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Abstract. This research is a systematic conceptual analysis; the research setting
is hypercompetitive markets. It concentrates on the essential function of brand
image in customer actions as well as cultivating long-term client loyalty. The
present research presents the theory of planned behavior (TPB) as suggested in
the reference. It provides an overview of the full psychological makeover
suffered by the consumer from first impression to retention. As mentioned, the
current study corroborates that a well-structured brand identity impacts
consumers' evaluation of their relationship with the enterprise and is a key factor
for immediate satisfaction and future loyalty. The four fundamental dimensions
that drive consumer behavioural intention are aesthetics, functionality, emotive
appeal, and strategic communication, and these dimensions will be broken down
in this study. It confirms that consumer trust is the key mediating variable
between the abstract brand image perception and the concrete conversion to
loyalty. As a final step, this paper presents the practical brand management
framework which can give cues to practitioners so as to arrange optimal brand
architecture, minimize consumers' perceived risk, and preserve long-term
consumer loyalty.

Keywords: Brand Image, Brand Loyalty, Brand Trust, Consumer Behavior,
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1 Introduction

Digital transformation has definitely changed the way businesses operate and has
created more points of contact between brands and consumers. At the same time,
consumer expectations are also changing rapidly, making today’s market competitive
much more and changing the way brands are managed [1]. In the digital era, consumers
are no longer focused only on the quality or features of a product specifically. Instead,
they also will pay close attention to the experiences they receive from a brand. As a
result, brand image, which includes elements such as design, appearance, personality,
promotion, and usefulness, has become an important resource for businesses [2]. This
development can be found in different industries, including tourism [1], the hospitality
sector [3], and e-commerce [4]. Since consumers still continue to evaluate the brand
through their repeated interaction, a strong brand image is hard to be achieved simply
by communicating messages to customers. Instead, having a positive and strong brand
image is an important part of building and maintaining good relationships with
customers.
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The connection between brand image and consumer behavior in recent years,
including brand loyalty, is becoming more complex nowadays because it is strongly
influenced by consumer values and trust in digital services all over the world. Today,
factors such as shared values, brand honesty, and concern for the environment is an
extra value to influence on consumers in their buying decisions. This is very much
common among millennial and Gen Z consumers [5], [6]. In this kind of situation,
brand trust has an important role to connect consumers’ first impressions of a brand to
their liking. Digital transactions and the use of Al are able to create a lot of concerns
and risks for consumers. Therefore in this case, all activities related to corporate social
responsibility (CSR) [7] and the authenticity of a brand [8] is one of many ways to help
companies build a stronger trust in their audience. However, even though these
mentioned factors are easily recognized as important, research findings about the role
of brand trust as a mediator are still inconsistent and uncertain in many ways. The
effects can be differ depending on the industry, such as in green marketing [9] and the
banking sector [10].

These different research findings enlighten us that there are notable gaps in the
current brand management literature. One of the main problems is the lack of consistent
terms and the use of different research methods, which makes it difficult to compare
the results of different studies [11]. In addition, many studies is just focus only on
specific industries, so their findings cannot be applied to other business sectors [12],
[13]. Another issue to this problem is that many recent studies are not using well-known
psychological theories, especially the Theory of Planned Behavior (TPB) [14]. Using
this theory may help researchers to better understand how brand image affects
consumers’ attitudes, social pressure, and their ability to control their behavior. A more
complete review and to make a combination of previous studies is a needed. This should
include several important areas, such as changes in consumers’ buying behavior over
time [15], emotional connections in sensory retail environments [16], electronic word-
of-mouth (eWOM) [17], and the role of Al in personalized marketing [18], [19].

This systematic analysis aims to bring together the different points of view in
previous studies and provide a clearer understanding about how brand image affects
consumer behavior and, in the end, leads to brand loyalty. In this study, brand trust is
considered as the main factor that connects brand image with the behavior of customers.
The study also uses the Theory of Planned Behavior (TPB) in order to create a more
complete framework and connect it with existing research on brand management. The
combinations of all these findings from different studies can help to support the
theoretical ideas of this research and also provide practical benefits. In particular, the
results may give useful strategic guidance to businesses sectors on how to improve
positively a good brand image in a digital market where consumers are expecting a
greater transparency and value.
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2 Literature Review

2.1  Theory Of Planned Behavior

The Theory of Planned Behavior (TPB) [20] was developed from the Theory of
Reasoned Action by adding one other factor which is called perceived behavioral
control. This factor is used to explain in these very specific situations where people are
not able to fully control their actions. According to TPB, actual consumer behavior is
mainly influenced by the intention to perform a certain behavior. Consumer intentions
are formed through several three main factors: first, their attitude toward the behavior,
secondly, the influence of people around them or subjective norms, and lastly on how
easy or difficult they believe the behavior will be [14], [20]. To understand it better
about these psychological factors can give an important theoretical basis for examining
how consumers’ intentions can be leading into real actions in today’s complex and
uncertain marketplace.

The Theory of Planned Behavior (TPB) is used as the main theory in this essay
entitled “The Role of Brand Image in Shaping Consumer Behavior and Loyalty: A
Systematic Conceptual Analysis” to make a better understanding about how common
brand image can influence consumer loyalty. The review of previous studies shows that
a strong brand image has the ability to create positive attitudes toward a brand,
influence consumers through social opinions, and make consumers feel more confident
about their purchasing ability[ 14]. From this perspective, clear communication and a
trustworthy brand image is needed to reduce thick barriers in consumer decisions, such
as financial risk and concerns about skyrocketing prices [21].

2.2 Brand Image

Brand image is not just a way to identify a brand through its visual appearance. Not to
mention, It is also made up of the thoughts, feelings, and meanings for the consumers
to connect with the brand and keep in their lasting memory. There are five important
elements of brand image: design, publicity, aesthetics, charm, and functionality, which
can all create value for consumers [2]. These elements do not work separately. Instead,
they are connected to how genuine a brand is perceived to be [8] and to the ideas that
consumers associate with the brand, such as an eco-friendly image [6]. In marketing,
these different perceptions can become the foundation for building strong relationships
between brands and consumers. They also can be influenced by the quality of these
relationships. Previous studies in different industries, including tourism and hospitality,
have supported this idea. A strong brand image, together with brand awareness and
perceived brand quality, is an important part of building overall brand equity [1], [3],
[11].

In the context of "The Role of Brand Image in Shaping Consumer Behavior and
Loyalty: A Systematic Conceptual Analysis," brand image is an important
psychological factor that can influence consumer loyalty. It connects different
marketing activities with consumer responses and can help explain why consumers can
become loyal to a brand. Brand image is not something that stays the same. Instead, it
changes over time through different consumer experiences, especially through sensory
marketing and activities that can create emotional connections [22]. Online activities
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also support this process, particularly in social media marketing and electronic word-
of-mouth (eWOM) [10], [17]. However, a strong brand image may not be enough to
change consumer behavior if the brand's values are lower than consumer values. Green
branding is one of the finest examples, where consumers' concern for the environment
can influence their preference for a brand and eventually turns down to support brand
loyalty [23], [24]. This connection is especially important for younger consumers, such
as Gen Z. Brands need to create a positive, honest, and trustworthy image through their
digital channels. Strong brand image is not only a useful tool for gaining a competitive
advantage in the market, but it can also encourage consumers to make their first
purchase and develop long-term loyalty to a brand[5].

2.3 Consumer Behavior

Consumer behavior is a complex topic which includes a whole different way consumers
think and make their decisions when searching, comparing, and choosing products or
services. In the digital era, consumer decisions are no longer based only on the basic
functions of some product. Instead, they are also influenced and attracted by the
complete brand experience and the different senses involved when interacting with their
selected brand [16], [22]. At the same time, technologies such as artificial intelligence
(AI), as well as electronic word-of-mouth (eWOM), can strongly affect how consumers
make decisions for themself [17], [18]. Consumer behavior has a difference between
all generations. For example, Generation Z often rely on sustainability and authenticity
when choosing products. There is a significant amount of possibility for Gen Z to buy
from the same brand again when they feel the brand has a strong social and
environmental commitment and provides a trustworthy image in it [5], [15]. The main
focus of this research, "The Role of Brand Image in Shaping Consumer Behavior and
Loyalty: A Systematic Conceptual Analysis," is to explain how brand image has
become an important factor in consumer decision-making. In today's complex market,
brand image is no longer only a way to recognize a product or company. It can also
influence how consumers think and behave when making purchase decisions. The
Theory of Planned Behavior (TPB) is used in this study to explain this process. A well-
managed brand image can influence social expectations and reduce problems that may
make consumers unsure about buying a product, such as concerns about price and
doubts about greenwashing [9], [21]. Businesses can no longer depend only on giving
information to consumers to create long-term loyalty as stated earlier. Brand image now
has three important functions: it helps create emotional connections with consumers,
shows that the brand shares their important values, and builds stronger trust in the
brand's commitment to sustainability [4], [13].

2.4  Brand Loyalty

Brand loyalty is a complex concept that involves more than simply buying the same
product again. It develops over time through different psychological stages, starting
with awareness and knowledge, followed by emotional connection, and finally leading
to the intention to continue choosing the brand [25], [26]. This level of loyalty is
stronger than simply avoiding other brands [27] and can result in a strong preference
for one particular brand [28]. Not to mention that brand loyalty is also not based on
short-term customer satisfaction. Instead, a development can be made through positive
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experiences over time, shared values, and strong emotional connections. All of these
long-term relationships can be supported by sensory and experiential marketing
activities at many different points where consumers can interact freely with a brand
[16].

The study "The Role of Brand Image in Shaping Consumer Behavior and Loyalty:
A Systematic Conceptual Analysis" shows that brand image is an important factor in
building and maintaining relationships with customers. The way a company creates and
manages its image can strongly affect how consumers see the brand and how they
behave toward it. A positive brand image can encourage consumers to choose a brand,
while brand trust helps turn their first impressions into long-term loyalty [10]. This role
of trust has become more important as digital technology and interest in sustainability
continue to grow. For example, Generation Z consumers expect brands to provide
honest, clear, and relevant information, especially about environmental issues [5], [9],
[23]. However, a positive brand image may not directly lead to purchase intention if
consumers do not feel that the brand's values match their own. It is proven clear that
companies should consider using experiential marketing strategies to build trust,
strengthen consumer commitment, and develop long-term brand loyalty [15], [22].

2.5 Brand Trust

Brand trust is another important part of consumer psychology. It shows how much
consumers trusted a brand that can keep its promises and provide the benefits they
expect in the first place [4]. Brand trust can be understood through five connected areas
in which includes: reliability, honesty, clear information, data security, and consumers’
past experiences with the brand. Today, businesses face a rapid growing interest in
sustainable products and massive digital change, which requires them to adjust their
strategies in many ways. Because of this, trust is no longer just an extra result of
marketing purpose. It has become something more important as a resource for
businesses. This is actually true for critical consumers such as Gen Z. They expect for
a brand to be more open, honest, and clear in their communication, and they do not
want brands to make false environmental claims in their marketing. Achieving all of
these expectations can may help businesses build trust and encourage consumers to
make definitive purchasing decisions [5], [9], [29].

In the study "The Role of Brand Image in Shaping Consumer Behavior and Loyalty:
A Systematic Conceptual Analysis," brand trust is used as the main mediating factor. It
can connect consumers’ first impressions of a brand with their final purchase decisions
and long-term loyalty. A positive brand image can possibly be developed using sensory
experiences, digital interactions, or corporate social responsibility (CSR) activities.
However, a good brand image alone may not be enough to create strong brand value, it
needs something more robust. Consumer trust is needed for these positive perceptions
to influence behavior [7], [10]. A strong brand image can help reduce consumers’
concerns about risk and make them feel more secure when dealing with their chosen
brand. As a result, trust can help turn consumers’ first interest into continued support
for the brand. This will have a probability to positive word-of-mouth and stronger brand
loyalty in the long run, even when consumers have many other varied choices in a
competitive market [4], [24].
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3 Methodology

This study entitled "The Role of Brand Image in Shaping Consumer Behavior and
Loyalty: A Systematic Conceptual Analysis," uses a systematic conceptual approach to
develop existing theories and in order to gain new understanding from previous
research [30]. The main purpose is to collect and review relevant academic studies to
find research gaps and better understand the connections between the main variables
[31]. Based on the findings from the literature, a conceptual framework is developed as
a strong foundation for future research and empirical testing. This study focuses on four
main research questions: (1) How does brand image affect consumer behavior? (2) How
does brand image influence brand trust? (3) How does brand trust affect brand loyalty?
(4) Does brand trust act as a mediator between brand image and brand loyalty?

4 Results & Discussion

4.1  The Effect Of Brand image On Consumer Behavior

Many studies have shown that brand image indeed has an important effect on consumer
behavior to purchase. A strong brand image does more than help consumers recognize
a company. It can also influence how they respond to a brand and help them make
purchasing decisions faster, whether the purchase is planned long before the purchasing
has been made or made suddenly in the blink of an eye. This influence comes from a
few different psychological processes and ways of creating a brand value. According
to [2], a positive brand image can increase consumer engagement significantly and
improve the value that consumers receive from their brand experiences. This idea is
also supported by [22], who explains that consumer experiences and behavior are
influenced by some aspects, including, emotional, cognitive, and behavioral states. In
this process, brand image can act properly as an important factor that can guide
consumer behavior to the intended goals. Previous research also shows that a strong
brand image can build trust and loyalty towards the brand, which are important in the
purchase decision process. Factors such as perceived product quality, effective
communication, and strong Corporate Social Responsibility (CSR) can help to create a
more positive brand image. These mentioned factors can influence consumer decisions
and improve the reputation of a company if acted precisely.

The effect of brand image can have different results depending on consumer
characteristics and market conditions. For example, younger consumers may pay more
attention to a brand's reputation through their updated social media coverage compared
with older consumers. The influence of brand image can also depend on whether the
product comes from a local or foreign brand. For foreign products, brand image may
have a stronger effect on customer satisfaction after the purchase, while for local
products, it may have a greater influence on consumers' initial purchase intentions, it
depends on the purpose of their purchasing. This influence is highly important to deal
in digital markets and e-commerce. A positive brand image can encourage more
consumers to make unplanned and sudden purchases on online platforms such as
TikTok Shop and other online platforms.
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However, brand image does not work by itself. It needs to be supported and upheld
by suitable marketing activities, a good environment, and clear business strategies.
Creative marketing activities, such as improving social media content, providing useful
information about the product, using promotions as a tools to increase engagement, and
communicating with consumers through digital platforms, can lead to increased
consumer interaction and support sales. A similar effect can be found in offline stores,
where the atmosphere and design of the store can work together to make comfort with
consumers' existing views of a brand. Creating a positive environment can help build
stronger and attached emotional connections with consumers [16], which may
eventually encourage them to make more and more purchases. Managing brand image
carefully is important not only from a theoretical point of view but also for business
practice. A well-managed brand image can help companies build consumer trust,
encourage positive behavior, and develop long-term brand loyalty.

4.2  The Effect Of Brand image On Brand Trust

Other previous studies have found a clear positive relationship between brand image
and brand trust [31]. A strong brand image can help to increase consumers’ trust
because it affects both their thoughts and feelings about a certain brand. In modern
marketing, brand image is no longer only used to help consumers recognize a company.
but it can also reduce consumers’ concerns and make them feel more confident in
deciding to interact with a purchase from a brand. This relationship is quite important
in sensitive industries such as financial services. Other similar results have been found
in areas such as health and nutrition products, halal-certified products, and fast-moving
consumer goods. A well-managed brand image is able to create more positive views of
product quality, improve customer satisfaction experiences, and support other
underway marketing activities. For example, effective communication can blend well
together with a positive brand image to build stronger and compact consumer trust.

However, the effectiveness of a brand image depends on several important
conditions. Previous research [24] shows that when a company takes environmental
issues seriously, consumers may see the company as being well managed and
responsible. This can further improve brand value and increase consumer trust even
more. Companies that are used to personalized communication in order to build trust,
they also need to provide clear and honest information about it, make the information
useful to consumers, and give consumers control over their personal data freely. As
explained in previous research [4], a brand can quickly lose its good reputation if it is
not transparent about its activities or if consumers' personal data is not properly
protected.

4.3  The Effect Of Brand Trust On Brand Loyalty

An important factor in developing long-term brand loyalty is shown in the previous
empirical studies. This study looks even further at the role of brand trust in a highly
competitive market. Traditionally, brand trust has been understood as consumers’ belief
that a company is honest, reliable, and able to provide their promise. However, this
study explains that brand trust is also an important foundation for building longevity in
relationships between customers and brands. Research covering different industries,
including retail, technology, food, and fashion, revealed that a brand trust can positively
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influence both consumers’ behavior and their attitudes toward a brand [32]. This effect
can also remain stable over time, as shown by a longitudinal study [2]. In addition, other
research suggests that factors such as brand image and perceived quality mixed together
in harmony to influence customer loyalty [3]. The findings also suggest that brand trust
may have a stronger role in creating long-term loyalty than traditional factors such as
customer satisfaction. Therefore, companies should focus on building trust through
clear and honest communication, consistent service and quality, and effective
communication across different channels despite the existence of traditional belief in
consumer behavior.

4.4  Brand Trust Builds The Link Between Brand Image And Brand Loyalty

Good brand management can create two important effects on consumers: it can reduce
their concerns about risk and help build stronger trust in the brand. It is evidently shown
by the previous study that brand positivity can act properly to increase brand loyalty
[31]. Trust is a crucial factor to notice because it can directly influence both the way
consumers think and feel about a brand itself. It also helps brands communicate with
consumers better and develop stronger relationships with them. However, this study
suggests that the role of trust as a mediator also has its limit. Trust does not always
work the same way the brand image is treated as one general concept. Its role becomes
clearer when brand image is divided into different parts, such as brand personality. In
this situation, long-term loyalty based on trust depends on how clearly a brand
communicates its own unique qualities to their consumers. For this to be effective,
companies need to provide clear and honest information that is useful and relevant to
consumer communication. The effect of trust as a mediator can therefore depend on the
several different parts of brand image. Even so, previous meta-analysis research [11]
has shown that trust is crucial and the most important factor in developing brand loyalty
towards its image. In digital marketing, trust can also strengthen the relationship
between customer satisfaction and loyalty. Building overall brand value is more
effective than focusing on only one brand feature. [31].

THE LOYALTY CHAIN: FROM IMAGE TO TRUST

Long-term brand loyalty is a causal chain: Brand Image builds Trust, which secures Loyalty.
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Fig. 1. Conceptual Framework
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Figure 1 presents the proposed framework and explains evidently the process one by
one from consumers’ first impressions to the development of long-term customer
relationships. In this framework itself, brand image is shown as the starting point. A
strong brand image can deeply influence consumer behavior and encourage both
planned and impulsive purchases effectively. Brand trust acts as the main mediating
factor because it is able to connect brand image with brand loyalty. In other words, trust
helps close tightly the gap between consumers' first impression of a brand and their
decision to remain loyal to it. Companies can build this trust by being transparent with
their business activities and using honest practices on a daily basis. Over time, these
actions can exterminate completely consumers’ doubts and increase even more of their
confidence in the brand. When relationships are based on trust and emotional
connections, companies may have a better chance of keeping customers than when they
depend only on customer satisfaction from individual transactions. The effect of this
process can also change depending on both consumer characteristics and market
situations. Younger consumers will evidently pay more attention to how brands behave
and communicate. In this case, long-term loyalty can be seen as the final result of a
process that begins with brand image, develops through brand trust, and continues
through positive customer relationships. This idea is also supported by previous
literature reviews, which show that brand attitude and brand image are among the most
commonly studied concepts. Hopefully, future research can further explore untouched
areas such as brand authenticity, corporate activism, value matching, brand personality,
consumer co-creation, and overall brand identity in order to explain more variables and
phenomenon[17].

5 Conclusion

The study shows that a strong positive brand image can influence consumer behavior
directly and can also help create trust between a certain brand and their consumers. This
trust builds a stronger and robust psychological connection between consumers and
brands, far beyond a simple satisfaction from a single purchase. It can also reduce
consumers’ concerns about the risk they have when they are choosing between a vast
variety of brands in this rapidly competitive market. From a theoretical perspective, this
study applies the Theory of Planned Behavior (TPB) to the relationship between brands
and consumers. It also helps to address gaps in existing marketing management
research. The findings suggest that consumer loyalty is influenced by both their
thoughts and feelings, which can affect their intentions and future behavior in
purchasing. From a management perspective, companies should not focus merely on
visual promotion of their marketing strategies. Instead, they need to build strong and
long-term relationships with ever lasting consumers. These relationships should be
based on clear communication with consumers, honest business practices on a daily
basis, and consistency between what the brand promises and what customers actually
experience within the brand. However, this study only presents a mere conceptual
framework, and it has not yet been tested with real empirical data. Future research could
use methods such as structural equation modeling or long-term studies across different
industries. These studies may be able to test the proposed relationships and examine
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whether factors such as brand authenticity, brand activism, value consistency, and
consumer co-creation can change the relationship between brand image and consumer
loyalty.
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