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Abstract. The purpose of this paper is to empirically explore the effects of brand dimensions, including brand image, brand value, brand 

impact, and brand satisfaction, on the brand loyalty of purchasers in an emerging country, Vietnam. The data were collected using paper-

based surveys with a collected total of 310 responses from participants who had purchased traditional confectionery products. Structural 

Equation Modelling (SEM) was used to fully test the proposed hypotheses. The main findings reveal that brand image, brand impact, and 

brand satisfaction are important drivers of customers' brand loyalty. Among these brand dimensions, brand image is found to have the 

strongest effect on brand loyalty, while brand value had no impact on brand loyalty. Based on the findings, theoretical and practical 

implications are suggested for stakeholders, marketers, producers, and policymakers to build customer brand loyalty toward traditional 

confectioneries. Further research directions are also presented in this study. 
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1. Introduction 

In 2018, the rate of Gross Domestic Product (GDP) growth of Vietnam recorded its highest level at 7.08%, 

making the nation one of the top growing economies in the region and the world. The average nominal GDP per 

capita reached approximately US$ 2,600 (GSO, 2019). Moreover, since the population ranks 14th in the world 

(about 95 million), Vietnam became an enormous market for attracting various business investment, and is 

forecasted to be among the top 20 markets in the world by 2050 (GSO, 2019; PwCVietnam & VCCI, 2019). 

Additionally, according to Nielsen (Nielse, 2019), Vietnam’s Consumer Confidence Index score had the biggest 

gain in Asia Pacific, and became the third most confident country in the world, attributing to an increase in the 

purchasing power of customers, especially in the areas of food and beverages in this emerging country. In the 

food and beverage industry, revenue in the confectionery segment will amount to US$ 1,355 million in 2020, and 

the average per capita consumption is expected to stand at 2.3 kg in 2020 (Statista, 2019). In Vietnam, 

confectionery consumption characteristics have a clear seasonal nature while the market gradually grows from the 

Mid-Autumn Festival to the Lunar New Year. During this period, consumers tend to purchase more traditional 

products such as mooncakes, candied lotus, coconut candy, squash, soursop, and green bean cakes from local 

brands such as King Do, Gia Bao, Bao Hien Rong Vang, or Bao Minh (VietnamNews, 2018). Therefore, the 

Vietnamese confectionery market is recognized as a precious production hub and dynamic consumer market with 

great potential for growth for confectionery producers. However, to compete with imported products from China, 

Thailand, Malaysia, or other global market players such as Orion, Lotte, Nestlé, or Mondelēz, domestic 

manufacturers should pay more attention to customers in terms of improving quality, packaging, marketing 

campaigns, and especially brand loyalty for traditional confectioneries that express the history and the marvelous 

culture of Vietnam. 

 

A brand can be defined as a symbol or a name associated with tangible and emotional attributes in order to 

differentiate one producer’s goods or services from rivals’ goods (Aaker, 2013; Seetharaman et al., 2001). Given 

that the importance of brand multi-dimensions for products, determinants of brand loyalty toward traditional 

confectioneries have not yet been investigated in Vietnam. This paper, therefore, aims to explore the influence of 

brand image, brand impact, brand value, and brand satisfaction on brand loyalty toward these products in this 

developing market. 

 

To be consistent with these objectives, this research is structured as follows. First, the theoretical background on 

brand dimensions and hypotheses are discussed in Section 2. This is followed by the development of a research 

model in Section 3. Next, the questionnaire and measures, sample and data collection, and data analysis methods 

are explained in Section 4. Afterward, results, discussion, and implications are provided in Section 5. Finally, the 

conclusion and limitations of the study and future research directions are presented in Section 6. 

 

2. Literature review and hypothesis development 

2.1. Brand Image 

According to Keller (2013), brand image is considered a perceptual subjective phenomenon reflected through 

consumers’ feelings for products due to their memories. Similarly, it can be also defined as buyers’ feelings and 

thoughts about a brand (Roy & Banerjee, 20078). Brand image has a multifunction of intangible and tangible 

features allowing customers to recognize a product (Bivainienė, 2007). In other words, brand image assists 

consumers in identifying their wants and needs with a brand. Moreover, it helps them distinguish the brand of one 

producer from others (Anwar et al., 2011). Therefore, brand image serves as an important marketing instrument in 

building brand impact and forming customer loyalty (Sweeney & Swait, 2008). A study by Islam & Rahman 

(2016) emphasized that the more an attractive brand image creates a positive brand impact, the better consumers 

will associate with that brand. Moreover, brand image will increase the value for consumers. In their study, 
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Faircloth et al. (2001) determined brand value could be directly or indirectly promoted through brand image. 

Their results were echoed by other studies when it was proved that brand image positively impacted brand value 

in consumers’ eyes (Chinomona et al., 2013; Puška et al., 2019; Puška et al., 2018). 

 

Several studies on brand dimensions have confirmed the significant relationship between brand image and brand 

satisfaction (Chao et al., 2015; Davies et al., 2003). Brand image also has a positive influence on the brand loyalty 

of consumers (Chen & Tseng, 2010; Ogba & Tan, 2009; Puška et al., 2018; Tan et al., 2011). Likewise, Puška et 

al. (2019) asserted that brand image created a satisfying brand for consumers, entailing their brand loyalty. Hence, 

the following hypotheses are developed. 

 

H1: Brand image will have a positive influence on the brand impact. 

H2: Brand image will have a positive influence on the brand value. 

H3: Brand image will have a positive influence on the brand satisfaction. 

H4: Brand image will have a positive influence on brand loyalty. 
 

2.2. Brand impact 

 

According to Puška et al. (2019), brand impact refers to a psychological reaction that entails certain customer 

positive or negative feelings. Brand impact was determined to have a positive influence on the satisfaction of 

consumers (Mishra et al., 2016; Puška et al., 2019). Furthermore, Chaudhuri & Holbrook (2001) and Bahadir et 

al. (2008) argued that firms can improve their brand value by enhancing the brand impact on consumers. Also, 

many studies are confirming the positive influence of brand impact on brand value (Bahadir et al., 2008; Puška et 

al., 2019). 

 

Chaudhuri & Holbrook (2001) concluded that brand impact was a key predictor of customer brand loyalty 

because when they feel joyful, affectionate, or happy with a brand, they show higher commitment to the brand. 

This finding was confirmed by other studies (Matzler et al., 2008; Park & Kim, 2016; Puška et al., 2019). The 

following set of hypotheses are therefore proposed. 

 

H5: Brand impact will have a positive influence on brand value. 

H6: Brand impact will have a positive influence on brand satisfaction. 

H7: Brand impact will have a positive influence on brand loyalty. 

 

2.3. Brand Value 

 

Bolton & Drew (1991) defined brand value as the brand assessment of customers due to their perceptions of that 

brand. Brand makes a great contribution to the sustainable competitive advantages of a firm, and brand value is 

the foundation of what producers obtain (Kotler et al., 2014). Leroi et al. (2014) and Giovanis & Athanasopoulou 

(2017) suggested two approaches in determining brand value: one-dimensional and multi-dimensional. The one-

dimensional approach is the understanding of the brand value comprising the price and the quality of the product 

the consumer receives. Meanwhile, a multi-dimensional approach is the understanding of consumers from 

multiple dimensions, including social, conditional emotional, functional, and epistemic (Sheth et al., 1991). 

According to Cronin et al. (2000), there exists a significant relationship between brand satisfaction and brand 

value. It was stated that high perceived value leads to high satisfaction (Erciş et al., 2012). Moreover, the finding 

of a study conducted by Vranesevic & Stancec (2003) determined that brand value assisted firms in gaining 

competitive advantages and maintaining relationships with customers. This research result was echoed by other 

studies (Huang et al., 2016; Lam & Shankar, 2014; Pan et al., 2012; Puška et al., 2018; Taylor et al., 2004). 

Therefore, the following hypotheses emerge. 
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H8: Brand value has a positive influence on brand satisfaction. 

H9: Brand value has a positive influence on brand loyalty. 

 

 

2.4. Brand Satisfaction 

 

Satisfaction is defined as the fulfillment response of customers based upon the assessment that a service or 

product feature provides a pleasurable level of consumption (Oliver, 2010). In other words, it is defined as the 

cumulative satisfaction of the overall evaluation of customers based on the experience with a service, product 

brand, or actual purchase. Moreover, brand satisfaction plays a vital role in preserving brand value and retaining 

customers, resulting in brand selection (Puška et al., 2019). This finding is consistent with a study by Lai et al. 

(2009) wherein they stated that brand satisfaction was an indispensable requirement for customer repurchase 

intention. Hence, consumer satisfaction will affect brand loyalty once the image and value of such brands are 

considered (Jones & Suh, 2000; Puška et al., 2018; Taylor et al., 2004; Veloutsou, 2015). Hence, we propose the 

following hypothesis. 

 

H10: Brand satisfaction has a positive influence on brand loyalty. 

 

2.5.  Brand Loyalty 

 

Brand loyalty is defined as the positive feelings of a customer toward a brand when he is ready to pay a higher 

price for that brand. Moreover, he tends to suggest that brand to other people (Giddens, 2002). Chaudhuri & 

Holbrook (2001) stated that brand loyalty evoked a customer's preference for a certain brand over a while.  

Brand loyalty consists of two factors, attitudinal and behavioral (Aaker, 2013). Behavioral loyalty explains the 

repeated buying of a brand over time, whereas attitudinal loyalty refers to a dispositional commitment based on 

particular preferences of some unique value associated with a brand (Chaudhuri & Holbrook, 2001; Huang et al., 

2015). In addition, according to Chaudhuri & Holbrook (2001), brand loyalty is a decisive driver for a company's 

profitability and competitive advantages. Hence, every company desires to have strong brand loyalty (Morrison & 

Crane, 2007). 

 

Based on the above discussed theoretical background and hypothesis development, the following research model 

is proposed (Figure 1). 

 

 

 

 

 

 

 

 

 

Figure 1. The proposed research model 
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3. Research methodology 

 

3.1. Questionnaire and Measures 

 
Items for measuring the constructs in the proposed research model of this study are first identified (see Table 1). 

For the reliability and validity of the constructs, most items are adopted from previous studies and were carefully 

translated into Vietnamese based on the back-translation recommended by Behling & Law (2000). To ensure the 

face validity of the measured items, two experts in brand development and two marketing scholars were invited to 

review the questionnaire. As most of the scales were taken from foreign research, a pilot survey of 20 samples 

was conducted to improve the wording, readability, clarity, and comprehensiveness of the questionnaire. 

Following comments and feedback from respondents, some items were amended. Specifically, 3 new items were 

suggested for the brand image construct. The final questionnaire comprised 23 items measuring 5 constructs, and 

is shown in Table 1. All the items were measured on a 5-point Likert scale ranging from 1 for ‘strongly disagree’ 

to 5 for ‘strongly agree.’ 

 

For the brand image, a total of 5 items were used. Of these, 3 items regarding the flavor, nutrition value, and 

expiry date were self-developed according to the suggestions of the respondents, and 2 items were taken from 

Matzler et al. (2008) and Cho & Fiore (2015). To measure the brand impact, 3 items were adopted from prior 

research conducted by Mishra & Das (2016) and Chaudhuri & Holbrook (2001), and the other item regarding 

pride from using a brand was recommended by the respondents. For the brand value, 4 items were taken from 

Giovanis & Athanasopoulou (2017) and Nyadzayo & Khajehzadeh (2016). To measure the brand satisfaction, 5 

items were adopted from Kuikka & Laukkanen (2012) and Nyffenegger et al. (2015). Finally, 4 brand royalty 

items were taken from prior studies by Chaudhuri and Holbrook (2001), Giovanis & Athanasopoulou (2017), and 

Krystallis & Chrysochou (2014). 

 
Table 1: Constructs and items 

Construct Question Source 

Brand 

Image 

(IMA) 

This traditional confectionery product has a unique and mild sweet flavor.  

Self-developed This traditional confectionery product has high nutritional value. 

This traditional confectionery product has a fairly long shelf life. 

This traditional confectionery product has an attractive appearance and color. (Cho & Fiore, 2015; 

Matzler et al., 2008) 

 
The quality of this traditional confectionery product is better than average. 

Brand 

Impact 

(IMP) 

This traditional confectionery brand makes me happy. (Chaudhuri & 

Holbrook, 2001; 

Mishra et al., 2016) 
I feel good when I use this traditional confectionery brand. 

This traditional confectionery brand gives me pleasure. 

I feel proud to use this brand. 

 

Self-developed 

 

Brand 

Value 

(VAL) 

The traditional confectionery brand justifies its price. (Giovanis & 

Athanasopoulou, 

2017; Nyadzayo & 

Khajehzadeh, 2016) 

 

The quality of traditional confectionery brand justifies its price. 

I get an excellent traditional confectionery brand concerning price. 

My satisfaction is great concerning the price of this traditional confectionery brand. 

 

Brand 

Satisfaction 

(SAT) 

I am pleased with this traditional confectionery brand. (Kuikka & 

Laukkanen, 2012; 

Nyffenegger et al., 

2015) 

I am content with this traditional confectionery brand. 

I am always satisfied with this traditional confectionery brand. 

The best ingredients are used in this traditional confectionery product. 

Overall, I am satisfied with this traditional confectionery brand. 
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Brand 

Loyalty 

(LOY) 

 

 

 

I will purchase this traditional confectionery brand the next time I purchase a 

confectionery product. 

(Chaudhuri & 

Holbrook, 2001; 

Giovanis & 

Athanasopoulou, 

2017; Krystallis & 

Chrysochou, 2014) 

I intend to continuously purchase this traditional confectionery brand. 

I will be willing to pay a higher price for this traditional confectionery brand over 

other brands. 

I will recommend this traditional confectionery brand to my friends. 

 

 

3.2.  Sample and data collection 

 

Respondents participating in this research were Vietnamese aged 18 or over who had purchased traditional 

confectionery products. Paper-based surveys were utilized in order to collect data from nine confectionery stores 

in cities in the North Central and Central coastal areas of Vietnam (e.g. Hue, Da Nang, Quang Binh, and Khanh 

Hoa). With a population of more than 20 million, ranking 2nd in Vietnam (GSO, 2018), along with royalty 

purchasing characteristics of customers (Thanh & Huong, 2016), these areas are relevant and eligible to 

investigate brand loyalty for traditional confectionery products. 

 

Convenience sampling was used, and the data collection period lasted 2 months from November 2019 to January 

2020. A total number of 450 surveys were distributed (50 at each store). Of these, 425 surveys were returned. 

After eliminating surveys with unanswered items, invalid responses, and outliners, 310 usable responses were 

used for further analysis. The sample profile is illustrated in Table 2. 

 

4. Data Analysis Method 

 

As suggested by Kline (2010), a Structural Equation Modelling (SEM) should be used to analyze the complicated 

path model. This analysis technique has also been widely adopted in empirical research that investigated the 

antecedents of customer brand loyalty (Rahi et al., 2017; Soomro, 2019). Following suggestions by Anderson & 

Gerbing (1988), SEM involves two stages of analysis, including a confirmatory factor analysis (CFA) and a 

structural model evaluation. CFA is meant to assess the validity of constructs and measurement in the proposed 

research model in terms of having good indicator loadings, composite reliability (CR), convergent validity, and 

discriminant validity. Structural model evaluation is then used to test the hypotheses. In SEM, some commonly-

applied fit indices, including the chi-square to degree-of-freedom ratio (χ2/df ), goodness-of-fit index (GFI), 

comparative fit index (CFI), adjusted goodness-of-fit index (AGFI), Tucker and Lewis index (TLI), and root 

mean square error of approximation (RMSEA) are used to test the goodness-of-fit (GOF) of the measurement and 

structural models. According to Henry & Stone (1994) and Hair et al. (2014), a model fit is reasonably confirmed 

to be good when χ2/df is less than 3, the values of GFI, AGFI, CFI, TLI are greater than 0.90, and RMSEA is less 

than 0.08. 

 

5. Results 
 

5.1. Sample Profile 

 
Among 310 respondents, approximately 63 percent were female. Concerning age, 26.1 percent were under 25, and 

63.2 percent were aged 26-40. The respondents were quite educated; 25.2 percent held a college degree, and 39.3 

held a bachelor's or master's degree. A majority of the respondents were employed and were students, accounting 

for 55.5 percent and 30.3 percent, respectively. Notably, in terms of monthly disposable income, 39 percent of 

respondents saw earnings of US$ 251-500 per month and were indicated to be middle class in Vietnam, 

accounting for 40 percent of the entire population by income (Thanh & Huong, 2016). Therefore, it is reasonable 
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to assert that the sample in this study can represent the entire population of Vietnam. Furthermore, 64.8 percent of 

respondents reported that they lived in a family of 5 members and more (see Table 2). 

 
Table 2: Demographic profile of the respondents 

 
                             Demographic Characteristics  Frequency Percentage 

Gender 
1. Female 

2. Male 

195 

115 

62.9 

37.1 

Age of Respondent 

1. Under 25 

2. 26-30 

3. 31-40 

4. 41 or Above 

81 

116 

80 

33 

26.1 

37.4 

25.8 

10.6 

Education Level 

1. Common 

2. High School Degree 

3. College Degree 

4. University Degree 

5. Postgraduate 

61 

49 

78 

98 

24 

19.7 

15.8 

25.2 

31.6 

7.7 

Employment Status 

1. Student  

2. Employed 

3. Unemployed 

4. Pensioner 

94 

172 

25 

19 

30.3 

55.5 

8.1 

6.1 

Income in US$ 

 

1. Under 250 

2. 251-500  

3. 501-750  

4. 751-1000  

5. Over 1001 

101 

121 

59 

25 

4 

32.6 

39.0 

19.0 

8.1 

1.3 

Number of Household 

Members 

1. 1-2 

2. 3-4  

3. 5-6  

4. 7 or more  

49 

60 

120 

81 

15.8 

19.4 

38.7 

26.1 

 

5.2. Reliability and Validity 

The results of the multiple fit indices gained from Confirmatory Factor Analysis fulfilled the rule of thumb and all 

the resultant statistics satisfied the suggested levels (Chi-square = 303.433; df = 198; p < 0.001; χ2/df = 1.532; 

GFI = 0.923; AGFI = 0.901; CFI = 0.966; TLI = 0.960; RMSEA = 0.042). Therefore, the sample data can be 

concluded to fit the model. 

 

The results of the descriptive analysis in Table 3 demonstrated that brand value received the highest mean score 

(M = 3.479), whilst respondents at least agreed with the statements within the brand image construct (M = 3.117). 

To access the internal consistency of each construct, Cronbach's alpha (α) was calculated. It is suggested that the 

common acceptable threshold level for α value should be greater than 0.7 (Hair et al., 2014). The results 

illustrated in Table 3 showed that all the constructs’ α values, ranging from 0.804 to 0.867, indicate good 

reliability. 
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Table 3: Descriptive statistics and reliability and convergent validity 

Construct Mean   Standard Deviation Cronbach’s Alpha 

Brand Image 3.117 0.573 0.867 

Brand Impact 3.341 0.583 0.804 

Brand Value 3.479 0.592 0.825 

Brand Satisfaction 3.394 0.586 0.862 

Brand Loyalty 3.399 0.642 0.846 

 

As suggested by Fornell & Larcker (1981) and Hair et al. (2014), convergent and discriminant validities were 

calculated to test construct validity. To examine convergent validity, we examined standardized factor loadings 

(FLs), composite reliability (CR), and the average variance extracted (AVE). As shown in Table 4, the relevant 

data had strong convergent validity when all FLs were greater than 0.5; CR was from 0.804 to 0.868, and AVE 

exceeded 0.5. 

 

In order to test discriminant validity, the squared root of AVE for each construct was compared to its cross-

correlation with other constructs. All AVE scores exceeded the inter-construct correlation, satisfying the criteria 

to establish discriminant validity in this study (Table 4). 

 
Table 4: Convergent validity and discriminant validity 

 

 

Construct FLs CR AVE IMA IMP VAL SAT LOY 

IMA 0.667 – 0.795 0.868 0.568 0.745 
    

IMP 0.642 – 0.732 0.804 0.506 0.279 0.711 
   

VAL 0.564 – 0.877 0.808 0.521 0.291 0.251 0.722 
  

SAT 0.617 – 0.846 0.865 0.562 0.342 0.317 0.427 0.750 
 

LOY 0.576 – 0.899 0.853 0.593 0.537 0.475 0.285 0.571 0.770 

 

Hypothesis Testing 

 

The structural model was applied to test ten proposed hypotheses. The results of hypothesis testing are shown in 

Table 5. The results showed a good model fit when the GOF indices were Chi-square = 285.542; df = 197; p < 

0.001; χ2/df = 1.449; GFI = 0.927; AGFI = 0.907; CFI = 0.971; TLI = 0.966; and RMSEA = 0.038. Specifically, 

51.90 % of the variance of traditional confectionery brand loyalty was predicted in this model (see Table 5). 
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Table 5: Hypotheses testing and results 

 

 

 

 

 

 

 

 

 

 

 

Note: *** p < 0.001; ** p < 0.05;   ** and *** denote statistically significant at the levels of 5% and 1%, respectively.  † Standard Error. 

 

Regarding path analyses, eight proposed hypotheses were supported; however, the other two were rejected. 

Notably, all four paths starting from brand image directly influenced brand impact (β = 0.316, p < 0.001), brand 

value (β = 0.417, p < 0.001), brand satisfaction (β = 0.150, p < 0.05), and brand loyalty (β = 0.378, p < 0.001). 

Hence, hypotheses 1, 2, 3, and 4 were supported. Moreover, the relationship between brand impact and brand 

value was insignificant (β = 0.081), p > 0.05). Subsequently, the relation path between brand value and brand 

loyalty was also insignificant. Due to these results, hypotheses 5 and 9 were rejected. Brand impact and brand 

value had a positive and significant influence on brand satisfaction (β = 0.210, p < 0.05 and β = 0.391, p < 0.001 

respectively) in support of hypotheses 6 and 8. Both relation paths, including brand value and brand satisfaction 

(β = 0.391, p < 0.001), and brand satisfaction and brand loyalty (β = 0.361, p < 0.001), were also found to be 

positive and significant, thus supporting hypotheses 8 and 10. 

 

6. Discussion and implications 

 

The purpose of our study was to assess which determinants influenced brand loyalty toward tradetional 

confectionery products in Vietnam. Accordingly, the study proposed and tested a model combining brand multi-

dimensions. Our findings have significant implications for both theory and practice. 

 

Brand satisfaction was proven to have a greater positive and significant effect on customer brand loyalty than 

brand impact. This finding contradicts previous research (Hsieh & Li, 2008). However, it supports studies by 

Zahorik & Rust (1993) and Puška et al. (2018). Surprisingly, the findings of the study revealed that brand value 

has an insignificant influence on brand loyalty. Its indirect effect on brand loyalty is mediated by brand 

satisfaction. This finding echoes earlier research  (Al-Msallam, 2015; Alhaddad, 2014; Elsäßer & Wirtz, 2017). 

However, brand impact has the biggest significant influence on brand satisfaction, rather than brand image and 

brand impact. This finding demonstrates that consumers satisfied with a brand will make greater contributions to 

increase brand loyalty. Hence, traditional confectionery manufacturers in Vietnam should find measures and 

strategies in regard to making customers truly satisfyed.The results also revealed that brand image is a key driver 

of brand impact and has the biggest contribution to the formation of the brand loyalty of consumers. The finding 

is consistent with past research when it is concluded that a positive brand image will help to build brand loyalty 

(Hsieh & Li, 2008; Nyadzayo & Khajehzadeh, 2016). In emerging countries like Vietnam, the confectionery 

industry is highly competitive. Accordingly, traditional confectionery producers have to make every effort to 

diversify types and flavors, along with innovating packaging and investing, in building a widespread distribution 

H#                     Hypothesis Testing Β S.E.† t-Value p-Value Results 

H1 Brand Image → Brand Impact 0.316 0.079 4.011 *** Supported 

H2 Brand Image → Brand Value 0.417 0.093 4.486 *** Supported 

H3 Brand Image → Brand Satisfaction 0.150 0.076 1.969 ** Supported 

H4 Brand Image → Brand Loyalty 0.378 0.073 5.154 *** Supported 

H5 Brand Impact → Brand Value 0.081 0.080 1.008 0.314 Rejected 

H6 Brand Impact → Brand Satisfaction 0.210 0.065 3.200 ** Supported 

H7 Brand Impact → Brand Loyalty 0.269 0.063 4.294 *** Supported 

H8 Brand Value → Brand Satisfaction 0.391 0.080 4.919 *** Supported 

H9 Brand Value → Brand Loyalty 0.029 0.062 0.469 0.639 Rejected 

H10 Brand Satisfaction → Brand Loyalty 0.361 0.074 4.902 *** Supported 
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system to meet the taste, convenience, and ease of purchase expectations of consumers. Furthermore, because 

most traditional confectioneries are produced by small branded establishments in regions across the nation, 

confectionery associations should be established in order to orient, direct, and create favorable conditions and a 

legal corridor for traditional confectionery producers to promote their brand images. Also, more and more 

Vietnamese customers pay attention to food safety issues (H. V. Nguyen et al., 2019; T. T. H. Nguyen et al., 

2019), so traditional confectionery manufacturers must meet all food safety requirements as it directly affects 

consumer health. They should have a certificate of eligibility for food safety and apply standards of food hygiene 

and safety, such as ISO 9000 or ISO 22000. Further, because of the increasing consciousness about the sugar 

intake of customers, more sugar-free, organic, and low-calorie products with high nutritional value should be 

offered. Specifically, taking full advantage of unique, traditional confectioneries made completely with natural 

ingredients originating from Vietnam, the "Vietnamese people give priority to using Vietnamese goods" campaign 

should be often promoted in provinces and localities to propagate and stimulate patriotism so that traditional 

confectioneries are not only common products but also gifts of Vietnam's traditional flavors in diplomatic rituals, 

receptions, or meetings. 

 

Conclusion and further study 

 

This research is one of the first studies investigating the influence of the multi-dimensions of brand on brand 

loyalty toward traditional confectioneries in emerging countries like Vietnam. The results of the study showed 

that brand image affects brand loyalty more than brand impact and brand satisfaction. Therefore, it can be 

concluded that manufacturers of traditional confectioneries should invest more in developing the quality of 

products and innovating packaging to attract and satisfy customers. In addition, brand promotion and 

development campaigns should often be promoted in provinces nationwide. 

 

 Despite the significance of its findings, the study has several caveats. First of all, the study only investigated a 

sample in an emerging country, which may affect the generalizability of the results since the preferred type of 

confectioneries often differ according to differences in regulatory norms, cultures, tastes, and preferences of 

customers. Future research may consider a comparative analysis of brand loyalty toward traditional 

confectioneries among various countries to identify similarities and differences in brand loyalty. While this is 

consistent with numerous prior studies, future research is recommended to include the actual purchases of 

traditional confectionery purchasers. Finally, future studies may examine the moderating influence of individual 

variables such as ages, gender, lifestyle, and education on brand loyalty. 

 

Limitation 

This paper still has some limitations: 

- The scale is still limited in many aspects, it is necessary to add demographic characteristics to find the 

relationship between these factors with each other. This is also a direction for further research. 

- The sample is still quite small so the reliability is certain, so the results are not very comprehensive. 
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