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Brand equity development has become a challenge for modern 

brands. Marketing innovation and changing consumer value 
perceptions are causing consumers to leapfrog, posing a 
challenge for brand equity development. The data for this study 
was collected with random sampling techniques. 450 
respondents were considered to collect data on the Likert scale 

questionnaire. The Partial Least Square (PLS) method of data 
analysis was used in this study for data analysis. According to 
the findings of the study, brand personality, customer 
satisfaction, consumer lifestyle, marketing innovation, and 
consumer changing value perception all have a significant 
impact on brand equity. The significant framework of this study 
is a contribution to the body of knowledge as it describes the 

significant relationship between different variables critical for 
brand equity development. Furthermore, this study provides 
business implications for brands working in Pakistan to improve 
brand equity with realistic results to influence the consumers for 

brand equity. 
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1. Introduction 
In this era of globalization, brands are facing different challenges in the markets and 

different factors are creating these challenges (Ahmad et al., 2022). However, brand 

management in Pakistan needs to identify the factors that are contributing to the brand value 

perception and consumer satisfaction to develop brand equity and earn profit while defending 

the market share in the mature markets (Murad et al., 2022). Particularly, after the waves of a 

covid-19 pandemic, the selling trend has changed due to socio-economic and socio-political 

factors that are influencing the cognitive association, lifestyle, and brand personality in the 

market (Lieven & Hildebrand, 2016). Therefore, it is important to understand the marketing 

innovation in developing brand equity when it comes to the brands of Pakistan and the Asian 

countries (Khudri & Farjana, 2017).  

 

Infect, the brand personality refers to the characteristics of a brand similar to human 

characteristics because some brands are strong, weak, emotional, and well accepted (Iyer et 

al., 2020; Mukherjee & Chatterjee, 2021). Therefore, it has become crucial to understand how 

these brands are surviving in the modern time (Miao et al., 2019). On the one hand, it is 

difficult to manage brand equity because of leapfrog consumers and brand switching behavior 

(Goraya et al., 2020; Y. Sun et al., 2022). Similarly, the cognitive association is also playing a 

key role to develop value perception in the customer for any brand because the markets are 

mature and the customer is well educated and well informed (Jang & Hsieh, 2021; Nassani et 

al., 2013).Therefore, they never go for purchasing any product without any prior knowledge 

(Taghikhah et al., 2021). Moreover, marketing innovation is also playing a key role to develop 
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customer satisfaction (Yalley, 2021), because the purpose of marketing innovation is to 

provide the customer product or service with benefits that are crucial and satisfactory for the 

needs of the consumers (Di Crosta et al., 2021; Gutter et al., 2010). Also, on the other hand, 

in the psychographic and demographic segmentations, the need has become important to 

understand the role of consumers' lifestyles in building consumer satisfaction (Schiessl et al., 

2022; Widayat et al., 2021), that would ultimately result in developing brand equity and in this 

way the brand can earn a high margin of profit on their products or services.  

 

The purpose of this study is to conduct a deep analysis of brand personality, cognitive 

association, marketing innovation, and consumer lifestyle impact on value perception, and 

consumer satisfaction in the changing trends in the brands equity. This study is designed to 

contribute significant knowledge into literature as no earlier study has been conducted to 

understand these variables in building strong brand equity in the case of Pakistan. However, 

brand personality, brand image, and brand portfolio are also discussed in different studies in 

the case of Pakistan (Lieven & Hildebrand, 2016; Nawaz et al., 2020).In addition, the 

theoretical and marketing implications of this study are also significant because the 

unaddressed area of brand equity development is discussed in this study. Furthermore, the 

marketing implications of this study would provide an alternative way to brands for developing 

brand equity in the time of customers’ leapfrogging in Pakistani markets. The future direction 

of this study is that the upcoming studies should contain the other variable such as the role of 

information communication technology, and the rapid growth of the different websites, in 

developing brand equity in Pakistan. 

 

2. Literature Review 
2.1 Brand Personality, Cognitive Association, and Value Perception 

Brand personality is defined as the characteristics of any brand that are similar to the 

human being (Di Crosta et al., 2021). In the same way, this brand personality helps to develop 

the cognitive association in the minds of the consumer when they interact with the brand logo 

or symbol, or they get any experience of the brands while in the market (Goraya et al., 2020). 

Similarly, this brand personality distinguishes any brand from the other competitors and 

provides a set of characteristics and information to the consumer about the personality of the 

brand in the target market (Santos & Gonçalves, 2019). It is a fact that when the brand has a 

clear personality that is attractive to the consumer, then automatically the perception of the 

consumer about the brand would be positive because they are always motivated by the brand 

personality when it comes to their cognitive association (Nassani et al., 2013). On the other 

hand, if the brand personality is not so clear and it has ambiguity in it then ultimately the 

behavior of consumers would be negative, and as a result, they would shift to the other brands 

(Arora & Sahney, 2018). The role of brand personality in the cognitive association of 

consumers to the brand is becoming harder because, in the mature markets, there are 

different competitors of the brands (Y. Sun et al., 2022), and the increasing competition is 

creating challenges for the marketers to develop the brand personality and differentiate it from 

the other competitive, based on these brand personality traits all the consideration of brand is 

accepted by the consumers. The cognitive association is the first reaction of the consumer 

when they are stimulated by the marketing campaign, and mostly it is dependent on the brand 

personality because the personality of brands is developed by the experience of the consumer 

(Yılmaz et al., 2007), and it is more customer-oriented because the consumer is the key factor 

in developing brand personality as different consumers have a different set of opinion and their 

beliefs vary from person to person (Di Crosta et al., 2021; Xiao et al., 2011). Cognitive 

association refers to the association of consumers that is based on a different set of beliefs and 

opinions related to any brand that is dependent on the brand's personality (Wanaratna et al., 

2019). In the same way, a cognitive association based on the value perception is developed by 

the price and the purchasing power factors in the transaction making with the brands 

(Barcellos et al., 2009).Therefore, the consumers are always conscious when they get 

information about any promotion or advertisement of brands (Huh & Kim, 2022; Mariani et al., 

2022). Asa result, they get all the information, and if they have the earlier information, they 

would receive stimulus from the marketing campaigns and as a result, they would go for 

purchasing because of the developed value perception of that particular brand in their min d 

(Huh & Kim, 2022; Jain & Shankar, 2021; Santos & Gonçalves, 2019). Therefore, this 

evolution of literature proposed that there is a significant role of the cognitive association in 

developing value perception about any brand in the mind of consumers. 
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Hypothesis 1. There is a relationship between brand personality and cognitive association. 

Hypothesis 2. There is a relationship between cognitive association and value perception. 

 

2.2 Marketing Innovation, Consumer Lifestyle, Value Perception, and 
Customer Satisfaction 
Marketing innovation refers to getting new innovative product designs and features to 

satisfy the needs of the consumer in diverse and global markets (Miao et al., 2019). In this 

way, marketing innovation helps the brands satisfy the needs of consumers which are basic for 

the survival of any brand (Flavián et al., 2019; Jain & Shankar, 2021; T. Sun & Wu, 2011). To 

satisfy these needs of different consumers, brands are working on marketing innovation to 

make sure that the consumer should not go for leapfrogging, and any kind of brand shifting 

but brands want to maintain consumers relationship and defend the market share in the 

markets that are the current status of modern marketing and branding (Barakat, 2019; Wilkins 

et al., 2019). In modern times, satisfying the needs of consumers has become a challenge for 

branding because the consumers are informed, and they cannot be manipulated (Alghizzawi et 

al., 2018; Gretzel & Yoo, 2014). Also, it has become the core duty and responsibility of the 

brands for their survival to identify the future needs of the consumer, translate these needs 

into measurable objectives and work on it to provide new market (Hvass & Munar, 2012; Jing, 

2018; Mensah, 2022), and innovative products, to make sure that the consumers are getting 

satisfaction, and their need is satisfied. As a result, they would go for the purchasing of that 

particular product from their favorite brands. To discuss further, consumer satisfaction is 

changing over time, and due to the diversity and multicultural nations, it has become the core, 

and crucial objective of the brands to develop marketing innovation in branding to get a 

competitive advantage over the competitors and get the appropriate revenue for the business 

(Pramanik & Rakib, 2020). Similarly, Netflix has done marketing innovation, and it has 

identified what are the problems of the consumer and worked on it to translate these problems 

into future products, and services that the consumer are requiring from the brand (Khoshtaria 

et al., 2021).In this way, the success of Netflix is based on the marketing innovation that 

resulted in the satisfaction of the consumer(Shankar & Jain, 2022). If the consumers are 

satisfied with the marketing innovation, they would retain the same brand and they would not 

shift the brand because they would not rely on the competitors to get their favorite products or 

services for their satisfaction of any kind of need (Akram et al., 2018; Eichinger et al., 2022). 

To address the issues in consumer satisfaction, the most successful brand such as Amazon and 

Alibaba are working on marketing innovation to make sure that their consumers are satisfied 

with their products and the research and development departments of these high-tech 

businesses are working on bringing a new product to the market to satisfy the needs of 

consumers (G. Gupta, 2013; Khraim, 2011; Shankar, 2021). Consumer lifestyle refers to the 

attitude and values including the perception of consumers that they have for any brand in the 

large market (Ahn & Kwon, 2022).At the same time, their value is not only cognitive but is 

action-oriented because it is noted that purchasing is directly related to the values of the 

people (Hu & Tracogna, 2021). Value perception has also a significant influence on consumer 

satisfaction, because if the brands are providing products or services according to the set of 

values of a consumer's need or want, then as result, the consumers would be satisfied and 

they would develop a long-term relationship with that brand (Lee et al., 2022; Thompson et 

al., 2014). 

 

Hypothesis 3. There is a relationship between marketing innovation and consumer satisfaction. 

Hypothesis 4. There is a relationship between consumer lifestyle and consumer satisfaction. 

 

2.3 Value Perception, Customer Satisfaction, and Brand Equity 
Brand equity refers to the worth of any brand in the perception of customers that they 

are willing to pay a premium price on the product and the brands can charge extra money due 

to its worth against its competitors in any particular market (Lieven & Hildebrand, 2016). 

However, developing brand equity is a big challenge nowadays because due to globalism 

different brands are becoming globalized and they are working in the multinational market 

(Lee et al., 2022). In result the local, and small brands are struggling due to their limited 

research & development, and brand image in the minds of consumers (Hao, 2011; Rita et al., 

2019). Similarly, the new brands are also facing challenges to develop brand equity because it 

is assumed that a brand can build its equity within a minimum 3 to 5 years’ time period with 

strategic brand management (Hoe & Mansori, 2018). In this regard, different factors are 

playing a key role to develop brand equity and importantly these factors include value 
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perception and consumer satisfaction (Imran et al., 2019). To begin with, value perception is 

important because it is the value of brands, they have in the minds of consumers when they 

interact with any marketing or promotional campaign of that particular brand (Imran et al., 

2019). Additionally, to provide information to the consumers and in the same way, if their 

value is positive then the brand equity develops because the consumers understand that they 

are getting the products or services from the right brands to satisfy their needs in a 

comfortable atmosphere (Islam et al., 2021; Salamat et al., 2013). On the other hand, 

consumer satisfaction also plays an important role in developing brand equity because if any 

brand is failed to satisfy its consumers with a product or service then the negative value 

perception of consumers develops and they don't go for purchasing of that particular product 

or service from a particular brand (Hoe & Mansori, 2018). Also, different researches explained 

that to build strong brand equity and brand image (Purwanto et al., 2021), the role of value 

perception (Behnam et al., 2020) and consumer satisfaction is crucial because without working 

on these factors it would be hard for any brand to get success in the competitive market where 

social media, electronic media, and advertising campaign are being developed by companies’ 

day-to-day basis to defend the market share and attract the consumers by providing unique 

messages to the consumers (Hao, 2011). However, this evaluation of the literature review and 

the literature from a previous study revealed that the role of value perception and consumer 

satisfaction is important to developing brand equity in mature markets (Goraya et al., 2020; 

Han, 2021; Santos & Gonçalves, 2019; Y. Sun et al., 2022). On the other hand, if the brands 

are not providing satisfaction for the values of the consumers, and the negative attitude of the 

consumers would develop, and they would shift from that brand to another one for the 

satisfaction of their values and desire (Di Crosta et al., 2021; Huh & Kim, 2022; Jang & Hsieh, 

2021; Santos & Gonçalves, 2019). The strategy of a most successful brand is that they 

understand the values of the consumer, and translate those values to develop products and 

services for the target market (Arora & Sahney, 2018; Goraya et al., 2020; Y. Sun et al., 

2022).In this regard, they develop a proper brand image that provides enough information to 

the consumer through integrated marketing communication and attracts the consumers to 

purchase from that particular brand (Ahmad et al., 2022). This all helps to develop the 

consumer satisfaction by the brands for their target market because if the consumers are not 

satisfied then the business is not growing, the brand equity would not be developed in the 

target market, and the competitors would get success in the brands (Di Crosta et al., 2021; 

Kutaula et al., 2022). The evaluation of previous literature related to value perception in 

consumer satisfaction highlight that value perception has an important role in consumer 

satisfaction along with other key tools. 

 

Hypothesis 5. There is a relationship between value perception and consumer satisfaction. 

Hypothesis 6. There is a relationship between value perception and brand equity. 

Hypothesis 7. There is a relationship between consumer satisfaction and brand equity. 

Hypothesis 8. There is a mediating role of consumer satisfaction in the relationship between 

value perception and brand equity. 

 

 
Figure 1: Framework of Study 
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3. Methodology 

3.1 Prepare Questionnaire 
For the questionnaire, the already developed scale items were adapted with the 

permission of the authors who already worked on it. To begin with, the five items for brand 

personality were taken from the study of Lieven & Hildebrand (2016). Secondly, five items for 

cognitive association were taken by Kaplan (2007). Thirdly, five items for marketing innovation 

were taken from the study of Gupta et al. (2016). Fourthly, five items for consumer lifestyle 

were taken from the study of Di Crosta et al. (2021). Fifthly, five scale items for value 

perception were taken from the study of Suzuki et al. (2019). Sixthly, five scale items for 

consumer satisfaction were taken from the study of Choong & Islam (2020). Lastly, five scale 

items for brand equity were taken from the study of Khudri & Farjana (2017). The language of 

the questionnaire was British English because, in Pakistan, British English is easily 

understandable to people. Additionally, there was no requirement to translate it into the 

national language Urdu, because the simple and understandable questionnaire was easy to 

understand by the respondents. 

 

3.2 Data Collection Procedure 
To finalize this study, the questionnaire was designed and the target audience was the 

diverse consumers of Pakistan who were familiar with branding, and other local product 

purchasing processes. To get a response to this questionnaire, 500 questionnaire was 

distributed to the consumers, and in the same way, their response was taken to consider as 

impartial and impersonal response for all of the instruments used in the questionnaire. 

Additionally, the researchers and their assistants approached the individual consumer overtime 

to conduct this questionnaire. First, a brief introduction about brand equity was delivered to 

the target audience to make sure that they understood the questionnaire properly and that all 

the information was clear to them. Secondly, this questionnaire was again provided to the 

other consumers to get their feedback to check the reliability of the questionnaire in this study. 

In last, it was also issued to the respondents that the questionnaire is based on the research 

perspective and it would be used for sole research purpose only, therefore, their information 

including demographics would be confidential, and not be revealed to any third party. 450 

questionnaires were collected back to analyze the data for this study. 

 

4. Findings 
To proceed with this research, Smart PLS 3 was utilized to analyze data by using 

Algorithm and Bootstrapping that was recommended by Hair et al. (2007). This was utilized to 

determine the paths, loadings, mean, Cronbach’s alpha (α) including discriminant validity. 

Also, this tool is considered reliable for research studies related to the area of marketing, and 

branding. 

 

4.1 Convergent Validity 
After the questionnaire, by using Smart PLS 3, the measurement model was evaluated 

by analyzing Loadings, CV, and AVE as shown in Figure 1. Importantly, the loadings of all the 

factors were more than 0.60. Additionally, all the CR values exceeded the recommended 

values of 0.70. Furthermore, by considering Cronbach’s alpha (α), the reliability of instruments 

was also measured, and the value of Cronbach’s alpha (α) for all items, except one, were 

greater than 0.80 that is greatly recommended by Hair et al. (2007). 

 

Table 2 

Reliability and Validity 
Variables Items Factor 

Loadings 
Cronbach's 
Alpha 

rho_A CR AVE 

Brand Equity BE1 0.795 0.801 0.827 0.865 0.569 
 BE2 0.801     
 BE3 0.899     
 BE4 0.636     

 BE5 0.690     
Brand Personality BP1 0.689 0.803 0.806 0.864 0.56 
 BP2 0.788     
 BP3 0.748     
 BP4 0.709     
 BP5 0.802     

Cognitive Association CA1 0.637 0.855 0.865 0.897 0.638 
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 CA2 0.820     
 CA3 0.885     
 CA4 0.828     

 CA5 0.803     

Consumer Lifestyle CL1 0.729 0.804 0.839 0.862 0.557 
 CL2 0.739     
 CL3 0.669     
 CL4 0.822     
 CL5 0.765     

Consumer Satisfaction CS1 0.733 0.823 0.828 0.875 0.585 
 CS2 0.731     
 CS3 0.737     
 CS4 0.818     
 CS5 0.799     
Marketing Innovation MI1 0.710 0.837 0.881 0.883 0.605 
 MI2 0.628     

 MI3 0.872     
 MI4 0.835     
 MI5 0.818     
Value Perception VP1 0.753 0.785 0.787 0.853 0.537 

 VP2 0.713     
 VP3 0.704     
 VP4 0.755     

 VP5 0.739     
BE = Brand Equity, BP = Brand Personality, CA = Cognitive Association, CS = Consumer Lifestyle, CS = Consumer 

Satisfaction, MI = Marketing Innovation, and VP = Value Perception 
 

 
BE = Brand Equity, BP = Brand Personality, CA = Cognitive Association, CS = Consumer Lifestyle, CS = Consumer 
Satisfaction, MI = Marketing Innovation, and VP = Value Perception  

Figure 2: Measurement Model 

 

4.2 Discriminant Validity 
In this study, discriminant validity was identified with the HTMT method which is 

reliable in the business research of marketing. Also, the significant purpose was to highlight 

how the variables are distinct from each other, and what is their relation. Importantly, except 

one, the remaining variables are distinct in this framework identified by Smart PLS 3, 

according to the recommendations Gold et al. (2001) the values must be less than 0.90. As 

result, all the constructs of the study are valid. 
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Table 3 

Discriminant Validity 
 BE BP CA CL CS MI VP 

BE        
BP 0.715       

CA 0.711 0.673      
CL 0.682 0.603 0.728     
CS 0.678 0.527 0.714 0.801    
MI 0.669 0.512 0.701 0.769 0.761   
VP 0.541 0.509 0.632 0.764 0.699 0.658  
BE = Brand Equity, BP = Brand Personality, CA = Cognitive Association, CS = Consumer Lifestyle, CS = Consumer 
Satisfaction, MI = Marketing Innovation, and VP = Value Perception 

 

4.3 The PLS – Structural Equation Modelling Results 
The relationship of variables was tested with Smart PLS 3 Bootstrapping calculations 

available in Figure 3. The results demonstrate that (β = 0.726, t = 35.654, and p = 0.000) BP 

has impact on CA and H1 is supported. Secondly, the results demonstrate that (β = 0.772, t = 

44.694, and p = 0.000) CA has impact on VP and H2 is supported. Thirdly, the results 

demonstrate that (β = 0.494, t = 19.492, and p = 0.000) MI has impact on CS and H3 is 

supported. Fourthly, the results demonstrate that (β = 0.117, t = 3.989, and p = 0.000) CL 

has impact on CS and H4 is supported. Fifthly, the results demonstrate that (β = 0.382, t = 

11.500, and p = 0.000) VP has impact on BE and H5 is supported. Sixthly, the results 

demonstrate that (β = 0.371, t = 8.124, and p = 0.000) VP has impact on BE and H6 is 

supported. Lastly, the results demonstrate that (β = 0.496, t = 11.142, and p = 0.000) CS has 

impact on BE and H7 is supported (see Table 4). 

 

 
BE = Brand Equity, BP = Brand Personality, CA = Cognitive Association, CS = Consumer Lifestyle, CS = Consumer 

Satisfaction, MI = Marketing Innovation, and VP = Value Perception  

Figure 3: Structural Model 

 

Table 4 

Direct Hypotheses 
Direct 
Hypotheses 

Original 
Sample 

Standard 
Deviation 

t Statistics P Values Status 

H1. BP -> CA 0.726 0.020 35.654 0.000 Supported 
H2. CA -> VP 0.772 0.017 44.694 0.000 Supported 

H3. MI -> CS 0.494 0.025 19.492 0.000 Supported 
H4. CL -> CS 0.117 0.029 3.989 0.000 Supported 
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H5. VP -> CS 0.382 0.033 11.500 0.000 Supported 
H6. VP -> BE 0.371 0.046 8.124 0.000 Supported 
H7. CS -> BE 0.496 0.045 11.142 0.000 Supported 
BE = Brand Equity, BP = Brand Personality, CA = Cognitive Association, CS = Consumer Lifestyle, CS = Consumer 
Satisfaction, MI = Marketing Innovation, and VP = Value Perception 
 

4.4 Mediation Effects 
The mediation results were taken with the help of PLS Bootstrapping. In this regard, 

the results of mediation demonstrate that (β = 0.190, t = 7.496, and p = 0.000) CS has 

significant mediating between VP and BE. Therefore, the results highlight that H8 is supported 

(see Table 5). 

 

Table 5 

Mediation Hypothesis 

Mediating 

Hypotheses 

Original 

Sample 

Standard 

Deviation 

t Statistics P Values Status 

H8. VP -> CS -> BE 0.190 0.025 7.467 0.000 Supported 
BE = Brand Equity, CS = Consumer Satisfaction, and VP = Value Perception 
 

5. Discussion and Conclusions 
Although different earlier studies are conducted on brand equity in the mature market, 

no earlier study has discussed the role of value perception, cognitive association, consumer 

lifestyle, customer satisfaction, and market innovation for brand equity in Pakistan. Therefore, 

this research is designed to understand the role of these factors in brand equity development 

in Pakistan. In the light of the findings of hypothesis 1, there is a significant relationship 

between brand personality and cognitive association. Secondly, In light of the findings of 

hypothesis 2, there is a significant relationship between the cognitive association and value 

perception. In this way, it has become crucial for the brand management to understand what 

are the values of consumers, because until and unless, the values of consumers are not 

appropriately identified (Peralta, 2019), then it would be completely difficult for the brands to 

go with the approach of managing the values of the consumer in a positive way to satisfy the 

needs of the consumer (Han, 2021). On the other hand, if the brand is not considering the 

consumer lifestyle for its branding purpose, but it is working on a complex, and not 

recognizable strategy of branding (Han, 2021), then it would be completely difficult for that 

brand to compete in the market, as in the mature markets the brands are diversified as the 

consumers are diversified, and the core objectives of every brand has become to provide the 

satisfaction to the consumers when they purchase a product for their consumption (Di Crosta 

et al., 2021; Gutter et al., 2010; Widayat et al., 2021). Thirdly, the findings of hypothesis 3 

demonstrate there is a significant relationship between marketing innovation and consumer 

satisfaction. Fourthly, the findings of hypothesis 4 explain that there is a significant 

relationship between consumer lifestyle and consumer satisfaction. Similarly, the consumers 

are divided into innovators, early adopters, early majority, middle majority, late majority, and 

laggards, so according to their purchasing power and lifestyle (Gutter et al., 2010; Kutaula et 

al., 2022; Schiessl et al., 2022).The brands should modify their products and marketing 

strategies to provide enough information and satisfaction to become differentiate brand in the 

market that is ultimately the target of the consumer to purchase when they get involved in 

their life and social circle (Di Crosta et al., 2021; Goraya et al., 2020; Taghikhah et al., 2021; 

Xiao et al., 2011). Additionally, brands are working on the strategy of providing emotional 

importance to the consumers because the consumer who are emotionally attached to the 

brands, just got satisfaction from the same brand (Hoe & Mansori, 2018; Lee et al., 2022; 

Shankar, 2021).As result, they become potential and loyal consumers of that particular brand 

in the large or target market (Eichinger et al., 2022; Emekci, 2019; Khraim, 2011; Ottosson & 

Kindström, 2016). As the results of hypothesis 5 demonstrate there is a significant relationship 

between value perception and consumer satisfaction. Sixthly, hypothesis 6 results highlight 

there is a significant relationship between value perception and brand equity. This cognitive 

association has a greater influence on value perception because value perception of brands is 

directly dependent on the cognitive association of the people when they interact with any 

brand (Ehmann et al., 2022; Waller et al., 2015). It is a fact that branding is important when it 

comes to value perception because every consumer has diverse opinions about the same 

brands (Lieven & Hildebrand, 2016), and their value is developed based on their experience, 
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and their introduction to the marketing campaign, brand advertisement, and brand promotion. 

The value perception of consumers is developed by their needs, and the level of satisfaction 

they get from any brand because it is a fact that a consumer values a brand when he gets a 

satisfactory service or product (Behnam et al., 2020).In this regard, the cognitive association 

of consumers is developed that ultimately helps to maintain the value perception and increase 

the brand equity (Khudri & Farjana, 2017).Furthermore, hypothesis 7 results disclose there is 

a significant relationship between consumer satisfaction and brand equity. Lastly, hypothesis 8 

results there is a significant mediating role of consumer satisfaction in the relationship 

between value perception and brand equity. The modern trends show that the most successful 

high-tech companies including Facebook and Amazon are providing value satisfaction to the 

consumer (Harrigan et al., 2017), as result the consumer would be satisfied definitely (Hoe & 

Mansori, 2018). In the service sector, the modern brands are identifying the values of the 

consumer through different kinds of services provided (Murad et al., 2022), and interaction 

with the consumers through salesforce to make sure that what is the future demand of the 

consumer (Imran et al., 2019), and that brands are targeting the future demand of the 

consumers to get success over competitors (Salamat et al., 2013). Also, some brands that 

were failed to identify the value perception of the consumers, and they just participated in the 

market to sell the products with the productions and sales concepts, their brand portfolios 

were in decline because the competitors were working against these strategies, and their 

vision was to satisfy the target market in diverse situations (Goraya et al., 2020; Han, 2021; 

Nassani et al., 2013; Santos & Gonçalves, 2019; Y. Sun et al., 2022). No doubt, understanding 

the values of the consumers is not a piece of cake, but maintaining a database management 

system, and the previous information related to the purchasing behavior of consumers could 

ultimately benefit the brands to understand the value perception of the consumers, and in this 

regard, the brands could easily target the markets with their product or services to satisfy the 

consumers. The findings of this study are significant and in line with previous studies. 

 

6. Implications 
6.1 Theoretical Implications 

The theoretical implications of this study are significant contribution to the body of 

knowledge as the relationship discussed in this study were not addressed by any earlier study. 

This study significantly contributed into the literature that for brand equity development, the 

role of value perception and consumer lifestyle is critical to understand. In the previous 

research, a lot of literature is available to develop the brand equity, but this study 

demonstrated that the marketing Innovation and the cognitive association of the consumers is 

critical for their value perception to develop brand equity in the modern market. In the same 

way, this study contributed to the literature the relationship of marketing innovation and 

consumer lifestyle for the satisfaction of consumers. The role of marketing innovation was not 

discussed as a critical factor for the consumer satisfaction in the earlier studies. Furthermore, 

this study fills the gap in literature by highlighting the role of brand personality for the 

cognitive association of consumers for value perception. In addition, this study significantly 

enriches the literature that for developing the brand equity in the modern market, the role of 

cognitive association and value perception must be considered by the brands. The theoretical 

framework of this study is significant contribution to the literature that would help the future 

studies to develop the framework and understand the relationship between different variables. 

 

6.2 Marketing Implications 
No doubt, this study has significant theoretical implications to enrich the body of 

knowledge with significant framework and the relationship between variables. In the same 

way, the practical implications of this study are critical to consider by the modern brands 

working in Pakistani markets. To begin with, the Pakistani brand should understand the value 

perception of the consumers to develop the brand equity. Every individual consumer has a 

different set of values that must be traced by the brand management, and the products should 

be developed for his satisfaction to improve his value perception for the brand. Secondly, the 

lifestyle of the consumers must be understood by the brands, because it helps a lot to the 

brand to develop the brand equity in the minds of the consumers. The consumer-based brand 

equity is critical to develop because it facilitates the brand for improving the productivity in the 

growth of sales. Thirdly, the brand management should consider the important role of 

marketing innovation because the new way of marketing can the influence the consumer 

behavior and their satisfaction that would ultimately lead them to the brand equity 

development. The personality of the brands should be developed effectively with the marketing 
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and the quality product and services that would facilitate the brands because the cognitive 

association of the consumers would be developed and it matters a lot for developing brand 

equity. The finding of this study can be generalized for improving the brand equity of different 

brands working in different countries. 

 

7. Limitations and Future Directions 

The limitation of this study is that it discusses the selected factors such as brand 

personality, cognitive association, marketing innovation, consumer lifestyle, value perception, 

and consumer satisfaction to develop brand equity. On the other hand, there are other factors 

such as consumer behavior, information communication technology (ICT), the role of 

competitors in brands, and effective advertisement that are also playing a key role in 

developing brand equity. Therefore, the focus of future research should be on the role of ICT in 

understanding brand equity. Similarly, the impact of a mature market should be considered in 

the relationship of brand equity. Lastly, the coming studies need to focus on the role of the 

competitive market in developing brand equity in the modern era. 
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