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Our research aims to study the impact of family firm image on brand loyalty and purchase intention. Our study also examines the
mediating role of brand attachment on the relationship between family firm image and brand loyalty. Furthermore, our study analyzes
the moderating role of attachment style (i.e., anxiety) and mediating role of brand attachment on the relationship between family firm
image and purchase intention. Primary data was collected from 180 customers of Nishat Linen in Lahore through a convenience
sampling technique. Our empirical findings support our hypotheses that family firm image has a significant positive impact on brand
loyalty and purchase intention. In addition, results indicate that brand attachment influences customers' attitudes and customers prefer
their family perceived brand over other brands. Moreover, our findings support a moderated mediation model.
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It is becoming very challenging for any business to build a good
brand identity in a competitive business environment. This study
examines a family firm's image, and due to its creative skills,
firms can increase their customers' attachment to the brand, make
them loyal to the brand, and make more purchases. This paper
highlights the significant mediating role of brand attachment on
the relationship between family firm image and brand loyalty and
the relationship between family firm image and purchase
intention. The firms have a unique image in which families
involve, invest, and make different from others. "Family persons
make rare to the family firms, making them different from their
non-family complement” (Berrone, 2012; Craig, 2008;
Kellermanns, Eddleston, & Zellweger, 2010).

The history, value, and image of a business create a better
perception in the mind of consumers; through this, they attain a
competing advantage. (Gallucci et al, 2015; Presas, 2014).
Family firms use different ways to develop a valuable image and
identity for the firm's products to achieve the brand.
Communication with customers about the family firm's image
and personality enhances sales, generating profits for a firm.
Family firms have marked the firm's image in the mind of the end
consumers to increase the growth of overall firms so that the
research about the topic becomes very valuable (Poza, 2013). It
enhances the value of the business and creates a competitive
advantage to make it different from others (Prugl, Astrachan,
Botero, & Binz, 2018).

Family firm image is a new area for research in marketing and is
necessary for the growth of brand loyalty and purchase intentions
(Hauck & Prigl, 2015; Kellermanns, Kraiczy, & Hack, 2014,
Pieper, Baldauf, Binz, & Hair, 2013; Santulli, Calabro, &
Gallucci, 2015; Cheng, Chang, Eggers, Covin, & Kraus, 2016).
The family firm's image has created the reasons for the success or
loss due to its image and capabilities, which makes the perception
in the mind of customers (Chrisman, 2007; Gao & Kim, 2013,
Chen et al.,, 2016; Priugl & Hauck, 2015). Marketers and
researchers investigate family firm image and investigate how
customers change their minds, perceive things, and the ways of

purchasing (Kenning & Beck, 2015; Binz et al., 2013). However,
few studies focus on the image of the business firm (Sageder,
Feldbauer, & Mitter, 2018).

The study highlights the significance of retaining customers
based on the family firm’s image. The reputation of family firms'
impact on users’ behavior remains vague (Sageder et al., 2015).
This study helps understand how the image of family firms
passes to the customer’s (positive) reactions compared to the
brand that has non-family firms. Family firms face problems if
they do not fulfill the customer's desires according to their image,
promise, and authenticity. Customers change their behaviors and
purchases depending upon the product's quality and services. A
good image of the firm and high-quality leads to generating high
profit and growth of overall businesses. This research uses
customer interference theory, proposing that customers have their
opinions about brands they use as an informational feature;
hence, they utilize it to describe the style of businesses.
Customers increase their utilization of products and alter their
behaviors toward brands according to the image, style of the
family firms, and creativity. This research has various
characteristics depending on their internal part, and the other one
is the outside behavior external part. So, this research holds high
scope, molding a vast net that utilizes any brand for growth and
practical phenomenon for practice in any brand and achievements
and growth of any business to succeed. Brand loyalty is valuable
for the success of any business. To enhance brand loyalty, the
role of the family firm image is most important, in which family
business creates and develops the brand identity to achieve the
advantage of differentiation from others.

It is vital to provide the family firm’s image to enhance brand
attachment, leading to brand loyalty and improving purchase
intentions. Customers change their behavior with the image of
brands. It may lead to low loyalty and decrease the purchase
intentions with the low level of a brand's image. Brand image is
an integral component of the firm's reputation and loyalty.
Customers have interacted with the family firm's image,
becoming loyal to the brand. The firm’s image provides products
with quality and many facilities to satisfy customers because
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dissatisfied customers may produce negative word of mouth.
Attachment to the brand enhances the customer's relationship
with the brand, and favorable behaviors of customers have been
suggested by a previous study (Japutra et al., 2014; Brocato et al.,
2015). So, this study has contended that not every customer is
amenable to developing a durable connection with the brand by
using a moderator (attachment anxiety). The underlying reason
for the selection of family-owned firms it is approximately 99%
of registered SMEs in Pakistan and significantly contribute to
employment genderation and economic growth (Poza., 2013). So,
this study has worked on the family firm image with purchase
intention and loyalty by the mediating role of brand attachment.
Therefore, this study aims to find how a family firm image may
improve loyalty and purchase intentions in the clothing industry
of Lahore.
Customers have their own opinions about brands that they use as
customers describe brands based on the informational feature,
they use to describe the nature of businesses. Brands have
different features based on their internal part, and the other one is
the external part outside their feeling. The internal part of a brand
is linked to its shape, and the external link brand is linked to the
organizational level and demographic level, which does not
directly affect the product (Szybillo & Jacoby, 1974). In other
cases, some intrinsic features are not available due to the new
utilization of the product having no previous experience
(Bredahl, 2004; Westjohn, Zdravkovic, & Magnusson, 2011). On
the other side, the intrinsic features link with the external features
due to the demographic change. Advertising is a tool to help the
customers decide about purchasing a product or disposing of
products; all are dependent on the customer's thinking toward
products.
Advertisement includes all the terms about the product's
information like benefits it, uses ways and prices. All new
customers have a great source of information through
advertisement, and they have no internal features to judge the
benefits of the product. After the advertisement, customers
decide to purchase the product and evaluate it with the features
presented in the commercials. This theory has the "if-then™
linkage through which they have internal sense feelings and
external features feeling about the product. Singular interference
of memory is the most critical factor in deciding on the
individuals' product. Overall, interference is the most critical
concept in understanding the customer’s behavior and purchasing
habit and makes it easy for customers to decide to make
purchases (Kardesetal., 2004). Following are the research
objectives of our study:
= To investigate the positive impact of the family firm’s image
on brand loyalty.
= To investigate the positive impact of the family firm’s image
on purchase intention.
= To investigate the mediating role of brand attachment on the
relationship between family firm image and purchasing power
of customers.
= To investigate a mediating role of brand attachment and a
moderating role of attachment style (i.e., anxiety) on the
relationship between the family firm image and brand loyalty.

Customers have positive and negative interference in the family
firm's image. In the case of positive interference, they favor the
brand and support its attitude; however, in negative interference,
they dislike the brand and do not favor it. Customers create
favorable relations with the brand and avoid hearing negative
information about their brand, which they like and believe in its
authenticity and good quality (Cheng et al., 2012). Customers
who have a great attachment to a brand have attachment styles in
which the attachment anxiety is due to product-harm issues
(Whelan & Dawar 2014). The interference is based on the
experience; therefore, the new customers should base on features
they see in advertisements or other views. So, the customer
interference theory deals with the customers' perception and
behavior towards the family firm image. This study helps us
increase a family firm's brand, and a family’s brand needs to retain its
customers. The impact of a family firm’s identity on a customer’s
behavior endures vaguely (Sagederetal, 2015). The family firm
image enhances brand loyalty and purchasing perception through
the role of attachment, but some do not become loyal due to
attachment styles in which attachment anxiety. Customers
increase their purchases and change theirbehaviors toward brands
according to the family firms' image, authenticity, and nature.
Literature Review and Hypothesis Development

Family Firms Image and Brand Loyalty

The family firm image predicts the customer’s loyalty, repurchase
intentions and attachment to brands due to their honesty (Haumann
et al., 2014; Lam et al., 2012). Identifying the product’s brand is
the most essential element for loyalty, which describes its all
driver. Customers' experience with product quality has a loyalty
level with brands (Doran, 2017; Crogan & Kinsley, 2012). There
is a direct relationship betwanthe family firm's image and its
quality and status, leading to brand loyalty. Quality directly
influences customers' loyalty toward brands due to its unique
nature (Chen & Hu, 2013). Customer satisfaction influences
brand attachment, enhancing customer loyalty (Bernardo et al.,
2013). The quality of the banking sector leads to the attachment
of customers and becoming loyal to the brand (Correia, 2014;
Mandhachitara & Poolthong, 2011). The quality and image of the
firm directly affect behavioral and attitudinal loyalty (Li &
Zheng, 2013).

Quality, image, and personality impact customers' loyalty
(Casidy et al.,, 2014). Researchers investigate that brand
connection has vital for customers' brand relationships (Thomson,
2018). Identifying any brand is explained as “a customer’s
received state of individuality with a brand" (Stok burger et al.,
2012). They measure the customer's sense and feeling toward the
brand, attachment level, and loyalty (Reimann et al. 2012). The
primary task of the firms is to provide authenticity to the brand
through which customers feel that this is an honest and quality
brand and become loyal to the firm. Each firm can create loyalty
with customers with high-quality products and services (Batra et
al., 2012; Roux & Magnoni, Stokburger et al., 2012; Sen et al.,
2015). Hence, the following is our proposed hypothesis:

H1: The image of a family firm has a significant response to
brand loyalty.

Family Firm’s Image and Purchase Intentions
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The diversity of customers' Purchasing strengths with the brand's
image all the customers change their purchasing strengths with
the brand's image, which they can smoothly trust (Aaker, Vohs,
& Mogilner, 2010). Family brand image enhances intention to
purchase because customers enhance their purchasing power with
their standard quality and behavior in the product (Herbst et al.,
2012). Marketers use various investments and tools to develop a
high, standard image and identity for the firm's products to
achieve the brand. Communicating with customers about the
family firm's image and personality enhances sales, generating
profits.

Customers increase their purchases and change their behaviors
toward brands according to the family firms' image, authenticity,
and nature. The brand image is associated with brand equity
because it enhances the value of the brands in the mind of
customers. It links with the two dimensions. One is the brand's
experience, and the other is a brand identity that enhances the
knowledge of customers about the brand and changes the
business's nature. Brand image is associated with the differential
of products, quality, and nature of businesses.

The brand attachment, which links within the brand image and
purchase intentions, is the authentic behavior of a business that
leads to stability and rarity of customers with the brand
(Moulardetal., 2016; Garrity, Rice, & Moulard, 2015). Family
firm image links with customers' features about the brand and its
behavior toward purchases and consumption patterns. Customers'
relationship with the brand due to the brand attributes their
thinking pattern and benefits which attached them towards the
family firm image.

Brand image is the input or valuable factor to create firm-
customers relationships. Every customer wants the high quality,
authenticity, and trusted nature of businesses which leads to the
experience and remains consistent with the brands. Family firms
face problems if they do not fulfill the customer's desires
according to their image, promise, and authenticity. Customers
change their behaviors and purchase level low because customers
link to products due to their quality and high services. A good
image of the firm and high-quality leads to generating high profit
and growth of overall businesses. All brands have the goals of
trust, safety, rarity, stability, and status of good quality, which
increases their profits and market shares values. Therefore, we
hypothesize:

H2: The image of a family firm has a significant effect on
intentions to purchase

Brand Attachment mediate between Family Firm Image and
Purchase intentions

Customers want the future well-known everything about the
brand and their work and keep all their information (Glldenberg,
Kraus, O’Dwyer, Vallaster, & Eggers, 2013). “The amount to
which consumers receive that brand managers are fundamentally
persuaded in that they are ardent and concerned about giving
their product” (Folse, Moulard, & Raggio, 2016). They trust the
family firm's image. The manager makes their firm different
through brand authenticity (Fritz, Bruhn, & Schoen Mueller,
2017; Moulardetal., 2016). The “Brand attachment, explained as a
name that is received as unique, valuable, simple, and no slight to

itself and/or consumers” (Guévremont, Malér, Grohmann,
Morhart, & Girardin, 2015; Eggers et al., 2013). The marketer
says that authenticity is a good manner to attach customers to
brands and facilitates branding (Newman & Dhar 2014).
Customers feel secure with the brand's attachment (Japutra,
Ekinci, & Simkin 2014). Once customers are attached to the
brand become loyal and influence others (Johnson, Thomson, &
Jeffrey, 2015). To understand the authenticity of a brand it is
necessary to explain its elements, such as the stability and rarity
of the customers towards brands (Rice, Moulard, & Garrity,
2015; Moulard et al., 2016). Rarity is associated with "the
amount to which customers receive that a brand is amazing or
atypical related to the struggle”. Individuals remain closed to
brands for the uniqueness of a brand which leads to the firm’s
decision-making activities and good behaviors of skilled
management. Family firms focus on their unique identity for the
stability and rarity of customers with brands (Huisman, 2014;
Moulard et al., 2016). Hence, we hypothesize:

H3: Brand attachment mediate the response between the image
of the family firm and purchase intentions

Brand Attachment mediate and Attachment style Moderate
between Family firm image and Brand loyalty

Customers show positive behavior and always bond with brands
even brands show unethical and bad manners with customers is
the brand attachment. The attachment with the brand is the
positive behavior of the customers (Park et al., 2010). Brands
maintain the family firm's history and traditions (Krappe, Goutas,
and Schlippe, 2011; Sagederetal., 2018; Sagederetal., 2015).
Brand attachments mediate, and attachment styles are moderators
between family firm images and brand loyalty. Customers have
some fear about the quality of products and neglect the purchase
of products due to attachment styles. It may create problems to
remain close with brands and become loyal to brands. The
customers with low attachment anxiety remain close to the brand
and make high purchases with stable relationships. The customers
who have high anxiety attachment with the brands face more
problems and stress to make relationships with the brand,
establish loyal and high purchase behaviors. Attachment styles
have two strategies: a hyper-activation strategy between the high
anxiety for attachment and others for high avoidance of
becoming attachment, which is a deactivation strategy.

High trust and emotional engagements are necessary to remain
loyal to the brand (Tanford et al., 2016). These two are the
components to remain loyal and closely attached to brands
(Tanford & Baloglu, 2013). Customers who have strong trust in
brands and benefit from the brand's authenticity have more
attachments toward the brand, change in purchasing patterns and
behaviors. Brand authenticity influences customers' perception,
attachment level, and loyalty toward the brand (Tanford, 2016;
Tanford et al., 2013). Loyalty and intentions to purchase are
highly linked with the authenticity and quality of the trusted
firms. Behaviors of customers and attachment to brand lead to
loyalty intentions. Loyalty consists of the rating systems: the
poor to good give according to their behaviors and intentions
(Tanford et al., 2013). Communication is an important element of
loyalty to the brand in which employees clearly explain their
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messages to the customers and the features of the products (Raab
et al., 2016). Through the brand, authenticity creates brand
attachments, described as "the power of the connection linking the
brand with the identity” (Park et al., 2010).

The family firm’s image has different elements of variety and
emotions for the attachments toward the brand. In most research,
brand attachments are used as mediators that link with the
emotions and experiences of the customers. Brand identification is
more associated with the attachments to the brand and remains
loyal. This identification is the “keeping a personal relationship
with the brand and is thus a form of brand loyalty”. Family firms
explain that communication is the main scale for rewards to
customers. Brand attachment, loyalty, and purchases have
positive relationships that change by the quality of the brands in
the customer's mind (Park et al., 2010). Brand attachment changes
the customer's minds, loyalty, investment amount, and
commitment toward brands. Loyalty changes the customer's
visiting capacity towards the firm for purchasing purposes,
"behaviors of loyalty are defined as per visit hours, visits in share
(SOV) and share-of-folders (SOW)". Attachment influences
customers' attitudes. They prefer their brand rather than others,
even hearing negative about it (Schmalz & Orth, 2012).

Loyalty is based on the purchasing pattern, but in some cases,
customers only visit and repurchase for need fulfillment. They do
not consider them loyal customers (Tanford & Baloglu, 2013).
Attachments influence the loyalty of the customers and their
visiting level, so attachment styles influence brand attachment
and brand loyalty and brand attachment, authenticity mediated
betwixt family firm image, purchase intention, and brand loyalty.
Customers have their own opinions about brands that they use; they
have a beneficial feature for describing the style of businesses.
They have different characteristics depending on their internal
part, and the other one is the outside their expectations external
part. The internal part link with the shape, while the external part
link to the organizational level and demographic level, which
does not directly affect the product (Szybillo & Jacoby, 1974). In
other cases, some intrinsic features are not available due to the
new utilization of the product having no previous experience
(Bredahl, 2004; Westjohn, Zdravkovic, & Magnusson, 2011). On
the other side, the intrinsic features link with the external features
due to the demographic change. Advertising is a tool to help the
customers decide about purchasing a product or disposing of
products; it depends on the customer's thinking toward products.
Customers who have a great attachment to a brand have
attachment styles in which the attachment anxiety is due to
product-harm issues (Whelan & Dawar 2014). The interference is
based on the experience; therefore, the new customers should
base on features they see in advertisements or other views. The
customer interference theory deals with the perception of the
customers and behavior towards the image of the family firm.
The family firm is a concept that involves different fields that
consist of the financial sector, innovation, succession, and
industries (Kim & Gao, 2013; Chen, Liu, Yang, & Chen, 2016;
Calabro, Filser, Kraus, Cheng, & Mensching, 2016). Family firm
image is an exciting concept for research in marketing and
necessary for growth (Hauck & Priugl, 2015; Kellermanns,

Kraiczy, & Hack, 2014, Pieper, Baldauf, Binz, & Hair, 2013;
Santulli, Calabro, & Gallucci, 2015; Cheng, Chang, Eggers,
Covin, & Kraus, 2016). The firms have a unique image in which
families involve, invest, and make different from others (Berrone,
2012; Kellermanns, Zellweger, & Eddleston, 2010).

The unique history, value, and image of the business create abetter
perception in the mind of consumers; through this, they attain a
competing advantage. (Presas, 2014; Gallucci et al.,, 2015).
Family firms use various methods to develop a standard image
and identity for the firm's products to achieve the brand. The
advertisement included all the terms about the information about
the product like benefits it uses ways and prices. All new
customers have a great source of information through
advertisement, and they have no internal features to judge the
benefits of the product. Communicating with customers about the
family firm's image and personality enhances sales, generating
profits. Hence, we hypothesize:

H4: Brand attachment mediate the relationship, and Attachment
style moderates the connection between the Family firm image
and brand loyalty

Hi

Attachment Style
(Anxiety)

Ha

Hs Brand
Loyalty
Family Firm Brand
Image Attachment
Purchase

Intention

H2

Figure 1: Conceptual Model

Research method and measurements

This section entails elements of research like the purpose of study,
setting of research, time scope, analysis of units, and the type of
study. Hayes attained mediation analyses with the bootstrap
approach process for the hypotheses testing. To test the
hypothesis that the family firm image affects brand loyalty with the
mediating role of brand attachment and moderating of brand
anxiety. The mediated moderation analysis was performed using
(Model 14) to test the mediating role of brand attachment on the
relationship between family firm image and purchase intention.
Model 4 of process Hayes was used. The bootstrap of 1000 was
with the test's confidence interval set as 90%.

Data collection and Samples

The questionnaire data was gathered through an online questionnaire
and via email and utilized a survey filled with questions when
interacting with respondents. The question will be quantitative
questions close-ended and in English, using structured survey
questions. The individual level is the unit of analysis. The target
population is customers of the Nishat brand in Lahore, and this
sample is chosen because Nishat is a family firm image and
performs its task effectively. The item response theory is used for the
selection of sample size. Item response theory is widely utilized in
education to adjust items in questionnaires and number questions
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on their position and skills. According to the item response
theory projected (Nunnally, 1978), the investigator had to multiply
10 by the total number of items according to this item response
theory. As per the item response theory, the sample size of this
research is 180 (10*18). The study setting was the survey to
measure the latent variables to collect the one-time and
quantitative data. This executed research was a cross-sectional
study, and data for this implementation were collected at one
point in time, using the administered technique of a research
questionnaire. One of the significant purposes of a cross-sectional
study is to find out the results collected at one time period from
the targeted population. Another advantage is that the data has
been gathered at one time.

Results and findings

Description, measurement and reliability of variables

We measured the family firm image adopted from existing
literature (Beck & Kenning, 2015) on four items utilizing a
seven-point Likert scale (lis strongly disagree, 7 strongly
agrees), have Cronbach Alpha 0.67, which shows internal
consistency. Brand attachment is measured by adopting the (Park
et al.,2010) five items using seven points Likert scale (1 strongly
disagrees, 7 strongly agree) has the Cronbach's coefficient of
0.75. Brand loyalty is calculated by a seven-point Likert scale
adopted items of (Yim et al.,2008) three items with internal
consistency by alpha's 0.64. the following variable is Purchase
intentions, measured by seven points Likert scale adopted three
items from existing literature (Shukla., 2010). The moderating
variable measured using a seven-point liker scale, three items
adapted from existing literature (Mende and Bolton, 2011), has
an alpha value of 0.81. The overall reliability has 0.78, which
presents perfect reliability that the data is trustworthy and
presents that the internal consistency is high in all variables. The
reliability analysis of variables is computed in the check of
internal compatibility. Reliability refers to “the degree to which
quantifies are free from errors and therefore represent consistent
results”. So, to find the internal compatibility or reliability of
scale items, “Cronbach Alpha” is used to calculate internal
compatibility. All the variables are reliable because of
incompatibility. The alpha is examined as satisfactory and
acceptable at 0.6 and above it (Larcker & Fornell., 1981).
Correlation analysis

The coefficient of correlation represents the relationship between
the variables. The correlation matrix shows that family firm
image has a positive relationship with brand loyalty (p<0.01, r is
0.610), which suggests that family firm image growth will
increase customers' brand loyalty. The family firm's image is
vital to increase brand loyalty. The brand attachment has a
significant positive relationship with a family firm image (r=
0.56, p<0.01) to maintain loyalty. The family firm image
positively relates to purchasing power (r =0.50, p<0.01). The
moderator of this study has a significant relation of (r= .07,
p<.01), which shows the moderate relation between brand

attachment and loyalty.
Table 1: Descriptive, Reliabilities and Correlations of model

BL 5.88 487 .642 .610 .486 1
Pl 5.93 AT3 741 499 459 .647 1
Anxiety 5.80 .483 .819 420 .077 422 .028 1

**_Correlation is significant at the level of 0.01 (2-tailed).
Source: Data has been extracted from SPSS 21
Table 2: Results of Hypotheses Testing

Model 4
Outcome: B. Attach
Model Summary R R-sq F P
0.5615 0.3153 81.9619 0.0000
Model
Coeff t P LLCI ULCI
Constant 3.5505 13.5514 0.0000 3.1177 3.9837
Avg FFI 0.3996 9.0533 0.0000 0.3266 4726
Qutcome: Pl
Model Summary R R-sq F P
0.5441 0.2960 37.2173 0.0000
Model
Coeff t P LLCI ULCI
Constant 1.0829 1.7810 0.0766 .0775 2.0883
FFI 0.4019 4.6272 0.0000 0.2583 0.5455
B. Attach 0.4182 3.4273 0.0008 0.2165
0.6200
Direct Effect of X on Y
Effect SE t P LLCI ULCI
0.4019 0.0869 4.6272 0.0000 0.2583 0.5455
Indirect Effect of X on Y
B.Attach Effect Boot SE LLCI ULCI
0.1671 0.0544 0.0764 0.2604
Source: Data has been extracted from SPSS.
Table 3: Results of Hypotheses Testing
Model 14
Outcome: B.Attach
Model Summary R R- sq F P
0.5615 0.3153 81.9619 0.0000
Model
Coeff t P LLCI ULCI
Constant 3.5505 13.5514 0.0000 3.1177 3.9837
FFI 0.3996 9.0533 0.0000 0.3266 4726
Outcome: Loyalty
Model Summary R R-sq F P
.6807 0.4634 37.7815 0.0000
Model
Coeff t P LLCI ULCI
Constant 11.9902 1.7809 0.0767 .8571 23.1232
FFI 0.4147 4.7007 0.0000 0.2688 0.5606
B.Attach -1.7060 -1.4925 1374 -3.5962 .1842
Anxiety -1.8961 -1.6618 0.0983 -3.7828 -.0094
Int-1 .3649 1.8881 0.0607 .0453 .6844
Direct Effect of X on Y
Effect SE t P LLCI ULCI
0.4147 0.0882 4.7007 0.0000 0.2688 0.5606
The conditional indirect effect of X on Y of the moderator
Anxiety Boot-Se BootLLClI BootULCI
effect
B.Attach 5.3333 .0570 .0051 .1907
B.Attach 5.6667 .0472 .0693 .2222
B.Attach 6.3333 .0608 .1500 .3423
Indirect moderation mediation
Anxiety Effect Boot SE LLCI ULCI
0.1458 0.0756 0.0277 0.2807

M SD R FFI BA Pl BL Anxiety
FFI 5.92 415 674 1
BA 5.91 .295 752 .562 1

Source: Data has been extracted from SPSS.

Analysis and discussion

The demographic characteristics involved in this research were:
(1) gender, (2) education, (3) age, (4) marital status, (5) income
included for analysis. Total respondents were 180, of which
males are 44 (24.4%), and females are 136 (75.6%) involved.
Empirical findings show that 38.9% of the respondents lies
between the age of 35 to 39 years, the age of 40 to 44 years is
26.7%. The age between 45-49 years is 18.9%, and above 50
years involved the remaining 15.6%. In total, 11 customers
indicate their level of education as an intermediate which is 6.1%
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of total respondents. The 59 customers have a bachelor's degree,
which is 32.8%. In total, 91 customers indicated a master's degree
as their education level, which 50.6% of total respondents. The
remaining 19 customers indicate another in terms of education
level, which is 10.6% of customers. Moreover, 65 (36.1%)
respondents are single, and the remaining 115 (63.9%) are
married in this study. The monthly income statistics found that
respondents were earning under Rs. 25,000 is 58 (32.2%), between
the range of Rs. 25,000 — Rs. 35,000 are 44 (24.4%), the customers
who earn Rs. 35,000 — Rs. 45,000 incomes are 59 (32.8%), and
the range above the Rs. 50,000 are remaining 19 (10.6%). The
results show that all variables are correlated, family firm image is
positively related to brand loyalty (r= .610, p=<.01). Brand
attachment mediates between family firm image and loyalty
(r=.56, p=<.01). Family firm image and purchase intentions are
positively related (r=.50, p<.01). The moderator presents the
relation between family firm image and loyalty (r=.07, p<.01).
Empirical findings show that all the hypotheses are
significantly supported, family firm image enhances brand
loyalty and purchase intentions. Moreover, our results found
significant mediation analysis and moderated mediation model.
The family firm image positively influences purchase intentions
with a mediating role of brand attachment (model 4). Family firm
image positively influence to purchase intentions ($=0.4019,
t=4.6272, p=0.0000, LLCI= 0.2583, ULCI= 0.5455) supporting
Hypothesis 2. The result of the mediation model indicates that the
clear indirect effect through Brand attachment was significant
since both class intervals are of the same sign (effect= 0.1671,
Boot SE=0.0544, Boot LLCIl= 0.0764, Boot ULCI=0.2604),
supporting hypothesis 3. Brand attachment has a positive
relationship with purchase intention (B= 0.4182, t=3.4273, p=
.0008, LLCI=0.2165, ULCI=0.6200). The brand attachment has a
significant positive effect on purchase intention as a mediator as
both class intervals are of the same sign and the value of p is less
than 0.10. This model shows that the family firm’s image has a
positive direct and indirect effect on purchase intention. The R-
value of the model is (0.5615), which shows this model is a good
fit. The family firm image is positively related to brand
attachment (f=0.3669, t=9.0533, p=0.0000, LLCI=0.3266,
ULCI=0.4726). Both LLCI & ULCI values have the same signs,
so the relationship between variables is significant. Here
mediator and moderator are both found to have an insignificant
impact on y individually, but both together have a significant
impact on y. This analysis shows that the Family firm's image has
shown an important effect on Brand loyalty (effect= 0.4147, t=
4.7007, p=0.0000, LLCI=0.2688, ULCI= 0.5606), supporting
Hypothesis 1. The family firm image has a significant effect on
brand attachment (coefficient .3996, se.0441, t 9.0533, p.0000,
LLCI .3266, ULCI .4726), but brand attachment has no
significant effect on brand loyalty (coefficient -1.7060, SE
1.1431, t-1.4925, LLCI -3.5962, ULCI.1842). When moderators
exist between brand attachment and loyalty, they have significant
results on brand loyalty. Results found both direct effect (x on y)
and indirect effect of x on y via mediator and moderator have
been found to be significant. The findings indicate that indirect
reaction through brand attachment as mediator and anxiety as

moderator was significant since both class intervals are of the
same sign (effect= 0.1458, Boot SE=0.0756, Boot LLCI= 0.0277,
Boot ULCI=0.2807), supporting hypothesis 4.

Conclusion, Limitations, and Future Directions

Our study examines the impact of family firm image on brand
loyalty and purchase intention. In this study mediation model has
been utilized to test the brand attachment mediates the
relationship between the image of the family firm and purchase
intention. The mediated moderation model has been used to test
brand attachment as a mediator and attachment style (anxiety) as
a moderator on the relationship between family firm image and
brand loyalty. Moderated mediation results show that the firm
family image has a significant relationship with brand loyalty and
brand attachment mediates the relationship between family firm
image and brand loyalty. The moderator plays a vital result in
brand attachment and loyalty to the brand. Hence, we concluded
that the image of a family firm enhances brand loyalty more than
the non-family firm image, and attachment influences customers'
attitudes. They prefer their brand rather than others, even hearing
negative about it. It shows it supported the results of model
mediated moderation. (Schmalz & Orth, 2012).

The mediation model (i.e., model 4) shows that brand attachment
mediates family firm image and purchase intentions. Customers
are attached to the brand due to the family firm image and
increase their purchasing habits. The family firm image has
unique and different natures in contrast with non-family firms,
which achieve benefits due to the authenticity and truthful nature
of the business, which increases customers’ purchase intentions.
The results of the mediation model supported that brand
attachment positively mediates among family firm image and
purchase intentions.

The current study focuses mainly on the relationship between the
family firm’s image, brand loyalty, and purchase intentions by
analyzing the association among more firms related constructs
that could be proved fruitful for further research. The second
drawback of the research can be the small sample size. Although
the sample size of 180 customers would be enough, a larger
sample size would have covered the notion of more customers in
more cities rather than only one city. The current study focuses
only on one mediator and one moderator. It could be working on
more variables. Due to finite resources and time limits, this study
was controlled cross-sectional. In this research, the data was
gathered at one point in time. From the current data, it limits the
ability to draw occasional inferences.

In the future longitudinal studies should be employed to better
classify the study's variables. Future research should try to
discover mediators other than brand attachment that examine the
effect of the family firm image, loyalty, and purchase intentions.
In the future, attachment avoidance can be a moderator between
brand attachment and loyalty, or brand attachment can be used as
a moderator to examine the implementation of the family firm
image and loyalty to the brand.

In the future, brand authenticity can mediate family firm image
and brand trust or brand loyalty. More original studies could have
been performed by inserting more variables into the framework.
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This study will mirror other sectors or industries to generalize the
study's conclusion in all sectors.
This study describes the predictors of loyalty to the brand and
intentions to purchase. The research results explain that the
family firm image predicts loyalty and intentions to purchase.
The mediating effect of brand attachment and the moderator of
attachment anxiety predicts the influence of brand attachment on
brand loyalty. The research findings showed that brand
attachment affects loyalty and intentions to purchase. The study's
conclusion has a significant meaning for firms that want to
enhance and improve customers' loyalty and purchasing
intentions. The actual implications arise from the study in
authority to boost brand loyalty and purchase intentions. The
study's findings showed that there should be a relationship
between family firms and customers to enhance loyalty to the
brand and purchase intentions. The research implies that family
firms should pay attention to the performance of innovative and
qualitative products provided to customers. It gives them free
samples to promote their new products and be aware that
customers should not face problems because when they face
difficulty using the product, they feel exhausted and could not
become loyal to the brand.
Practical Implications
This study describes the predictors of loyalty to the brand and
purchase intentions. The study results explain that the family firm
image predicts loyalty to the brand and intentions to purchase,
and the mediating effect of brand attachment and the moderator
of attachment anxiety predicts the impact of customer's
attachment on the loyalty of the brand. The research results
showed that brand attachment affects loyalty to the brand and
intentions to purchase. The study's conclusion has a significant
meaning for the firms that want to enhance and improve the
brand's loyalty and intentions to purchase customers.
The specific implications drive by the research. The study's
findings showed that there should be a relationship between
family firms and customers to enhance loyalty to the brand and
purchase intentions. The research implies that family firms
should pay attention to the performance of innovative and
qualitative products provided to customers. It gives them free
samples to promote their new products and be aware that
customers should not face problems because when they face
difficulty using the product, they feel exhausted and could not
become loyal to the brand.

References

Aaker, J., Vohs, K. D., & Mogilner, C. (2010). Non-Profits are
seen as Warm and for-Profits as Competent: Firm Stereotypes
Matter. Journal of Consumer Research, 37(2), 224-237.

Andrews, M., Luo, X., Fang, Z., & Aspara, J. (2014). Cause
Marketing Effectiveness and the Moderating Role of Price
Discounts. Journal of Marketing, 78(6), 120-142.

Beck, S., & Kenning, P. (2015). The influence of retailers' family
firm image on new product acceptance. International Journal
of Retail & Distribution Management, 43(12), 1126-1143.

Beck, S. (2016). Brand management research in family firms.
Journal of Family Business Strategy, 6(3), 225-250.
https://doi.org/10.1108/JFBM-02-2016-

0002.

Bernardo, M., Llach, J., Marimon, F., & Almeida, M. (2013).
The balance of the impact of quality and recovery on
satisfaction: The case of e-travel. Total Quality Management
and Business Excellence, 24(12), 1390- 1404,

Berrone, P., Cruz, C., & Mejia, L.R. (2012). Socioemotional
wealth in family firms: Theoretical dimensions, assessment
approaches, and agenda for future research. Family Business
Review, 25(3), 258-279. https://doi.org/10.1177/
0894486511435355.

Bian, X., & Moutinho, L. (2011). “The role of brand image,
product involvement, and knowledge in explaining consumer
purchase behavior of counterfeits: direct and indirect effects”,
European Journal of Marketing, 45(1/2), 191.

Binz, C., Botero, I., Astrachan, J., & Priigl, R. (2018). Branding
the family firm: A review, integrative framework proposal, and
research agenda. Journal of Family Business Strategy.

Binz, C., Hair, J. J. F., Pieper, T. M., & Baldauf, A. (2013).
Exploring the effect of distinct family firm reputation on
consumers' preferences. Journal of Family Business Strategy,
4(1), 3-11.

Binz Astrachan, C., & Astrachan, J. H. (2015). Family business
branding: Leveraging stakeholder trust. London: Institute of
Family Business.

Binz Astrachan, C., Botero, I.C., Astrachan, J.H., & Prigl, R.
(2018). Branding the family firm: A review, integrative
framework proposal, and research agenda. Journal of Family
Business Strategy, 9(1), 3-15.

Blodgett, M. S., Dumas, C., & Zanzi, A. (2011). Emerging trends
in global ethics: A comparative study of U.S. and international
family business values. Journal of Business Ethics, 99, 29-38.

Boling, J. R., Pieper, T. M., & Covin, J. G. (2015). CEO tenure
and entrepreneurial orientation within the family and non-
family firms. Entrepreneurship Theory and Practice, 40(4),
891-913.

Botero, 1.C., Thomas, J., Graves, C., & Fediuk, T.A. (2013).
Understanding multiple family firm identities: An exploration
of the communicate did entity in official websites. Journal of
Family Business Strategy, 4(1), 12— 21.
https://doi.org/10.1016/.

Brocato, E.D., Baker, J., & Voorhees, C.M. (2015), “Creating
consumer attachment to retail service firms through a sense of
place”, Journal of the Academy of Marketing Science, 43(2),
200-220.

Chaplin, L. N., Hill, R. P., & John, D. R. (2014). Poverty and
materialism: A look at impoverished versus affluent children.
Journal of Public Policy &arketing, 33(1), 78-92.

Chen, P. T., & Hu, H. H. S. (2013). The mediating role of relational
benefit between service quality and customer loyalty in the
airline industry. Total Quality Management and Business
Excellence, 24(9), 1084-1095.

Chen, Y.M., Liu, H.H., Yang, Y.K., & Chen, W.H. (2016). CEO
succession in family firms: Stewardship perspective in the pre-
succession context. Journal of Business Research, 69(11),
5111-5116.

Cheng, S. Y., White, T. B., & Chaplin, L. N. (2012). The

195


https://doi.org/10.1108/JFBM-02-2016-0002
https://doi.org/10.1108/JFBM-02-2016-0002

Effects of SelfBrand Connections on Responses to Brand
Failure: A New Look at the Consumer— Brand Relationship.
Journal of Consumer Psychology, 22(2), 280-288.

Correia, S. M. (2014). The effect of perceived benefits, trust,
quality, brand awareness/associations, and brand loyalty on
internet banking brand equity. International Journal of
Electronic Commerce Studies, 4(2), 139-158.

Covin, J. G,, Eggers, F., Kraus, S., Cheng, C. F., & Chang, M. L.
(2016). Marketing-related resources and radical innovativeness
in family and non-family firms: A configurational approach.
Journal of Business Research, 69(12), 5620— 5627.

Eggers, F., O’ Dwyer, M., Kraus, S., Vallaster, C., &
Guldenberg, S. (2013). The Impact of Brand Authenticity on
Brand Trust and SME Growth: A CEO Perspective. Journal of
World Business, 48(3), 340-348.

Fornell, C., & Larcker, D. F. (1981). Evaluating structural
equation models with unobservable variables and measurement
error. Journal of Marketing Research, 18, 39-50.

Fritz, K., Schoenmueller, V., & Bruhn, M. (2017). Authenticity
in Branding— Exploring Antecedents and Consequences of
Brand Authenticity. European Journal of Marketing, 51(2),
324-348.

Gallucci, C., Santulli, R., & Calabro, A. (2015). Does Family
Involvement Foster or Hinder Firm Performance? The Missing
Role of Family-Based Branding Strategies. Journal of Family
Business Strategy, 6(3), 155-165.

Habel, J., Schons, L. M., Alavi, S., & Wieseke, J. (2016). Warm
Glow or Extra Charge? The Ambivalent Effect of Corporate
Social Responsibility Activities on customers’ Perceived Price
Fairness. Journal of Marketing, 80(1), 84-105.

Hauck, J., & Prigl, R. (2015). Innovation activities during intra-
family leadership succession in family firms: An empirical
study from a socioemotional wealth perspective. Journal of
Family Business Strategy, 6(2), 104-118.

Hegner, S.M., Hegner, S.M., Fetscherin, M., Fetscherin, M., van
Delzen, M. and van Delzen, M. (2017). Determinants and
outcomes of Brand hate. Journal of Product & Brand
Management, 26(1), 13-25.

Herbst, K. C., Hannah, S. T., & Allan, D. (2013). Advertisement
Disclaimer Speed and Corporate Social Responsibility: “Costs”
to Consumer Comprehension and Effects on Brand Trust and
Purchase Intention. Journal of business ethics, 117(2), 297-
311.

Herbst, K.C., Finkel, E.J., Allan, D., & Fitzsimons, G.M. (2012).
On the dangers of pulling a fast one: Advertisement disclaimer
speed, brand trust, and purchase intention. Journal of
Consumer Research, 38(5), 909-919.

Horvéth, C., & Birgelen, M. V. (2015). The role of brands in the
behavior and purchase decisions of compulsive versus non-
compulsive buyers. European Journal of Marketing, 49(1/2),
2-21.

Japutra, A., Ekinci, Y., Simkin, L. and Nguyen, B. (2014), “The
dark side of Brand attachment: a conceptual framework of
Brand attachment’s detrimental outcomes”, The Marketing
Review, 14(3), 245-264.

Johnson, A. R., Thomson, M., & Jeffrey, J. (2015). What does

Brand Authenticity Mean? Causes and Consequences of
Consumer Scrutiny toward a Brand Narrative. Journal of
Brand Management, 1-27

Kessous, A., Roux, E., & Chandon, J. L. (2015). Consumer—
brand relationships: A contrast between nostalgic and non-
nostalgic brands. Psychology and Marketing, 32(2), 187-202.

Kim, Y., & Gao, F. (2013). Does family involvement increase
business performance? Family-longevity goals' moderating
role in Chinese family firms. Journal of Business Research,
66(2), 265-274.

Kraiczy, N.D., Hack, A., & Kellermanns, F.W. (2014). New
product portfolio performance in family firms. Journal of
Business Research, 67(6), 1065— 1073.

Krappe, A., Goudas, L., & von Schlippe, A. (2011). The “Family
Business Brand”: An Enquiry into the Construction of the
Image of Family Businesses. Journal of Family Business
Strategy, 1(1), 37-46.

Kraus, S., Mensching, H., Calabro, A., Cheng, C. F., & Filser, M.
(2016). Family firm internationalization: A configurational
approach. Journal of Business Research, 69(11), 5473-5478.

Li, Q., & Zheng, Q. (2013). Chinese customers’ loyalty to
international consulting firms. The Service Industries Journal,
33(15-16), 1495-1513.

Mandhachitara, R., & Poolthong, Y. (2011). A model of
customer loyalty and corporate social responsibility. Journal of
Services Marketing, 25(2), 122— 133.

Magnusson, P., Westjohn, S. A., & Zdravkovic, S. (2011).
“What? I thought Samsung was Japanese”: Accurate or not,
perceived country of origin matters. International Marketing
Review, 28(5), 454-472.

Mende, M., & Bolton, R. N. (2011). Why Attachment Security
Matters: How Customers' Attachment Styles Influence their
Relationships with service Firms and Service Employees.
Journal of Service Research, 14(3), 285-301.

Micelotta, E. R., & Raynard, M. (2011). Concealing or revealing
the family? Corporate brand identity strategies in family firms.
Family Business Review, 24(3), 197-216

Mikulincer, M., Shaver, P. R., & Pereg, D. (2003). Attachment
Theory and Affect Regulation: The Dynamics, Development,
and Cognitive Consequences of Attachment-Related Strategies.
Motivation and Emotion, 27(2), 77-102.

Morhart, F., Maldr, L., Guevremont, A., Girardin, F., &
Grohmann, B. (2015). Brand Authenticity: An Integrative
Framework and Measurement Scale. Journal of Consumer
Psychology, 25(2), 200-218.

Moulard, J. G., Garrity, C. P., & Rice, D. H. (2015). What makes
a human brand authentic? Identifying the antecedents of
celebrity authenticity. Psychology & Marketing, 32(2), 173—
186.

Moulard, J. G., Raggio, R. D., & Folse, J. A. G. (2016). Brand
Authenticity: Testing the Antecedents and Outcomes of Brand
Management's Passion for its Products. Psychology &
Marketing, 33(6), 421-436.

Newman, G. E., & Dhar, R. (2014). Authenticity is Contagious:
Brand Essence and the Original Source of Production. Journal
of Marketing Research, 51(3), 371-386.

196



Ong, C. H., Lee, H. W., & Ramayah, T. (2018). Impact of brand
experience on loyalty. Journal of Hospitality Marketing &
Management, 1 —20.

Orth, Ulrich, R., Yonca Limon & Gregory Rose. (2010). Store-
evoked affect, personalities, and consumer emotional
attachments to brands. Journal of Business Research 63 (11),
12-28.

Park, C. W., Maclnnis, D. J., Priester, J., Eisingerich, A. B., &
lacobucci, D. (2010). Brand Attachment and Brand Attitude
Strength: Conceptual and Empirical Differentiation of Two
Critical Brand Equity Drivers. Journal of Marketing, 74(6), 1-
17.

Pieters, R. (2013). Bidirectional dynamics of materialism and
loneliness: Not just a vicious cycle. Journal of Consumer
Research, 40(4), 615-631.

Poza, E. (2013). Family business: Cengage learning.

Raab, C., Berezan, O., Krishen, A.S., Tanford, S., 2016. What's in
a word? building program loyalty through social media
communication. Cornell hospitality quarterly, 57(2),138-149.

Reeves, R. A., Baker, G. A., & Truluck, C. S. (2012). Celebrity
worship, materialism, compulsive buying, and the empty self.
Psychology and Marketing, 29(9), 674-679.

Sageder, M., Duller, C., & Mitter, C. (2015). The reputation of
Family Firms from a Customer Perspective. International
Journal of Business Research, 15(2), 13-24.

Sageder, M., Mitter, C., & Feldbauer-Durstmiller, B. (2018).
Image and reputation of family firms: A systematic literature
review of the state of research. Review of Managerial Science,
1-43.

Sageder, M., Mitter, C., & Feldbauer-Durstmiiller, B. (2018).
Image and Reputation of Family Firms: A Systematic
Literature Review of the State of Research. Review of
Managerial Science, 12(1), 335-377.

Schmalz, S., & Orth, U.R. (2012). Brand attachment and
consumer emotional response to unethical firm behavior.
Psychology & Marketing,29(11), 869-884.

Shukla, P. (2010), “Impact of interpersonal influences, brand
origin and brand image on luxury purchase intentions:
measuring inter-functional interactions and a cross-national
comparison”, Journal of World Business, 46(2), 242- 52.

Tanford, S., 2016. Antecedents and outcomes of hospitality
loyalty: a meta-analysis. Cornell hospitality quarterly, 57 (2),
122-137.

Tanford, S., Baloglu, S., 2013. Applying the loyalty matrix to
evaluate casino loyalty programs. Cornell hospitality quarterly,
54(4), 333-340.

Tasman-Jones, J. (2015). Brand Camp: How to market a family
business. Retrieved January 2016, from
http://www.campdenfb.com/article/brand-camp-how-  market.
journal of the family business.

Whelan, J. & Dawar, N. (2014), “Attributions of blame following
a product-harm crisis depend on consumers’ attachment
styles”, Journal of Marketing.

Whelan, J., & Dawar, N. (2016). Attributions of Blame
Following a Product-Harm Crisis Depend on Consumers’
Attachment Styles. Journal of Marketing, 27(2), 285-294.

Wu, S. ., & Li, P. C. (2011). The relationships between CRM,
RQ, and CLV based on different hotel preferences.
International Journal of Hospitality Management, 30(2), 262—
271.

Zellweger, T. M., Kellermanns, F. W., Eddleston, K. A., &
Memili, E. (2012). Building a Family Firm Image: How
Family Firms Capitalize on their Family Ties. Journal of
Family Business Strategy, 3(4), 239-250.

Zellweger, T., Kellermanns, F. W., & Eddleston, K. (2010).
Building a Family Firm Image: How Family Firms Can
Capitalize on their Family Ties. Journal of Family Business
Strategy.

Zikmund, W., Babin, B., Carr, J., & Griffin, M. (2012). Business
research methods: Cengage Learning. H4 B. Journal of Small
Business Management, 44(2), 268-284.

197


http://www.campdenfb.com/article/brand-camp-how-market
http://www.campdenfb.com/article/brand-camp-how-market
http://www.campdenfb.com/article/brand-camp-how-market

