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Investigation of the Effects of Brand Image and Perceived Public Relation
Activities on Customers Loyalty
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Abstract

The ultimate goal of the marketing process is to intensify strong relationships with loyal customers
and to transform indifferent customers into loyal ones. So brand image play an important role.
Effective relationship and creating reputation among public are influencing positively among
customers and through public relation activities, customers go toward companies that have favorable
brand image. So the main question of this research is: What is the effect of brand image and perceived
public relation on customer loyalty?

The main variables are: Perceived public relation, customer loyalty, brand image and altruistic
motives.

This research is an applied and descriptive research that considers positive or negative effect of the
variables. Data were collected via questionnaire from LG's Electronics consumers (Gold Iran) in
Tehran. Hierarchical regression anaysis of data from 385 respondents was used to test two
hypotheses.

The result shows, perceived public relation has positive relationship with customer loyalty and this
relation is moderated by brand image. When brand image is favorable, the positive effect of Perceived
public relation on customer loyalty is significant and strong. Whereas, when brand image is
unfavorable this relationship isn't significant and customer loyalty is decreased.

For further research, role of public relation in relationship marketing is suggested.

Keywords:
Perceived public relation, Customer loyalty, Brand image, Altruistic motives
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