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Abstract: This study is conducted to investigate the effect of brand equity as a mediating variable on the consumer
purchase decision making behavior, along with user generated content. The variables undertaken in this research
were word of mouth, channel of media, past experiences, purchase intent, and, buying class and selling situation.
The data was collected from 500 students in the University of the Punjab, along with online responses from other
students in other universities, to get a more rounded audience for this research. The data was collected using closeended questionnaire. A cross-sectional population was analyzed using techniques like Pearson correlation,
Cronbach’s alpha, A.F Hayes Process. Although the sample was chosen using convenience sampling, it was well
categorized into different age groups ranging from 18-26 years, varying qualification level from bachelors to PhD,
income groups, professions, and other groups such as students and professionals, etc. The statistical analysis of the
data reflects that with brand equity as a mediating variable, all the independent variables have a significant impact
on the dependent variable i.e. consumer decision making process. Although this paper uncovers the determinants of
the brand equity and consumer decision making process in a very systematic way, it does have certain limitations as
per using the convenience sampling. Future research may try to overcome such shortcomings by specifically
targeting buyers who have a greater influence involving user generated content.
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1. Introduction
*In the modern world, one of the fastest growing
trends is writing online reviews for products. Many
YouTube channels and Facebook pages are simply
dedicated to trying out new products and then
writing what they think about the said product.
Other than that, there are Instagram accounts and
twitter accounts that provide reviews and
demonstrations for suing a product. In the digital
fishbowl that is the world right now, it is the fastest
means of providing information to people. A long
time ago, the only way to learn about a new product
was to either try it out, or through word of mouth
from a friend and family. The word of mouth or the
WOM trend has not yet been surpassed but has
taken a new form, called eWOM, or electronic word
of mouth. To put is simply, consumers are now
greatly affected by what they read on the internet
about a product. There are many factors that help a
consumer make a decision about a purchase. Not
only eWOM or WOM, but also what channel of media
they are getting the content from, along with their
purchase intention greatly affects their final
decision. Another major factor is their past
experience with the brand or any product. If a
person has had a good experience in the past and has
also seen positive reviews about that product, they
will be more inclined to make a positive purchase
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decision about that product. One very significant
factor that helps people make up their minds about
buying or not buying any product is the brand equity
of that brand. Defined simply, brand equity is the
value that is generated by having a well-known and
well trusted brand name. What this means is that the
more well-known your brand is, the greater the
value of this brand is. This term is usually used in
marketing circles to understand the value a brand
creates. When a brand has high brand equity,
consumers believe that any product launched by said
company will be a good and trustable product.
Positive user generated content, along with great
brand equity should be able to help consumers make
quick and positive purchase decisions, and this is
what this paper hopes to prove.
1.1. Significance of the study
As this is the digital age, people are greatly
affected by and choose to trust the information that
they receive online, about any product, goods or
service. Brand equity is also a great part of that
decision making process that allows a consumer,
even after reading a bad review, to decide whether
or not they want to buy that product. The
significance of this research is that we hope to allow
companies to see how people are affected by a
combination of user generated as well as company
generated content over the internet in with brand
equity, so that they can influence their customers for
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the better, either through building better brand
equity or through influencing their online presence
into the mind of their potential consumers.

consumers; the cognitive effects that the consumers
hold in relation to the brand.
Word of mouth has got a great importance with
the digitalization of markets and information.
Consumers have become quite powerful in today’s
markets due to the access of information and
communication channels. If we see the impacts of
word of mouth then, one customer can create ten or
lose ten customers only due to word of mouth.
Normally word of mouth comes from two sources.
One is the personal sources and the second are the
non-personal sources.
Usually it has been seen strong relation between
purchase intention and purchasing behavior of a
customer. Customer’s interests in buying arose when
from back of mind there is an intention to accept it.
Advertising, past reviews, quality, income level,
choice of fashion have had been as a base for their
interest in a particular product. Advertising is widely
used as a medium to convey the product message to
the customer which attaché motional values and
unique associations of the brand in the minds of the
customers (de Chernatony, 2010).
Companies in the era of 21stcentury cannot
solely rely on the price or product in order to
compete in the industry. Nowadays companies pay
more attention to the customer’ experiences with
their product. Customers look for a unique
experience to show continuous commitment with
products in long term relation. The future sales
deeply depend on the experiences of customers, if a
customer expectations did not meet his actual
desires then he/she might not use that product
again.
It may be same with the previous buying
situation and may be different. Hansen (1972) and
Lie (1991) has given three buying situation that can
be related to strategic marketing. This includes the
purchase situation, the communication situation and
also the consumption situation. According to the
author’s for intention to buy, consumption situation
is of great importance.

1.2. Research questions
The research questions that this study intends to
look into include the following. These questions
were influenced by the literature that was reviewed
along with the intent that we started this research
with.
1.
How does user generated content affect
the purchase decision making of the
consumer?
2.
How does negative content affect the
consumer purchase decision?
3.
How does brand equity affect the
decision making process of the
consumer, given that they are
significantly
influenced
by
user
generated content?
4.
What is the most trusted form of user
generated content, i.e. word of mouth,
or social media?
5.
How do purchase intentions and past
experiences get affected by brand
equity?
2. Literature review
The literature review is as follows, starting with
the dependent variable, then the mediating variable,
and then the five independent variables:
Consumer purchase behavior can be defined as
the activities through which people decide to,
possess consume, and eventually dispose of certain
goods and services. Consumer buying behavior is
one of the most researched topics as of now,
considering that it is one of the most diverse and
ever-changing studies. Most often, consumer
behavior changes due the growth in international
trading as well as the acceptance that has been built
into people due the new brands and varieties of one
product. Most studies, however, focus greatly on one
country, or region. (Blackett, 1993)
Brand equity is one of the most important terms
for managers. It directly pertains to what the brand
holds in term of its market and its competitors.
Brand equity can be considered a reservoir, which
holds the brand loyalty and trust of the consumers.
Brand equity is affected by brand trust, the
awareness of it among consumers and the loyalty it
holds in the market. Brand equity is getting quite an
attention in the past few years. All the promotions,
ads, direct marketing efforts or free give always are
the causes to create brand equity. Thus, brand equity
is said to have two perspectives among researchers.
First one is the financial perspectives. The mergers,
acquisitions of brands, investing in existing brands,
its cost and ROIs all are the part of its financial
perspectives. The second one that holds the most
importance to marketers is the behavior of the

3. Hypotheses
The hypotheses designed from literature are as
follows:
H1: Brand Equity plays a significant role in the
relationships between the dependent and
independent variables
H2: A significant and positive relationship exists
between word of mouth and the customer decision
making process
H3: A significant and positive relationship exists
between channel of media through which consumer
accesses the user generated content and the
customer decision making process
H4: A significant and positive relationship exists
between purchase intention and the customer
decision making process
H5: A significant and positive relationship exists
between past experiences with a certain brand or
product and the customer decision making process
186
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H6: A significant and positive relationship exists
between a certain buying class/ selling situation and
the customer decision making process.

share in the data collection. Also, Bachelors, Masters,
M.Phil and Ph.D level participants were encouraged
for data accumulation purposes and no participant
was below undergraduate level. The following
departments were selected:
•
Institute of Business Administration
•
Institute of Administrative Sciences
•
Institute of Business and Information
Technology
•
Hailey College of Commerce

4. Theoretical framework
Theoretical framework is shown in Fig. 1.
Word of
Mouth

5.2. Sampling technique

Channel of
Media

Purchase
Intention

Brand
Equity

Convenience sampling was done for data
collection. Male and female participation was kept in
care. Both had contribution in data collection.

Consumer DecisionMaking Process

5.3. Target population

Past
Experiences

Our target population was the students having
business and managerial background. Their age
ranged between 19 years to 26 years approximately.
All the respondents were of undergraduate level and
above. Moreover, students of Punjab University were
targeted. 25% data was gathered from CFE, Lahore.
Male and female was given due participation in the
data accumulation.

Buying Class/
Selling
Situation

Fig. 1: Theoretical framework

5. Methodology and research design
We designed our research to show a causal
relation between our independent and dependent
variables. In addition to that, we introduced a
mediating variable named as brand equity to show
the strength of relation between independent
variables and the dependent variables after
introducing it. Data from large number of
participants was gathered and was tried to be as
transparent and valid as possible. Data was gathered
from 500 participants. Questionnaire was developed
with extreme care as to cover each aspect and be as
simple as possible for the participant keeping
ambiguity as low as possible.
Firstly, a sample of 50 participants was tested for
data reliability. Upon satisfaction from it, further
data was collected was collected and reliability was
again checked at every point to make sure it keeps
consistent and data gathered was correct. To gather
the data convenience sampling was done but male
and female participation was taken care of.
Secondly, to keep the data and study consistent
and accurate to the population statistics, a large
number of participants were involved in data
gathering.
Incomplete
and
ambiguous
questionnaires were discarded and only correct and
sound data was used for analysis.

5.4. Analysis techniques
After gathering data from all the participants,
first of all reliability analysis was performed and
Cronbach’s alpha value was checked to be
satisfactory. Then other analyses were performed on
the data. Descriptive statistics were derived from the
data giving the information on the different
frequencies of data. Pearson’s Correlation was
performed on the data showing the relation between
independent and dependent variable. As there was a
mediating variable in the study instead of linear
regression, process was implemented on the data
and values before and after the introduction of
mediating variable were studied to see if they cause
some effect in the strength of relation between
independent and dependent variables.
6. Data analysis and results
The Cronbach’s value for all variables is more
than .5.For this we infer that that the questionnaire
employed for the research purpose was reliable and
extracted sounds results. The one sample t test
deducted for the data is as follow:

5.1. Population

Brand equity
The relation of brand equity with consumer
purchase decision gives a t value of 20.661 with
significance level of 0.000 that shows that there is a
positive relation between the mediating variable
brand equity and consumer purchase behavior and
the relation is highly significant.

The sample was selected from business oriented
schools of Punjab University. One was selected
outside of Punjab University but that also is of the
same field. Convenience sampling was used for data
analysis. Male and female participation was given
due importance in data gathering both had equal
187
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Word of mouth
The relation of word of mouth with the
dependent variable with the effect of mediating
variable brand equity shows that the t test value is
13.884 with significance value of 0.000 that shows
there is positive relation between WOM and
consumer purchase decision, and thus concluded
that word of mouth has quite an impact on the
purchase decision made by consumers and they
focus on WOM when making a purchase.

•

Channel of media
Channel of media in relation to dependent
variable Consumer Purchase Decision gives a t-value
of -2.017 with significance value of 0.044 which
shows that there is a negative relation between the
two variables and the relation is not quite significant.
This concludes that when a consumer is making a
purchase he/she is not affected by channel of media
from where he has seen an advertisement of a
product. He/she is not affected that much by the
channel through which the ad or information of the
brand was conveyed.

•

•
Purchase intention
The t-value for purchase intention turns out to be
5.925 with significance level of 0.000 which shows
that the independent variable Purchase Intention
has a positive relation with the dependent variable
Consumer Purchase Decision and the relation is
quite significant.
Past experience
The t value for past experience turns out to be
14.029 with significance level of 0.000. This shows
that there is a positive strong relationship between
Past experience and purchase decision and the
relation is highly significant.

6.1. Regression (process analysis)
We have used ‘Process by Andrew F. Hayes’ for
regression of the model with mediating variable.
Consumer purchase decision is taken as response,
outcome or dependent variable, Brand Equity is
taken as moderating variable; are used as
explanatory, predictor or independent variables.
For the purpose of this test, we have denoted the
variables as follows:
Consumer purchase decision as CPD, Brand
Equity as BE.

Buying/selling situation
The relation of buying situation with dependent
variable Consumer Purchase Decision gives out a tvalue of 8.735 with significance level of 0.000 which
shows that there is positive relation between the two
variables and the relation is significant. This means
that consumers while making a purchase, make their
purchase while keeping in mind their buying
situation.
•

•

behavior and word of mouth) is significant i.e.
strong because sig is less than 0.05. Therefore, we
can conclude that there is strong and significant
relationship between the two variables.
The Pearson correlation co efficient is .345, the
significance level or p is at .000 and the number
of participants of both variables (consumer
purchase behavior and purchase intention) was
500. The correlation between (consumer
purchase behavior and purchase intention) is
significant i.e. strong because sig is less than 0.05.
Therefore, we can conclude that there is strong
and significant relationship between the two
variables.
The Pearson correlation co efficient is .359, the
significance level or p is at .000 and the number
of participants of both variables (consumer
purchase behavior and past experience) was 500.
The correlation between (consumer purchase
behavior and past experience) is significant i.e.
strong because sig is less than 0.05. Therefore, we
can conclude that there is strong and significant
relationship between the two variables.
The Pearson correlation co efficient is .345, the
significance level or p is at .000 and the number
of participants of both variables (consumer
purchase behavior and situation) was 500. The
correlation between (consumer purchase
behavior and buying situation) is significant i.e.
strong because sig is less than 0.05. Therefore, we
can conclude that there is strong and significant
relationship between the two variables.

6.2. Interpretation
The
relation
between
dependent
and
independent variables gives an R-square value of
.2648, while the r-square value is .2892 by
introducing the mediating variable. This shows that
the value of r square has increased by the
introduction of the mediating variable i.e. brand
equity which shows that the data is correct. The total
effect without the mediating variable is 0.358. After
the introduction of mediating variable the effect has
increased to 0.716 which shows that the mediating
variable plays a strengthening role between the
dependent and independent variables.

The Pearson correlation coefficient is .426, the
significance level or p is at .000 and the number
of participants of both variables (consumer
purchase behavior and brand equity) was 500.
The correlation between (consumer purchase
behavior and brand equity) is significant i.e.
strong because sig is less than 0.05. Therefore, we
can conclude that there is strong and significant
relationship between the two variables.
The Pearson correlation co efficient is .328, the
significance level or p is at .000 and the number
of participants of both variables (consumer
purchase behavior and word of mouth) was 500.
The correlation between (consumer purchase
188
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7. Discussion

they can use that idea in a better way to make
their customers happy.

From the results we can interpret that the most
dominating factor, even of it is by 0.014, it as the past
experiences that people have with any product or
brand. This collaborates with the literature that past
experiences have a great effect on the consumer
buying behavior. The next strongest effects were by
buying class selling situation, and purchase intent.
This is also collaborating with the literature. Before
we started the study, we expected word of mouth to
have the most effect but with the literature and the
results, we saw that the case was not exactly so. It
did, however, have a very significant effect.
The hypotheses that were proven from this
research are:
H1: Brand Equity plays a significant role in the
relationships between the dependent and
independent variables
H2: A significant and positive relationship exists
between word of mouth and the customer decision
making process
H3: A significant and positive relationship exists
between channel of media through which consumer
accesses the user generated content and the
customer decision making process
H4: A significant and positive relationship exists
between purchase intention and the customer
decision making process
H5: A significant and positive relationship exists
between past experiences with a certain brand or
product and the customer decision making process
H6: A significant and positive relationship exists
between a certain buying class/ selling situation and
the customer decision making process.
We can see that all the hypotheses that were
constructed at the beginning of the study have been
proven to be true. Therefore we can say that there is
enough statistical evidence to prove all the
hypotheses as correct and that the study is
significant.

9. Limitations of the study
•

•
•
•

•

10. Future guidelines to researchers
We would like to hope that future researchers
will look at the limitations that occurred in our study
and to cover those in their research. We would
suggest that different demographics and locations be
studied, as people in different areas, ages, genders
and ethnicities have varying views about online
reviews as a source of information for consumer
decision making. Future researchers would also do
well to collect information through interviews to get
a more rounded view of what the people think.
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