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Abstract  

This study aims to discover the role of the brand equity in the process to achieving the 

brand loyalty from customer perspective, which is represented the dominant perspective and 

favored by the majority of academics and practitioners in Marketing Research, This research was 

focused on the study of customer-based brand equity of the opinions of customers' sample of 

Vodafone. The research sample included (100) customer which refers to how responsive 

customer to Vodafone brand. The authors examined all the variables of the questionnaire by 

using (factor analysis). The study is showed the role of this perspective in satisfying the desires 

of customers, and revealed a number of conclusions that refers the importance of the brand 

equity to the customers in creating brand loyalty.     

Keywords: Brand Equity, Brand loyalty.   

1. Introduction 

The organizations seek to build a strong brand for the product. To be clearly 

distinguished, in this way the organizations will help the customers in the choosing process to 

meet their desires. As a result, the loyalty of the customers will be gained, which is one of the 

strategic objectives of the organizations. The firms invest much of resources so as to build and 

maintain their brands. Firms must, therefore, manage by metrics and balance short and long-term 

among Point of views and performance (Roll, 2009). As well most of the conceptualization of 

brand equity agrees with the phenomena which include the value of the product by the customer, 

also the association and realization of a brand name (Chaudhuri , 1995).                                                                                

     This study provides a clearer understanding of brand equity which directs positive 

impact in the brand loyalty through a deep understanding of the customer behavior .Thus, the 

behavioral perspective sheds light on the customer’s response to the brand, either in terms of 

understanding or purchase. In this way; the organizations will help the Customers in the 

choosing process and meet their desires. As a result, the loyalty of the Customers will be gained 

is one of the strategic objectives of the organizations. Businesses that intend to get benefit 

through using the brand as a driver of business success; it must begin the process by identifying 

and managing the brand, in a more methodical and structured way. The brand has an effective 
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role in the prescribed marketing policy that the organization follows whether to promote itself or 

its services.                                    

2. Literature review     

Brand Equity  

       One of the most important marketing concepts that has been extensively discussed by 

practitioners and academicians. It has become necessary for brand directors to understand and 

measure brand equity (Ambler, 2003). It reflects the financial and marketing value which is 

depending on the brand strength in the market. Comprehending of the brand leads to make it 

more popular and to lead to achieve the customer's satisfaction; as a result, it will be preferred by 

the customer rather than the other brands. One of the important components of the brand equity 

is loyalty which in turn, maximizes the level of importance compared to the competitors' brands 

as well as enables the organization to retention of customer (Pride, 2000). (Simon and Sullivan, 

1993) mention that there are financial approach and Customer - based approach for measuring 

the value of the brand name. 

         Therefore a brand equity is based on the financial value is focusing on the financial effect 

of marketing activities on company performance (Baldauf et al., 2003). (Pride & Ferrell, 2003, p. 

299) mention that Brand equity can be defined as “the marketing and financial values linked with 

a brand’s strength in the market including actual proprietary brand assets, brand name awareness, 

brand loyalty, perceived brand quality .Wood (2000) mention that it is possible in this 

perspective give to the brand a monetary value that can be useful for directors in case of 

divestiture, acquisition or merger. Estimating a financial value for the brand is surely  useful but 

it does not assist marketers to understand the operation of building brand equity. The financial 

approach was viewed as a way that gave guidance to help the managers in  the process of 

enhancement to  understand  of  brand. Furthermore, the measures   in this direction focused on 

brand replacement or direction stock prices (Myers, 2003)                                                  

       On the other hand, the customer based brand equity approach focuses on how the Customer 

look to brands (Farquhar, 1989; Cobb-Walgren, 1995). brand equity according to customer-

based approach usually divided into two different  groups which is component of customer 

perceptions (e.g., brand awareness, brand associations, perceived quality) and all of them 

focusing on actual behavior  of Customer  (Washburn and Plank. 2002; Pappu, 2006, 2007 ). 

Extant literature on brand equity has focused on the perspective of cognitive psychology namely 

as Customer -based brand equity (Christodoulides andDe Chernatony, 2008).                                                            

Farjam and Hongyi (2015) conclude the customer-based brand equity (CBBE) approach is the 

dominant perspective and its preferred by a majority of academics and practitioners in marketing 

research because if a brand has no meaning or value to the customer it is ultimately meaningless 

to investors, manufacturers, or retailers (Cobb-Walgren et al., 1995). Motameni (1998) also 

mentioned this perspective is considered as a marketing perspective.                            

            The brand that is based on the customers has many advantages, such as the long term 

revenue, the customer's desire to search for new distribution channels and the ability of the 

organization to put high prices and effectiveness of marketing communications (Keller, 2003). 

According to a perceptual to the customer, Keller (1993) defines customer-based brand equity as 

"the differential effect   of brand knowledge on customer response to the marketing of the 

brand". Brand knowledge representing brand image (brand associations e.g. strength, 

uniqueness, and dominance)brand awareness (recall and recognition) also is a distinguishing side 

of brand knowledge and it can influence customer  decisions through impact the  power and 

design of the brand associations in the brand image.  (Keller, 2003)(Agarwal, 1996) defined 

Brand equity is "as brand awareness and brand association have on customer response to the 
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marketing of that brand. The marketing includes advertising, distribution, pricing and promotion 

as well as new products and brand extensions".  

              Brand equity is the degree of differences to impact of brand information for customer 

responsiveness of brand (Kohli and Leuthesser, 2005). According to (Norouzi et al. 2011), brand 

equity can be get from customer awareness from that brand and this awareness is change by 

some factors affecting which is efficacious brand equity in the minds of the customers.                                                

Bovee and Thill(1992) mention that brand equity is the whole strengths within the market and its 

value for the organization. Furthermore it is the fundamental element which refers to the brand 

reliability.  Researches were supporting the positive effect of brand equity on market force, on 

the company market share and customers’ ready to pay special prices. In other words the brand 

equity Contribution to the achievement the future profits and long-term cash flow, sustainable 

competitive advantage and success of marketing (Sinha et al., 2008).                       

             Therefore, the    brand equity provides the customers with the value through backing the 

customers with interpretation, data processing and confidence. It also provides the organization 

with the value through enhancing the efficiency and effectiveness of marketing programs, brand 

loyalty, prices, commercial influences and the competitive advantage (Aaker, 1996).            .                          

         On other hand the brand equity is the fundamental element that shows the brand reliability. 

It has an important role by which it can improve future earnings and long-term cash flows, 

sustainable competitive advantage and marketing success. The brand equity researches have 

approved that the brand equity has a positive impact on the marketing strength, the organization 

market share and the customer's willing to pay higher prices (KILIÇ, 2011).                                                                  

           The brands vary in strength, influence and value. There are brands that are unknown for 

the customers (it could be achieved by remembering or comprehending of the brand). 

Furthermore, we have found brands that have a high degree of acceptability, in other word, the 

brands  most known for  customers do not prevent  from purchased, then there are brands that 

characterized by a high degree of preference. These brands have been chosen from among the 

other ones. They have a high degree of loyalty (Kotler and Dupree, 1997).Also its will be 

strengthened and maximized when the customers have positive perceptions about brand 

(Dalrymple and Parsons, 2000). 

Brand loyalty 

 The Companies face major challenges because of the opening up of markets and the 

entry of competitors, therefore, this status of the customer in front of a large number of options 

and the difficulty of making a decision to purchase but that the biggest challenge facing the 

companies is to maintain the loyalty of the customers of products and brand those products.                                 

 The brand loyalty is the customer orientation towards a certain brand. If there is a more 

brand loyalty there will be more purchasing of that brand product. The loyalty will make the 

purchasing decision much easier and minimize the time. Anyway, the loyalty level is different 

form brand to another. There are three levels of the brand loyalty (pride and ferller , 2000).  The 

levels are as the following:  

   Brand realization: it means that the customer understands the brand and its product.   

  Brand preference: it means how degree of brand loyalty that prefer customer to other brands.  

  Insisting for the brand:  it means that how very much the customers are willing to have it. 

 The brand loyalty is an essential dimension of the Brand equity (Aker, 1992). The real 

loyalty goes beyond the mere frequent purchasing. Therefore, There must be a precisely 

correlation exam for the commitment of customers toward the brand to have a comprehensive 
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understanding of the loyalty (Quester and Lin, 2003). As well the customer loyalty is the 

fundamental element for the long term success of the organization and its brand. It depends on 

granting the customers with a product or a service that desire to purchasing it and interesting for 

use it (Ellwood, 2002). The companies should satisfy its customers if they want to gaining 

customers to its brand to the. If there be a satisfaction there will has be more commitment for the 

brand purchasing, as a result the loyalty for the brand. 

Moisescu (2005) mentioned that the brand loyalty generates a value by reducing 

marketing costs and benefits trade (Farjam and Hongyi , 2015). Severi and Ling(2013) has added 

that the brand loyalty is the essential element when it comes to the assessment of the brand in 

terms of the value since the brand loyalty can gain profit. Fatema et al. (2013) has indicated that 

the organizations will gain a competitive advantage when they have a high percentage of loyalty. 

So the concept of the loyalty can help the organizations to manage the customer relationships in   

order to create a long-term investment and profitability. Thus, the brand is a key element in 

making purchasing decisions and assessing the risks that related to the purchase and 

consumption of the product. So the brand has several dimensions that are related to the 

experience of the customers with the product 

The brand loyalty is considered as one of the marketing concepts which represented of 

major components of the marketing knowledge. The brand loyalty concept is very important in 

terms of the marketing strategy, especially in the current markets that are very mature and 

competitive. It very important to keep the customers loyal for the brand so as to the company can 

survive and continue. It is often very effective and efficient strategy to attract new customers 

(Peter and Olson, 1996).  When the brand is well built, it will be able to send a positive 

reputation, and the customers will continue be willing to have it. the strong brand is a key factor 

in making purchasing decisions, the more famous brand  attain  a more revenue the company will 

have (Kotler, 2000). 

     The brand can build a terrific level of loyalty. The companies should not neglect this 

brand value. There are many ones who don’t have a strong brand try to get rid of the traditional 

methods and adopting new ones for such as a loyalty (Cheverton, 2002). There are several 

activities that can make a benefit of the loyalty such as maintaining a long term performance, 

developing the products, concentrating on the customers, emphasize the frequent purchasing, 

maximizing the range of maintaining the customers, shortening the cycle purchasing and 

enhancing the experience of the customers as well. All these activities will make the company 

able to respond to the needs of its customers and to distinguish its products and services among 

competitors by a long term loyalty (Kaynak, et al, 2008). (Aaker, 1992) believed that the 

concentrating on the brand loyalty is often an effective mean for the management of the brand 

equity. Therefore, the business organizations have to maintain its customers and strengthen the 

relationship with them in order to ensure their loyalty for the brand. This can be done through 

assess all what would lead to satisfy the customers and their desires. The marketer should 

identify the characteristics of the product that made this loyalty to maintain these customers.  

There are two customer loyalty dimensions; the first dimension is the behavioral 

dimension and the second dimension is the positional dimension (Julander et al. 1997). The 

behavioral dimension refers to the customer behavior of repeating the purchase and to the 

product preference for a long time (Bowen and Shoemaker, 1998). This dimension has been 

criticized since it has based on the repeating times of the purchasing behavior (Oliver, 1999). On 

the other hand the positional dimension refers to the position of the customer that is based on 

their willing for repurchasing and commitment towards the company rather than the other ones. 

It has good indicators of the customer loyalty for the organization (Getty and Thompson, 1994).   
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It reflects the actual behavior of the customer through trying to analyze the nature of the 

influences that make the individual take purchasing position. It focuses on these effects in 

building loyalty for the organization and its products and services. Also, this type depends on the 

feelings and behaviors shown by the customer towards the provided product and service 

(Bottomley, 2004). (Raj G. and Moberg, 1997) has mentioned that the brand loyalty is 

determined by the behavioral, positional perspectives and choices. While behavioral perspective 

is based on the amount of purchases for a certain brand, the positional perspective includes 

customer tastes and behaviors towards brands and the choice perspective focuses on the reasons 

for the purchase or factors that may affect the options. Brand loyalty definitions are 

experimentally searched into three main categories: Multi- domain approach, behavioral 

approach and positional approach (Rundle-Thiele and Bennett, 2001). (Aaker, 1991) has 

identified the brand loyalty. It is a situation in which reflects who likely customer will shift to 

another type, especially when change occurs in the brand, whether in prices or in the Product 

features.  

               From the results presented in Table (1), we find that the number of factors affecting the 

loyalty of the consumer to the Vodafone brand is (18) factors in the number of variables 

affecting the consumer loyalty to the Vodafone brand. From the table (1), there are three 

significant factors out of eighteen factors, because these three factors had eigenvalues greater 

than one. While eigenvalues for the other factors were less than one. The effect of these factors 

was weak and was underestimated by the interpretation and the focus only on the three 

significant factors in interpreting the consumer loyalty variables of the Vodafone brand. We find 

that these three significant factors have a high interpretation capacity. These three factors 

contribute to the interpretation of (73.74%) of the total variance, a so it is very large percentage 

indicating the ability of these three factors in the variance of customer loyalty to the Vodafone 

brand. 

3. Research Methodology 

3.1. Population and data collection 

The population for this paper is represented by the customers who use the service of Vodafone 

Company in Romania, covering (105) customers. (105) questionnaire forms were distributed and 

only (100) questionnaire forms returned were assessed as being usable. These questionnaire 

forms were suitable to conduct factor analysis. 

Table 1. Demographic of respondents 

Respondents Categories Frequency Percentage 

Age 20-30 

30-40 

40- 

78 

10 

12 

78% 

10% 

12% 

Gender Male 59 59% 

Female 41 41% 

Education level College Graduate 

Master 

PhD 

75 

15 

10 

 

75% 

15% 

10% 

 

 

3.2.Analysis 

To test the relationship between the brand equity and customer loyalty of the brand, Factor 

analysis was conducted. To achieve this purpose, all variables in this study were included: brand 
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equity and customer loyalty of the brand. It was determined the relationship between the 

variables of the study. 

3.2.Results and discussions 

 

Table (1) Results of Eigenvalues, Variance   extracted% and cumulative variance% of   customer 

loyalty to the brand.                                   

Factors Eigenvalues Variance   extracted% cumulative variance% 

   10.315 62.863 62.863 

   1.186 6.589 69.452 

   1.771 4.286 73.739 

   0.658 3.659 77.399 

   0.541 3.010 80.409 

   0.490 2.726 83.136 

   0.425 2.365 85.501 

   0.398 2.211 87.712 

   0.357 1.985 89.698 

    0.333 1.850 91.548 

    0.277 1.541 93.089 

    0.258 1.436 94.526 

    0.236 1.313 95.840 

    0.190 1.059 96.90 

    0.165 0.920 97.820 

    0.159 0.884 98.704 

    0.120 0.671 99.375 

    0.112 0.624 100.00 

 

To determine the variables that affect the consumer loyalty of the Vodafone brand, we will 

depend  on factor loadings greater than( 0.5) between variables and significant factors. From The 

results shown in Table (2) can be classified the variables within Factors  as  follow:- 

                           Table (2) the factor loading of customer loyalty to the brand  

Variables  Factor 1 Factor 2 Factor 3 

   -0.977 -0.341 0.081 

   -0.941 -0.304 0.058 

   -0.924 -0.325 -0.005 

   0.895 -0.303 0.058 

    -0.245 0.059 0.587 

   -0.2491 -0.232 0.880 

   -0.855 -0.169 -0.019 

    -0.238 -0.871 -0.134 

   -0.230 0.095 -0.308 

    -0.220 0.044 -0.537 

    -0.231 0.745 -0.345 

     -0.209 0.270 -0.332 

     -0.204 0.379 -0.652 

    -0.811 0.188 0.262 

    -0.832 0.229 0.321 
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    -0.246 0.850 0.318 

    -0.258 0.784 0.110 

    -0.200 0.181 -0.113 

   

The first factor 

The importance of this factor comes in first in influencing the customer loyalty of the Vodafone 

brand, where the percentage of extracted variance of this factor is (62.86%) out of the total 

variance. As for the variables included in this factor they are: 

    (Vodafone brand comes first in my mind when I need to make a purchase decision on the 

service) with a factor loading of (0.977).This variable occupies the first place in effect within 

the first factor.  

    (I can recognize the symbol or the logo of Vodafone brand immediately) with a factor 

loading of (0.941).This variable occupies the second place in effect within the first factor.  

    (There existed services of this brand are suitable for each customers group) with a factor 

loading of (0.924).This variable occupies the third place in effect within the first factor. 

   (I can recognize this brand among competing brands) with a factor loading of (0.895).This 

variable occupies the fourth place in effect within the first factor. 

    (I believe this brand is upgrading its products to suit the changing consumer demands and 

expectations) with a factor loading of (0.855).This variable occupies the fifth place in effect 

within the first factor. 

     (Vodafone brand services are high-quality services) with a factor loading of (0.832).This 

variable occupies the sixth place in effect within the first factor. 

    (I am committed to Vodafone   brand) with a factor loading of (0.811).This variable 

occupies the seventh place in effect within the first factor. 

From the results presented in Table (1), there were seven variables that had a significant 

effect on the first factor, while the rest of the variables had a weak effect within this factor. 

The second factor 

This factor comes in second in influencing the consumer loyalty of the Vodafone brand, where 

the percentage of extracted variance of this factor is (6.58) out of the total variance. As for the 

variables included in this factor they are: 

    (Services provided by the company in proportion to the social status and style of my 

personality) with a factor loading of (0.871).This variable occupies the first place in effect 

within the second factor. 

     (Vodafone brand lives up to its promise) with a factor loading of (0.850).This variable 

occupies the second place in effect within the second factor. 

     (Vodafone brand is the best brand in its category) with a factor loading of (0.784).This 

variable occupies the third place in effect within the second factor. 

      (In general, I see myself as a loyal customer of this brand services) with a factor loading of 

(0.745).This variable occupies the fourth place in effect within the second factor. 

From the results presented in Table (1), there is a set of variables that affect this factor, while the 

rest of the variables have a weak effect within the second factor 

This factor comes in third in influencing the consumer loyalty of the Vodafone brand, where the 

percentage of extracted variance of this factor is (8..4%) out of the total variance. As for the 

variables included in this factor they are: 

    (I think   Vodafone brand is superior to other competing brands) with a factor loading of 

(0.880).This variable occupies the first place in effect within the third factor. 

     I would be willing to pay a higher price for this brand over other brands with a factor 

loading of (0.652).This variable occupies the second place in effect within the third factor. 
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    (Vodafone brand is the only brand recalled when I need to make a purchase decision on 

the service) with a factor loading of (0.587).This variable occupies the third place in effect 

within the third factor. 

     (Vodafone brand is my first choice during the shopping new service) with a factor 

loading of (0.537).This variable occupies the fourth place in effect within the third factor. 

Through this result, we find that there are four variables have a strong impact on the third factor 

and the rest of the variables have been minor effects cannot be focused on the interpretation 

within this factor. The figure (1) shows the factor loadings of the important variables associated 

with the three significant factors.        

 

                  Figure (1) show link the variables with significant three factors  

From figure (1) we note that these three factors correlate closely with loyalty Consumer of 

Vodafone brand. These three factors include (15) significant variables that have a strong impact 

on customer loyalty to the Vodafone brand.  However, there were three variables that had a weak 

and insignificant effect on consumer loyalty to the Vodafone brand   

   :( I consider the company and people who stand behind the brand are very trustworthy), 

   (Vodafone brand has excellent features))    , I really like Vodafone brand services)  

The importance and priority of significant variables affecting customer loyalty to the Vodafone 

brand can be arranged as follows: 

1-    (Vodafone brand comes first in my mind when I need to make a purchase decision on the 

service  ( with a factor loading of (0.977). 

2-    (I can recognize the symbol or the logo of Vodafone brand immediately) with a factor loading 

of (0.941). 

3-    (There existed services of this brand are suitable for each consumer groups) with a factor 

loading of (0.924). 

4-    (I can recognize this brand among competing brands) with a factor loading of (0.895). 

5-    (I think   Vodafone brand is superior to other competing brands) with a factor loading of 

(0.880). 

6-     Services provided by the company in proportion to the social status and style of my 

personality with a factor loading of (0.871).  
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7-        I believe this brand is upgrading its products to suit the changing consumer demands and 

expectations) with a factor loading of (0.855).  

8-    ( Vodafone  brand lives up to  its promise)with a factor loading of (0.850)  

9-     Vodafone brand services are high-quality services. With a factor loading of (0.832). 

10-    (I am committed to Vodafone   brand) with a factor loading of (0.811) 

11-      ( Vodafone brand is the best brand in  its category).with a factor loading of (0.784). 

12-     In general, I see myself as a loyal customer of This brand services  ( with a factor loading 

of(0.745) 

13-     (I would be willing to pay a higher price for this brand over other brands)  

With a factor loading of (0.652) 

14-      (Vodafone  brand is the only brand recalled when I need to make a purchase decision on the  

service)with a factor loading of (0.587) 

15-      (Vodafone brand is my first choice during the shopping new service) with a factor loading 

of (0.537). 

 While the other variables had little effect on customer loyalty to the Vodafone brand. So we can 

delete these variables in the order of interpretation. 

The following figure (2) shows the arrangement of the variables according to their effect and 

priority on the consumer loyalty to the Vodafone brand. 

 

 

         Figure (2) Arrangement of the variables according to their effect and priority  

 

                                                     Conclusions  

      From literature review has identified It is importance to know that building strong brand 

equity is important strategy for distinguish a product / service from its competitors  Through 

carefully designed marketing activities to build long-term brand equity. On another hand, the 

organizations must optimize use the available information about their brand equity in a way that 

strengthens the brand’s performance and then managing them strongly through all customer 

touch points and the ability to optimize brand equity through increasing their impact on the brand 

and the business. In this study researchers through the literature review reached the following:-                                                                                                                    

 The high value of the brand provides a group of competitive advantages such as minimizing 

the marketing costs because of customer loyalty, Advantage in negotiating with distributors 
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and retailers, getting higher prices to get customer high quality, offer new products that carry 

the brand name because brand name associated   with customer's reliability on high quality 

and providing a defense line which can encounter the price war.  

 The concept of loyalty to the brand is the final result of all activities and plans of the 

organization; therefore, all factors which interpret the brand loyalty should be taken into 

consideration. 

 The goal of many business organizations is to have brand that has good image and quality. 

There is a need to meet the desires and preferences of Customers at the required quality, 

which represents the perceptions held by the customer about the quality of products. 

 Brand awareness is an important indicator of Customer knowledge about the brand and as 

well as the brand presence strength in the minds of Customers. 

 Studying Customer behavior sees that the brand image is the product key to success. It 

reflects the Customer sentiment and attitude towards the brand. So the organization should 

reinforce this image through its marketing activities.  

 The results showed that there are three strong and significant factors that influence on 

consumer loyalty to the Vodafone brand. We find that these three factors were able to 

explain (73.74% )of the total  variance, while the unexplained discrepancy is due to the rest 

of the factors excluded (unimportant) and has a weak impact on consumer loyalty to the 

Vodafone brand. 

 The results showed that (15) variables had a clear effect on consumer loyalty to the Vodafone 

brand with varying importance and priority. However, we find there are three variables that 

have a weak effect on consumer loyalty. Therefore, these three variables can be dispensed for 

the purposes of interpretation and focus on the study of (15) variables. 
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APPENDIX: The questionnaire 

 

Dear respondent,  

This questionnaire is for the purpose of completing the research entitled “The impact of the 

Brand Equity in achievement of the customer loyalty to the brand: An Empirical study of the 

opinions of customers' sample of Vodafone Company”, the questions simply require you to 

choose an answer from a list of options and then tick (√) for your corresponds for choice. We ask 

your cooperation in answering the questions, and giving opinions and proposals to get into more 

useful results with the assurance that this information will be used for the purposes of scientific 

research.  

     

 

Section1: General information                          

  1- age 

 

  20-30    30-40                           40- 

 

  2- gender 

 

       Male                                     Female  

 

      3-Educational level 

 

   college graduate                 master degree PhD   

                       

       Section 2: The questions 



  13  
  

 

 

 

 

  

                                 Statement 1 

SD 

2 3 4 5 

SA 

   Vodafone brand comes first in my mind when I need to 

make a purchase decision on the service  
     

   I can recognize the symbol or the logo of Vodafone brand 

immediately 

 

     

   There existed services of this brand are suitable for each 

consumer groups 

 

     

   I can recognize this brand among competing  brands 

 
     

   Vodafone brand is the only brand recalled when I need to 

make a purchase decision on the  service 

 

     

   I think   Vodafone  brand  is superior to other competing 

brands 
     

   I believe this  brand  is upgrading its products to suit the 

changing consumer demands and expectations 

 

     

   Services provided by the company in proportion to the 

social status and style of my personality 

 

     

   I consider the company and people who stand behind the 

brand are very trustworthy 
     

    

 

Vodafone brand is my first choice during the shopping new 

service.  
     

    In general, I see myself as a loyal customer of This brand 

service 
     

    I really like Vodafone brand services 

 
     

    I would be willing to pay a higher price for this brand over 

other brands 
     

    I am committed to Vodafone  brand 

 
     

    Vodafone  brand services  are high-quality services 

 
     

    Vodafone brand lives up to  its promise      

    Vodafone  brand is the best brand in  its category       

    Vodafone brand has excellent features      


