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Brand interactivity (BI) plays a crucial role in fostering customer engagement. This study
aims to examine the influence of brand engagement, brand love, brand interactivity, and
overall brand equity on consumers' purchase intentions toward mobile phone brands
operating in Karachi. To collect data, 300 questionnaires were distributed, out of which
263 were deemed valid and used for analysis. The data was analyzed using SPSS
(Statistical Package for the Social Sciences) and PLS (Partial Least Squares), with PLS-
SEM employed for hypothesis testing.A total of seven hypotheses were formulated. The
results revealed that brand engagement significantly and positively affects brand love,
brand interactivity, and purchase intention. Likewise, brand interactivity positively
influences both brand engagement and purchase intention. Additionally, brand love has a
strong positive impact on overall brand equity, while overall brand equity significantly
enhances purchase intention.The study is grounded in the Social Exchange Theory and
the Interpersonal Theory of Love. Based on the findings, it is recommended that future
research should expand the scope by gathering data from multiple cities to enhance
generalizability and gain broader insights
Keywords: Brand interactivity, purchase intention, brand love, brand engagement and
overall brand equity.
Introduction
In the modern era, mobile phones have become essential tools in everyday life, especially
within a global context marked by environmental challenges stemming from
unsustainable production and consumption practices (Bengtsson et al., 2018). Over the
past 25 years, there has been a growing scholarly interest in exploring the dynamic
interactions between mobile phone brands and consumers. This study contributes to
existing literature on customer–brand relationships by integrating elements such as
brand engagement, emotional attachment (brand love), and perceived brand value to
understand consumer preferences for innovative mobile technologies.
Mobile phones are not only vital communication tools but also significant marketing
instruments, with brand equity serving as a critical intangible asset for companies (Barrio
et al., 2019; Khanna et al., 2019; Surucu et al., 2019). Successful market performance
demands various strategies to foster customer loyalty toward specific mobile brands
(Hadi & Azim, 2011). One of the key behavioral indicators of customer loyalty is purchase
intention, which plays a fundamental role in shaping actual buying decisions (Durianto &
Liana, 2004; Pi et al., 2011; Pavlou & Gefen, 2004). According to Hosein (2012), purchase
intention can be assessed through the level of awareness and interest consumers have in
a mobile product. Interest reflects consumers' emotional connection to a device,
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influencing their decision-making. Thus, purchase intention refers to the likelihood that a
consumer will decide to buy a mobile device after evaluating its features and benefits.
Since 2005, the concept of brand engagement has garnered attention in academic
marketing literature, particularly with the introduction of advanced features such as high-
resolution cameras and extended memory capacities (Islam & Rahman, 2016; Brodie et al.,
2011). Brand engagement plays a crucial role in fostering customer attachment and
loyalty, leading to deeper emotional connections between consumers and mobile brands
(Hollebeek et al., 2014; Kandampully et al., 2015). Mobile phones serve as the primary
focus of this study due to their popularity among target audiences and their ability to
fulfill both functional and experiential needs. Mobile brands actively strive to engage
consumers through platforms like social media, television, and word-of-mouth marketing,
aiming to build emotional bonds and brand love through these channels.
To strengthen these emotional ties, companies should emphasize interactive and
hedonic experiences that align with consumers’ expectations. Interactivity, in this
context, is the perceived ability of consumers to engage meaningfully with their mobile
devices. The perceived level of interactivity depends on the user’s individual experience
and interpretation of how effectively the mobile device facilitates learning and usability
(Wu, 2006). A high level of interactivity enhances perceived ease of use, allowing users to
navigate features according to their preferences while delivering relevant and timely
content across multiple platforms. Consumer purchase intention has emerged as a vital
metric influencing organizational performance. In today’s competitive marketplace,
customers are presented with a wide array of mobile brands and options (Giovani et al.,
2013). Satisfied customers are more likely to develop future purchase intentions, explore
new product lines, and engage in positive word-of-mouth promotion. Thus,
understanding the drivers behind purchase intentions remains a core focus of marketing
research (Verma, 2020). This study explores how brand equity affects consumers’
intention to purchase mobile phones, extending prior research that has primarily focused
on other product categories, such as branded footwear (Arshad & Victor, 2020). There is
limited research examining the influence of brand engagement on purchase intention
within the mobile industry, despite its recognized importance in shaping consumer
perceptions (Kumar & Nayak, 2019). In Pakistan, particularly in the competitive mobile
market of Karachi, there is a lack of recent studies exploring the impact of brand-related
factors on consumer buying behavior.
As consumer preferences evolve due to changing lifestyles, rising incomes, and higher
education levels, businesses must adapt their offerings and strategies accordingly.
Companies that fail to align with shifting consumer behavior risk losing market share.
Engaging advertisements and innovative marketing tactics are essential to capturing
consumer interest. In a highly competitive mobile market, continuous innovation and
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research investment are necessary to keep pace with changing consumer demands. Only
those brands that effectively align with customer preferences are likely to succeed
(Sakkthivel, 2011).Given the significance of brand engagement, brand love, interactivity,
and brand equity in shaping purchase intentions, this study seeks to examine their
collective impact on consumers' purchasing decisions regarding mobile phones in Karachi.
The primary objective is to assess how these brand-related variables influence the
likelihood of consumers choosing a particular mobile brand..
Theoretical Background
The Social Exchange Theory (SET) proposed by Homans (1958) offers insight into human
social behavior, particularly in the context of economic exchanges. According to SET,
interactions between parties such as between providers and consumers entail the
reciprocal exchange of resources, which are not limited to monetary benefits. These
exchanges may also include intangible rewards such as appreciation, affection, and
emotional validation (Cropanzano & Mitchell, 2005). The theory highlights two
fundamental concepts: exchange relationships and the notions of value and utility. When
consumers experience positive service interactions, they are more likely to develop
favorable perceptions of the brand, which may lead to enhanced brand loyalty.
Complementing SET, the Interpersonal Theory of Love also sheds light on the
relationship between consumers and branded products. As Ahuvia (2005) explains,
consumer-brand love parallels interpersonal love, progressing from general perceptions
to deep emotional attachments, often resulting in a kind of brand obsession (Fehr &
Russell, 1991). This theory has been applied to branding through the self-expansion
model (Aron & Aron, 1986), where consumers incorporate the brand into their self-
concept when the brand aligns with their identity and emotional needs (Ahuvia, 1993).
Consequently, a consumer may develop emotional affection for a brand, driven by both
strong reciprocal exchanges and a deep sense of personal connection. Carroll and Ahuvia
(2006) describe brand love as encompassing passion, emotional bonding, favorable
brand evaluations, a sense of uniqueness, and affectionate expressions toward the
brand—elements that distinguish it from interpersonal love. This emotional attachment
also links to the concept of which reflects psychological commitment and consumer
involvement (Hsieh & Chang, 2016). Within this context, Social Brand Engagement (SBE)
has emerged, emphasizing the role of social media in enhancing consumer-brand
interaction (Laroche et al., 2012).
According to SET, brand equity arises from the strength of the consumer-brand
relationship and is perceived as a social asset.In terms of purchasing behavior, brand love
explains how individuals develop strong emotional bonds with brands, including mobile
devices (Shimp & Madden, 1988). Love, in this context, is defined as a deep emotional
experience that shapes how consumers think, feel, and behave toward the brand (Rubin,
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1973). Similar to interpersonal relationships, trust plays a critical role in shaping brand
preferences and loyalty (Fehr, 1988).Furthermore, purchase intention is influenced by
consumers’ positive perceptions of a brand, which enhances their loyalty and willingness
to promote it through word-of-mouth (Brynjolfsson & Smith, 2000; Oliver, 1999). In
digital environments, SET provides a useful framework to understand consumer
decisions related to information-sharing and fraud prevention, where the perceived
benefits must outweigh the perceived risks for engagement to occur (Organ & Konovsky,
1989; Liu et al., 2016). While Homans (1958) emphasizes individual-level exchanges, Blau
(1964) extends the framework to broader social interactions.
Literature Review
Febrian and Fadly (2021) examined how customer satisfaction—shaped through
electronic word-of-mouth (eWOM)—influences brand equity and ultimately affects
purchase intention. The study also introduced culture as a moderating variable. The
independent variables included brand equity (BE), eWOM, and customer satisfaction (CS),
with purchase intention (PI) as the dependent variable. Using the Theory of Planned
Behavior as a conceptual foundation, the researchers applied the Partial Least Squares
Structural Equation Modeling (PLS-SEM) method on data collected from 280 Indonesian
consumers via non-probability sampling. The results confirmed that customer
satisfaction, brand equity, and eWOM significantly influenced purchase intention, with
cultural context playing a mediating role. The study further recommended the use of
celebrity endorsements to enhance the spread and impact of eWOM. Ray et al. (2021)
investigated various determinants of brand equity and how they influence consumer
intentions toward e-learning service providers. Key predictors included brand
presentation, external communications, customer experience, brand meaning, brand
awareness, and customer satisfaction, with purchase intention as the outcome variable.
Drawing on Career Theory, the authors used both Confirmatory Factor Analysis (CFA) and
PLS-SEM to analyze survey responses from 378 participants. Their findings highlighted
customer experience as a key driver of both satisfaction and brand meaning. They also
validated a complex structural model, revealing that customer satisfaction and brand
equity are strong predictors of purchase intention.Arshad and Victor (2020) focused on
how brand equity affects the purchase intentions of students buying branded shoes in
Bahrain. The independent variables included brand loyalty, brand recognition, brand
association, and perceived quality, while the dependent variable was purchase intention.
The conceptual model was built on Maslow’s Hierarchy of Needs theory. Using
Cronbach’s Alpha to test reliability and inferential statistics for hypothesis testing, data
were collected from 300 students—180 from public universities and 120 from private
institutions. The study confirmed that brand equity significantly influences purchase
decisions, and suggested that future research should explore segmentation variables for
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deeper insights. Choedon and Leo (2020) analyzed the impact of Social Media Marketing
Activities (SMMA) on purchase intention within Korean beauty product firms, with a
focus on brand equity and social brand engagement. The study employed both
exploratory and confirmatory factor analysis based on the Theory of Planned Behavior.
Data from 332 respondents indicated that five positive elements of SMMA had strong
associations with brand equity, social brand engagement, and purchase intention. The
research emphasized the role of social engagement in guiding marketing strategies and
influencing consumer behavior. Dabbous et al. (2020) explored how interactions in online
environments affect offline purchase intentions. The study emphasized the importance
of content quality and peer interactions via social media in shaping consumer-brand
relationships. Data were gathered from 392 valid responses out of 600 distributed
surveys, specifically targeting Millennials with active Facebook accounts who followed
athletic brands. Using Structural Equation Modeling (SEM) and Confirmatory Factor
Analysis (CFA), the findings showed that content quality and brand perception
significantly influence consumer engagement and brand awareness, which mediate the
relationship between online interactions and offline purchasing behavior. However, the
study noted limitations in its sample—focused solely on Millennials and limited to two
online media variables—and relied on purchase intention rather than actual purchase
data. Horsfall (2020) aimed to assess the influence of brand equity on customer purchase
intention within the telecommunications sector. The study applied signaling theory and
used regression techniques to examine variables such as brand awareness, brand
association, brand loyalty, and brand equity. With data collected from 200 respondents,
the results confirmed that brand equity significantly impacts purchase intention,
reinforcing its strategic importance for firms in highly competitive markets. Khan et al.
(2020) developed and tested an integrated model exploring the influence of brand
experience and brand love in the halal product sector. Independent variables included
brand experience, brand love (intimacy and passion), loyalty, satisfaction, and trust,
while the dependent variables were purchase intention and word-of-mouth (WOM).
Grounded in the Theory of Planned Behavior, the study used Confirmatory Factor
Analysis and PLS-SEM for hypothesis testing. Data from 372 Muslim consumers in
Malaysia revealed that brand experience and emotional connection (brand love) strongly
influence both purchase intention and WOM behavior. The study advocated for culturally
aware branding strategies and multi-context evaluations. Castillo and Fernández (2019)
aimed to assess the impact of digital influence through eWOM on brand engagement
and purchase intention. Using Covariance-Based Structural Equation Modeling (CB-SEM)
and drawing from multiple theoretical frameworks, the study employed a longitudinal
design with lagged data collection to establish causal relationships. Independent
variables included digital influence, eWOM, brand engagement, and brand perceived
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value. Based on responses from 280 participants, the findings showed that perceived
digital influence significantly affects brand engagement and ultimately increases
purchase intention.
Brand Love and Overall Brand Equity Brand love, rooted in the interpersonal theory of
love, extends the idea of emotional affection beyond people to include brands, especially
those that offer convenience (Shimp & Madden, 1988). Consumers often develop warm,
affectionate feelings toward brands (Carroll & Ahuvia, 2006; Batra et al., 2012), which in
turn enhances their appreciation for the brand (Roberts, 2005). Brand equity refers to
the additional value a brand adds to a product, perceived through the lens of the
company, market, or consumer (Leuthesser, 1988; Farquhar, 1989). It has been
conceptualized as a set of brand-related assets and liabilities (Aaker, 1991), or as the
differential effect that brand knowledge has on consumer reactions to marketing (Keller,
1993). Yoo and Donthu (2001) developed a one-dimensional scale to measure brand
equity. Several studies have explored the connection between brand love and brand
equity. For instance, Sallam (2015) and Cho et al. (2015) suggest that brand love positively
influences consumer loyalty, ultimately strengthening brand equity. According to
Gonçalves et al. (2010), strong emotional connections—such as brand love—are central
to the perceived value consumers assign to a brand. Similarly, Andre (2015) confirms a
positive correlation between brand affection and equity, suggesting that when
consumers favor a brand, they are more likely to choose it over competitors, thereby
increasing its value. Boyle (2007) introduced an appreciation framework to evaluate both
experiential satisfaction and perceived brand value, showing that emotional attachment
(brand love) influences consumer behavior, including purchasing decisions, and
contributes to building brand equity.Modern consumers often demonstrate loyalty,
advocacy, and purchase behaviors based on various influences—including religious,
societal, and ethical considerations—even when they are not deeply committed to a
brand. These actions reflect both financial and non-financial contributions to brand value
(Boyle, 2007; Machado et al., 2019). Research in emotional branding (Gobe, 2001),
cultural branding (Holt & Holt, 2004), experiential marketing (Daehyun, 2002), and
relationship marketing (Morgan & Hunt, 1994) all support the strong theoretical and
practical link between brand love and brand equity. High levels of brand love lead to
favorable consumer outcomes (Nikhashemi et al., 2019; Rambocas et al., 2018), which
ultimately enhance long-term returns on both tangible and intangible brand assets (Cho
& Hwang, 2020; Zhang et al., 2020).
H1: Brand love has positive impact on brand equity.
Brand Love and Brand Engagement
Based on the interpersonal theory of love, brand love legitimizes the emotional
attachment individuals can feel toward objects, including products like smartphones
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(Shimp & Madden, 1988). According to Rubin (1973), a consumer’s cognitive, emotional,
and behavioral responses are influenced by the feelings of love they experience. These
emotions enhance a consumer’s acceptance and attachment to a brand (Hwang &
Kandampully, 2012). Brand love is understood as an intense emotional affection that loyal
consumers hold toward a brand (Albert et al., 2009). It reflects the depth of emotional
connection a satisfied customer has with a brand, often built through loyalty and
reinforced by positive word-of-mouth (Reimann et al., 2012). Carroll and Ahuvia (2006)
also characterize brand love as the emotional and passionate bond loyal customers
develop with a brand. In the present study, brand love is conceptualized as a blend of
perceived quality, emotional attachment, and passion. As customers discover new and
useful features in technological products such as smartphones, their affection for the
brand tends to increase (Palusuk et al., 2019), leading to enhanced purchase behavior
and brand engagement (Kang, 2015). Grounded in social exchange theory (Blau, 1964)
and cost-benefit analysis, brand engagement is a recurring post-purchase behavior
(Izogo & Jayawardhena, 2018). Initially described by Kahn (1990) as the extent to which
individuals invest their personal selves into work roles, brand engagement has evolved to
include customer behaviors beyond purchasing. It encompasses brand-related actions
driven by intrinsic motivations (Doorn et al., 2010). In the context of social media, brand
engagement often leads to brand love (Dessart, 2017). A higher level of engagement
reflects a deeper emotional attachment, which encourages customers to form and
sustain brand relationships (Zainol et al., 2016). For this study, brand engagement is
defined following Hollebeek et al. (2014) as comprising cognitive processing, affection
(love), and activation. Prior research supports that brand engagement is a precursor to
brand love (Borges et al., 2016; Seo et al., 2017; Wallace et al., 2014).
H2: Brand engagement has positive impact on brand love.
Brand Engagement and Overall Brand Equity
Brand engagement refers to the ongoing process of maintaining and nurturing the
relationship between customers and brands. Grounded in social exchange theory (Blau,
1964), brand engagement is understood as a multidimensional concept, encompassing
both emotional and behavioral components (Frimpong & McLean, 2018; Solem &
Pedersen, 2016). It includes various forms of consumer interaction with brands, such as
engagement through advertising, product usage, and social interaction (Vernuccio et al.,
2015). Brand engagement is viewed as a hierarchical process that involves stages of
contribution and consumption (Vale & Fernandes, 2018). In the context of modern
marketing, social media brand engagement plays a crucial role by fostering stronger
emotional and behavioral connections between consumers and brands (Brodie et al.,
2013). This interaction often enhances consumer loyalty and brand advocacy. Brand
equity, on the other hand, refers to the value derived from consumers’ perceptions of a
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brand name. It reflects not only consumer attitudes but also financial and stakeholder
perspectives (Davcik et al., 2015). Under uncertain conditions, brand equity significantly
influences consumer decision-making processes (Dac et al., 2013). As Keller (1993)
explains, consumer responses to brand knowledge directly impact the effectiveness of
brand marketing strategies. According to Aaker (1991; 2009), brand equity consists of a
set of assets and liabilities that are linked to a brand and contribute to or detract from its
value. These elements influence customer awareness and trust in the brand (Konecnik &
Gartner, 2007; Gordon et al., 1993), making brand equity a key factor in building long-
term brand success.
H3: Brand engagement has positive impact on brand equity.
Brand Interactivity and Brand Engagement
Brand interactivity refers to the process of providing experiential information that
enables others to share similar brand-related experiences. It represents the extent to
which consumers form impressions of a brand through direct interactions (France et al.,
2016). According to Frimpong and McLean (2018) and Solem and Pedersen (2016), brand
engagement is a multifaceted construct that encompasses emotional, cognitive, and
behavioral dimensions. It also reflects post-purchase behavior patterns of consumers
(Izogo & Jayawardhena, 2018). Brand interactivity enables two-way communication
strategies between consumers and brands (Fiore et al., 2005; Merrilees & Miller, 2001).
Prior research has shown that brand collaboration fosters strong brand equity and
deepens brand engagement (Bento et al., 2018; Kim et al., 2014). With the rise of social
media platforms, brand interactivity has significantly increased, driven by advancements
in technology and the ease of sharing relevant content within communities (Al-Htibat &
Garanti, 2019; Prasad et al., 2019; Vernuccio et al., 2016). Social media posts related to
tourism, for instance, reveal various types of interactive behaviors (Hollebeek et al., 2014;
Mishra et al., 2018; Sijoria et al., 2018). To achieve key business goals, it is essential to
foster consumer engagement with the brand (Harmeling et al., 2018; Menguc et al., 2017).
Research suggests that online media interactivity positively influences attitudes toward
brands and companies (Dou, 2013; Sicilia et al., 2005). Moreover, brand interactivity
enhances sustainable and positive brand-consumer relationships (Merrilees, 2002; Ou et
al., 2014), while also fostering trust (Merrilees & Fry, 2003). It often incorporates
enjoyable interactive elements such as engaging content and gamified experiences
(Agichtein et al., 2008; Manthiou et al., 2013; Merrilees & Fry, 2002). Brand engagement,
as described by Vale and Fernandes (2018), is the comprehensive process involving brand
usage, commitment, and co-creation. Studies have also indicated that increased
consumer interactivity can lead to shifts in brand engagement levels (Hoyer et al., 2010).
H4: brand interactivity has positive impact on brand engagement.
Brand Engagement and Purchase Intention
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Brand engagement refers to the extent of behavioral, cognitive, and emotional activity
exhibited by consumers during their interaction with a brand (Hollebeek et al., 2014). It is
widely recognized as a key factor influencing consumer behavior, including brand
attitude, self-association with the brand, and purchase intention (Bowden, 2009; Wong &
Merrilees, 2015; France et al., 2016; Harrigan et al., 2017; Luo et al., 2015; Yang et al., 2017).
Purchase intention is defined as the customer’s perception and attitude toward a brand,
and can be evaluated based on relevant information, interest, and consumer involvement
with the brand (Madahi & Sukati, 2012; Hosein, 2012).Interest reflects the mindset of
consumers; information refers to supplementary knowledge about the brand; and
attending indicates the consumer's actual engagement, which can influence their
decision to purchase. Previous research has established that brand engagement has a
direct and positive impact on purchase intention (Brodie et al., 2011; Gummerus et al.,
2012; Hollebeek, 2011; Prentice et al., 2018; Vivek et al., 2012). Moreover, the degree of
consumer engagement significantly influences brand success and purchase behavior (So
et al., 2014).Brand engagement is fostered through consumer-brand interactions and the
development of dependent relationships (Bra et al., 2017). However, the nature of brand
engagement varies across industries. For instance, in the tourism sector, customer
engagement leads to more favorable brand attitudes, increased trust, and greater brand
loyalty (So et al., 2016).Furthermore, companies often leverage celebrity (VIP)
endorsements to enhance brand engagement, loyalty, and purchase intention. Such
endorsements strengthen brand recognition, which in turn boosts both engagement and
consumers’ intent to purchase (MacInnis et al., 2002; Lafferty & Goldsmith, 1999).
H5: Brand engagement has positive impact on purchase intention
Brand Interactivity and Purchase Intention
Brand interactivity refers to the communication and feedback loop between a brand and
its consumers. It plays a crucial role in shaping consumers' purchase intentions (Pavlou &
Stewart, 2000). According to Cho and Leckenby (1991), increased brand interactivity
leads to a stronger intention to purchase. In the context of e-commerce, interactivity has
been shown to positively influence consumer buying behavior. Social media platforms
have further transformed the nature of interaction between brands and consumers,
enabling two-way communication and fostering deeper brand relationships (Gallaugher
& Ransbotham, 2010).When making purchasing decisions, consumers typically evaluate
the product before committing. Factors such as brand equity, loyalty, and engagement
significantly influence these decisions (Chandon et al., 2005). Strong brand equity
enhances consumer willingness to buy (Walgren et al., 1995), while emotional
connections such as brand love further increase the likelihood of purchase (Rodrigues,
2019). Participation in online communities also impacts purchase intentions by creating
shared brand experiences and peer influence (Prentice et al., 2019).Purchase intention
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reflects a consumer’s buying behavior, often driven by personal preferences and
emotional attachment. Consumers tend to develop strong attitudes toward their
preferred products (Lloyd & Luk, 2010), and the decision to purchase is considered a
cognitive process that involves evaluation, comparison, and judgment.
H6: Brand interactivity has positive impact on purchase intention.
Overall Brand Equity & Purchase Intention
Brand equity refers to the collection of assets and liabilities linked to a brand (Aaker,
1991), or the distinct impact that brand-related knowledge has on consumer responses to
brand marketing activities (Keller, 1993). Yoo and Donthu (2001) developed a
unidimensional scale to measure this concept. Brand equity encompasses a broad
spectrum, as it includes consumers’ long-term experiences, emotional associations, and
knowledge about the brand. It represents the perceived value of a brand in the
consumer’s mind and serves as an assurance of product quality (Hazee et al.,
2017).Purchase intention is defined as the consumer’s willingness or inclination to buy a
specific product (Ariffin et al., 2018). It reflects the intensity of the consumer's motivation
to make a purchase (Lee et al., 2017), and is influenced by their behavior, perceptions,
and attitudes. As Ghosh (1990) noted, purchase intention is a valuable tool for predicting
consumer buying behavior. Research has consistently shown a strong relationship
between brand equity and purchase intention (Tolba & Hassan, 2009; Hung et al., 2011).
Higher brand equity typically leads to stronger consumer preferences and an increased
likelihood of purchase (Jani & Han, 2014; Pappu et al., 2005).Numerous scholars argue
that brand equity significantly influences consumer buying decisions (Cobb-Walgren et al.,
1995; Dehghani & Tumer, 2015). Consumers often make purchasing choices not solely
based on product quality or functionality, but also due to the symbolic meaning and
value associated with the brand (Aji et al., 2020). Therefore, brand equity becomes a
crucial determinant of consumer behavior, including their purchasing intentions (Bae et
al., 2020; Civelek & Ertemel, 2019). According to Buil et al. (2013), brand equity is a strong
predictor of purchase intention, a view supported by Moreira et al. (2017), who found a
significant correlation between these two constructs.
H7: Overall brand equity has positive impact on purchase intention.
Methodology
This study focuses on examining the impact of brand engagement, brand love, brand
interactivity, and overall brand equity on purchase intention among consumers in Karachi,
Pakistan. It aims to provide a clear understanding of how these brand-related constructs
influence consumer purchase intention toward specific brands (Krautz, 2017). A
quantitative research method is employed to investigate how purchase intention is
affected by brand engagement, brand love, brand interactivity, and brand equity. A
correlational research design has been adopted to assess the relationship between the
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independent variables (brand engagement, brand love, brand interactivity, and brand
equity) and the dependent variable (purchase intention) (Sekaran & Bougie, 2016).The
target population for this study comprises the general public in Karachi, Pakistan,
selected using a random sampling technique. Given the widespread use of smartphones
and the dynamic nature of consumer preferences, the study seeks to capture current
behavioral trends. Data collection was carried out through a structured and adapted
questionnaire, with items drawn from validated sources: brand engagement from
Hollebeek et al. (2014) and Verma (2020); brand love from Wallace et al. (2014) and
Verma (2020); brand equity from Yoo and Donthu (2001) and Verma (2020); brand
interactivity from France et al. (2016), Adhikari and Panda (2019), Dessart et al. (2015),
Hollebeek and Macky (2019),
Demographic Profile of Respondents
Out of a total of 263 respondents, 130 (49.4%) were female, while 133 (50.6%) were male.
Regarding age distribution, 144 individuals (54.8%) fell within the 18–24 age group, 81
(30.8%) were aged 25–31, 29 (11.0%) were between 32–38 years, and 9 (3.4%) were above
39 years. In terms of educational qualifications, 127 respondents (48.3%) were
undergraduates, 93 (35.4%) were graduates, and 43 (16.3%) held postgraduate degrees.
When it came to preferred mobile brands, 72 respondents (27.4%) used iPhones, another
72 (27.4%) preferred Samsung, 42 (16.0%) used Oppo, 20 (7.6%) favored Vivo, and 57 (21.7%)
selected other brands.
Construct Validity
Construct validity reflects how well the measurement items capture the underlying
theoretical constructs within a specific sample, enabling the findings to be generalized to
the broader population (Hair et al., 2014). As noted by Fornell and Larcker (1981), to
establish sufficient indicator reliability, the outer loadings of measurement items should
surpass 0.708, as shown in the table below. Moreover, composite reliability (CR) is
recognized as a more reliable and less biased metric of internal consistency than
Cronbach’s alpha, with a CR value of 0.70 or above considered acceptable (Alarcón &
Sánchez, 2015). In the present study, all constructs report CR values greater than 0.70,
indicating strong reliability. Similarly, Cronbach’s alpha values for each construct also
exceed the 0.70 benchmark, reinforcing the internal consistency and reliability of the
measurement model.
Convergent Validity
Convergent validity indicates the degree to which a construct is positively correlated with
other measures of the same concept, demonstrating that the indicators effectively
converge on a common underlying idea (Hair et al., 2017a). Chin (1998) explains that
redundancy analysis is used to evaluate convergent validity by comparing a formatively
measured construct with a corresponding reflective measure. This step is essential when
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testing formative measurement models within the PLS-SEM approach. A commonly
applied metric for assessing convergent validity is the Average Variance Extracted (AVE),
which measures how much variance in the indicators is explained by the construct
compared to the variance due to measurement error. According to Fornell and Larcker
(1981), an AVE value above 0.50 indicates sufficient convergent validity. In this research,
all constructs demonstrate AVE values greater than 0.50, confirming that the indicators
reliably capture the intended constructs.
Discriminant Validity
Discriminant validity refers to the extent to which a construct is truly distinct from other
constructs, both conceptually and empirically (Alarcón & Sánchez, 2015). It ensures that
each construct measures a unique aspect of the model, thereby confirming that the data
is accurate and the constructs are not overlapping. Establishing discriminant validity is
essential to verify that variables intended to measure different concepts are not highly
correlated. There are three commonly used methods to assess discriminant validity in
PLS-SEM: the Fornell-Larcker criterion, cross-loadings analysis, and the Heterotrait-
Monotrait (HTMT) ratio of correlations. Each of these techniques provides insight into
whether constructs are sufficiently distinct from one another within the measurement
model.
Fornell-Larcker:
According to Fornell and Larcker (1981), the Average Variance Extracted (AVE) is
represented along the diagonal in the Fornell-Larcker criterion matrix, where it is used to
establish the correlation of each construct with itself. It serves as a benchmark to assess
discriminant validity by comparing the square root of the AVE with the inter-construct
correlations. Additionally, as Chin (1998) notes, AVE also provides insight into the degree
of distinction between different groups of variables, helping to determine how well each
construct is separated from others within the model.
Cross loading:
Value should be greater to its own value in raw and Column as shown below the table
(Hair et al., 2011)
Heterotrait- Monotrait:
According to Clark and Watson (1995), all Heterotrait-Monotrait (HTMT) ratio values
should be below 0.90 to confirm adequate discriminant validity. As shown in the table
below, all HTMT values in this study fall within the acceptable range, indicating that the
data meets the required discriminant validity criteria.
Path Analysis
The structural model was evaluated using the bootstrapping technique with 5,000
subsamples at a 5% significance level, as recommended by Hair et al. (2014). The findings,
summarized in the table below, reveal several statistically significant relationships. Brand
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Engagement (BE) demonstrates a strong positive influence on Brand Love (BL) (P <
0.000, β = 0.749), Overall Brand Equity (OBE) (P < 0.000, β = 0.326), and Purchase
Intention (PI) (P < 0.000, β = 0.217). Moreover, Brand Interactivity (BI) significantly
predicts BE (P < 0.000, β = 0.680) and PI (P < 0.000, β = 0.293). The results also show that
BL has a significant positive effect on OBE (P < 0.000, β = 0.474), and OBE, in turn,
significantly affects PI (P < 0.000, β = 0.414).The table further outlines the impact of the
dimensions of Brand Love: BL on Hedonic Quality (HQ) (P < 0.000, β = 0.863), BI on
Passion (PASS) (P < 0.000, β = 0.863), and BL on Emotional Attachment (EMO) (P < 0.000,
β = 0.884). Additionally, the dimensions of Brand Engagement show significant
relationships: BE influences Affective Engagement (AFFEC) (P < 0.000, β = 0.886), Active
Engagement (ACT) (P < 0.000, β = 0.882), and Cognitive Engagement (COG) (P < 0.000, β
= 0.788). These results provide strong support for the proposed hypotheses and affirm
the robustness of the structural model.
R2
The R² value, or coefficient of determination, indicates the proportion of variance in the
dependent variable that can be explained by the independent variables in the model
(Hair et al., 2011). As outlined in the table above, the model accounts for 46% of the
variance in Brand Engagement (BE), 56% in Brand Love (BL), 56% in Overall Brand Equity
(OBE), and 68% in Purchase Intention (PI). Specifically, PI is explained by 68% through
variables such as Activation, Affection, Brand Love, Cognition, Emotion, Overall Brand
Equity, and Passion. According to the guidelines provided by Hair et al. (2011), R² values of
0.75, 0.50, and 0.25 are interpreted as substantial, moderate, and weak, respectively.
Based on these thresholds, the model exhibits moderate to substantial predictive
capability.
4.9 Q2
Predictive relevance, referred to as Stone–Geisser’s Q², evaluates the model’s capacity to
predict the indicators of endogenous latent variables and is determined using the
blindfolding procedure in SmartPLS (Hair Jr. et al., 2014). A Q² value greater than zero
signifies that the model has predictive relevance for a given endogenous construct (Hair
et al., 2011), whereas a value below zero indicates a lack of such relevance (Rigdon, 2014;
Sarstedt et al., 2014). In the present study, the endogenous construct Purchase Intention
produced a Q² value of 0.448 using the cross-validated redundancy approach,
demonstrating strong predictive relevance for this variable.
Conclusion
This study investigates the impact of brand engagement, brand love, brand interactivity,
and overall brand equity on customer purchase intention, incorporating second-order
constructs such as affection, activation, and cognition (for brand engagement) and high
quality, emotion, and passion (for brand love). The research framework is grounded in
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Social Exchange Theory and the Theory of Interpersonal Love. The results, based on data
collected from customers in Karachi, Pakistan, reveal that brand engagement has a
significant and positive influence on purchase intention, supporting findings from earlier
studies (e.g., Prentice et al., 2019). Additionally, brand engagement significantly
enhances brand love, aligning with previous literature (Dessart, 2017). This relationship
suggests that customers who are emotionally, cognitively, and behaviorally engaged
with a brand are more likely to develop feelings of love towards it. The findings further
confirm that overall brand equity significantly impacts purchase intention, consistent
with research in related domains such as mobile technology adoption (Wang & Li, 2012).
The study also supports the assertion that brand interactivity positively influences both
brand engagement and purchase intention, echoing the findings of Hollebeek et al. (2014)
and Nelson (2005). Similarly, the relationship between brand engagement and brand
equity is reaffirmed (Hepola et al., 2017). Moreover, the study demonstrates that brand
love significantly influences overall brand equity, in line with Verma (2020). The structural
model shows that among the antecedents, affection plays a central role in brand
engagement, while passion is a key element of brand love. Thus, fostering these
dimensions can strengthen the customer-brand relationship. All the constructs studied—
brand engagement, brand love, brand interactivity, and brand equity—exhibit a positive
and significant effect on purchase intention. This supports the broader literature
emphasizing the importance of interactive and emotional brand strategies (Pavlou &
Stewart, 2000; Verma, 2020). The research highlights a systematic pathway: engaging
customers fosters brand love, which in turn enhances brand equity, ultimately driving
purchase intention. Modern marketing efforts, especially via social media and digital
platforms, can effectively facilitate this engagement. Providing immediate responses,
personalized interactions, and emotional content can elevate customer experiences and
increase brand attachment.Additionally, brand interactivity is pivotal in sustaining
customer attention and driving behavioral outcomes. Features such as product
transparency, interactive content, and feedback mechanisms help customers make
informed decisions and encourage positive word-of-mouth. Furthermore, the findings
suggest that a well-crafted brand name and detailed product information can positively
influence consumer behavior and trust. Finally, the study underscores the need for
continuous consumer engagement, not only pre-purchase but also through after-sales
services and product innovations. Customer criticism on digital platforms should be
welcomed and used constructively to improve brand performance and maintain
competitive advantage.
Limitations and Future Research
This research is limited to Karachi and reflects only the consumer perspective, excluding
manufacturer or seller viewpoints. Financial and resource constraints limited the sample
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size. Future research should extend to other regions of Pakistan, incorporate larger and
more diverse samples, and consider additional variables and perspectives, including
those of producers and retailers, to enhance the generalizability and depth of findings.
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