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Abstract

This study examines, the impact of brand equity and brand awareness on customer
satisfaction in the context of Pakistani Telecom sector (Telenor).Customer satisfaction
and customer retention are very important for organizational long term success. The
purpose is to “determine the impact of brand equity and brand awareness on customer
satisfaction”. To fulfill the purpose, the research is based on Telenor as Telecom
Company. Brand equity and brand awareness are factors that companies spent huge
amount of budgets.It will be helpful for organizational managers and experts to develop
and implement effective strategies to achieve desired goals and objectives. Thus 250
respondents contributed to fill the questionnaire. Whereas, only 211 was accepted
because they were correctly filled. The sample (n=211) included the residents of
Rawalpindi and Islamabad, Pakistan. The research was based on quantitative, that’s why
SPSS was used for analyzing the data. Findings comprise on the result that, A Strong
association between Brand Equity and Brand Awareness and Customer Satisfaction as
well. Furthermore, Brand Equity and Brand Awareness has positive relation to Customer
Satisfaction. Results reveal that, Brand Equity and Brand Awareness has impact on

Customer Satisfaction.

Keywords; Brand equity, Brand awareness, Customer satisfaction



Table of Contents

ACKNOWICAZMENL.....cuueeriiniriiniiininniesinicisnnicssseecsssnessssnesssseessssnesssssesssssssssssssssssssssssssssnssssns ii
Dedications
.......................................................................................... ii
i
N 11 1 s iv
Chapter 1 INtroduction........ceeceenseenseensensseensenssnesssesssnesssessssssssssssassssssssssssassssassssssssssss 3
L1 INErOAUCIION ..ttt e eas 4
1.2 Background of the StUAY .......ccceeciieiiiiiieieeceeeeee e 5
1.3 Problem StatemMeNt .........cocuerieriieieeieiieee ettt 7
1.4 Significance of StUAY .....c.cooiieiiiiiiiiieieeeee e 7
1.5  Research ODJECLIVES .....oviuiiiiieiieie ettt et 7
1.6 Research qUESTION........iiiiiiiiiiiieiie ettt ettt eneeens 7
L7 SCOPE OF STUAY ..ottt ettt e enreens 7
Chapter 2 Literature FEVIEW .....ccccicvereccsssaneecssssssresssssssssssssssssssssssssssssssssssssssssssssssssssss 8
2.1 LItETALUIC TEVICW ..evviieeiieeiiiieeiiiieeiteeeiteeeieeesteeeeaeeessaaeessseeesssaeesseesnsseesnseeesnseeas 9
2.2 Customer SAtiISTACION ......cccuveeeeieeiiiieeciie ettt e e e e e e earee e 12
2.3 Brand @QUILY ..ocoueeeiiiiieiie et sttt e 13
2.4 Brand AWAICNESS.......cccouieiiuieeiiieeiiieeiteeesteeeeieeeeireeesseeesaseeasseesssseessssessseeesnnes 21
2.5  Critical review Of IIterature ..........cccviieiiiieiiie et 24
2.6 Brand EQUILY ...oc.oooiiiiiiiiee et e 28
2.7  Brand equity & Brand AWareness. .........cceccueeerveeeiieeniiieesieeeeiee e eeneeeenee e 30
2R T D11 1<) v 1111 (I . | oSO SRR 32
B B & § 7 1011 1 113 TSR PSPR 34
2.10 Theoretical frameWOTK ..........cccoiiiiiiiiiiii e 34
Chapter 3 Research Methodology ........cceiieeicnciicssnicssnicssneicsssnicssssscssssssssssesssssees 35
3.1 Population of STUAY.....ccocuieiiieiiieiieie et 36
3.2 SAMPIE SIZE...oieurieiiieiieeie ettt ettt ettt et e ettt eeraeenbeebeeesbeenraas 36
3.3 Sampling teChNIQUE .....cceieiieiiiieiieie et 36
3.4 Statistical tOOIS ..ovuieiiiiiiiee e 36




3.5  Research IStrUMENt ........ooouiiiiiiiiiiiiiet e 37
3.6 Data COIECTION. ...c.ueiiiiiiiiiiiietceeet et 37
3.7 TYPC OF STUAY .cuviiiiieeiieeiie ettt ettt et e et eebeebeeeebeeneeas 37
3.8 Research approach.........ccoocieiiiiiiiiiiiiiieeee e 37
Chapter 4 Data analySiS.....ccccvrerecscssnrccssssnrrecsssnsscssssssssssssssssssssssssasssssssssssssssssssssssssess 38
Chapter 5 Conclusion & DISCUSSION .....uueriieicrnricssssnniessssnrecsssssssasssssssssssssssssssssssssess 43
5.1 CONCIUSION..cutiiiiiieieeite ettt ettt et sbe e 44
5.2 DISCUSSION w.eutiiieiiiiieiiiesttete ettt ettt ettt ettt sttt et et e bt e bt st e s bt e beesnesbeenee 45
5.3 Managerial IMPlICAtIONS ......ceeueieiiiiiiieiieiie ettt 47
5.4 FUtUre dir€CtIONS. ....uviiiiieeeiieeciie ettt e et e e et e e b e e e raeeenreeeeens 47
ReferenCes...ccouiiiiiiiiititiiiiiiiiiicnticiieesteensessesssessesssissssssssssssssssssssssssssssssasssss 1
ATIIICXUT ..o v vtuuueeeiseeesssnecsssnecssanecsssnesssssessssssssssssssssssssssssssssssssssssssssssssssssssasssssasssssasssssassssas 8




