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ABSTRACT 
 

The dynamic variations in lifestyle, living standards, increasing education, and growing trend of 

outing in mid-nights not only welcome the multinational brands in the country. In fact, the number of 
local food chains also increased. This study aimed to investigate the mediating and moderating effects 

of brand reputation and social media. A quantitative approach was employed in the sample size of 

364. The analysis was done on a structural equation model of partial least squares. Convenient 

random sampling was used to select the respondents. Data was collected through a field survey by 
using a closed-ended questionnaire from January 2019 to April 2019. The findings proved a 

significant link between brand equity dimensions, brand reputation, and brand performance. The 

statistically significant relationship noted between social media and brand performance. In addition, 
the significant mediation of brand reputation founded. Furthermore, the moderating effect was found 

negative, but statistically significant. This paper helps the executives of international as well as local 

brand caretakers, in the understanding of how social media providing them a competitive edge and 

how it influences the visibility and brand performance. 

 

Keywords: Brand Equity, Brand Awareness, Brand Association, Brand Reputation, Brand 

Performance, Social Media. 

 

INTRODUCTION 

Pakistan’s fast food industry ranked 

8
th
 world largest market for food and related 

businesses. 
[1]

 While ranked 2
nd

 largest in 

the country, and accounted for 27% of 

value-added production and 16% of total 

employment in the manufacturing sector. 
[2,3]

 affirmed that almost 70 global 

franchises are operating in the country, and 

most projected franchises are from Canada, 

Australia, China. To date, Pizza Hut is 

considered the first fast-food chain in the 

country to go public and operating with 74 

franchises throughout the country. 

Simultaneously having the desire to open 

more franchises in every district of the 

country. 
[4]

 53.09% contribution to GDP 

comes from the service sector of the 

country. 
[5]

 There are 37 million social 

media users out of 180 million, comparing 

to the previous year 2018, this year 

witnessed the 5.6% increase in users, 
[6]

 

Changes in daily routine, along with the 

increasing desire for outing motivated the 

previous scholars to work in this sector. 

However, 
[7]

 stated that changes in 
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customer’s routines have directed to an 

upsurge in the plea for diverse eating 

experiences and to the fast advancements in 

the fast-food industry. Owed to the 

distinctive qualities of services like 

intangibility and heterogeneity, products-

based brand equity, it is claimed, necessitate 

alterations to encounter fast food industry 

and service brand assessment requirement. 
[8]

 Such progress has an impact the exterior 

of various local and international brands 

which repeatedly comes from robust brands 

in order to fortify keenness and brand equity 

so that customers are capable to identify a 

particular restaurant. 
[9]

 Albeit some 

scholars have considered the progress of the 

fast-food restaurants, an inadequate number 

of scholarships emphasis on customers 

based brand equity in the hospitality 

industry. 
[10]

 The Researcher’s argument 

about whether brand equity dimensions 

utilized in product marketing can be 

practical to service-based brands. 
[11]

 

proposes that liberated cafes and restaurants 

putting effort as because the customers are 

varied to local restaurants.  

From a perspective of Branding, 
[12]

 

originate that external influences restrained 

the product/services structure, brand equity, 

orientation and brand performance (BP) 

association between Finnish organizations. 
[13]

 claimed that the rivalry nature of 

business entities and the environmental 

pressure may lessen the direct influence of 

the variable on the brand performance. 

Branding is an efficient and effective device 

for organizations to recognize and 

differentiate goods/services in the 

consumer’s (Cs) concentrations. It is a 

critical strategy of marketing mostly utilized 

to advance or flourish organization’s 

performance. 
[14] 

The work highpoints 

constructing a robust brand as the prime 

goalmouth of firms. 
[15]

 Normally, the whole 

forte of a brand functioning in single or 

multiple nationwide markets is assessed by 

its brand equity. 
[16]

 According to the, 
[17]

 

conclusion brand is afar a name, goals to 

achieve, but it’s one of the important tools 

to assess the overall performance of firms. 

In addition, brands can craft the value of 

customers and outcome in more income for 

the organizations. Brands may prone to 

greater success and healthier enactment if 

they logically and unceasingly estimate 

themselves. The altered measurements of 

brand equity can be supposed as a vital 

driver in the development and lessen of the 

overall performance of a brand. Hence, most 

of the organization’s executives desire to 

have a robust brand, it is anticipated that the 

drivers influencing the brand performance 

to be assessed more exactly. Therefore, with 

respect to the influence of brand equity 

measurements on the brand performance, it 

is prospective that they should be fused in a 

spontaneous model to get purer and further 

exact outcomes. Building and sustaining a 

brand is indispensable in the current era of 

modest marketing milieu, and band equity is 

the result of efficient branding activity 

stashes. 
[18]

  

The dimension of brand equity 

should precisely assess purchasers’ insights 

of the brand in order to advance marketing 

approaches that bring into line with 

consumers’ morals. 
[19]

 This is pertinent, not 

only to customers, buyers, or users, who 

buy, and use a brand but also to executives 

and marketing personnel’s, who assess the 

performance of the particular brand and 

make influential schemes. 
[20]

 Hence, the 

assessment of brand equity offerings and 

efficient means to judge both end-user brand 

insights and marketing motion. 
[21,22]

 

proposes that building strong brand equity is 

a key issue in the current era. ―Consumer-

based brand equity could lead to robust 

distribution networks, establish product 

brand extensions, and reinforce price 

elasticity‖. In addition, 
[23]

 investigated the 

role of brand equity and corporate 

reputation in ―customer-relationship 

management‖ in the large transitional 

market of China. In addition, it has been 

recognized as a critical perspective as 

witnessed by the ―proliferation of models 

and arguments on the concept‖. 

Additionally, it has various definitions 

which exhibits the ―commercial intention of 
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brands‖. 
[24]

 While, preceding studies have 

evaluated the association amongst brand 

equity with the firm performance, 
[25]

 and 

repurchase intention, 
[26]

 accounted the 

brand equity as one of the most critical 

antecedents of the business performances. 
[27]

 Albeit less emphasis has put on the 

effects of brand equity and brand 

performance in the fast-food industry in 

developing countries like Pakistan. In 

previous literature, most of the scholars 

have well diagnosed the influence of brand 

equity on firm performance, but brand 

reputation (BR) has been untapped into the 

previous work. 
[28]

 indicates that brand 

reputation playsa key role to examine the 

satisfaction of customers for varying 

degrees of failures. The forecast that brand 

reputation could protect or bulwarks the 

undesirable results of service failure, which 

advise that the customer would like to give 

another opportunity to the well-reputed 

brands. 

Indeed, 
[29]

 concludes that, as 

technologies alter, social media (SM) are 

where viewers can interact with those 

brands. All the brands have both positive 

and negative areas, which may not be 

included in the overall strategies of branding 

or failure to be connected to them with 

audiences. In such conditions, technologies 

create problems. In addition, by using SM 

audiences can ―help to develop the brand 

strategy, providing real feedback on how it 

is working. They provide a greater 

connection with the management, with 

audiences being able to affect the thinking 

of organizations behind the scenes, giving 

their brands greater relevance and appeal.‖ 

In order to expand brand positioning and 

brand equity, brand executives could 

effectively adopt and use popular social 

media means along with customary 

campaigns to stimulate performance 

qualities, satisfaction and their outcomes, 

such as trust. 
[30]

 In addition, 
[31]

 proposes 

that in current era Facebook is not just a 

considered a platform for linking with loved 

ones, but also an online space for brand 

lovers to interact with each other as well as 

with the brand. Owing to this potential of 

social media platforms, a number of 

companies nowadays launch their brand 

pages to create and retain customer 

relationships and brand loyalty. It is argued, 

that consumers not only pay attention to 

brands via visiting but also spread well as 

well as bed word of mouth by using social 

media. When customers make selection 

against service brands such as eateries, they 

give a higher weighting to risk reduction. 
[32]

 

That is, customers try to decrease doubt and 

disquiet by taking into account the overall 

brand equity. In contrast, in order to know 

about the overall performance of the brand 

and reputation of them, organization 

operatives started focusing on all the 

dimensions and broader range of 

environmental effect (SM). Albeit, 

preceding work have exhibited concern in 

SM values for firms, there are exact 

imperfect experiential educations on 

conclusion the effect of utilizing SM on the 

performance of small medium and 

enterprises in the fast-food industry 

especially in developing countries. 
[33]

 

contend that scholars should bash to 

emphasis on the sympathy of factors and 

moderators that harvest influence on firm 

performance somewhat than concentrating 

on SM values. Therefore, this study aimed 

to examine associations among brand 

equity, brand reputation, brand performance 

and moderating role of social media in the 

restaurant industry of Pakistan. 

Conceptual Model and Hypothesis 

Development 

A substantial extent of inquiry is rapt 

towards classifying the measurements of 

brand equity and forming a conjoint basis 

for the additional scholarship. 
[34-36]

 definite 

brand equity as ―a set of brand assets with 

the liabilities, linked to a brand (e.g. It can 

be a name, symbol) that can be added to or 

subtract from the value provided by a 

products/services to a firm or to the firm’s 

customers.‖ While, 
[37]

 defines brand equity 

as ―brand value or brand meaning, where 

brand meaning implies brand salience, 

brand association, and brand personality, 
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where brand value is consequences of taking 

care of brand meaning.‖ Furthermore, 
[38]

 

categorized four measurements of brand 

equity, specifically, brand awareness, brand 

association, perceived quality, and brand 

loyalty. Keeping in view the distinctive 

qualities of services, scholars have 

investigated accustomed dimensions of 

service brand equity. To investigate the 

brand equity of luxury hotels and chain 

eateries, 
[39]

 used (e.g. Brand association, 

brand image, perceived quality, and brand 

loyalty). Constructing on this, 
[10]

 makes the 

addition of the food quality to perceived 

quality measure in the context of a chain 

restaurant. In the present study, we have 

been using to measure their studies brand 

awareness and brand association dimension 

of brand equity. To determine further 

association with other branding features, the 

present education further includes brand 

reputation and brand performance.  
[40]

 stated that ―the performance of brand 

points out how successful a brand is in the 

market and aims to evaluate the strategic 

successes of a brand.‖ In addition, trust, 

perceived quality, brand image, satisfaction, 

and brand performance differ across 

―stakeholder groups‖. 
[41]

 Scholars have 

confirmed that a decent reputation and 

increasing profits are signs of better 

performance. 
[42]

 In previous literature, 

brand performance used as an independent 

variable, 
[43]

 as a dependent variable, 
[44]

 and 

also as moderator. 
[45]

 Meanwhile, an 

influence of SM on brand performance still 

needs more literature, 
[46]

 it has to be 

utilized in SMEs, particularly in the service 

sector proposed by the. 
[42]

 Furthermore, 
[47]

 

also used the perceived brand reputation as 

a mediator between brand extensions brand 

equity and perceived quality. Thus the 

present work adopts brand reputation as a 

mediating variable among dimensions of 

brand equity and brand performance. While 

the, 
[46]

 used SM activities as a mediating 

variable between entertainment, 

customization, perceived risk, interaction, 

trendiness and dimensions of brand equity 

and customer response. In addition, 
[44]

 used 

the SM capabilities as a moderator among 

the brand orientation and brand 

performance. Hence, keeping in view the 

wide acceptability and increasing 

penetration percentages of internet users 

globally, we argued that it has a significant 

influence on the performance of the 

organizations. 

2.1 Conceptual Framework 

Fig.1 represents the conceptual 

framework of the study. In this study, we 

use Brand awareness and brand association 

as an independent variable, brand 

performance as the dependent variable, 

brand reputation as a mediator, and social 

media tools as moderator. 

 

 
Figure 1. Conceptual Framework 

 

2.2 Hypothesis Development 

2.2.1 The impact of brand association on 

brand reputation 

[47]
 defines brand reputation as ―the other 

informational nodes linked to the Brand 

node in memory and contain the meaning of 
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the brand for consumers‖. The knots 

comprise particularly facts of goods and 

services, such as logos, labeling, price, and 

advertisement of the particular Brand, 

furthermore, positive or negative toward-of-

mouth and the customer's past experience. 
[48,38]

 states that the basis of brand equity is 

the awareness of a brand name which can 

generate optimistic links for customers. The 

brand associations are considered as one of 

the most critical drivers in building a brand 

image. 
[49]

 Interestingly, the higher the 

degree of associations a brand has, the more 

likeliness of it as that potential customers 

will recall it. This has fortified brand 

marketers to generate robust and 

unforgettable brand association that will set 

the brand apart from competitors. 

Recognizing and using distinctive brand 

qualities helps toughen brand association 

―Engaging consumers using emotional and 

sensory elements help the brand association 

stay memorable.‖ 
[50]

 Positive brand image, 

in turn, creates a good brand reputation. The 

formation of a brand image through 

advertisement, labeling, colors of logos, 

letters and symbols defines a 

product/service position, and effectively 

standing strengthens a robust ―brand 

image‖. 
[51,52]

 notified that a resilient 

memory impact strengthens a brand image. 

Customers who are devoted to a brand often 

associate escort with a progressive 

reputation. 
[53]

 Hence, the present study 

hypothesizes that: 

H1: the Brand association has a significant 

influence on brand reputation. 

2.2.2 The impact of brand awareness on 

brand reputation 

Brand awareness is ―related to the 

strength of the brand in the minds of 

consumers, and it enables consumers to 

recognize and recall the brand, thus 

enhancing brand equity‖. 
[47]

 In addition, it 

is a vital goal of marketing efforts in 

particular organizations, as because ―brand 

image and brand attitude‖ cannot be shaped 

in its absenteeism, 
[54,55]

 stated that brand 

awareness cumulative with the brand image 

is vital for organizations because they 

represent important dimensions of brand 

equity is connected to the power of the 

―presence of a brand in the consumer’s 

mind.‖ Some scholar’s highpoint the vitality 

of brand awareness, in the context of the 

service industry. 
[56]

 It is associated with a 

brand name; it indicates the likelihood that a 

specific brand name emanates to the 

customers’ mind. 
[47]

 A brand name helps to 

decrease the risks of purchasing and using 

another service brand. 
[57,58]

 notifies that 

brand awareness donates to construct 

sincerity, which in turn, generates 

trustworthiness intensions. Trust of 

customers to a particular brand, thus 

improves brand reputation. Researchers 

have confirmed that brand awareness is 

associated with a brand reputation. 
[59]

 Both 

dimensions of brand equity are reflected to 

be the core elements of reputation. 
[60]

 

Hence, the following hypothesis 

constructed.  

H2: Brand awareness has a significant 

influence on brand reputation. 

2.2.3 The impact of brand reputation on 

brand performance 

Brand reputation is ―an immediate 

picture of a brand based on the aggregated 

multiple images held by both its internal and 

external stakeholders over the years‖. 
[61,62] 

state that since brand reputation is formed as 

an aggregation of images, accumulating in 

customers’ minds over time into an overall 

evaluation of a company, it can be assumed 

that an individual global stakeholder 

emotional association to an organization has 

an impact on the image he/she forms of it. It 

is vital to comprehend that brand reputation 

is not constantly the reagent for numbers 

(e.g. Profits, sales, expenses) to increase. It 

can be a result of enhanced present or 

upcoming service industry brand 

performance which can flourish numerous 

dimensions (e.g. Brand loyalty, re-purchase, 

and recommendation). 
[63] 

For instance, if a 

brand airs any dissolution in reputation 

modification, for example, goods/services 

linked problems, brand performance will be 

affected. 
[64] 

Their results show that brand 

reputation, in general, has the dominant 
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impact on an organization’s value 

performance.  
[65] 

claimed that ―an important 

determinant of the reputation a person holds 

of a company is the relationship that the 

person has with an organization, and 

customers are more likely than other 

stakeholders to have a relationship‖ with a 

firm and brand which augment brand 

performance. Furthermore, some scholars 

used brand reputation as a mediator between 

brand equity dimensions and brand trust and 

found positive outcomes. 
[66-68]

 examined 

the telecom industry and found that service 

providers necessitate to comprehend that 

building reputation is one of the important 

elements that would reinforce their wits of 

taking service innovation frequently, as well 

as make their customers to cross-buy other 

services. In addition, brand reputation and 

brand equity partially mediate the 

association among corporate social 

responsibility and brand performance. 
[69,66]

 

notified, the positive partial mediation 

between brand awareness, and brand trust, 

while, they found the full mediation 

between the brand associationand brand 

trust. Hence, it is probable that if customers 

have robust spirits, and wanted qualities 

assessments to the dimensions of brand 

reputation (e.g. Brand reliability and brand 

benevolence), that will opulently influence 

the dimensions of brand performance 

(Brand loyalty, re-purchase, and 

recommendation). 
[30]

 Furthermore, 
[30]

 used 

brand reputation as mediator among brand 

equity dimensions and brand performance. 

Therefore, following hypotheses 

constructed: 

H3: brand reputation has a significant 

impact on brand performance. 

H4: The relationship between brand 

association, and brand performance are 

significantly mediated by brand reputation. 

H5: The relationship between brand 

awareness and brand performance are 

significantly mediated by brand reputation. 

2.2.4 The impact of social media on brand 

performance 

In previous eras, novelties onthe 

internet have frolicked a significant part in 

organization performances. 
[33]

 Web 2.0 

applications offer the chance to handover 

internet competence to the societal milieu 

where persons are capable to intermingle 

online via using SM. 
[70]

 SM is an efficient 

and effective infobahn for getting into a 

consistent and bring up-to-date info. 
[71]

 The 

fame and huge usage of SM ease the virtual 

education and the distribution of info. 
[72]

 

SM permits the operators, deprived of any 

necessity of bodily existence, to converse 

and make content. 
[73]

 Furthermore, SM has 

been seen as a real poster for organizations 

profitable motives and advance brand 

performance. 
[74]

 Most of the organizations 

are adopting and utilizing the SM to 

enhance firm brand image and awareness. 
[75]

 In addition, the SM impact firms 

Branding plans leading to electronic word of 

mouth. 
[76]

 So, electronic word of the mouth 

entices customers and improves their 

intentions towards purchasing. 
[77]

 

By means of SM, customers have 

entree to diverse cradles of common info 

from other clients with respect to their 

knowledge and references. Such impacts 

their buying decisions. 
[78]

 Consequently, 

the critical part of SM in building 

association and trust with clients, 

consumers, suppliers, and possible 

associates is vital attention to organizations. 

An organizations engrossing in SM provides 

values for their firms comprising improved 

brand value 
[79]

 growth in sales; 
[80]

 

―eCommerce and social commerce‖;
 [81]

 

customers trust and Gluiness; 
[73]

 novelty 

and new product advancement; 
[82]

 sharing 

of knowledge; 
[83]

 customer relationship 

management, 
[84]

 electronic word of mouth. 
[85]

 Some of the scholars investigated the 

effects of social media marketing activities, 

tools and applications (e.g. Facebook, 

Twitter, Instagram, and YouTube) on 

different dimensions of Branding (e.g. 

Brand equity, brand reputation, purchase 

intention, Brand loyalty, and brand 

performance). 
[86]
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In addition, 
[44]

 used social media 

capabilities moderator and found the 

significant results of it on brand 

performance. Likewise, 
[87]

 states that 

customers recommend the brand via social 

networks to their friends and spreads 

positive or negative words of mouth. 

Furthermore, 
[30]

 founded the positive 

association between SM and brand 

performance. Therefore, following the 

hypothesis constructed: 

H6: Social media have a significant impact 

on brand performance. 

H7: Social media significantly moderate the 

relationship between brand reputation and 

brand performance. 

 

METHODOLOGY 

3.1 The sample and data collection 

Before going to the main conduct of 

the survey two pilot studies were conducted 

with 50 respondents. As because of the time 

frame, atmosphere and other external factors 

like education, understandings few of the 

questions incomprehensible and difficult for 

respondents to fathom, they were revised. 

The main survey, led in the major cities of 

the country (e.g. Karachi, Islamabad, 

Lahore, and Hyderabad) from January 2019 

to April 2019. Before proceeding towards 

filling the questionnaire, respondents were 

asked do they have any experience of fast-

food restaurants and Brands. The technique 

of field survey adopted, specifically 

convenient random sampling method used. 

N = 369 respondents represent the 

population of the country. In demographic 

information, 46.5% of respondents were 

males, while the rest of 53.5% were 

females. 31.0% of the respondents fall 

within the age of 16-25 years. 21.5% 

between 26-35, 39.0% in the range of 36 – 

45 and the rest of 8.5% were above 46 

years. 

3.2 Measurements Scales 

To assess the constructs (variables), 

a 7 point-Likert scale used, which range 

from 1 – strongly disagree to 7 – strongly 

agree. Brand awareness, measured by using 

3 items. Brand association, measured by 

using 3 items. Brand reputation assessed by 

using 4 items. Construct of brand 

performance evaluated by using 5 items. 

And the social media measured by using 3 

items. The items were adopted from 

previous studies. 
[67, 66, 86] 

 

RESULTS OF THE STUDY 

The table – 1: show the results related to the 

assessment of the constructs. As per the rule 

of thumb set by, 
[88]

 the coefficient value of 

CA should be higher than 0.7. In addition, 
[89]

 standards, there are four categories of 

CA. Authors’ beliefs that if the value falls in 

the range of 0.9 or >, it will become 

excellent reliability. If it will fall in between 

0.7 to 0.9 it will be named high reliability. If 

in between 0.5 to 0.7 it will become 

moderate. And if it will be < 0.5 it will 

categorize low. The constructs results 

(Brand association = 0.748, brand 

performance = 0.839, brand reputation = 

0.883, brand awareness = 0.717, and SM = 

0.736) fall in the range of 0.7 to 0.9 called 

excellent reliability.. In addition, related to 

the loading, 
[90]

 proposed that loadings 

should have a value greater than 0.5.  

Furthermore, 
[91]

 stated that the value 

of AVE should be greater than 0.5. And 

According to 
[92]

 composite reliability or 

construct should be greater than 0.7. Hence, 

keeping in view all the rules of thumbs 

related to reliability and validity standards, 

the results of the study founded satisfactory 

and meet the basic criteria developed by the 

previous scholars. 
 

Table – 1:Measurement Model Evaluation 

Constructs  Items Loadings CA CR AVE 

Brand B-Ass1 0.875 0.748 0.849 0.656 

Association B-Ass2 0.885    

(B-Ass) B-Ass3 0.647       

Brand B-Aw1 0.781 0.717 0.796 0.567 

Awareness  B-Aw2 0.673    

(B-Aw) B-Aw3 0.798       

Brand BP1 0.820 0.839 0.887 0.612 

Performance BP2 0.660    

(BP) BP3 0.755    

 BP4 0.856    

  BP5 0.806       

Brand BR1 0.870 0.883 0.919 0.74 

Reputation BR2 0.836    

(BR) BR3 0.874    

  BR4 0.859       

Social Media SM1 0.742 0.736 0.799 0.569 

(SM) SM2 0.747    

  SM3 0.774       
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Two methods were used to evaluate 

the ―discriminant validity‖ of the variables. 

First, it was ensured that the cross-loadings 

of indicators should be greater than any 

other opposing constructs. 
[93]

 Second, 

according to the, 
[94]

 criterion, the ―square 

root of AVE for each construct should 

exceed the inter-correlations of the construct 

with other model constructs‖ (Table 2). 

Hence, both approaches ensured the 

satisfaction of the results and validity. 
 

Table – 2: Discriminant Validity Coefficients 

  1 2 3 4 5 

B-Ass 0.810*     

B-Aw 0.801 0.753*    

BP 0.556 0.674 0.782*   

BR 0.643 0.733 0.731 0.86*  

SM 0.602 0.542 0.613 0.434 0.755* 

Note: * Bold values represent the square root of average variance 

extracted (AVE). 

 

Table – 3: Paths Coefficients and Hypothesis Testing 

Hypothesis Relationship B Mean SD t-value p-value Decision 

Direct Effect        

H1 B-Ass -> BR 0.133 0.133 0.063 2.108 0.036** Supported 

H2 B-Aw -> BR 0.625 0.626 0.059 10.553 0.000** Supported 

H3 BR -> BP 0.558 0.559 0.031 17.744 0.000** Supported 

H6 SM -> BP 0.38 0.38 0.036 10.472 0.000** Supported 

Indirect Effect        

H4 B-Ass -> BR -> BP 0.074 0.074 0.034 2.163 0.031** Supported 

 H5 B-Aw -> BR -> BP 0.348 0.35 0.045 7.81 0.000** Supported 

Moderating Effect         

 H7 SM*BR -0.071 -0.072 0.036 1.992 0.047** Supported 

Note: ** p-value = 0.05 (one tail), t-value = 1.96 

 

The table given below contains the 

values of the coefficient of determination. It 

shows the percentage change in the 

dependent variable incur because of 

independent. According to 
[93]

, it’s the 

proportion defined by IV. Or it tells how 

much change in the dependent variable 

incurs because of the independent variable. 

Table – 4 show the two models. In this 

study, we have two R
2
 values because 

initially all of two independent variables 

Brand association and awareness have a 

direct link as well as an indirect link to them 

via brand reputation to brand performance.  

In the model – 1: R
2 

value of 0.644 

states that (64.4%), changes in brand 

performance incur because of the brand 

equity dimensions used in the study. 

Likewise, Model – 2 the 54.4% change in 

brand reputation incurs because of the brand 

equity dimensions only. As per the rule of 

thumb, 
[90]

 the coefficient of determination 

falls in the range of 0.35 to 0.67 categorized 

into the moderate area. As per the rule of 

thumb set by, 
[90]

 both values of R
2 

falls in 

the moderate range. 

 
Table – 4: Coefficient of Determination 

Model Path R Square R Square Adjusted Decision 

Model-1 BP 0.644 0.641 Moderate 

Model-2 BR 0.544 0.541 Moderate 

 

DISCUSSION AND CONCLUSION 

The current study adds to the 

mounting literature on brand equity, brand 

reputation, and brand performance and 

moderating effects of SM. First, this study 

focus on the progress of a brand equity 

model, suitable for chain and fast food 

restaurant Brands (KFC, Pizza Hut, TGI 

Fridays, Subway, The Chair Bar & Grill), 

and emphases on its measurements as 

embodied by ―chain restaurants’ 

consumption psychology‖. The present 

study proposes that brand awareness and 

brand association are major components of 

brand equity. Although various Scholars 

have investigated on the advancement of 

brand equity framework, there has been less 

framework in the context of fast food 

restaurant Brands particularly in a 

developing country like a Pakistan. The 

results are shown in table – 3: indicate that 

brand awareness and brand association have 

positive impacts on brand reputation, as 

well as brand reputation has an optimistic 

impact on brand performance. Thus, we 

confirm the mediating role of brand 

reputation on the association among brand 

equity dimensions and brand performance. 

More specifically, we have 

constructed seven hypotheses. From which 
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four comes under the umbrella of direct 

effect and remaining under the roof of the 

indirect effect. We constructed that H1: the 

brand association has a significant influence 

on brand reputation. Results mentioned in 

the table – 3: reveals positive beta 

coefficient 0.133, standard deviation 0.063, 

t-value 2.108 > 1.96, p-value 0.036 < 0.05, 

decision supported the hypothesis. Hence 

the results are consistent with previous 

studies of. 
[66] 

In addition, Hypothesis – 2: 

stated that brand awareness hasa significant 

influence on brand reputation. Results 

mentioned in the table – 3: reveals positive 

beta coefficient 0.625, standard deviation 

0.0626, t-value 10.553 > 1.96, p-value 0.000 

< 0.05, decision supported the hypothesis, 

results of the study supported by previous 

work of. 
[58] 

In addition hypothesis – 3: 

constructed for the positive and significant 

impact of brand reputation on brand 

performance. The 0.558 beta coefficient, 

0.031 standard deviation, 17.744 > 1.96 t-

value and 0.000 <0.05 p-value founded. All 

the results supported the constructed 

hypothesis and result also alike in the 

previous investigation. 
[67] 

Hypothesis – 6: 

constructed for the direct positive and 

significant effect of SM on brand 

performance. Results noted positive beta 

coefficient 0.380, standard deviation 0.036, 

t-value 10.472 > 1.96, p-value 0.000 <0.05. 

Results founded to support the hypothesis, 

and consistent with previous work of. 
[30]

 

Hypothesis – 4 & 5: established in support 

of mediating effect of brand reputation 

towards brand performance, the results 

founded positive and significant as t-value 

2.163 and 7.81 > 1.96 and p-value 0.031 and 

0.000 < 0.05. The results noted also 

supported by previous studies. 
[66,67]

 

Furthermore, the hypothesis – 7: established 

for moderating effect of social media, 

results founded with negative path 

coefficient -0.071, standard deviation 0.036, 

t-value 1.992 > 1.96 and p-value 0.047 

<0.05. However, a hypothesis supported 

because the results are significant. The 

result is consistent with previous studies of. 
[87]

  

In conclusion, it is indispensable to 

understand the drive of stopover and 

advance brand equity dimensions grounded 

on the aims of the visit in the fast-food 

industry to improve the reputation and trust 

of service providing organizations. 

Furthermore, executives should habitually 

crisscross whether customers are satisfied 

with restaurant, and alter it consequently 

grounded on social inclinations and target 

customers penchants. 
 

Limitation and Future Direction 

This study was conducted in the context 

of Pakistan. This scholarship is limited to a 
solitary fast food industry and necessities 

replication, but concentrating on other sectors. 

The significance of SM potency differs in other 
perspectives, other businesses, and emerging 

economies. In addition, it focused only on major 

Brands and has served the fast-food industry. 
Field survey only conducted in major cities of 

the country. Furthermore, only two dimensions 

of brand equity considered. Hence, future 

studies needed to involve other dimensions of 
the Brand equity (e.g. Brand effect, self-

congruence, food and service quality). 

Furthermore, this study can be applied to other 
industry/sectors. Upcoming scholarships test the 

consequences of present education in another 

sector of hospitality (e.g. Tourism, hotels, 

airline, etc.). Furthermore, SM may have a 
distinctive influence on multiple levels of 

restaurants (e.g. Eat-in, take away, and home-

delivery).  
Cramming the impact of SM on 

customers based brand equity, financial-based 

brand equity, and customer lifetime value are 
also possibly productive boulevards for 

additional exploration. However, exploring 

customer relationship management, and ads are 

required along with the influence of SM usage. 
Moreover, the study can carry forward to study 

the effects of brand equity dimension on Brand 

loyalty. Furthermore, the interaction effect of 
social media needed to be explored on 

Branding. Marketing heads required to focus on 

the qualities of the foods and services, 
ambiance, staff grooming and use of languages 

as it’s prone to the establishment of trust and 

reputation of the brand and restaurant. 

Research Implications 
It is indispensable to understand the 

drive of stopover and advance brand equity 
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dimensions grounded on the aims of the visit in 

the hospitality industry to improve the 
reputation and trust of service providing 

organizations. To repeat, marketing heads and 

local brand owners are required to do 

advertisement of their brands via giving gifts to 
customers, social media campaign, discount 

offers on doing online survey’s and make ensure 

that they are satisfied. The level of satisfaction 
can be ensured by asking eaters’ and making 

phone calls to customers’ who make daily 

delivery orders. In addition, operational teams 
of the restaurants either local or international are 

responsible to improve the trust level. The 

customers directly visit the restaurants, the 

behavior of staffs, and interior play vital role for 
a brand image as well as the reputation of the 

brand at large scale.  

Marketing heads required to focus on 
the qualities of the foods and services, 

ambiance, staff grooming and use of languages 

as it’s prone to the establishment of trust and 
reputation of the brand and restaurant. Apart 

from this, marketing executives and restaurant 

managers should contemplate how to arouse 

customers sensitive attitudes based on their 
demographics (e.g. age, gender, and education) 

and other drivers like trust, goals and an 

environment. For instance, the atmosphere of 
service providing companies (e.g. lighting, 

color, layouts, and music) needs to be 

considered as per customers symbolic 

necessities. 
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