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ABSTRACT 
This study aims to explore the literature on factors influencing consumer purchase intentions 

for fruit products, specifically focusing on for marketing strategies such as brand awareness, 

perceived quality, brand associations, and brand loyalty. It analyzes the comprehensive impact 

of these factors on purchase intentions. The review's findings indicate that marketing strategies 

related to brand awareness, perceived quality, brand associations, and brand loyalty all 

significantly and positively affect consumer purchase intentions. This research provides 

theoretical support for marketing strategies aimed at enhancing brand competitiveness in the 

fruit industry. 
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INTRODUCTION 
With rapid development and improving living standards, consumer demand for healthy foods 

has significantly increased, with fruit becoming a key component of this demand. Research 

indicates that enhancing Marketing Strategy is crucial for increasing the market 

competitiveness of local fruits. Additionally, branding for economic fruits must focus on 

improving brand equity, particularly by enhancing brand awareness, perceived quality, brand 

associations, and brand loyalty. These factors not only directly influence consumer purchase 

intentions but also help products stand out in a highly competitive market. Furthermore, 

understanding and addressing consumers' personal traits and socio-cultural backgrounds is also 

essential in developing effective branding strategies that can foster brand loyalty and drive 

purchase intentions. 

 

REVIEW OF RELATED LITERATURE 
Brand Awareness 

Brand awareness is recognized as a fundamental component of brand equity, reflecting the 

extent to which consumers can identify or recall a brand. Aaker (1991) conceptualized brand 

awareness as including both brand recognition, which refers to the consumer’ s ability to 

confirm prior exposure to the brand, and brand recall, which involves the consumer’s ability to 

retrieve the brand from memory when given a product category. Keller (1993) argued that high 

brand awareness can lead to increased consumer preference and choice, as it strengthens the 

brand’ s position in the market and contributes to brand loyalty. Moreover, Rossiter and Percy 

(1987) suggested that brand awareness is a prerequisite for all other brand-related behaviors, 

as it enables the brand to be included in the consumer’ s consideration set. Yoo, Donthu, and 

Lee (2000) found that high brand awareness often translates into a stronger competitive 

advantage, as consumers are more likely to purchase brands they recognize and trust. This is 

supported by Hoyer and Brown (1990), who noted that even in low-involvement purchase 

situations, brand awareness alone can significantly impact consumer choice. Additionally, 

Aaker (1997) emphasized that brand awareness serves as the foundation for developing a strong 

brand image and brand personality, which are critical for fostering consumer loyalty and 

attachment to the brand. 

 

Table 1: Summary of literature on brand awareness 

 
 

Brand Associations 

Brand associations are the mental connections that consumers make between a brand and 

various attributes, emotions, or experiences. Keller (1993) categorized brand associations into 

three types: attributes, benefits, and attitudes. Attributes can be product-related or non-product-

related, benefits refer to the functional or emotional value derived from the brand, and attitudes 

represent the consumer’s overall evaluation of the brand. Aaker (1991) highlighted that strong, 

favorable, and unique brand associations can differentiate a brand from its competitors, thereby 

enhancing brand equity. Kotler and Keller (2006) noted that brand associations are critical for 

creating a positive brand image, which can lead to higher brand loyalty. For example, brand 

associations related to quality and reliability can make a brand more appealing to consumers, 

thereby increasing their likelihood of repeat purchases. Keller (2001) also argued that brand 
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associations play a pivotal role in building brand equity by influencing consumer perceptions 

and purchase decisions. Furthermore, Park, Jaworski, and MacInnis (1986) discussed the 

concept of brand concept management, where brand associations are strategically managed to 

align with the brand’ s intended positioning in the market. This strategic alignment helps 

reinforce the brand’ s identity and strengthens consumer loyalty. More recently, Chen (2021) 

explored the relationship between brand associations and consumer trust, finding that positive 

associations can significantly enhance consumer trust and commitment to the brand. 

 

Table 2: Summary of literature on brand associations 

 
 

Perceived Quality 

Perceived quality refers to a consumer’ s judgment about the overall excellence or superiority 

of a product or service. Zeithaml (1988) described perceived quality as a key determinant of 

consumer satisfaction and purchase intentions, emphasizing its importance in brand positioning 

and pricing strategies. Garvin (1984) identified eight dimensions of product quality, including 

performance, features, reliability, and conformance, which collectively influence consumers ’

perceptions of quality. Dodds, Monroe, and Grewal (1991) suggested that perceived quality is 

influenced by extrinsic cues such as price, brand name, and store reputation. Higher perceived 

quality often leads to a premium price for the brand and enhances brand equity. Aaker (1996) 

also highlighted the role of perceived quality in brand extensions, noting that brands perceived 

as high quality are more successful in launching new products under the same brand name. 

Recent studies, such as that by Putri et al. (2021), have shown that perceived quality is directly 

linked to brand loyalty and consumer purchase intentions. Consumers are more likely to remain 

loyal to a brand and make repeat purchases if they perceive the brand’s products or services as 

high quality. 

 

Table 3: Summary of literature on perceived quality 

 
 

Brand Loyalty 

Brand loyalty is defined as a consumer’ s consistent preference for and repeated purchase of a 

particular brand. Aaker (1991) identified brand loyalty as a core element of brand equity, which 

contributes to sustaining market share and reducing marketing costs, as loyal consumers are 

more likely to make repeat purchases and recommend the brand to others. Oliver (1999) 

conceptualized brand loyalty as a multi-dimensional construct, including cognitive, affective, 

conative, and action loyalty, which develop sequentially over time. Chaudhuri and Holbrook 

(2001) argued that brand loyalty has a significant impact on market competitiveness and long-

term profitability, noting that loyal consumers are less sensitive to price changes and more 

resistant to competitive actions. Dick and Basu (1994) proposed that brand loyalty results from 
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a combination of high attitudinal attachment and repeat purchase behavior, both of which are 

influenced by perceived quality and brand associations. Putri et al. (2021) emphasized that 

brand loyalty is a crucial factor influencing consumer purchase intentions, particularly in highly 

competitive markets. Their research suggests that increasing brand loyalty through enhanced 

brand equity can give companies a significant competitive advantage. 

 

Table 4: Summary of literature on brand loyalty 

 
 

RESEARCH FRAMEWORK 
This case study indicates that there were four variables such as Brand Awareness, Brand 

Associations, Perceived Quality, Brand Loyalty, that influencing consumer purchase intentions 

for fruit product.   

 

 

 
 

 
Figure 1: Research Framework 

 

CONCLUSION AND DISCUSSION 

The findings of this study underscore the critical importance of value-adding 

marketing strategies, including brand awareness, perceived quality, brand 

associations, and brand loyalty, in shaping consumer purchase intentions in the 

fruit market. These factors are essential for enhancing competitiveness and 

fostering consumer loyalty, as they significantly influence consumer decisions by 
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increasing brand recognition and recall. The ability of consumers to recognize 

and recall a brand has a notable impact on their purchasing behavior. The insights 

from this study can serve as a foundation for developing hypotheses, conceptual 

frameworks, and effective marketing strategies tailored to the fruit market in 

Guilin, Guangxi. By focusing on these strategies, Guilin's fruit market can 

strengthen its position and ensure sustained growth and competitiveness in the 
future. 
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