
 

Abstract— The objective of this research was to investigate the 

effects of brand familiarity, brand trust, and marketing strategies 

comprising taste of food, perceived price, accessibility, and 

attractiveness of sales promotion on brand image and brand 

attachment.  The data was collected from the Japanese buffet 

restaurants, a very popular place for Thai consumers to visit.  We 

developed our conceptual framework and tested it using the 

LISREL program.  Convergent validity and discriminant validity 

were achieved.  Then, we tested the relationships among all the 

constructs.  It was found that brand trust, accessibility, and taste 

of food had significant and positive effects on brand image.  In 

case of brand attachment, taste of food, accessibility, 

attractiveness of sales promotion, and brand trust had significant 

and positive effects on brand attachment.  Goodness of fit indices 

were found to be very satisfactory. 

 
Keywords—Brand Attachment, Brand Familiarity, Brand 

Image,  Brand Trust. 

I. INTRODUCTION 

    Branding has become one of the most important strategies in 

the business world.  Building a brand is considered to be a vital 

task for those who own a brand. The building of a brand that is 

recognizable may be carried out through the implementation of 

marketing communication. However, marketing 

communication itself may not be sufficient to create a strong 

brand. A brand itself is basically the result of a brand effort 

involving multiple strategies; it may be a name, a symbol, or a 

combination of both.  However, brands are deemed to be one of 

the most important assets of the business who owns it.   When a 

brand is created, all marketing tools must be utilized to make 

consumers aware of it, recognize it, familiar with it, trust it, 

perceive it to have a good image, and attach to it.  If consumers 

perceive a brand to have a good image and attach to that brand, 

it will lead to intention to consume the brand more frequently 

[1].  Creating brand image and brand attachment is deemed to 

be a very significant strategy for those who own a brand.  

Hence, this research was aimed at investigating the effects of 

brand familiarity, brand trust and marketing strategies on brand 

image and brand attachment.  The focus will be on the Japanese 

buffet restaurants since Thai people love Japanese food so 

much and there are so many Japanese buffet restaurants in 

Thailand. The study is well suited to focus on these restaurants. 
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II. LITERATURE REVIEW 

A. Branding and Brand 

     Branding is simply an action of creating a brand. The 

process involves creating a special and unique name for a 

product in the consumers' mind through marketing 

communication and other elements of marketing strategies. It 

also involves positioning our product in the market. Branding 

focuses on building a significant brand that will differentiate 

itself from others and, at the same time, attract consumers.  

Branding can develop a brand to such a point that it plays a key 

role in consumer mind and gains competitive advantage [2].  A 

brand is the result of a branding effort to create it.  The 

American Marketing Association defines “brand” as: “a name, 

term, design, symbol, or any other feature that identifies one 

seller's good or service as distinct from those of other sellers. 

The legal term for brand is trademark. A brand may identify 

one item, a family of items, or all items of the seller.  If used for 

the firm as a whole, the preferred term is trade name” [3]. Good 

brands communicate with consumers through brand stories that 

will play a key role in helping consumers understand the 

personality of a brand.  A good brand must contain value and 

distinct characteristics that differ from other brands. 

B. Brand Image and Brand Attachment 

    Image is the overall impression in the minds of consumers 

about something [4].  In analogy, brand image can be referred 

to as beliefs, attitudes, and impressions perceived by 

consumers.  Brand image can be defined as the character of the 

brand as perceived in the mind of consumers [5].  Brand image 

is considered to contain a set of beliefs, ideas, and impression 

that a person holds regarding a particular brand [6].  Brand 

image normally develops over a period of time and can be 

perceived differently by different consumers.  Studies in the 

past have investigated the relationships among brand image, 

customer satisfaction, brand awareness, perceived quality, etc. 

[7], [8].  In this study, brand image is referred to as an overall 

impression of a particular brand in the mind of consumers. 

      Brand attachment can be described as the emotional 

closeness between consumers and the brand itself.  It can be 

defined as “the strength of the bond connecting the brand with 

the self” [9].  The definition of brand attachment has been 

extended to refer to an emotional relationship between 

consumers and the brand characterized by the feelings of 

connection, affection, and passion about the brand to the self 

[10].  Brand attachment was proposed to be based on the 

attachment theory [11].  The theory first described the 

relationship between infants and parents.  Later, the concept has 

been applied to understand the emotional bond or attachment 
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between consumers and any object including the brand.   

Attachment is basically a psychological state of mind in which 

strong cognitive and affective aspects can link a brand with a 

consumer.  In this sense, a brand is perceived to be an extension 

of one’s own self.  Past research has studied the concept of 

brand attachment and has indicated that brand attachment may 

be associated with perception of fairness, pricing at a higher 

level, brand prominence, brand equity, etc. [12], [13], [14]. In 

this research, brand attachment is defined as an emotional link 

between consumers and the brand with regard to affection and 

passion. 

C. Brand Familiarity  

Brand familiarity is a construct used in the brand concept 

[15].  It is believed that if consumers are familiar with a brand, 

they will generally have knowledge about that particular brand 

[16].  It is contended that if consumers recognize a brand they 

are familiar with, they will generally prefer that brand [17].  

Marketing scholars have shown that familiar brands are more 

noticeable, more easily recalled, and slightly favored by 

consumers than those that consumers are not familiar with [18]. 

Brand familiarity has also been defined as previous experience 

with the brand.  Brand familiarity has been studied in the past 

and was found to have an influence on brand memory, 

consumer value, and attitude toward the brand [19], [20].  In 

this research, brand familiarity is defined as the awareness 

consumers have of a particular brand; therefore, that particular 

brand will be easily recognizable by consumers. 

D. Brand Trust  

    Brand trust is defined as “the willingness of the average 

consumer to rely on the ability of the brand to perform its stated 

function” [21]. Brand trust is considered to be the expectation 

of consumers to believe in the brand’s performance with some 

risk [22]. It is believed that brand trust is a concept. This 

concept will make consumers believe in the brand that it will be 

able to perform to the expectation it claims to be able to.   Brand 

trust can also be described as a form of consumer confidence in 

the brand.  Brand trust may come from past experience and 

previous encounter with the brand.  It is basically a consumer 

feeling that the brand will perform to meet their consumption 

expectations [23].  Various studies have examined brand trust 

and its association with brand affect, brand quality, consumer 

satisfaction, etc. [22].  In this research, brand trust is referred to 

as consumer belief that the brand will perform what it claims to 

perform and this belief may arise from consumers’ past 

experience with the brand. 

E. Marketing Strategies 

   Taste - In general, marketing strategies as we know of consist 

of product, price, place, and promotion and often these four 

components are referred to as marketing mix.  However, 

marketing mix has to adapt itself to correspond to each 

individual business which may be different from each other.  

The word product refers to something that has been offered for 

sale in the belief that it will satisfy the need of consumers.  

Products may include both tangible goods and intangible goods 

or services [6]. In this study, the focus is on the restaurant 

business; hence, the product will be considered to be the taste of 

food. The reputation of good taste through marketing 

communication and advertising will draw consumers to come 

and try.  Consumers’ own personal values will determine how 

good or bad the taste or aroma is.  In order to retain customers, a 

good restaurant business must provide good product taste 

consistently.  Otherwise, customers will come and visit only 

once and will not be coming back.  Thus, it is believed that in 

the restaurant business, taste of food must be good and 

consistent.  This is essential to the success of the business.  It 

will also lead to the creation of positive brand image and brand 

attachment.  In this research, taste is referred to as the quality of 

food perceived by customers. 

   Perceived Price - Pricing generally can create a certain image 

of the product or service.  It is a very significant factor 

influencing consumers’ decision making.  Price is considered to 

be an important ingredient of marketing mix; it is the amount of 

money paid for a product or service [6].   Price can also be 

interpreted as a signal of product or service quality [24].  

Perceived price is the perception of price by consumers.  It 

includes money, time, search cost, effort, and psychological 

cost.  Price can be used to build image and create product or 

service differentiation [25].  Consumers typically have a 

reference price, i.e., a specific range of price that is acceptable.  

Price has often been used to signal the quality of a product or 

service [26].   Studies have examined the relationships among 

perceived price, perceived value, perceived trust, perceived 

risk, etc. [27].  In this research, perceived price is referred to as 

the perception of price which may include various cost 

components, such as money, time, information search, effort, 

and psychological aspect, by consumers.  

   Accessibility - Accessibility is a term that has been used in 

recent times.  In the retail sector including the restaurant 

business, the physical location is considered to be an important 

part of distribution channel because it will bring together 

customers and their product offerings.  The more accessible our 

location is; the more consumers will be able to come and visit 

[28].  Accessibility is basically the ease of reaching the 

designated location.  Accessibility is comparable to the concept 

of distribution channel.  In the restaurant industry, accessibility 

may be referred to as the location of the restaurant that 

consumers perceive to be convenient to be reached or entered.  

In the traditional sense, accessibility involves satisfying 

consumer needs by making the product or service available to 

consumers at the location it is located.  Department stores, 

discount stores, restaurants, and all other conventional retailing 

businesses that need a physical presence (brick and mortar 

stores) must be concerned with their physical location [29].  It 

is suggested that easy and convenient to access the physical 

location will gain competitive advantage over their 

competitors.  In this research, accessibility means the ease as 

well as the convenience of accessing the location of the 

restaurant. 

   Attractiveness of Sales Promotion - The term promotion, the 

fourth aspect of marketing mix, may involve several key 

marketing tools, such as advertising, sales promotion, public 

relations, personal selling, etc. [6]. Sales promotion is a type of 

pull marketing strategy to attract consumers.  In the restaurant 

business, sales promotion has become a key determinant for 

consumers to enter and obtain the service and food.  A very 

popular sales promotion technique frequently used in the 

restaurant business is discounts which may include discounted 
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prices during certain times of the day or week, reduced drink 

prices during certain times, offering eat-free programs on 

specific occasion, such as birthday, etc. Even though our sales 

promotion is good, we still have to make our target customers 

aware of it through any medium, such as placing the 

information on banner in front of the restaurants, giving a 

discount on the customers’ receipts, providing a promotional 

card specifying the number of times the customer has visited, 

etc. [30], [31].  In this research, attractiveness of sales 

promotion is defined as the sales promotion given to potential 

customers that are attractive enough to draw them into the 

restaurants. 

III. CONCEPTUAL FRAMEWORK 

   From the literature review, a conceptual framework is 

developed.  In this study, we proposed that brand familiarity, 

brand trust, taste, perceived price, accessibility, and 

attractiveness of sales promotion will have positive effects on 

brand image and brand attachment.  Figure 1 illustrates this 

conceptual framework.  

 

 

 

 

 

 

 

 

 

 

 
Fig. 1. The research conceptual framework 

IV. METHODOLOGY 

   The population of interest was customers of Japanese buffet 

restaurants.  The researchers chose Japanese buffet restaurants 

because there were very popular and had numerous brands in 

the Bangkok Metropolitan area in Thailand and Thai people 

loved to visit one of these restaurants.  Most brands had 

branches.  We used purposive sampling to select four 

comparable restaurants that had branches and used simple 

random sampling to select two branches from each restaurant.  

We collected data from those customers who had visited the 

restaurants no more than twice in the past three months.  Since 

we were planning to use SEM with LISREL program to analyze 

the data, we needed twenty samples per each observed 

variable/indicator/question.  We had twenty-four indicators; 

hence, the sample size would be 480.  This meant we would 

have to collect data from 60 customers per branch.  We 

contacted the restaurants and asked for their permissions to 

collect data from their customers. 

   Our measures were based on five point Likert scales and were 

adapted from existing measures as well as the definitions of the 

constructs.  In order to perform reliability analysis, multiple 

items were used for each construct.  A questionnaire was then 

developed.  We then examined content validity by asking five 

scholars to perform the IOC (Index of Item-Objective 

Congruence). Those ambiguous questions were modified.  

Then, a pretest was carried out with 50 samples.  Data were 

collected and reliability analysis was performed.  Cronbach’s 

alphas were computed.  All the Cronbach’s alphas were above 

0.7 [32]. The lowest was 0.749 and the highest was 0.964. Most 

of them were above 0.8. This meant the measures were reliable 

and good.  Our data collection method was based on 

face-to-face interviews and the total number of questionnaires 

collected was 480 as mentioned above. 

V. ANALYSIS AND RESULTS 

First, we checked all the completed questionnaires and 

dropped two questionnaires because they were unusable.  The 

usable questionnaires left for analysis were 478.  The sample 

consisted of 37.2% male and 62.8% female.  The marital status 

was 72.2% single and 27.8% marry. The average age of 

respondents was 31.06 with standard deviation of 5.89.  Most of 

the respondents had a bachelor’s degree (75.9%) and had 

income of Baht 40,000 or lower (94.8%).  We then performed 

confirmatory factor analysis to examine convergent and 

discriminant validity by using the LISREL program.  We tested 

the measurement model by treating all the constructs to be 

exogenous latent variables and allowed them to covary.  All 

lambdas were found to be above 0.6 with the lowest equaled 

0.676 and the highest was 0.916; most of them were above 0.7.  

All lambdas were found to be highly significant with 

p-value less than 0.001. The composite reliabilities (CR) of 

eight constructs ranged from 0.752 to 0.930. All were above 

0.6.  All the average variance extracted (AVEs) values were 

above 0.5 ranging from 0.503 to 0.817.  The results indicated 

that our constructs achieved convergence in measurement [33]. 

The goodness of fit indices suggested a good fit of the model.  

SRMR was 0.051 (less than 0.8) and CFI, TLI, and NFI were 

well above 0.90 [34].  We then tested discriminant validity by 

comparing squared correlation coefficient with each of the two 

correlated constructs’ AVEs. The results indicated that all 

squared correlation coefficients were less than each of their 

individual AVEs. Thus, discriminant validity was achieved 

[35]. This meant our latent constructs were different from one 

another.  We then tested our structural model shown in Figure 2 

by using the LISREL program to test our proposed model.   

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 

 
Fig. 2. The structural model for testing 
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Path LISREL Symbol Coefficients t-value

Brand Familiarity 

 Brand Image

g11 0.090 1.680

Brand Trust 

Brand Image

g12 0.470 8.967***

Taste  Brand 

Image

g13 0.145 2.486*

Perceived Price 

Brand Image

g14 -0.001 -0.020

Accessibility 

Brand Image

g15 0.398 7.138***

Attractiveness of 

Sales Promotion 

Brand Image

g16 0.020 0.483

Brand Familiarity 

 Brand 

Attachment

g21 -0.114 -1.828

Brand Trust 

Brand Attachment

g22 0.127 2.331*

Taste  Brand 

Attachment

g23 0.330 4.822***

Perceived Price 

Brand Attachment

g24 -0.074 -1.187

Accessibility 

Brand Attachment

g25 0.236 3.856***

Attractiveness of 

Sales Promotion 

Brand Attachment

g26 0.330 6.630***

***Significant at 0.001

** Significant at 0.01
* Significant at 0.05

The results from the test were presented in Table I. 

 
TABLE I: RESULTS OF THE STUDY 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

The results from the structural model suggested that brand 

trust and accessibility had significant and positive effects on 

brand image (p > 0.001).  Taste was also found to have a 

significant and positive effect on brand image (p > 0.05).  In 

case of brand attachment, taste, accessibility, and attractiveness 

of sales promotion were found to have significant and positive 

effects on brand attachment (p > 0.001).  Brand trust was also 

found to have a significant and positive effect on brand 

attachment (p > 0.05). 

Goodness of fit indices suggested a good fit of the model.  

SRMR was found to be 0.0514 (less than 0.8) and CFI was 

0.949 [34].  RMR was 0.0224.  NFI, TLI, IFI, and RFI were all 

above 0.90.  

VI. DISCUSSION 

   Our structural model suggested that brand trust, accessibility, 

and taste had significant and positive effects on brand image.  

Brand trust had the strongest effect, followed by accessibility, 

and taste.  When we trust the brand, the brand image will go up.  

If we believe that the brand will perform what it is supposed to 

perform, our impression of the brand will go up.  In the 

restaurant business where physical presence is key to success, 

accessibility will be an important criterion for consumers to 

make up their minds.  Consumers will have good and positive 

feelings, i.e., impression, about the brand when the location of 

the brand is easy and convenient to access.  Finally, taste of 

food is considered to be a very important factor in the restaurant 

business.   

   Moreover, our results suggested that taste, accessibility, 

attractiveness of sales promotion, and brand trust had 

significant and positive effects on brand attachment. 

Attractiveness of sales promotion had the strongest effect, 

followed by taste, accessibility, and brand trust.  The emotional 

link between the brand and the consumer will be the result of 

good sales promotion.  Good sales promotion will stimulate 

brand attachment.  Similar to brand image, taste, accessibility, 

and brand trust will be the key driver of brand attachment.   

Brand familiarity had no effect on both brand image and 

brand attachment.  This is due to the fact that being familiar 

with the brand may not translate into consumers’ impression of 

the brand and may also not translate into an emotional link 

between consumers and the brand.  Perceived price also did not 

have an effect.  This is because Japanese buffet restaurants may 

provide good value for the money customers have to pay.  

Customers can eat whatever they want and can eat as much as 

they can.  Sales promotion had no effect on only brand image.  

Giving discount or other special sales promotion may not be 

related to the impression of the brand.  Impression of the brand 

is one thing; good sales promotion is another thing. They are 

not related.  Brand image itself should not have any influential 

effect on brand attachment.  Having an impression about a 

brand does not translate into an emotional link between the 

brand and consumers.  That is why we did not propose any 

relationship between brand image and brand attachment. The 

correlation between the two was also found to be low. 

   The contribution of this research is the connection between 

brand concepts and marketing strategies.  The study includes 

brand familiarity, brand trust, brand image, and brand 

attachment in the conceptual framework with marketing 

strategies.  The implication is that to create brand image and 

brand attachment, restaurant businesses must focus on 

consumer trust of the brand, the taste of their food, and the 

location where their restaurants are situated.  In addition, it is 

not surprising to find that attractiveness of sales promotion only 

has a positive effect on brand attachment.  This means that 

providing special discounts to the restaurant’s members may be 

one solution to help create brand attachment.  Membership and 

reward program may help arouse the emotional link between 

the restaurant and consumers.  The limitation of this research is 

that there are still some other brand concepts, such as brand 

awareness, brand recognition, and brand affect, that have been 

left out of the study.  Future research may want to examine the 

effects of some other elements of brand concepts.  

VII. CONCLUSION 

   The purpose of this study was to examine the effects of brand 

familiarity, brand trust, and marketing strategies consisting of 

taste, perceived price, accessibility, and attractiveness of sales 

promotion on brand image and brand attachment.  The focus 

was on Japanese buffet restaurants.  We used LISREL program 

to analyze the data.  First, we examined the measurement model 

to verify convergent validity. The findings showed that all 

lambdawere above 0.6. We computed composite reliability 

(CR) and average variance extracted (AVE).  The CRs were all 

above 0.6 and the AVEs were all above 0.5.  Convergent 
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validity was achieved.  Discriminant validity was also achieved 

because the squared correlation of the two latent constructs was 

lower than the AVE of each of the two latent constructs.  It was 

true for all squared correlation coefficients.  Finally, we used 

the structural model to test our conceptual framework.  The 

results showed that brand trust, accessibility, and taste of food 

had significant and positive effects on brand image.  In case of 

brand attachment, taste of food, accessibility, attractiveness of 

sales promotion, and brand trust had significant and positive 

effects on brand attachment. Goodness of fit indices were found 

to be very satisfactory. Future research may want to examine 

other aspects of brand concepts, such as brand awareness, brand 

recognition, and brand affect. 
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