
Article

Not peer-reviewed version

Can Social Media-Driven Trust and

Customer Happiness with a Car

Dealership Increase Brand Love?

Mohamad Hashem , Carla Ruiz Mafé 

*

 , Rafael Currás Pérez

Posted Date: 10 January 2024

doi: 10.20944/preprints202401.0740.v1

Keywords: brand love; emotions; perceived service quality; automobiles

Preprints.org is a free multidiscipline platform providing preprint service that

is dedicated to making early versions of research outputs permanently

available and citable. Preprints posted at Preprints.org appear in Web of

Science, Crossref, Google Scholar, Scilit, Europe PMC.

Copyright: This is an open access article distributed under the Creative Commons

Attribution License which permits unrestricted use, distribution, and reproduction in any

medium, provided the original work is properly cited.

https://sciprofiles.com/profile/893558
https://sciprofiles.com/profile/1258815


 

Article 

Can Social Media-Driven Trust and Customer 

Happiness with a Car Dealership Increase Brand 

Love? 

Mohamad Hashem 1, Carla Ruiz Mafé 2,* and Rafael Currás Pérez 3 

1 University of Valencia and Abu Khader; mokahas@alumni.uv.es 
2 University of Valencia; Carla.ruiz@uv.es 
3 University of Valencia; Rafael.curras-perez@uv.es 

* Carla.ruiz@uv.es; Tel.: +34665409553 (CR) 

Abstract: The purpose of this study is to analyse the drivers and outcomes of the brand love derived 

from consumption experiences in the automobile retail sector. On the basis of the cognition-

affection-conation framework, we examine the effects of consumers’ perceptions of perceived 

service quality and the trust they feel towards a car dealership (cognition) on emotions and brand 

love (affection), and the effects of brand love on consumers´ behavioural intentions (conation). Some 

1300 online questionnaires were distributed to a sample of customers who purchased a vehicle from 

the leading Jordanian car dealership during 2020-2022. This research provides insights into 

customer brand love in the automobile industry. The results showed, first, that the happiness and 

trust that customers felt towards the dealership, elicited by their cognitive evaluations of its 

personnel, price and information perceived service quality (rational assessment), triggered 

passionate feelings towards the car brands they bought and, second, in the automobile industry 

context, brand love can increase willingness to pay more, positive electronic word of mouth and 

resistance to negative information posted on social media about car brands. 

Keywords: brand love; emotions; perceived service quality; automobiles  

 

1. Introduction 

Brand love is the most emotionally intense consumer–brand relationship. Loved brands exert 

many strong, positive effects on consumers´ behaviours, including greater brand loyalty, willingness 

to pay more, positive word of mouth and resistance to negative information [1–3]. The brand love 

concept interests academics and industry professionals [3]. They place a high value on brand love 

because delighted customers who become loyal customers reduce costs and support marketing 

activity [4]. Some authors have argued that brand love is similar to the feelings that develop between 

humans [2].  

Brand love is a reflection of the emotional responses of satisfied consumers. This ‘love-like’ 
attachment stems from a deep satisfaction with the brand. Researchers have argued that positive 

emotions play a strong role in brand love [5]. Positive emotions are associated with consumers’ 
willingness to invest time, effort and resources into the brands they love [1]. Customer happiness has 

been described as a very high level of enjoyment in the customer experience, which influences overall 

satisfaction [6]. In the highly competitive automobile business environment, every car dealer tries 

hard to make their customers happy. There is evidence in the previous literature that the customer´s 

happiness with service facilities is the key to increasing his/her brand love [6]. Many factors affect 

customer happiness. For businesses to be successful in the long term in this competitive environment 

they must identify these factors and gauge their relative importance based on their customers’ needs 
[7]. In previous studies researchers have paid little attention to identifying the drivers of customers´ 

happiness with car dealerships. This study addresses this research gap. 
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Over the last 20 years, as the global economy has become more service-oriented, researchers now 

consider services as the central orientation of marketing. Superior customer perceived service quality 

can enhance customers´ perceptions of the benefits they derive from a car dealership and reduce their 

mental stress and other, non-monetary, costs [8]. [9] demonstrated that consumers are impacted by 

customer perceived service quality more in the automobile industry than in other industries. In the 

present study it is proposed that perceived service quality (PSQ) is one of the most determinant 

factors of customer trust and positive emotions. 

Although brand love is acknowledged as being an important construct in consumer–brand 

relationships [1], only limited research has taken place into the combined influence of the cognitive 

and affective drivers of brand love, and its consequences for these relationships. Offering automobile 

customers high-quality services, based on their needs and expectations, is increasingly seen as a 

condition for developing successful marketing strategies that satisfy and retain customers. The 

novelty of the present study lies in its exploration of the links between the dimensions of perceived 

service quality, customer happiness, brand love and its effects on behavioural intentions (willingness 

to pay more, positive word-of-mouth and resistance to negative information posted on social media,). 

This study makes three contributions to the literature. First, to explain brand love, we follow the 

cognition, affection, conation sequence, which has been widely used to explain diverse consumer 

behaviours. To be precise, we examine: the consumer’s beliefs about the perceived service quality of 

the dealership; their trust in the dealership; and customer happiness. Second, we expand the 

knowledge of the effects of brand love on customer behaviours. Specifically, the study focuses on 

three crucial behavioural intentions, willingness to pay more, positive electronic word of mouth and 

customers’ resistance to negative information posted on social media. Given the increasing 
competition in the automobile industry, it is important to understand the drivers of customer 

happiness and brand love, as these variables have considerable influence on customers´ behavioural 

decision-making processes [3]. 

2. Literature review and hypotheses development 

The cognition-affection-conation (C-A-C) framework [10] is based on the sequential linkages of 

cognition-affection and conation in human decision-making processes: cognitive factors lead to 

affective outcomes that consequently impact on conation, which ultimately stimulates actual 

behaviours. Cognition relates to a person's thoughts, beliefs and values regarding an object; affect 

relates to a person's feelings or emotions felt towards the object; and conation represents the 

development of the individual´s behavioural intentions and actual behaviours towards that object. 

The C-A-C framework has been widely used to examine human behaviours in various contexts, 

including information systems [11]. The framework illustrates how consumers translate their 

experiences, learning and perceptions into behaviours through affect, which is precisely in line with 

our objective of understanding the behaviours of car brand loving clients. 

2.1. Affective factors: positive emotions and brand love 

[2] argued that brand love is the satisfied consumer’s deep emotional relationship with a specific 
brand. These authors suggested that brand love has five distinctive characteristics: passion for the 

brand, connection with the brand, positive evaluation of the brand, positive emotions towards the 

brand and (explicit) declarations of love for the brand. Brand love is a customer’s passionate 
emotional attachment for a brand, which is characterised by passion, intimacy and 

decision/commitment [2]. Passion is the enthusiasm that stems from the consumer’s motivational 
involvement with the brand; intimacy is his/her emotional willingness to remain connected to the 

brand and decision/commitment relates to his/her short-and long-term decisions to love and commit 

to the brand. 

Brand love is based on emotions, such as happiness, and has been described as being an integral 

part of the use of a product or service [6]. Brand love has been said to pertain to affection, and is the 

product of prolonged purchase interactions [12]. Previous research [5] has shown that consumer 

happiness is a crucial prerequisite for brand love. Based on this previous research, we argue that 
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consumers who feel happy about their car purchasing experience at a car dealership will be more 

likely to develop brand love towards the car brand purchased. Hence, we propose that: 

Hypothesis 1 (H1). Happiness evoked by the car purchasing experience at the dealership increases brand love 

for the car brand. 

2.2. Cognitive factors 

2.2.1. Beliefs about the car dealership and social influences 

In the field of relationship marketing there is general agreement that trust is the belief held by 

one party (the consumer) in the integrity and good faith of the other party in the exchange (the 

company) [13]. The trust that consumers feel towards their favourite car dealership is based on 

whether they perceive it to be trustworthy, successful and honest. [14] argued that when consumers 

trust brands they develop emotional attachments to it, and that brand affect arises due to the trust 

they hold in the brand. [15] demonstrated the mediating effect of automobile brand affect on the 

influence of brand trust on consumers’ resistance to negative information. Therefore, we argue that 
brand love stems from brand trust. 

Hypothesis 2 (H2). Trust in the car dealership influences car brand love. 

Perceived service quality has been described as the consumer´s judgment of the overall 

excellence or superiority of the service, measured usually by comparing expectations against 

perceived performance [16]. Although there is no complete consensus on the most appropriate way 

to evaluate perceived service quality, SERVQUAL is unquestionably the most popular framework 

used [17]. This measurement instrument is made up of five perceived service quality dimensions: 

tangibility (physical layout); reliability (providing error-free service); assurance (employees are 

technically competent); empathy (employees have the ability to adapt themselves); and 

responsiveness (employees are willing to help) [16]. 

The trust that a consumer has in his/her car dealer can be based on cognition and/or affect [18]. 

That is, the consumer can develop trust based on his/her perceptions of the competence, credibility 

and reliability of the car dealer (cognitive-based trust) and, on the other hand, based on the 

friendliness, pleasantness and likability (affect-based trust) of the dealer. In the automobile industry, 

customers remain in regular contact with workshops for their repair and maintenance needs, and we 

argue that perceived service quality helps customers develop trust. [6] identified perceived service 

quality as a driver of customer happiness. Thus, the following hypotheses are proposed: 

Hypothesis 3 (H3). The perceived service quality provided by the car dealership influences the customer´s 

trust in the car dealership. 

Hypothesis 4 (H4). The perceived service quality provided by the car dealership evokes customer happiness. 

2.3. Conative factors: effects of brand love on behavioural intentions 

2.3.1. Brand love and resistance to negative information posted in social media. 

There is evidence that brand loyalty can affect consumers´ resistance to negative social media 

content. [15] argued that customers with a strong emotional attachment to a brand were more 

resistant to unfavourable information about the brand. Similarly, [19] found that customers with a 

strong emotional connection to a business were less likely to be affected by negative information 

about it posted on social media, than were customers without this connection. Thus, customers with 

a high level of brand love are more likely to adopt a positive frame of reference when processing 

negative information about brands [20]. 

Based on the previous literature, we posit that brand love can increase customers' resistance to 

negative social media posts. Thus, we posit that consumers with a strong emotional connection to a 
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car brand are more likely to maintain positive attitudes and beliefs about the brand, which can act as 

a barrier against negative reviews/comments posted on social media about the car brand. 

Hypothesis 5 (H5) Brand love influences resistance to negative information posted on social media. 

2.3.2. Brand love and positive eWOM 

Several studies have shown that brand love significantly increases positive e-WOM. For 

example, [1] found that consumers with a strong emotional connection to a brand are likelier, because 

they want to share their positive experiences with others, to engage in positive e-WOM. Similarly, [2] 

found that brand love leads consumers to engage in more positive e-WOM, particularly when the 

brands are consistent with their self-identities. A loved brand is a vital component of a customer's 

self-expression, and by demonstrating affection for a particular brand, the consumer communicates 

his/her feelings about the brand. [21] findings showed that positive associations between brand 

loyalty and eWOM exist. Therefore, we posit; 

Hypothesis 6 (H6). Brand love influences consumers to engage in positive eWOM. 

2.3.3. Brand love and willingness to pay more. 

Willingness to pay a premium price is, according to [22], "the highest price level at which the 

consumer is willing to pay for the goods or services". [1] found that consumers with a deep emotional 

connection to a brand were willing to pay a premium for its products even when those offered by 

competitors were functionally comparable. Similarly, [2] found that consumers with a strong 

emotional commitment to a brand were likelier to pay more for their products than were those 

without such an attachment. [23] found that consumers with a deep emotional attachment to a brand 

were willing to spend up to 30% more on the company's items than were those without such a 

connection. Consumers who are deeply emotionally attached to a brand feel that it is irreplaceable; 

thus, they are willing to pay more for the brand [24]. Consequently, we posit, 

Hypothesis 7 (H7). Brand love influences willingness to pay more. 

 

Figure 1. Research model. 
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3. Methodology 

The empirical study took place March-October 2023, in collaboration with The Leading Vehicles 

Company (Abu Khader Automotive), the leading automobile dealership in Jordan. Automobile 

dealerships merit investigation because automobiles have strong consumer involvement and great 

economic importance. In addition, the automobile industry is highly competitive, and brand love is 

a vital part of its marketing efforts [25]. Jordan is one of the most rapidly expanding automobile 

markets in the region [26]. The country's automotive industry is bolstered by several factors, 

including the availability of skilled labour, research and development initiatives, government 

backing and geographical advantages. With a favourable economic forecast and increased household 

purchasing power, the nation is poised to experience a substantial swell in automobile sales by the 

year 2030. 

The present study follows a mixed methods research approach [27]. Mixed methods offer a 

better understanding of research problems by triangulating two sets of results, thus enhancing the 

validity of findings. Accordingly, a two-step study was implemented. First, to adapt the SERVQUAL 

scale dimensions to the context of the research, we conducted, using a concept mapping 

methodology, a qualitative pre-test of the scale´s five dimensions. Second, we carried out a 

quantitative study to test the hypotheses of the proposed research model. 

3.1. Qualitative pre-test: concept mapping analysis 

Concept mapping is a group-based procedure in which a sequence of structured group activities 

is linked to a series of multivariate statistical analyses [28]. A sample of eight Abu Khader staff was 

used in the research. The participants work in various departments involved in the customer journey 

(showroom, service centre, sales, CRM and marketing). [29] recommended that groups used in these 

techniques should range from 8 to 15 participants. Specifically, ideas/concepts provided by 

participants are represented in the form of a perceptual map (using multivariate analysis techniques, 

Multidimensional Scaling Analysis and Cluster Analysis). The final output is a graphical 

representation of the participants’ beliefs, which depicts how these beliefs relate to each other and 

shows which are the most important in terms of customers´ evaluations of their service-based 

experiences.  

The group meeting began with an explanation of the goals of the study and the methodology to 

be used. Brainstorming was then used to identify and weigh the participants’ beliefs about the 
perceived service quality provided by Abu Khader to its customers. The participants were then asked 

to write down, on an individual basis, within 30 minutes, statements that best reflected their own 

beliefs about how Abu Khader could make its customers perceive they receive excellent service 

quality during the purchase process. Next, they were asked to share, orally, on an individual and 

random basis, their views, so that the entire group could fully understand all the written statements 

provided. In this phase, repeated statements were deleted, that is, the participants were asked to 

delete statements if they were the same as statements provided previously by other participants. As 

a result, 21 statements were deleted. In this phase, also, steps were taken to remove any ambiguity in 

the statements and to agree on their meanings.  

The study researchers created a deck of cards for each participant (while the participants had a 

coffee break), each card containing one statement. The participants were asked to weigh the 

importance of each statement, based on their experiences, on a scale of 0 to 10 (0 = Not at all important, 

10 = Very important). Next, the participants individually grouped the statements using a similarity 

criterion (specific to each individual), that is, similar statements were placed within the same group. 

Each individual grouped the statements individually, on the basis of two criteria; 1) there had to be 

less groups than there were cards (statements) and 2) all statements could not be placed into one 

group. After the group meeting, the researchers created a similarity matrix for each of the 

participants. Finally, the researchers proposed a name for each cluster of beliefs, consistent with their 

content. On the basis of these activities, a conceptual map was developed, in which each belief was 

weighted according to the importance attributed to it by the participants in the first session.  In 

addition, each cluster was assigned an importance weighting.  
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Concept mapping involved a second group meeting in which participants gave their opinions 

about the composition of the clusters, the group names and their assessment of the final list of beliefs 

about perceived service quality. In this second meeting, the participants were asked collectively about 

their views of the phenomenon under study and to combine their individually expressed beliefs 

(collected in first meeting). In this subjective process the participants collectively proposed 

amendments to both the number of clusters and their composition. The researchers accepted these 

changes given that the concept mapping technique involves an inductive approach; thus, the final 

results clearly reflect the participants’ beliefs. 
The cluster map was subjected to the participants’ evaluation and interpretation during the 

second working session. The conclusion was that a reasonable number of clusters was in the range of 

three–five, with three groups being the optimal solution. Therefore, from this point on, the clusters 

were depicted on a map in which the perceived service quality statements were grouped in 3 clusters, 

that is, “personnel” (cluster 1), “price” (cluster 2), “operational service performance” which includes 
responsiveness-convenience-reliability dimensions (cluster 3).  

3.2. Quantitative study 

The quantitative study was based on data obtained from an online questionnaire. 

Questionnaires were distributed to a sample of 1,300 buyers who purchased Cadillacs, GMCs, 

Chevrolets or Opels from Abu Khader in the years 2020-2022.  

While data gathered based on a single case has limitations in terms of the generalisation of 

results, this approach allowed us to conduct a very detailed analysis [30]. We followed recent brand 

research studies that used a single case as a research context: [31] measured active and passive 

participation in the Zara brand Facebook community; [30] used a themed attraction restaurant to 

analyse experience value creation; [32] used a Veepee company to analyse eWOM behaviours on the 

branded mobile apps of fashion retailers; [33] used an eco-friendly restaurant to identify the effects 

of brand engagement on customer advocacy and behavioural intentions. We used online surveys 

[34]. The customers were sent a URL that they could visit over a one-month period. The questionnaire 

was developed in English, and then translated into Arabic. We obtained 602 valid responses. 

We operationalised the study constructs using multi-item scales measured mostly by five-point 

Likert scales, ranging from ‘strongly disagree’ (1) to ‘strongly agree’ (5). Happiness was measured on 
a single-item scale that asked respondents how happy they felt after their purchasing experience at 

the car dealer adapted from [35]. Car brand love was measured using a 10-item scale adapted from 

[2]. The respondents´ self-reported trust was measured using a 3-item scale adapted from [36]. 

Willingness to pay more was measured using a 3-item scale adapted from [25]. Intention to spread 

positive eWOM was measured using a 2-item scale adapted from [37]. Resistance to negative 

information was measured using a 3-item scale adapted from [38]. Finally, perceived service quality 

(PSQ) was measured as a formative second-order construct. We used the three dimensions identified 

in the concept mapping analysis to capture PSQ, that is “personnel”, “price” and “operational service 
performance”. The specific items to measure the dimensions were adapted from [17]. The constructs 

and scales are shown at Table 1. 

Table 1. Scales used in the study. 

Construct Item Source 

Personnel 

(PER) 

   PER1. The service personnel were honest 

PER2. The service personnel listened to my problem 

PER3. The service personnel did pay enough attention to me   

PER4. The service personnel understood what I wanted 

PER5. The service personnel explained the work to be      

performed 

 

 

[17] 

 

Price 

(PRI) 

PRI1. Abu Khader, charged a fair price for the car I bought 

PRI2. I felt I was not taken advantage of by Abu Khader 

PRI3. The price I paid for labor in Abu Khader was fair 

 

 

[17] 
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PRI4. The price I paid for parts in Abu Khader was fair 

PRI5. I left Abu Khader knowing I was fairly treated 

Operational 

service 

performance 

(OSP) 

OSP1. Service was completed in a timely manner 

OSP2. Abu Khader had my appointment scheduled promptly 

OSP3. Upon arrival, I was quickly waited on 

OSP4. Abu Khader did the work that was promised. 

OSP5. I felt the service was done correctly on the first visit 

OSP6. Abu Khader is in an easily accessible location 

OSP7. Abu Khader had convenient hours. 

 

 

 

[17] 

Happiness 

(HAP) 

HAP1. How does happiness reflect your purchasing experience at 

Abu Khader Automotive? 

[35] 

 

Trust  

(TRU) 

TRU1. The information offered by Abu Khader is sincere and 

honest 

TRU2. Abu Khader is concerned with the present and future 

interests of its customers 

TRU3. Abu Khader has the necessary resources to successfully 

carry out its activities 

 

 

[36] 

 

Brand love 

(LOV) 

How do you feel toward your favorite car brand purchased at 

Abu Khader Automotive? 

 

LOV1. Car brand X is a wonderful brand 

LOV2. This car brand X makes me feel good 

LOV3. This car brand X is awesome. 

LOV4. I do not have neutral feelings about this car brand X 

LOV5. This car brand X makes me very happy 

LOV6. I love this car brand X! 

LOV7. I have particular positive feelings about car brand X 

LOV8. This car brand X is a pure delight 

LOV9. I am passionate about this car brand X 

LOV10. I’m very attached to this car brand X 

 

 

 

[2] 

Resistance to 

negative 

information in 

social media 

(RESI) 

RESI1. Even if I would read negative online reviews about the car 

brand purchased from Abu Khader I would not change my opinion 

of Abu Khader 

RESI2. Even if I would read negative online reviews about the car 

brand purchased from Abu Khader, I would not change my view 

of Abu Khader 

RESI3. Negative online reviews about the car brand purchased 

from Abu Khader would have no effect on me. 

 

 

 

[38] 

Electronic WOM 

(eWOM) 

eWOM1. I will write positive comments on social media regarding 

my experience in Abu Khader 

eWOM2. I will recommend buying a car in Abu Khader through 

social media 

 

[37] 

Willingness to 

pay more 

(WTP) 

WTP1. I am willing to pay a higher price for car brand X over other 

automobile brands. 

WTP2. I am willing to pay a lot more for car brand X than other 

automobile brands. 

WTP3. The price of car brand X would have to go up quite a bit 

before I would switch to another brand 

 

 

[25] 

4. Results  

4.1. Psychometric properties of the measurement model  
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We established the theoretical structure of the model using the "repeated indicator approach" 

[39] and partial least squares (PLS). We opted for PLS-SEM as the estimation method due to the 

complexity of the model, which involves numerous constructs (including a second-order formative 

construct), indicators and model relationships [40]. The parameter estimation was carried out using 

Smart-PLS 4.0 [41], and we performed bootstrapping with 5,000 samples to determine the significance 

of the parameters (see Table 2). The composite reliability of the constructs exceeded the 

recommended threshold of 0.60 [42]. In addition, the average variance extracted (AVE) for all 

constructs surpassed the 0.50 threshold [43]. As an indicator of convergent validity, the confirmatory 

factor analysis (CFA) demonstrated that all items were significantly related (p < 0.01) to their 

respective factors [44]. 

Table 2 displays also the mean factor loadings for all the dimensions, each of which exceeds the 

criteria for convergent validity. Finally, the results show that the model has no collinearity problems 

in the reflective-formative second-order construct of perceived service quality. 

Table 2. Reliability and convergent validity of the measurement instrument. 

First order factors Item 

Std 

loadi

ngs 

t value 

(bootstrap

ping) 

rho

_A 

C

R 

A

VE 

PSQ Personnel 

(PER) PER1 .93 130.40** .97 .98 .88 

  PER2 .94 158.42**       

   PER3 .94 173.62**       

  PER4 .95 167.98**       

  PER5 .93 153.46**       

PSQ Price (PRI) PRI1 .95 171.37** .97 .98 .88 

  PRI2 .93 98.73**       

 PRI3 .95 132.73**    

 PRI4 .94 145.13**    

  PRI5 .93 139.50**       

PSQ Operational service performance 

(OSP) OSP1 .90 80.12** .97 .98 .86 

  OSP2 .94 120.20**       

 OSP3 .93 99.78**    

 OSP4 .95 189.26**    

 OSP5 .95 184.06**    

  OSP6 .89 64.49**       

  OSP7 .93 99.65**       

Happiness (HAP) HAP1 N/A N/A N/A 

N/

A 

N/

A 

Car dealership trust (TRU) TRU1 .96 203.12** .95 .97 .90 

  TRU2 .95 168.17**       

  TRU3 .95 165.75**       

Car brand love (LOV) LOV1 .92 129.47** .98 .98 .85 

 LOV2 .91 69.69**    

  LOV3 .93 140.14**       

 LOV4 .88 54.4**    

 LOV5 .94 152.08**    
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 LOV6 .92 100.07**    

 LOV7 .93 138.51**    

 LOV8 .93 151.48**    

 LOV9 .93 135.56**    

   LOV10 .92 94.97**       

Resistance to negative information posted 

in social media (RESI) RESI1 .96 166.69** .96 .97 .92 

  RESI2 .96 266.21**       

  RESI3 .95 115.10**       

Electronic WOM (eWOM) EWOM1 .97 380.14** .95 .97 .95 

  EWOM2 .97 432.59**       

Willingness to pay more (WTP) WTP1 .96 229.78** .94 .96 .89 

  WTP2 .95 203.46**       

  WTP3 .93 81.19**       

Second-order factor       VIF 

Perceived Service Quality (PSQ) Personnel .48 20.732** 2.24 

  Price .31 12.484** 2.58 

  

Oper. service 

performance .32 10.567** 3.56 

N/A: Single item latent variable (Not applicable). 

VIF: Variance Inflation Factor. 

rho_A=Dijkstra-Henseler rho; CR=Composite reliability; AVE=Average variance extracted. 

**p<0.0. 

The measurement model's ability to discriminate between constructs was verified using the [43], 

the square roots of the AVEs exceeding the inter-construct correlations (see Table 3, values below the 

diagonal). In addition, the heterotrait-monotrait ratio values (Table 3, above the diagonal) support 

the conclusion that the measurement model possesses discriminant validity. 

Table 3. Discriminant validity of the measurement model. 

Factor F1 F2 F3 F4 F5 F6 F7 F8 F9 

F1. PSQ Personnel .94 .64 .77 .79 .82 .62 .73 .68 .56 

F2. PSQ Price .62 .94 .80 .64 .68 .54 .60 .76 .56 

F3. PSQ Op. serv. Perf. .74 .78 .93 .72 .74 .59 .66 .79 .54 

F4. Happiness .77 .63 .71 1.00 .85 .66 .72 .75 .58 

F5. Car dealership trust .79 .65 .71 .82 .95 .66 .81 .79 .66 

F6. Car brand love .61 .52 .58 .65 .65 .92 .59 .68 .75 

F7. Resistance to negative information .70 .57 .63 .70 .77 .57 .96 .70 .63 

F8. eWOM .65 .73 .760 .72 .75 .65 .66  .97 .68 

F9. Willingness to pay more .53 .54 .52 .56 .60 .72 .60 .64 .94 

Note: The values on the diagonal are the square roots of the AVEs. Lower triangle: latent variable correlations; 

Upper triangle: HTMT ratios. 
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Table 4 presents the outcomes of the hypotheses testing and displays the standardised 

coefficients for each structural relationship and the corresponding significance levels of the t statistics. 

Figure 2 provides a visual representation of the model's estimation 

Table 4. Scales used in the study. 

Hypotheses 

Std. 

bet

a 

t value 

(bootstrapping

) 

f2 
95% CI 

2.50

% 

97.50

% 

H1 Happiness -> Car brand love .42* 6.79* .10 .29 .54 

H2 Car dealership trust -> Car brand love .28* 4.40* .05 .16 .41 

H3 Perceived service quality -> Car dealership trust 
.82* 40.94* 

2.0

2 .78 .86 

H4 Perceived service quality -> Happiness 
.81* 37.09* 

1.8

5 .76 .850 

H5 Car brand love -> Resistance to negative 

information 
.57* 15.28* .49 

.50 .64 

H6 Car brand love -> eWOM .65* 19.69* .73 .58 .71 

H7 Car brand love -> Willingness to pay more 
.72* 28.67* 

1.1

0 .67 .77 

 

Figure 2. Estimated model. 

The results show that all the structural paths achieved bootstrap t values over 2.326, at a 

significance level of 1%, that is, 99% confidence. The estimation of the model confirms that PSQ is a 

powerful predictor of trust in the car dealership (=.82, H3 accepted) and the happiness experienced 

by the customer (=.82, H4 accepted), and that these two emotional responses towards the car 

dealership translate into greater car brand love for the manufacturer (happiness: =.42, H1 accepted; 

trust: =.81, H2 accepted). Finally, it was shown that car brand love is a significant driver of the three 

behavioural responses analysed: it generates resistance towards negative information on social 

networks (=.57: H5 accepted), positive eWOM (=.65: H6 accepted) and greater willingness to pay 
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more (=. 72: H7 accepted). This satisfactory estimation was accompanied by R2 and Q2 values that 

met the minimum established criteria; thus, the structural model shows predictive relevance 

5. Conclusions 

5.1. Discussion and theoretical implications 

This research contributes to the existing literature on brand love and emotions and has 

implications for the automobile industry. The recent literature on emotions explains their importance 

in enhancing brand love. Understanding how perceived service quality generates brand love and 

how it relates to willingness to pay more, positive eWOM and resistance to negative information will 

help automobile retailers gain competitive advantage and respond to consumers’ demands.  

This research extends the cognition-affection-conation framework [10] by analysing the 

cognitive and emotional drivers of brand love derived from consumption experiences in the 

automobile industry. Combining consumers´ perceptions of perceived service quality and trust, and 

their happiness, provides insights that can help retailers create an optimal experience.  

The previous literature shows that a direct relationship exists between company performance 

and customer happiness [6]. However, few studies have examined sustaining customer happiness 

and improving customer retention after the actual purchase process. The present study reveals that 

perceived service quality plays a pivotal role in shaping customers' perceptions of car dealerships 

and their happiness after purchase.  

The perceived service quality dimension “social interaction with personnel” was shown to have 
the highest influence on customer trust and happiness. This result supports previous research that 

showed that personalised attention [45–47] and the behaviours of company personnel [6,48,49] are 

important antecedents of the creation of positive emotions felt towards retailers. The perceived 

service quality dimension “price” also plays a vital role in customer happiness and trust, which 

shows that customers are conscious of cost effectiveness and price fairness. When customers feel that 

a car dealership is charging too much for its cars, repairs or spare parts they feel unhappy. Service 

providers should seek to retain a long-term customer base by providing value for money; this 

improves customer happiness with, and trust in, the car dealership. The perceived service quality 

dimension “operational service performance” has three sub-dimensions, convenience, reliability and 

responsiveness, all of which significantly influence customers´ beliefs. The customer´s service 

experience depends on the time it takes the dealership to complete the service provided [50], on 

whether the provider performs as promised [46,49,51,52] and on the convenience of the service 

[6,48,49].  

The positive effect of perceived service quality on trust shows that the consumers used their 

perceived service quality perceptions to form their views about the dealership. Consumers´ perceived 

service quality perceptions benefit the retailer by increasing their perceptions of its honesty, 

benevolence and competence.  

The results showed that brand love enhanced consumers´ positive behavioural intentions 

towards brands (willingness to pay more, positive eWOM and resistance to negative information). In 

other words, consumers act in line with their feelings towards brands. The effects found of brand 

love on resistance to negative information is in line with other recent research [15]. Consumers’ 
loyalty to car brands may cause them to resist negative information. When car dealerships encounter 

problems (e.g., changed customer expectations that affect perceived service quality, a reputation for 

charging high prices for spare parts, unfriendly staff) they may be faced with a situation where 

consumers post negative information on social media. However, emotional factors can affect 

consumers’ reactions towards unfavourable information about the car dealership. For example, when 
consumers have highly emotional relationships with brands they become resistant to negative 

information about them [38]. Similarly, it has been shown that brand love is a mediator between 

brand trust and resistance to negative information [53]. In this sense, positive brand affect can 

increase consumers´ willingness to pay more, positive eWOM and resistance to negative information.  
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5.2. Managerial implications 

The insights obtained from the study allow us to draw various practical conclusions for 

automobile retailers.  

The study identified specific service personnel traits, that is, politeness, helpfulness, honesty and 

respectfulness, as key drivers of perceived service quality, given that they increase consumers 

perceptions of trust in the dealership and customer happiness. These traits enable service personnel 

to better understand customer needs and listen attentively to their concerns. Thus, automobile 

retailers should allocate resources to improve their perceived service quality by, first, hiring service 

personnel who exhibit politeness, helpfulness, honesty and respectfulness and, second, provide 

training programmes and performance evaluations to current personnel, focused on these traits.  

The study highlights the role of trust and customer happiness as powerful drivers of brand love. 

When consumers trust their car dealerships their car brand love increases, which makes them willing 

to pay a higher price for their cars and, even, advocate the brand within their social circles. To increase 

customers’ trust it is vitally important that companies deliver on the promises they make to those 
customers. Thus, car dealerships should consider conducting advertising campaigns aimed at 

creating awareness among customers that their prices are fair, they provide convenient services (long 

opening hours, accessible locations) and that their service centres have staff with the highest technical 

expertise.  

The findings of the study also suggest that car dealerships should provide their customers with 

pleasurable experiences. The results of the operational service performance dimension showed that, 

when customers face the inconvenience of waiting a long time for the dealership to deliver the service, 

they become unhappy. Car dealerships should invest in providing express services so that their 

customers can save time, which they can then use in more productive ways, which can improve their 

perceptions of the company´s responsiveness. In addition, to strengthen links with their customers, 

car dealerships should also improve their online marketing strategies and provide flexible service 

times. 

Brand love acts as a powerful buffer against negative sentiments expressed on social media, 

providing a layer of protection for the brand's reputation. When customers feel a strong emotional 

bond with an automotive brand, they are more inclined to actively share positive experiences, 

reviews and recommendations on their online networks. Automobile industry managers should 

cultivate brand love among their existing customer bases by providing personalised experiences and 

exceptional customer service. Brand love can be enhanced by establishing rewards/loyalty 

programmes for those customers who actively advocate the car dealership brands by spreading 

positive electronic word of mouth, and by continuously hosting events exclusively for these 

customers. These gatherings express the dealership´s gratitude to the customers for their continued 

support and loyalty, and can be used to collect feedback with an eye towards cultivating a community 

of enthusiastic brand ambassadors. The personal touch, for example, sending birthday wishes to their 

customers, would generate in them a feel-good factor and encourage them to engage in positive word 

of mouth. 

5.3. Limitations and future research lines  

The study has some limitations that open promising avenues for future research. First, the cross-

sectional nature of the study can provide only a snapshot of the hypothesised paths; a longitudinal 

design could be used to identify time-based facets and provide more rigorous empirical support for 

the hypotheses. Second, we are keenly aware that focusing on a single company and product type 

(new cars) limits the generalisability of the results (hence, it would be worthwhile to test the model 

with a sample of second-hand cars). Future studies might validate the results by examining other 

companies and product categories. For example, it is conceivable that perceived service quality could 

be a more important issue for service than for product providers, and for hedonic than for utilitarian 

offers. Third, the present research is limited by the constructs examined. Future studies might delve 

into other brand-level effects and interactions, such as the role of brand uniqueness and brand desire, 

to shed light on the potential boundary conditions. 
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