesses to survive in a cutthroat market and to forge lasting connections with their customers (Mcmullan & Gilmore, 2008; Heskett, 2002; Mellen, Depkipme & Steenkamp, 1996). Airline enterprises work hard to keep their present customers as loyal customers and ultimately retain their airline loyalty. The sector has to continue to attract significant customers in order to have a long-lasting competitive edge.

There is a dearth of studies on brand loyalty in the Pakistani airline sector, thus it is necessary to look at the variables that affect brand loyalty in this situation. This vacuum would be filled by the

 (
46
)
proposed thesis' investigation of the antecedents of brand loyalty in the Pakistani airline sector. The variables of customer satisfaction and brand trust that influence brand experience and brand loyalty in the Pakistani airline business are also taken into consideration in this research. Brand experience is the customers’ insight on each interaction instant with the brand (Alloza, 2008). Brand experience is well-defined as "independent, core customer reactions and social responses brought on by brand-related incentives that are elements of a brand's strategy, distinctiveness, packaging, infrastructures, and environments" (Schmitt, Zarantonello &Brakus, 2009). Customer satisfaction is also a critical part of any commercial operation. A satisfied customer has evolved into a primary aim of all commercial enterprises due to the long-held belief that a firm must satisfy consumers in order to be effective (Shin and Elliott, 2001; Ranaweera and Prabhu, 2003). Murray and Howat (2002) investigated the relationship between brand experience and brand loyalty using consumer satisfaction as a mediator. Brand loyalty is a strategic advantage because it reduces the competition’s pressure for customer attrition. Further, it cost more to recruit new customers than to keep existing ones. Consumer brand loyalty can be gauged by the quantity or frequency of their purchases. There is a higher level of customer loyalty when there are more purchases (Waseem, 2016). Businesses expand if their loyal or satisfied customers consistently purchase their items, which will also raise their market shares in the market. (Amine 1998)

Brand trust is distant as a prominent aspect of the company’s achievement (Morgan & Hunt, 1994). Chaudhuri & Holbrook (2001), describe brand trust as “the inclination of the regular customer to trust that a brand will be able to fulfill its stated purpose is known as brand trust”. The research found that brand trust acts as a mediator between brand experience and brand loyalty. Brand experience describes the internal, personal response that a customer has when they contact with a brand (Morgan-Thomas and Veloutsou, 2013). In research published in 2021, Pratiwi, Salim, and Sunaryo explored the relationship between brand experience and brand loyalty using brand trust as a mediating variable and a perceived variable.

1.2 [bookmark: _bookmark2]Problem Statement
It is very important for the airline companies in Pakistan which faces fierce competition to comprehend the causes of brand loyalty. The brand experiences the passengers have strong impact on their level of satisfaction and their trust toward the brand. Pakistan airline industry faces problem in retaining customer’s loyalty. The airline industry has low consumers loyalty as they did not deliver brand experience, instead they are unable to make up to the standard promised to

the customers. The industry faces issues due to services quality, safe flights, and other services which competitors are providing. International airlines have improved ratings than Pakistan airlines. The basic problem which has been referred to be the international airlines industry is growing rapidly than Pakistan airline industry. The research wishes to recognize the antecedents of brand loyalty in the Pakistan airline business to help airlines retain customers and gain a competitive edge in the market. The main problem we are focusing that how brand experiences will inculcate a consumer satisfaction and brand loyalty. By research on these subjects, its purpose is to advance the field of literature and aviation industry companies. This problem helps to determine, how brand loyalty is influenced when customer satisfaction mediates among brand experience and brand loyalty. This problem also helped us to see the association between our variables when brand trust mediates between brand experience and brand loyalty. Thus, basic objective of current study is to relate our problem with the purposed model.

“Antecedent of brand loyalty: A case of Pakistan Airline Industry”

1.3 RATIONALE
The proposed research is significant as it will provide valuable insights about the antecedents of brand loyalty. This can help airlines in Pakistan to develop effective marketing strategies. According to researcher knowledge, limited research has previously been done to investigate the antecedents of brand loyalty. There is inadequate study on the variable brand trust mediating relationship with brand experience and brand loyalty in this area. Variables such as brand trust will provide valuable insightful information about the factors influencing brand loyalty in the airline sector.


1.4 [bookmark: _bookmark3]HYPOTHESES
Hypotheses 1: Customer satisfaction mediates the relationship between brand experience and brand loyalty.

Hypotheses 2: Brand trust mediates the relationship between brand experience and brand loyalty.

1.5 [bookmark: _bookmark4]OBJECTIVES OF THE STUDY
The primary goal of the research comprises:

1. To determine the mediating role of consumer satisfaction between brand experience and brand loyalty in the airline industry.

2. To analyze the mediating role of brand trust between brand experience and brand loyalty in the airline industry.

[bookmark: _bookmark5]CHAPTER II LITERATURE REVIEW
In this research the correlation between brand experience and brand loyalty with respect to airline industry of Pakistan is examined. It learns that brand loyalty is directly & positively impacted by brand experience, with customer satisfaction and brand trust acting as the mediators in this correlation. Pakistani Airlines can increase their brand loyalty by having a focus on creating positive & pleasant brand experiences for consumers by ensuring higher grade of customer satisfaction, and building trust by being transparent and making sure that the commitments are fulfilled.

2.1 [bookmark: _bookmark6]Customer Satisfaction
Customer satisfaction is the level of happiness of a customer when they use a certain product of a company. In order to attain the best level of customer satisfaction, companies should consider the requirements of customers and provide them with the best quality of products and services. Customer satisfaction can be increased, and it depends on brand loyalty. Customer satisfaction has been determined as the most significant construct and main objective in marketing (LaBarbera & Mazursky, 1983). If the customer is satisfied there are high, chances of customers repurchasing the product from the same company. Satisfied customers not only repurchase the products but they also result in higher profits for the company (Anderson & Mittal 2000).

If customers are satisfied, then this will lead to a long-term relationship with the customers. Customers will always turn to the service provider who will provide them with better service and quality. It is easier to attain customer loyalty when the customer is satisfied. When the product fulfills customer satisfaction there are high chances of customers being satisfied which eventually leads to higher profitability. Customer’s satisfaction leads to customer retention for a long time (Kotler & Keller, 2009). A satisfied customer will lower the expense of acquiring new ones. The expenses of marketing will be reduced, this will be done with word of mouth and will create a favorable perception of the brand. Customer satisfaction is a feeling of gratification.

If the products provided fulfil the expectation, then the customers are satisfied and if the products provided don’t come up to the expectation the customers are dissatisfied, Anderson, (Fornell, &

Rust, 1997). Meeting the customer satisfaction level is only through authentic and sufficient knowledge of what the customers expect. To keep the customers satisfied, businesses need to improve their operations and deal with the intense competitive environment (Anderson & Mittal, 2000). Customer satisfaction is a significant element in marketing as it directly impact the market share plus profitability of the company. Customer satisfaction increases the willingness of customers to purchase premium quality products and a higher level of customer retention (Anderson & Mittal, 2000).

2.2 [bookmark: _bookmark7]Brand Loyalty
Brand loyalty is referred as “a situation which reflects how likely a customer will switch to another brand, especially when that brand makes a change, either in price or in product features” (Aaker, 1991). It’s a situation when a consumer trusts a brand fully and repurchases the products on priorities. Brand loyalty is tested by positive word of mouth, price sensitivity, trust in the brand, satisfaction of the customers. It is when the consumer consistently goes for a single brand and its product category. Nowadays the consumer is very knowledgeable about the product because of internet and variety of information which is available to him of different brands. Brand loyalty depends on the product it provides to the customers, including its characteristics, price, and quality, (Atilgan, 2005). Brand loyalty gradually rises as a result of brand experience and brand desire (Das, 2018).

If the consumer is getting high quality at a price which is worth the product, then there are high chances of brand loyalty and repurchase intention. The concept of brand loyalty is creating a longlasting relation and association with the customer. It has been used to assess brand equity and effective marketing techniques. (Knox & Walker, 2003). Harris and Goode (2004) pointed out that affective loyalty is a measure of customer satisfaction that displays a positive attitude from the customers. Brand loyalty acts as a prerequisite when it comes to a company’s competitiveness and profitability. Brand loyalty leads to many marketing benefits which include lower marketing costs, more customers, positive word of mouth and retention of customers (Dick & Basu, 1994).

The central role of maintaining the marketing strategies is building brand loyalty, dealing with intense competition, and confronting unpredictability issues. Brand loyalty is the means of gaining profitable growth (Oliver, 1997). One dimension of brand loyalty is cognitive loyalty, which is referred to as high intention of future exchange. Action loyalty is a commitment to purchase again and again despite the marketing strategies adopted by the competitors. Loyalty is a bond between customer and the brand. Brand loyal customers don’t see how expensive the product is, they just

go to purchase the product because of its distinctive features. Companies with loyal customers have many marketing benefits. They don’t need a high level of advertisements as compared to their opponents resulting in higher profit margins (Reichheld, Markey & Hopton, 2000).

2.3 [bookmark: _bookmark8]Brand Trust
Lau and lee, (1999) referred as brand trust as the readiness of customers to trust on the brand. According to Moorman (1992) brand trust as the confidence of customers that they have on a brand. Chaudhuri and Holbrook (2001) defined brand trust as the customer believes that the brand will perform its functions that they’ve stated. Brand trust creates brand loyalty and commitment towards the brand. It builds a relationship which is based on trust and its value is high. Trust plays a great role in the environment which is uncertain. Loyalty and commitment are two variables leading to long term relationship with the brand, (Matzler, 2008). Sung et al (2010) Ming (2011). Trust is a positive expectation, it is also defined as reliability, having a positive effect on loyalty.
Brand trust is unique characteristic in achieving a competitive advantage, (Hanaysha & Abdullah, 2015).

Trust includes several beliefs about the honesty and integrity of the brands. Trust in some brands is based on the satisfaction of customers and the performance of the brand. Trust is described as the confidence of a customer to trust on the brand, it’s the faith in the brand which assures that the brand experience will lead to positive results. Brand trust is the success factor of every company. It is an extensive process, which is built after consumer experience and brand performance. Brand trust is linked with impulsive feelings which are very spontaneous. Brand trust accounts for valuable and notable relations. Brand trust has a positive association with brand loyalty and customer satisfaction. The more the customers are satisfied the more they trust the brand and eventually develop loyalty to the brand, (Aaker, 1991). Higher the perception of in the minds of customer about a certain brand, the higher faith it has on the brand. Brand trust is considered vital to form long-term relations with the customers, (Mazodier and Merunka, 2011).

When the brand constantly delivers their values, credibility, quality, and is reliable then it can gain huge benefits from its loyal customers who trust the brand fully (Berry, 1983). Brand trust is the confidence of customers that they have in the brand. It determines how the brand is consistently delivering its promises and values to the customers. Consumers trust the brands because they deliver good quality products and have good ratings and reviews (Chaudhuri & Holbrook, 2001).

They charge prices that are worth the product (Morgan and Hunt, 1994). They have good customer service and deal with the customers’ issues. Brand trust brings value. Trust is the main element that encourages the customers to come back, and shop for the same brand. And customers which trust the brand are extra likely to buy from that brand again and again (Berry, 1983).

2.4 [bookmark: _bookmark9]Brand Experience
Brand experience influences the behavior of customers, there are six different kinds of experience which include, sensory, affective, physical, cognitive, and lifestyle experiences. Brand experience also includes the brands name, logo, packaging, marketing, style of communications (Brakus, 2009). Internal responses indicate a sensation of customers towards the brand and their feelings. Brand experience positively affects customer satisfaction (Vargo & Lusch, 2004). If the brand experience is positive, then the customers will be satisfied and will shop again from that brand. It is also stated that customer values brand experience more than they focusses on the price. People would still buy a product if the prices were high, and they believe the brand will deliver them value and good brand experience (Brakus, 2009). Brand experience refers value addition to intangible aspect of the brand (Tran & Nguyen, 2022).

Brand experience also affects brand loyalty. Brand experience refers to all the points that are related when customers contact the brand. The perception of a customer for a particular brand is related to the brand experience. The things that help in building a brand image are marketing and external communication (Zarantonello & Schmitt, 2010). When businesses face severe competition and they must survive in the market then the winner is the one who has high brand loyalty, and higher brand loyalty comes from positive brand experience. Firms that have higher brand loyalty reap more profits because they spend less on resources, to acquire more customers (Khan & Rahman, 2015). Consumer brand experience refers to the knowledge that the customers have about the brand (Ishida & Taylor, 2012).

Brand experience is associated to different sensational feelings. The sensory brand experience is associated to the feeling of touch, smell, taste, sounds and color associations. Behavioral brand experience refers to the sense of touch, and some other bodily experiences. There is one more type of brand experience which is intellectual brand experience (Brakus, Schmitt & Zarantonello, 2009). Brand experience is an inner reply of the customers. A catchy brand name and radiant store can lead to a better brand experience (Chapman, 2010). Experiential marketing presents a new

marketing perceptive which is focusing on the customer rather than the product and the market (Schmitt, 1999). Experiential marketing is a new trend as it leads to more commitment among the customers (Smilansky, 2009).

2.5 [bookmark: _bookmark10]Customer Satisfaction mediates the relationship between Brand Experience and Brand Loyalty.
How a customer feels and behaves in the future about the service provider completely determines how much they will value a service or product. The fact that the idea of customer experience has not yet, until recently, been at the center of marketing strategy and execution is therefore quite unexpected. Pine & Gilmore (1998) argue that businesses should provide "experiences" that satisfy customers in markets where streamlined product offerings have led to some level of commercialization (markets in which the goods offered by competing businesses are remarkably similar, such as the aviation industry) (where goods sold by competitive firms are extremely identical, like the aviation sector). One way for companies who operate in the commodities markets to create their own branding domain is via substantial variation. The essential notion of Patterson's (1965) "buy method," which described the phases and relationships between a business and a consumer prior to purchase, has undergone a significant change into the term "customer experience." The customer experience may be described as the physical and psychological reactions that occur during interactions with a firm's product and/or product portfolio, from the first, immediately identifiable point of contact through the course of the trip and into the commenting phase.

As a consequence, it differs from marketing and broadens businesses' obligations to adequately sell their products and provide customer service. The idea of marketing providing a product or service is a cornerstone of the customer experience notion (Mascarenhas, 2006). Customer "interactions," or interactions between clients and staff, define the consumer experience (Meyer & Schwager, 2007). That takes a lot more work than making one purchase or using a straight razor alone (Shaw & Ivens, 2002). As mentioned in Shaw and Ivens (2002) in its place, the term has been expanded to include all interactions between a consumer and a business, in addition to the pre-and post-purchase stages. It offers the client both practical and emotional advantages (Schuler, 2005). By designing a product user experience that stands out from the competition and those consumers are willing to pay for, customer experience aims to improve brand image and reputation. A pleasant customer experience generates income, profitability, and progress by

ensuring complete consumer satisfaction with its performance (Frow & Payne, 2007). Customers are more likely to stay with a company when they are entirely happy (Temkin, 2008). The ultimate purpose of this process is when loyal consumers develop into brand ambassadors that are ready to support and spread the word about a company to others despite challenging circumstances, such as bad service (Shaw & Ivens, 2002; Schmitt, 2003). There is no commonly accepted way to determine the customer experience's success (Klaus & Maklan, 2007). The fundamental measure is customer satisfaction. Nevertheless, this is far more complicated than just one overall satisfaction score. The basis of the user experience is the connection that each real customer first has with a company. Understanding happiness at all three levels is crucial if you want to prolong and enhance the experience (Smith & Wheeler, 2002, Meyer & Schwager, 2007, Bilton, 2008).

According to Thompson (2006), all airlines should make an effort to provide excellent customer service at every point of contact. Nevertheless, this isn't always the case. According to crossindustry research, just 18 percent of the total passengers thought the flights had excellent customer service. This has negative economic implications for businesses. Per Heskett (1997), British Airlines might lose over £26 million in sales if they don't provide customers with the necessary user experience. In order to provide great customer service, airline firms should first evaluate the rates of consumer perception at all points in the customer experience. It's debatable whether many airlines are incapable of putting the concept of customer experience into practice or are ignorant of the levels of customer satisfaction across the whole customer lifecycle. Although many Chief Executive Officers (CEOs) recognize the value of customer experiences, Meyer and Schwager (2007) contend that while businesses have historically invested in customer engagement, they are reluctant to do so in what is seen of as a comparatively recent and mysterious industry. An excellent example of this is the sophisticated and complicated rewards programs that are offered by airplanes. The complexity of the customer lifecycle makes it challenging for airlines to manage the numerous complicated components of the passenger experience while on board since a large portion of the workforce (such as airports, safety, traditions, and immigration) is not within their direct control (Nigam, 2008; Verhoef, 2009). Yet, this is one of the key elements in creating a positive customer experience in flights, according to (Smith & Wheeler, 2002).
Schmitt's (1999) study laid the groundwork for the concept of brand experience in marketing. The encounter that customers have with the products, as well as the symbol, brand, packaging,

advertising, and marketing, is referred to as the brand by Schmitt (1999). Each brand's experience is improved by seeing its advertisements, being familiar with its name, and learning about the typical bad reviews from its clients. Consumers participate in various sophisticated and simple activities when making purchases, traveling, and utilizing facilities (Brakus, 2009; Arnold, Kristy, Nicole & Jason, 2005). Also possible are branding experiences that are pleasant or negative, longer or shorter, and intentionally or subconsciously accomplished (Oliver, 1997). The corporate image is currently expressed via the consumers' subjective reactions to the branding, such as their emotions, ideas, and behavioral tendencies to label inputs (Brakus, 2009). It has been noted that research has been done on how brand experience is associated with results such as customer satisfaction, customer loyalty, and brand loyalty since Brakus (2009) created the brand experience measure (Bapat, 2020).

According to Engle (1990), brand satisfaction is the consequence of a person's judgment that the selected alternative (the brand) fulfills or surpasses aspirations. This strategy is consistent with the many theories of pleasure based on the literature-available example of disconfirmation (Oliver, 1980). Consumers are drawn to businesses by their brand experiences, and if they consistently have positive interactions with businesses that fulfill their needs, they will be satisfied, which will foster brand loyalty. Ambiances, spirits, ideas, and interactive emotions generated by productrelated motives that constitute an aspect of a company's strategy or distinctiveness, presentation, infrastructures, and surroundings are all intellectualizations of the customer experience (Brakus, 2009). Customer satisfaction is also a critical part of any commercial operation. A satisfied customer has evolved into a primary aim of all commercial enterprises due to the long-held belief that a firm must satisfy consumers in order to be effective (Shin & Elliott, 2001; Ranaweera & Prabhu, 2003). Academics and business leaders agree that one of the main goals of businesses is to make their customers happy. Numerous analyses have also shown the importance of customer satisfaction in maintaining corporate connections and operations (Rahim, 2016: Oliver, 1997: Ahmad, 2007).

Using customer satisfaction as a mediator, Murray and Howat (2002) examined the association between brand experience and brand loyalty. Furthermore, it has been demonstrated that customer satisfaction has a direct influence on brand loyalty revealing that brand experience has a positive

impact on consumer satisfaction, which raises brand loyalty, further supporting the mediating role of satisfaction in the link between brand experience and loyalty (Alexandris, 2004: Chiou, 2002).
Brand experience is an important factor in customers' desire to redeem (Chang & Wildt, 1994). According to Nguyen (2011), brand experience and loyalty are directly and favorably related. It has been demonstrated that brand experience and brand loyalty are closely associated (Pappu, 2005). We can find the concept of customer satisfaction in many different businesses, and multiple studies indicate that it has been the central idea of marketing for the last few decades. The main factor in producing customer happiness is the customer's experience with products or services. Thus, if real performance deviates significantly from expectations, the contrast will arise, and the difference in the perceived performance will be exaggerated if perceived performance is less than projected (Vavra, 1997). Customer satisfaction is based on how well a company performs in terms of the characteristics and reliability of its goods and services (Huang & Feng, 2009). Customer wishes and feelings, as well as measurable elements like the quality of the product and service, may both have an influence on satisfaction (e.g., product and service attributes). In general, customer contentment is an anticipated state of mind that compares the client's pre-purchase anticipations with their own assessments of the service or product's presentation (Oliver, 1980). Brand satisfaction is the assessment and experience of a person's relationship with a brand as a whole (Algesheimer, 2005). Brand satisfaction is a requirement but it's not the exclusive one in brand loyalty; other aspects must also be present. As satisfaction grows, brand loyalty rises as well (Bennett, 2005; Bennett, 2001; Jones & Suh, 2000; Boltan, 1998; Johson & Spreng, 1994). The path to satisfaction begins with brand loyalty. In spite of situational inspirations and marketing initiatives that may lead to behavior. Brand loyalty is described by Oliver (1997) as a solid bond formed between the customer and the brand. According to Holbrook & Chaudhuri, (2002) "Loyalty" and "repeat purchase" are synonymous in marketing. Brand loyalty is built on the consumer-brand connection (Fournier, 1994; Ching & Chang, 2006).

According to Yi (1990), customer satisfaction refers to an agreed-upon outcome of knowledge, evaluation, and the ensuing psychological reactions to a consumer's interaction with a product or service. Customer satisfaction was described by Chang, Wang, and Yang (2009) as an appraisal of the customer's feelings or an internal response. According to Garbarino, Johnson, Gronholdt,

Martensen, and Kristensen (2000), satisfaction is the outcome or evaluation of what the customer principally expected and what they really experienced throughout the use and usage of the item or service. Although there is no common definition of customer satisfaction, Giese and Cote (2002), define it as a recorded kind of reaction (cognitive or emotive) that refers to a particular environment and rises at a certain moment (i.e., post-purchase, post-consumption). There are a lot of studies and research that clearly, look out that customer satisfaction is primary the major factor in brand loyalty (Luis Munuera- Aleman, Delgado- Ballester, 2001). Studies in the past have demonstrated that rising customer satisfaction results in a rise in the number of customers (Rundle-Thiele & Mackey; Suh & Jones, 2001). Fornen (1996) came to the conclusion that higher satisfaction has a momentous impact on customers’ buying behavior, as a result, a happy consumer is more likely to make further purchases and recommend the brand to others. According to Brakus (2009), brand loyalty and consumer satisfaction are more likely to develop when a customer is completely happy with a product or service, such as the pricing, value qualities, etc. Customer satisfaction has been analytically supported by research as having a suggestive and direct influence on loyalty. Therefore, brand loyalty was positively impacted by consumer satisfaction (Boenigk &Helmig, 2013; Szymanski & Henard, 2001; Homburg, 2009).

Brand loyalty is the major aspect through which consumers develop their positive attitude and purchase decisions against the brand or brand’s product categories within the time span (Miniard & Eagle, Blackwell, 1990). Brand-loyal customers are people who regularly buy items from the companies to whom they are committed (Baldinger & Rubinson, 1996). So, it is very evident from a business standpoint that customer loyalty is crucial. It provides the business with a competitive edge, improves its capacity to react to rivals, makes it powerful in circumstances of intense competition, diverts customers from competing companies' marketing initiatives and makes them less receptive to them, lowers marketing costs, boosts sales, and retain existing and new customers (Aaker, 1991; Sheth, 1969; Alleman & Ballester, 2001). Understanding customer happiness is crucial for forecasting shopper comportment. Since, the products or services attributes are the major source of customer satisfaction (Bloamer & Kasper, 1995). According to Oliver (1999), customer pleasure constitutes the initial step on the path to commitment since it encourages them to stick with the company (Roy, 2013). At this stage, brand loyalty would gain from company

satisfaction via their brands. Research shows a significant correlation between brand loyalty and customer satisfaction (Drennan, 2015).
H1: Customer Satisfaction mediates the relationship between brand experience and brand loyalty.



2.6 [bookmark: _bookmark11]Brand Trust mediates the relationship between Brand Experience and Brand Loyalty
Brand experience is the customers’ insight on each interaction instant with the brand (Alloza, 2008). Brand experience as “independent, core customer reactions and social responses brought on by brand-related incentives that are element of a brand’s strategy, distinctiveness, packaging, infrastructures, and environments” (Brakus, Schmitt & Zarantonello, 2009). The worth produced by the set of interfaces among a business and its consumers can impact the set of vague assets of the business, for instance, brand equity (Gentile, Spiller & Noci, 2007). That can be said, Brand experience in one way or another effect brand trust, and in several readings, it has been examined (Boo, Busser & Balago, 2009; Chen, 2012; Zarantonello & Schmitt, 2013; Ding & tseng, 2015; Dolbec & Chebat, 2013; Lin, 2015)

Thus, brand trust can be utilized to size the significances of Brand experience. Brand experience as the purchasing performance to a precise brand and dignified it over the quantity of previous buying of this brand (Ortmeyer & Huber, 1995). Brand experience can also be measured as a practice which caused from purchasing or utilizing a particular brand’s goods or facilities (Kim and Sullivan, 2020) In contrast, brand experience is reflected as the confident insights to a brand
(Ha & Perks, 2021). Brand experience is defined as entirety of a brand’s presence and statement and consequently prepared numerous dimensions about a brand’s design, advertisements as well as referral advertising (Qi, 2022).

Brand trust is observed as dominant in several studies (Moorman, 1992). Brand trust is abstracted as a prominent aspect in the company achievement (Morgan & Hunt, 1994). Chaudhuri &
Holbrook (2001) describe brand trust as “the inclination of the regular customer to trust that a brand will be able to fulfill its stated purpose is known as brand trust”. Brand trust develops after customer assess the contributions of companies. If businesses deliver views of security, morality

plus consistency regarding their brands to customers, consequently brand trust is going to be developed (Doney & Cannon, 1997). Understandable is the fact that brand trust is formed and established by straight involvements of customer through brands. Consequently, brand trust tops brand loyalty (Munuera-Aleman & Delgado-Ballester, 2001). Because of brand trust’s capability for generating extremely appreciated association (Chaudhuri & Holbrook, 2002). It illustrations that brand loyalty is portion of the repeated procedure of valued and distinguished association that is formed by brand trust. Furthermore, fiction displays provision that brand trust is an element of loyalty (Wu, 2008; Berry, 1983).

Brand Loyalty is referred as frequent buying of specific goods or services throughout an assured age of time. For this motive, a specific brand’s buying regularity (Brody & Cunningham, 1968) and buying prospect (Farley, 1964) are frequently planned as a way to amount brand loyalty. This scenario shows that customers might actually trust more than one brand, a spectacle that numerous academics have seen (Ehrenberg, 1972) consumers frequently categories brands as acceptable or unacceptable rather than rating them on a continuous scale, especially when it comes to low involvement goods.

Positive brand experience dictates repurchase of goods or service and frequent positive repurchases causes costumer to have faith in the brand (Koufaris, 2002; Kim, 2005; Flavian & Guimaliu, 2006). Customer only trust those brands which meets their standards (Karjaluoto, Munnukka & Kiuru, 2016). Brand experience, company characteristic and consumer brand characteristic are major antecedents of brand trust. In both service and non-service businesses, the relationship between experience and trust is crucial (Hwang, Han & Choo, 2015). According to prior researches customers who have negative experiences with any brand will not trust or repeat purchase, consumer also share such bad experiences with others additionally consumer satisfying experiences encourages a sustainable connection and trust with the brand (Heinrich, Bauer, & Mühl, 2008 & Kahneman, 2011). Brand attributes and consumer personality traits affects consumer trust in a brand. Experience with the brand acts as a source for customer to build a relationship of trust which makes customer have higher brand loyalty (Ferrinadewi, 2008). Good relation exists among brand experience and confidence in the brand trust (Sidabutar & Dharmayanti, 2015). Most significant source of brand trust s brand experience because it shapes association and reflect ideas that are more confidently accepted (Krishnan, 1996). Trust is seen as crucial component in building loyalty as it develops relationship that are highly valued (Delgado,

2003). Consumer emotional loyalty is significantly influenced by consumer trust in service providers. Brand loyalty is increased when there is a long-term association with the costumer that is characterized by brand trust (Mazodier & Merunka, 2011).

Brand loyalty is a strategic advantage because it reduces competition’s pressure for customer attrition. Further it cost more to recruit new costumer than to keep existing ones. Consumer brand loyalty can be gauged by the quantity or frequency of their purchases. There is higher level of customer loyalty when there are more purchases (Waseem, 2016). Brand trust will be developed when costumer is satisfied with the quality of service provided (Shoukat & Zaid, 2020). Customer loyalty in the brand can be boosted by building trust in the brand (Matzler & Mueller, 2011). Costumer with high level of trust have less perceived risk with more repurchases which leads to loyalty (Kumar and Advani, 2019).

Positive brand experiences increase the customer’s likelihood of returning to the brand (purchase brand loyalty) and recommending to someone else (attitudinal brand loyalty) and are less likely to be inclined to purchase substitute product (Chaudhuri & Holbrook, 2001). Favorable brand experience improves the brand value and is more likely to inspire brand loyalty in customers (Brakus, 2009). Additionally, Park (2010) pointed out that when customer trust a brand, they form a bond with it and therefore feel emotionally bonded to it. Huang, C. (2017) conducted a study on the impact on brand experiences on brand loyalty in mobile phone sector. The study states that the relationship among brand experience and brand loyalty is mediated by brand love and brand trust. Only trusted, appealing and devoted brands will attract consumers (Morgan & Hunt, 1994). All factors that improve how customers perceive a brand are included in brand trust (Leventhal, Wallace, Buil, & Chernatony, 2014). According to previous studies, buyer seller relationship is heavily dependent on brand trust (Wong & Zhou, 2005). Customer establishes a long-lasting relationship with the brand that provides greater value than they had anticipated (Agustin & Singh, 2005). Consumer grow fond of those brands that provides pleasurable and memorable experiences (Bairrada, Coelho, & Coelho, 2018). Brand image and brand trust is enhanced when consumer have a positive brand experience (Silva & Alwi, 2006). When a consumer has a favorable brand experience, they won’t look for a different brand (Berry, Carbone, and Haeckel, 2002); Heinrich, Bauer & Muhl, 2008).

S. Hasnain Alam (2019) conducted a study on brand experience and its mediating effect on brand trust in cosmetic industry. The study found out that brand trust act as a mediator in the relationship

between brand experience and brand loyalty. When a customer interacts with any brand, brand experience refers to their internal, individual reaction (Morgan-Thomas & Veloutsou, 2013). Pratiwi, Salim & Sunaryo (2021) study to investigate the relationship of brand experience on brand loyalty using brand trust as both mediating variable and through perceived variable. According to the study, brand trust acts as a mediator in the relationship between brand experience and brand loyalty. Brand credibility, which is described as the brand capacity to deliver on projected performance, is a crucial component of brand trust and exerts a considerable impact on brand loyalty (Sweeney & Swait, 2008). Another research conducted by Kim, Yoon & Yan (2015) states how brand experience affects brand trust, brand satisfaction and brand loyalty for Korean spa brands. The study found out that brand trust and customer satisfaction are impacted differently by each of the four brand experience aspects. Brand trust has a bigger impact on consumer brand loyalty that brand satisfaction. In context of the consumer market, trust can predict loyalty (Chaudhuri & Holbrook, 2001). Another research conducted by Maduretno (2022), states consumer loyalty is more strongly influenced by brand trust than brand love.

H2: Brand trust mediates the relationship between brand experience and brand loyalty.

2.7 [bookmark: _bookmark12]Theoretical Model
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[bookmark: _bookmark13]CHAPTER III MATERIALS AND METHODS
This section describes the study's research strategy and methods. It discusses the type of research design utilized, the target population, sampling strategies used, the participants engaged, the source of data, sample size, data collecting tools used, and the analytical methods employed during data processing.

3.1 [bookmark: _bookmark14]Research Design and Study Setting:
The primary objective of the research is to examine the relationship between the variables (brand experience, customer satisfaction, brand trust, and brand loyalty). Nonetheless, the study collects data using quantitative method questionnaires. The questionnaire approach was employed in the study's research design. The questionnaire questions are based on the research questions that were prepared. The study will use convenience sampling and snow ball sampling. This aided in ensuring that the questions asked of the respondents are relevant to the study. The study was conducted in an entirely normal context, with the researchers’ collecting data from target respondents. The function of the researcher is confined to explaining the questionnaire to respondents and collecting the questionnaire from them.

3.1.1 [bookmark: _bookmark15]Unit of Analysis, Time Horizons, and Respondents:
In a research study, the item being studied is the unit of analysis. It is study main focus and might be an individual, a group, an organization, a social system, or any other research unit of interest. According to Babbie (2016), the unit of analysis is "anything or whoever is being studied". The unit of analysis chosen is critical in research design since it defines the depth of analysis and the ability of the results to be generalized. The units of analysis were individuals and the participants of our study were the general public who have experienced and traveled through Pakistan Airlines.

The time horizon means the time span in which the investigation is carried out. It might be crosssectional (data obtained at a specific moment in time), or longitudinal (data obtained throughout time). The time horizon is significant since it influences the research design, sampling procedures, and statistical methods used to evaluate the data. As the data was obtained from individuals at the same time, this study is cross-sectional

3.2 [bookmark: _bookmark16]Study Variables
3.2.1 [bookmark: _bookmark17]Independent Variable
Brand experience is the independent variable. The customer's insight into each engagement with the brand is referred to as brand experience (Alloza, 2008). "Independent, core consumer reactions and social reactions induced by brand-related incentives that are part of a brand's strategy and uniqueness, packaging, infrastructures, and surrounds" are defined as "brand experience" (Brakus, Schmitt & Zarantonello, 2009). Definition of brand experience is "the emotional, inner reaction that consumers have to any part of a company, according to their thoughts, feelings, and behavioral responses connected to all the interactions they have with that organization" (Schmitt, 2003).

3.2.2 [bookmark: _bookmark18]Dependent Variable
Study consists only one dependent variable brand loyalty. Brand loyalty is described as “a deeply held commitment to consistently repurchased or use a preferred product or service in the future, resulting in repetitive same brand or same brand set purchasing, despite situational influences and marketing efforts having the potential to cause switching behavior” (Oliver, 1999).

3.2.3 [bookmark: _bookmark19]Mediating Variable
The study includes two mediating variables customer satisfaction and brand trust. Chaudhri & Holbrook (2001) states brand trust is the “tendency of the regular customer to trust the brand ability to perform its stated function”. Brand trust will be created by providing views of security, morality,
and consistency about their brands to customers (Doney & Cannon, 1997).

3.3 [bookmark: _bookmark20]Population and Sample
3.3.1 [bookmark: _bookmark21]Target Population
Customers of Pakistan airlines industry provided the data for this study. Specifically, the study focused on the customers who have used services of Pakistan based airlines.

3.3.2 [bookmark: _bookmark22]Sample Design and Selection
While doing research, sample size and selection are critical concerns since they can impact the validity and generalizability of the results. In practice, the ideal size of the sample will be according to number of criteria, plus the study objectives, the required level of precision, the predicted coefficient of determination, the size of the population, and the sampling technique. The sample defines the elements that belong to the target population and those which are excluded from the population (Churchill, 2005).

In generalizing our research findings, according to “item response theory” nearly 10 respondents for each item in the questionnaire (i.e., No. of items in questionnaire x 10 respondents from the intended target group) from the target population is a necessary element for inferring the most accurate information about just the target group (Nunnally, 1978). The study will use convenience sampling and snow ball sampling, around 290 respondents would be selected from the target population (n=290). The sample is not restricted to any age group; hence we can target any adult age group. The sample will not be gender specific as well, both males and females can participate in sampling. We circulated 325 questionnaires among people. In account, we gathered back 302 responses of which 297 were comprehensive and valid.

3.4 [bookmark: _bookmark23]Data Collection & Procedure
Primary can be utilized to collect data (Churchill, 2005). Primary data is information collected from its original source, such as questionnaires.. Primary sources were utilized to acquire relevant data. A questionnaire form was utilized to gather data for the study. The survey questionnaire was split into two sections. First section would include personal information about the consumer, such as name, gender, age, education, and marital status. Before participating in the research, each respondent was asked to give their consent. The second component comprises things to aid in the measurement of brand experience, brand loyalty, consumer happiness, and brand trust. All of these items were evaluated using a 5-point Likert scale.

3.5 [bookmark: _bookmark24]Measurement of Scale
A 5-point Linkert scale was used in the study to assess brand loyalty, brand experience, brand trust, and consumer satisfaction. To assess brand experience, 12 items were utilized and measured on a scale of 1= "strongly disagree" to 5= "strongly agree" to record respondent responses. To assess brand trust, 8 items were utilized and scored on a scale with 1 representing "strongly disagree" and 5 representing "strongly agree." Six items would be used to measure customer satisfaction, and they scored on a scale with 1 representing "strongly disagree" and 5 representing "strongly agree." To assess brand loyalty, three items were employed and scored on a scale of 1= "strongly disagree" to 5= "strongly agree" to record respondent responses. Each statement in the questionnaire was rated by the respondents.

[bookmark: _bookmark25]CHAPTER IV RESULTS
This chapter illustrate the analysis of data along with explanation of the study’s findings. Data was evaluated to show the affiliation among the variables. To clearly describe the results of the research, we used both descriptive and inferential statistics.

4.1 [bookmark: _bookmark26]Descriptive Statistics
4.1.1 [bookmark: _bookmark27]Descriptive Analysis of Participants’ Characteristic
Table 4.1 provides frequency analysis of research participants by their gender, age and marital status. The finding indicated that majority were female participant 53.5% (159) and male participants were 46.5% (138). The 297 participant’s ages ranged from 18 to 60 years. The bulk of the participators fall in 21-30 year age gap, which accounts for 40.1% (119). The second largest group is the 31-40 year age group, accounting for 23% (69). The least represented group is the 50 and above age group, which accounts for 10.8% (32) of the total participants.

Table 4. 1
Frequency Analysis of the Participants Gender, Age and Martial Status
	
	Frequency
	Percentage

	Gender

	Female
	159
	53.5

	Male
	138
	46.5

	Age

	under 20
	41
	13.8

	21-30 year
	119
	40.1

	31-40 year
	69
	23.2

	41-50 year
	36
	12.1

	50 and above
	32
	10.8

	Marital status

	Divorced
	14
	4.7

	Married
	140
	47.1

	Single
	126
	42.4

	Widow
	17
	5.7




The outcomes also revealed that the majority of the participants were married, accounting for 47.1% (140) of total participants. Single individual accounted for 42.4% (126). The least
represented were divorced with 4.7% (14) and widowed with 5.7% (17).

Table 4. 1
Participants Education Level by Gender

	
Education Level
	Gender
	Total

	
	Female
	Male
	

	
	Frequ ency
	Frequency
	Percentage

	Matrix
	1
	2
	3
	1.0

	Undergraduate
	58
	45
	103
	34.7

	Graduate
	78
	58
	136
	45.8

	Postgraduate
	22
	33
	55
	18.5

	Total
	159
	138
	297
	100.0



Table 4.2 shows comprehensive information about the frequencies and percentages of the participant’s education level by their gender. Out of 297 participant’s majority female (78) and male (58) were graduate 45.8% while 34.7% were undergraduate, 18.5% were postgraduate. 103 undergraduate participants included 58 females and 45 males, while there were 22 females and 33 males among postgraduate.


4.1.2 [bookmark: _bookmark28]Descriptive statistics of study variable
Table 4.3 gives a brief description of the descriptive statistics for each variable. A five-point Likert scale was used to measure each variable. The descriptive statistics results exposed that all variables lowest value is 1 and highest value is 5. This indicates that the responses in the study are spread across the full range of scale. The range of mean values lies between 2.88 to 2.91, while the range of standard deviation values lies between 0.71 to 0.91 The mean score for item assessing brand experience, brand trust, customer satisfaction and brand loyalty slightly exceeded from midpoint. The mean of brand experience 2.90, brand trust 2.88, customer satisfaction 2.91, and brand loyalty
2.88 suggest that participant responses were evenly distributed across the response scale and reported moderate level of brand experience, brand trust, customer satisfaction and brand loyalty. The standard deviation for brand experience 0.71, brand trust 0.86, customer satisfaction 0.86 and

brand loyalty 0.91 indicate there is some variability in the data. Small standard deviation statistics suggest that data is not highly dispersed and the responses from participant are relatively consistent.

Table 4. 2
Descriptive Statistics of the Study Variable
	Variable
	Min
	Max
	Mean
	SD

	1.Brand Experience
	1.00
	5.00
	2.90
	0.71

	2.Brand Trust
	1.00
	5.00
	2.88
	0.86

	3.Customer Satisfaction
	1.00
	5.00
	2.91
	0.86

	4.Brand Loyalty
	1.00
	5.00
	2.88
	0.91





4.2 [bookmark: _bookmark29]Measurement Validation
Cronbach’s alpha values test the reliability and internal consistency between items of each construct. The threshold value to verify reliability and internal consistency should be Cronbach;s alpha value of equal to or more than 0.7 (Cronbach, 1951). As stated by Kline (1998), Cronbach;s alpha value more than or equal to 0.9 can be referred as “excellent”, an alpha value close to 0.80 as “very good” and a “adequate” for alpha value of 0.7.
Table 4. 3 Reliability of Scales
	
Scales
	No. of Items
	
Cronbach's Alpha Value
	
Level of Reliability

	1.Brand Experience
	12
	0.85
	Very Good

	2.Brand Trust
	8
	0.87
	Very Good

	3.Customer Satisfaction
	6
	0.84
	Very Good

	4.Brand Loyalty
	3
	0.70
	Adequate



The table 4.4 reveals the results of the current study’s reliability test. Cronbach’s a for all variable scale met the threshold acceptance with values between 0.7 and 0.87. The results suggest that the scales used in our study are reliable with internal consistency of 70% to 87%.

4.3 [bookmark: _bookmark30]Correlation matrix
Correlation refers to the statistical relationship among two variables. It measures the direction and strength of the association among the variables. The relationship can be positive (when variables move in similar direction) and negative (when variable move in opposite direction). A correlation coefficient is used to measure correlation. It values ranges from -1 to +1. Preceding hypotheses testing, we performed bivariate correlation analysis among study variables. The table 4.5 display correlation values of the study variables. The correlation coefficient provides preliminary support for our study hypotheses.
Table 4. 4
Correlations for the Study Variables
	Variables
	Brand
Experience
	Brand
Trust
	Customer Satisfaction
	Brand
Loyalty

	Brand Experience
	1
	
	
	

	Brand Trust
	0.73**
	1
	
	

	Customer Satisfaction
	0.70**
	0.79**
	1
	

	Brand Loyalty
	0.57**
	0.61**
	0.63**
	1


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


The result disclose that brand experience and brand trust is significantly and positively related (r
= 0.73, p < 0.01). Further, brand experience and customer satisfaction have positive correlation (r
= 0.70, p < 0.01). The result show brand loyalty has positive and significant relation with customer satisfaction (r = 0.63, p < 0.01) as well as with brand trust (r = 0.61, p < 0.01). According to the results, brand experience and brand loyalty is significantly and positively related (r = 0.57, p < 0.01) and customer satisfaction and brand trust also have positive significant relation (r = 0.73, p
< 0.01). The outcomes are reliable with H1 and H2.

4.4 [bookmark: _bookmark31]Hypothesis Testing
We analyze whether the effect of brand experience (independent variable) on the customer satisfaction and brand trust is positive or negative. And how the mediating role of customer satisfaction and brand trust effect brand loyalty. This could be explained through mediator by using SPSS Process macro model 4, Preacher and Hayes, 2008. 1000 bootstrap was performed. The outcome of SPSS indicates the total influence of our independent variable (brand experience) on the brand loyalty when the mediators (customer satisfaction) and (brand trust) intervenes in between.

Table 4. 5
Results of Simple Mediation Model Regressing Customer Satisfaction as Mediator
	Direct Effect Model

	Predictor
	
	Outcome= M (Customer
Satisfactio
	n)

	
	β
	SE
	t
	P

	X (Brand Experience)
	0.844
	0.049
	16.907
	0.00

	Constant
	0.459
	0.149
	3.078
	0.02




	Predictor
	Outcome= Y (Brand Loyalty)

	
	β
	SE
	t
	P

	M (Customer Satisfaction)
	0.486
	0.065
	7.468
	0.00

	X (Brand Experience)
	0.327
	0.078
	4.172
	0.00

	Constant
	0.518
	0.169
	3.059
	0.00




	Total Effect Model

	Indirect Effect and Significance of X on Y

	
	Value
	SE
	LLCI
	ULCI

	Sobel
	0.410
	0.072
	0.279
	0.554



	Total Effect of X on Y

	Value
	SE
	t
	p
	LLCI
	ULCI

	0.738
	0.061
	12.128
	0.00
	0.618
	0.858


Note: n=297; β=unstandardized Regression Coefficient; SE= Standard Error; Bootsrap Sample Size=1000; LL=Lower Limit; Cl=confidence Interval; UL=UpperLimit


The direct model in the above tables shows a predictor variable. As we consider a direct relationship between brand experience and customer satisfaction. The result reveal that, Brand experience has a positive and significant effect on both mediator variables, Customer Satisfaction
(β=0.844, p<0.001). This outcome shows that Brand Experience is a vital factor that significantly influences Customer Satisfaction.

Additionally, the consequences of the direct effect model show that the mediator variable, Customer Satisfaction (β=0.486, p<0.001) has significant positive effects on the independent variable, Brand Loyalty. This designates that the mediator Customer Satisfaction significantly mediates the relationship between Brand Experience and Brand Loyalty. According to the total
effect model, there is a significant (Sobel test value=0.410, p0.001) indirect relationship between brand experience and brand loyalty through customer satisfaction.

Table 4. 6
Results of Simple Mediation Model Regressing Brand Trust as Mediator
	Direct Effect Model

	Predictor
	Outcome= M (Brand Trust)

	
	β
	SE
	t
	P

	X (Brand Experience)
	0.882
	0.048
	18.35
	0.00

	Constant
	0.317
	0.143
	2.211
	0.02




	Predictor
	Outcome= Y (Brand Loyalty)

	
	β
	SE
	t
	P



	M (Brand Trust)
	0.436
	0.069
	6.302
	0.00

	X (Brand Experience)
	0.352
	0.083
	4.212
	0.00

	Constant
	0.603
	0.172
	3.502
	0.00




	Total Effect Model

	Indirect Effect and Significance of X on Y

	
	Value
	SE
	LLCI
	ULCI

	Sobel
	0.385
	0.073
	0.247
	0.537

	Total Effect of X on Y

	Value
	SE
	t
	p
	LLCI
	ULCI

	0.738
	0.061
	12.128
	0.00
	0.618
	0.858


Note: n=297; β=unstandardized Regression Coefficient; SE= Standard Error; Bootsrap Sample Size=1000; LL=Lowerlimit; Cl=confidence Interval; UL=UpperLimit


The direct model in the above tables shows a predictor variable. As we consider a direct relationship between brand experience and customer satisfaction. According to the result, Brand experience has a positive and significant effect on the mediator variable, Brand Trust (β=0.882, p<0.001). This outcome shows that Brand Experience is a vital factor that significantly influences Brand Trust.

Moreover, the outcome of the direct effect model shows that the mediator variable, Brand Trust (β=0.436, p<0.001), has significant positive effects on the independent variable, Brand Loyalty. This titles that the mediator Brand Trust significantly mediates the relationship between Brand Experience and Brand Loyalty. According to the total effect model, there is a significant (Sobel test value=0.352, p<0.001) indirect relationship between brand experience and brand loyalty through brand trust. This displays that the connection between brand experience and brand loyalty is somewhat mediated by both customer satisfaction and brand trust. Aside from the mediation of Customer Satisfaction and Brand Trust, there is a direct effect of Brand Experience on Brand

Loyalty as shown by the total effect of Brand Experience on Brand Loyalty being significant (β
=0.738, p<0.001).




Table 4. 7 Summary of Results
	Hypotheses
	Description of Hypotheses
	Results

	H1
	Customer satisfaction mediates the relationship between brand experience and brand loyalty
	Supported

	H2
	Brand trust mediates the relationship between brand experience and brand loyalty.
	Supported



[bookmark: _bookmark32]CHAPTER V DISCUSSION
The aim of this study is to investigate the effects of brand experience (independent variable) on brand loyalty (dependent variable). In this study customer satisfaction and brand trust act as mediators between brand experience and brand loyalty. This study finds the relationship of brand experience and purposes that increased the brand experience, will lead to better the customer satisfaction and eventually both these variables affect the dependent variable which is brand loyalty. It suggests that good brand experience and customer satisfaction leads to higher brand loyalty and positively effects our relationship. Brand experience positively affects customer satisfaction and the study hypothesis also suggests that the effect of customer satisfaction on brand experience and brand loyalty is positive and significant when customer satisfaction mediates the relation between both the variables.

This study discusses about the association of brand experience and purposes that higher brand experience, that will lead to increased brand trust and eventually both these variables affect brand loyalty which is the dependent variable. It suggests that good brand experience and brand trust leads to higher brand loyalty and positively effects the relationship of the study hypothesis. The effect of brand experience on brand trust is also positive and the study hypothesis also suggests that the effect of brand trust on brand experience and brand loyalty is positive and significant when brand trust mediates the relation between both the variables. There is a positive effect of Brand experience on customer satisfaction (Vargo & Lusch, 2004).

The findings of your study indicated that there is a direct and significant affiliation between brand experience and brand loyalty when customers satisfaction mediates their relationship. This hypothesis was proved and justified after the results which assured that increase brand experience and customer satisfaction leads to a positive increase in brand loyalty. The study hypothesis was accepted by the results and the literature review that further more supported the hypothesis. This study also emphasizes on the significant effect of brand experience on brand loyalty by proving that customer satisfaction significantly depends upon brand experience. (Brakus, 2009; Ha & Perks, 2005). A gratifying brand experience will most likely to have a significant impact over brand loyalty, which will ultimately be the source & the reason for the customers to stick to a

particular brand & their preference will stay the same (Jacoby & Chestnut, 1978). Brand experience is the only point of differentiation in high competition (Yao, 2013).

The study also concludes that there is a direct and significant relationship between brand experience and brand loyalty when brand trust mediates their relationship. This hypothesis was accepted and justified after the results which assured that if customers have good brand experience and brand trust then it will affect brand loyalty in positive aspect. The study hypothesis was supported by the results and the literature review that further more authenticates the study. A gratifying & pleasing brand experience will shoot the brand trust, which will definitely be the reason of an increase in the brand loyalty (Ahmed, 2019).

In the airline industry, airlines can enhance brand trust by being transparent in their dealings with customers, providing accurate information about services and fares, and ensuring the safety and security of customers. A pleasant customer experience generates income, profitability, and progress by ensuring complete consumer satisfaction with its performance (Frow & Payne, 2007).

[bookmark: _bookmark33]CONCLUSION

In conclusion, customer satisfaction, brand experience, and brand trust may be largely attributed to the antecedents of brand loyalty in the Pakistan Airline industry. This research found that customers are expected to stick with a company’s product if they had a valuable experience with it and are happy with the services they have gotten. Furthermore, customers’ trust in a brand may have a significant impact in deciding their loyalty. According to the report, airline industry can increase brand loyalty by increasing customer satisfaction, offering a consistent brand experience, and establishing trust in their customers. Airline industry should concentrate on regularly providing high-quality services, interacting with consumers to understand their needs and demands, and cultivating strong connections with their customers through effective communication and tailored experiences to accomplish this. Furthermore, the study emphasized the need of knowing customers' individual demands and preferences in the Airlines Sector, which might differ depending on cultural and socioeconomic aspects. As a result, airline industry should personalize their brand experiences and marketing tactics to meet these specific needs, which may assist to develop a deep relationship with customers and improve brand loyalty. Overall, this study provides important insights into the antecedents of brand loyalty in the Pakistan Airline Industry, which may help airlines establish successful strategies for long-term ties with their consumers. Airlines can build a loyal customer base that helps their financial success while also improving their reputation and brand image by concentrating on customer satisfaction, brand experience, and brand trust.

[bookmark: _bookmark34]PRACTICAL IMPLICATIONS
For many different stakeholders, doing research on the antecedents of brand loyalty in the Pakistani airline business may be quite advantageous. The following are some potential implications for certain groups:
· The Pakistani airline sector can greatly benefit from this study since it will assist the company in better understanding what motivates customer loyalty, which is an important and long-term aspect for any firm. Airlines in Pakistan may simply create better marketing strategies and improve their services in accordance with the preferences, requirements, desires, and acceptances of their customers by categorizing the major contributors to brand loyalty. Higher customer satisfaction, more repeat business, and increased business profitability will result from this. These insights can aid Pakistani airlines in creating solid brand loyalty strategies that would improve client retention and loyalty.
· This study can also benefit the Pakistani government by providing foresight into ways to enhance and expand the aviation sector. For instance, the government will undoubtedly take action to improve safety and security in airports and in airplanes as well as try to highlight the airlines to enhance their services now that it is clear from the results of the research that these factors constitute key antecedents of brand loyalty. This is going to not only enhance customer satisfaction but also the industry's reputation in Pakistan and can have a big effect on the economy of the nation.
· In the end, those who use airlines as a service will gain the most from this study. Airlines may offer superior amenities, enhance client experiences, and increase the value of customers by recognizing the primary antecedents of brand loyalty. Customers of Pakistani airlines may benefit from higher levels of customer satisfaction, enhanced loyalty, and more positive travel experiences as a result.
· The research could also shed light on how governments and policymakers can encourage businesses to engage in brand loyalty programs in order to boost economic development and efficiency. Last but not least, the study can aid consumers in making wise judgments regarding the companies whose products and services they decide to apply for or purchase. This study may shed light on the variables that affect brand loyalty, enabling customers to comprehend how they might have a preference for particular brands and how they can make more logical and educated decisions.

· The study might be used as a guide for other investigators who wish to look at brand loyalty in other markets or nations. Additional studies on this topic can be built on the approach that was employed in this investigation by adapting and changing it to fit various study contexts.

LIMITATION
Our research undoubtedly has certain limitations

· This study was carried out in Pakistan, a nonwestern country. This poses an issue with generalization because Pakistan's working context and culture are different from those of western nations like America and Europe.
· The use of convenience sampling is another drawback. This is also a factor that contributed and compromised the objectivity. The study findings can only be applied for the sample in question and cannot be applied to the rest of the population. However, the careful selection of relevant individual was made utilizing filter questions.
· The association between brand experience, customer satisfaction, brand trust and brand loyalty are examined in the study. Though, there is a necessity for deeper knowledge of how brand experience affects either the previously mentioned concepts or other concepts that are related to brands.
· The study has limitation terms of online questionnaire distribution. There was no direct way for respondents to ask the researchers whether any of the questions were unclear.
· Another limitation is the limited sample size due to the size of the Pakistan airline industry. This can make it harder to generalize your findings to other airlines or businesses.
· Another limitation is that no conclusions about causality between the study variable can be made as this study is cross sectional.

[bookmark: _bookmark35]FUTURE DIRECTION
· Future research should replicate our research in western contexts to confirm our findings.

· Future research could apply random sampling technique or probability sampling for generalizing the results.

· Research on further relationships between other variables featuring brand attachment, brand reputation, brand equity, brand value, brand involvement and service efficiency as mediators with brand experience should be conducted in the future. Future studies can also include how the four aspects of brand experience (sensory, intellectual, behavioral and affective) each affect individually. It would be important to comprehend the effect of each brand experience component on the model’s other variables.

· Future research can other survey methods such as in-person interviews which allows more direct communication with participants and can help clarify any unclear questions.

· Future research could increase the sample size and population coverage in future studies to obtain more precise results when assessing the brand loyalty of airline industry.

· Future studies may conduct a longitudinal study. A longitudinal study will follow airline customers over time, allowing changes in the study variable to be measured and causality to be established.

· Future researchers can replicate the study into diverse sectors other than airline industry to determine if the results are generalizable across different sectors. This can help establish external validity of the study and offer information on whether the factors influencing brand loyalty are the same across industries.
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Survey Questionnaire
Fill the questionnaire below if you travelled using any Pakistani airline service. Name   	
Gender	Male	Female
Age   	
Marital Status	Married	Single	Widow	Divorce
Qualification		 Airline Name  		 Tick the most suitable option.
	
	
Brand Experience
Brand experience refers to the
	1
“strongly disagree”
	2
”disagree”
	3
“neutral”
	4
“agree”
	5
“strongly agree”

	
	overall perception and interaction
	
	
	
	
	

	
	that consumers have with a brand,
	
	
	
	
	

	
	encompassing all touchpoints and
	
	
	
	
	

	
	encounters	throughout	their
	
	
	
	
	

	
	journey. It includes both physical
	
	
	
	
	

	
	and digital interactions and aims
	
	
	
	
	

	
	to	create	a	memorable	and
	
	
	
	
	

	
	meaningful connection, shaping
	
	
	
	
	

	
	customer	perceptions	and
	
	
	
	
	

	
	emotions.
	
	
	
	
	

	1
	This service makes a strong impression on my visual sense or
other senses.
	
	
	
	
	

	2
	I find this service interesting in a
sensory way.
	
	
	
	
	

	3
	This service does appeal to my
senses.
	
	
	
	
	

	4
	This service induces feelings and
sentiments.
	
	
	
	
	

	5
	I do have strong emotions for this
service.
	
	
	
	
	



	6
	This service is an emotional service
	
	
	
	
	

	7
	I engage in physical actions and
behaviors when I use this service.
	
	
	
	
	

	8
	This service results in bodily
experiences
	
	
	
	
	

	9
	This service is action oriented
	
	
	
	
	

	10
	I engage in a lot of thinking when I
encounter this service
	
	
	
	
	

	11
	This service does make me think
	
	
	
	
	

	12
	This service stimulates my curiosity
and problem solving
	
	
	
	
	






	
	1
	2
	3
	4
	5

	Brand Trust
Brand trust refers to the level of
	“strongly disagree ”
	”disagree”
	”neutral”
	“agree”
	“strongly agree”

	confidence	and	reliability	that
	
	
	
	
	

	consumers   have   in   a   particular
	
	
	
	
	

	brand. It is the belief that a brand
	
	
	
	
	

	will   consistently   deliver   on   its
	
	
	
	
	

	promises,	meet	customer
	
	
	
	
	

	expectations, and act in an honest
	
	
	
	
	

	and ethical manner. Brand trust is
	
	
	
	
	

	built over time through positive
	
	
	
	
	

	experiences,	consistent	quality,
	
	
	
	
	

	transparency,	and	open
	
	
	
	
	

	communication. It is a crucial factor
	
	
	
	
	

	in customer loyalty, advocacy, and
	
	
	
	
	

	willingness to engage with a brand.
	
	
	
	
	

	1
	Airlines service meets my
expectations
	
	
	
	
	

	2
	I feel confidence in airline service
	
	
	
	
	

	3
	Is a service never disappoints me.
	
	
	
	
	

	4
	Airline service guarantees
satisfaction
	
	
	
	
	



	5
	Airline service would be honest
and sincere in addressing my concerns
	
	
	
	
	

	6
	I could rely on service to solve the
problem
	
	
	
	
	

	7
	Service name would make any
effort to satisfy me
	
	
	
	
	

	8
	Airline would compensate me in some way for the problem with
the service.
	
	
	
	
	








	
Customer Satisfaction Customer satisfaction refers to the measure of how well a product, service, or overall experience meets or exceeds the expectations and needs of customers. It reflects the level of contentment or fulfillment a customer experiences after interacting with a brand
	1
“strongly disagree ”
	2
“disagree”
	3
“neutral”
	4
“agree”
	5
“strongly agree”

	1
	I am satisfied with my decision to
get this service
	
	
	
	
	

	2
	If I had it to do all over again, I
would feel differently about the service
	
	
	
	
	

	3
	My choice to get this airline service
was a wise one
	
	
	
	
	

	4
	I feel good about my decision
concerning this service
	
	
	
	
	

	5
	I think that I did the right thing
when I decided to get this service
	
	
	
	
	

	6
	I am happy that I did what I did
about this service
	
	
	
	
	



	
Brand Loyalty
Brand loyalty refers to the degree of
	1
“strongly disagree ”
	2
“disagree”
	3
“neutral”
	4
“agree”
	5
“strongly
agree”

	attachment,	commitment,	and
	
	
	
	
	

	repeat   patronage   that   customers
	
	
	
	
	

	have towards a specific brand. It is
	
	
	
	
	

	the	result	of	a	positive	and
	
	
	
	
	

	consistent brand experience over
	
	
	
	
	

	time, where customers develop a
	
	
	
	
	

	strong preference for a particular
	
	
	
	
	

	brand and actively choose it over
	
	
	
	
	

	competitors.
	
	
	
	
	

	1
	I will not buy/use other services if
other() is available at the store.
	
	
	
	
	

	2
	I consider myself to be loyal to
airlines.
	
	
	
	
	

	3
	Airline service would be my first
choice.
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