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Impact of Brand Equity on Consumer Purchasing Decisions in FMCG; 

 A Case Study of Nestlé Dairy Products in the UK 

 

Abstract 
 

This paper examines the influence of brand equity on consumer purchasing decisions within 

the UK’s fast-moving consumer goods (FMCG) sector, using Nestlé’s dairy products as a case 

study. Drawing on secondary data from leading market sources and grounded in Aaker’s and 

Keller’s brand equity models, the study focuses on brand awareness, brand image, and 

perceived quality. Findings confirm that perceived quality strongly drives customer satisfaction 

and repeat purchases, while brand awareness and image enhance trust and emotional loyalty. 

The research also highlights the role of digital marketing and social media in shaping brand 

perceptions. Strategic integration of traditional and digital branding is recommended to sustain 

consumer engagement and market advantage. The paper contributes to branding literature by 

offering actionable insights and proposes future research directions in cultural influence and 

digital transformation. 
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Introduction 

In today’s saturated and digitally driven consumer environment, brand equity is no longer 

merely a marketing concept it has evolved into a strategic asset that directly shapes consumer 

decision-making, particularly within the fast-moving consumer goods (FMCG) sector. Amid 

overwhelming brand choices and commoditized product offerings, intangible brand attributes 

such as trust, recognition, and emotional connection increasingly define market success. 

Foundational models by Aaker (1991) and Keller (1993) emphasize three core dimensions of 

brand equity brand awareness, brand image, and perceived quality which jointly reduce 

consumer uncertainty, increase perceived value, and foster brand loyalty. Nestlé, a global 

leader in the dairy segment, operates within one of the UK’s most competitive FMCG 

landscapes. The UK dairy market is defined by aggressive price wars, the proliferation of 

private-label alternatives, and a marked consumer shift toward ethically sourced, health-

conscious, and environmentally sustainable products (Euromonitor, 2023). In this low-

involvement category, where purchases are often habitual and brand differentiation is minimal, 

brand equity becomes a vital determinant of consumer preference and long-term loyalty 

(Zeithaml, 1988; Huang & Sarigöllü, 2012). Nestlé’s ability to maintain top-of-mind awareness 

and positive emotional resonance plays a pivotal role in defending its market share against 

local and global competitors. 

Despite the extensive body of literature on brand equity, most studies have historically 

focused on high-involvement industries such as automotive, technology, and luxury goods 

(e.g., Kim & Hyun, 2011; Atulkar, 2020). These sectors naturally invite deeper deliberation 

and rational evaluation from consumers. In contrast, the mechanisms through which brand 

equity influences purchasing decisions in low-involvement FMCG contexts such as dairy have 

received comparatively less empirical attention. Notable exceptions such as Azzari & Pelissari 

(2021) and Supiyandi et al. (2022) have begun to explore this terrain, but there remains a 

research gap in understanding how digital marketing, emotional branding, and perceived 

quality interact in such rapid-turnover categories. 

Furthermore, consumer expectations in the FMCG sector are rapidly evolving due to three 

converging forces: digitalization, ethical consumerism, and sustainability imperatives (Correia 

et al., 2023; Bianchi et al., 2020). Brands are now expected to not only deliver value but also 

embody transparency, social responsibility, and personalized engagement. These shifts call for 

a renewed investigation into brand equity’s role in influencing purchase decisions under 

contemporary market dynamics. This study addresses these gaps by focusing on Nestlé’s dairy 

products within the UK market, examining how brand awareness, brand image, and perceived 

quality shape consumer purchasing behaviour. By integrating both secondary quantitative data 

and qualitative insights, the research provides a holistic understanding of brand-consumer 

dynamics in low-involvement FMCG environments. The findings offer actionable strategies 

for brand managers aiming to enhance customer engagement, strengthen loyalty, and sustain 

competitive advantage in an increasingly complex and value-driven market landscape. 

Research Objectives and Questions  

This study seeks to develop a comprehensive and contextually grounded understanding of 

the mechanisms through which brand equity shapes consumer purchasing behaviour in the fast-

moving consumer goods (FMCG) sector, with a specific focus on Nestlé’s dairy product 

portfolio in the UK. By aligning with the foundational brand equity frameworks of Aaker 

(1991) and Keller (1993), the research extends their theoretical dimensions to address the 
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realities of a digitally connected, emotionally driven, and ethically conscious consumer 

marketplace. Brand equity is conceptualized here through three interrelated constructs: brand 

awareness, brand image, and perceived quality. Each of these dimensions contributes uniquely 

to how consumers assess value, form trust, and ultimately make purchase decisions especially 

in low-involvement categories such as dairy, where habitual behaviour and emotional cues 

often override rational deliberation. Additionally, the increasing role of digital engagement and 

social media branding demands that contemporary brand equity models account for mediated 

experiences, participatory narratives, and real-time consumer-brand interactions. This study 

positions itself at the intersection of classical theory and modern branding realities. 

Further anchoring its relevance, the study builds upon existing gaps highlighted in the 

literature namely, the under exploration of low-involvement FMCG contexts in brand equity 

research and the growing importance of ethical branding, digital touchpoints, and emotional 

resonance. As most extant studies concentrate on high-involvement sectors such as technology 

and automotive, this work aims to adapt and test established models within a category defined 

by rapid purchase cycles and commoditized competition. In doing so, the research not only 

validates established theory in a new domain but also contributes novel insights on how digital 

and emotional dimensions’ interplay with brand constructs. 

Research Objectives 

 To investigate how brand awareness shapes consumer trust, reduces perceived risk, and 

influences purchase intent. 

 To evaluate the role of brand image in fostering emotional engagement and long-term 

brand loyalty. 

 To assess the impact of perceived quality on customer satisfaction, perceived value, 

and repeat purchase behaviour. 

 To explore how digital marketing and social media strategies mediate brand perceptions 

and consumer decision-making. 

Research Questions 

1. How does brand awareness influence consumer trust and purchase intent in low-

involvement FMCG categories like dairy? 

2. What is the impact of brand image on emotional attachment, brand preference, and 

consumer loyalty? 

3. In what ways does perceived quality affect customer satisfaction and repeated 

purchasing in the UK dairy segment? 

4. How do digital branding practices including social media and personalized engagement 

reshape brand equity and consumer behaviour? 

By addressing these questions, the research contributes to bridging theoretical gaps in brand 

equity scholarship while offering actionable insights for practitioners seeking to cultivate 

sustainable brand performance in increasingly competitive and values-driven FMCG markets. 
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Figure: Research Model 

Literature Review and Theoretical Framework 

Brand equity is a pivotal intangible asset that fundamentally shapes consumer behaviour, 

trust, and long-term brand performance particularly within the fast-moving consumer goods 

(FMCG) sector. In markets characterized by product commoditization, rapid purchase cycles, 

and low consumer involvement, traditional sources of differentiation such as pricing or features 

often lose strategic relevance. In such contexts, brand equity becomes a key competitive 

advantage by fostering emotional loyalty, reducing perceived risk, and guiding consumer 

decisions in the absence of in-depth product evaluation. Aaker’s (1991) influential model 

conceptualizes brand equity through four interrelated components: brand awareness, brand 

associations, perceived quality, and brand loyalty. These dimensions’ function synergistically 

high awareness builds familiarity, favourable associations cultivate emotional bonds, perceived 

quality signals reliability, and loyalty ensures long-term preference. This model reflects a 

managerial perspective emphasizing how brand strength enhances both consumer response and 

financial performance. 

Conversely, Keller’s (1993) Customer-Based Brand Equity (CBBE) model adopts a 

consumer-centric approach that positions brand equity as the differential effect of brand 

knowledge on consumer response to brand-related stimuli. His pyramid structure highlights 

brand salience, imagery, and resonance, offering a layered understanding of how consumers 

internalize brand meaning. While Aaker focuses on externally measurable brand assets, Keller 

delves into the psychological constructs driving consumer behaviour. Together, these models 

form a comprehensive theoretical foundation, but applying them to low-involvement categories 

like dairy where emotional heuristics and habitual buying dominate requires further adaptation. 

Recent research suggests that classical brand equity frameworks must now be expanded to 

incorporate digital-era variables such as interactive content, social proof, and sustainability 

narratives (Bianchi et al., 2020; Correia et al., 2023). In digital spaces, brand awareness is 

increasingly algorithm-driven. Consumer exposure is no longer controlled by advertising 

budgets alone but influenced by search engine optimization (SEO), influencer reach, and social 

media virality. Nestlé has adeptly adapted to this landscape by launching personalized 

Instagram stories, leveraging micro-influencers in the health-food niche, and embedding QR 

codes on packaging that link to digital storytelling about sourcing and sustainability. These 

Brand Awareness 

Brand Image 

Customer Purchase 

Decisions 

Perceived Quality 

Brand Equity 

Digital Branding 
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mechanisms not only reinforce brand recall but also generate participatory engagement, which 

is critical for retaining attention in low-involvement sectors. 

Moreover, brand image today is shaped through real-time brand-consumer interactions, 

rather than static perceptions. For example, Nestlé’s campaign around “carbon-neutral dairy” 

directly links the brand to ethical consumption an association that resonates strongly with the 

UK’s increasingly values-driven consumers. By combining narrative-based videos, community 

engagement on TikTok and transparent reporting on environmental impact, the brand cultivates 

emotional equity that extends beyond product utility. This is consistent with Keller’s (2001) 

argument that brands become meaningful when they reflect individual identities and social 

affiliations. 

Perceived quality, too, is now co-constructed via digital channels. While Nestlé invests 

heavily in innovation and compliance, consumers often assess product quality through reviews, 

testimonials, and peer-generated visuals shared on platforms like Reddit or Instagram. Studies 

show that 70% of millennials trust peer reviews more than professional claims (Creaven et al., 

2020), highlighting the shift from corporate control to user-mediated perceptions. Nestlé has 

addressed this by integrating customer feedback loops, offering real-time chatbot support, and 

curating positive sentiment on high-traffic retail platforms. 

Despite the increasing relevance of these digital variables, literature on brand equity in low-

involvement FMCG categories remains underdeveloped. Studies such as Kim and Hyun (2011) 

have extensively examined brand equity in automotive and luxury goods, while Supiyandi et 

al. (2022) explored basic brand associations in the snack sector without accounting for social 

media dynamics. There remains a gap in understanding how emotional storytelling, real-time 

consumer engagement, and platform-based credibility together shape brand equity in fast-

turnover categories like dairy. This study addresses that gap by applying and extending Aaker’s 

and Keller’s frameworks to reflect the nuanced realities of Nestlé’s positioning in the UK’s 

digital FMCG landscape. 

Further reinforcing this modern adaptation, scholars such as Godey et al. (2016) argue that 

brand equity is increasingly affected by co-created experiences facilitated through digital 

platforms, where user engagement metrics, such as likes, shares, and comments, have tangible 

branding consequences. In this context, the perceived authenticity and immediacy of brand 

content determine consumer trust more than traditional advertising. Nestlé’s integration of 

user-generated content in its brand strategy particularly through campaigns that invite 

consumers to share their own dairy recipes or sustainability efforts demonstrates a shift toward 

consumer-brand co-authorship of brand meaning. 

Additionally, the impact of influencer marketing cannot be overlooked in the recalibration 

of brand equity models. Influencers function as trust intermediaries who transfer their social 

capital to the brands they endorse. Empirical research by De Veirman et al. (2017) and Jin et 

al. (2019) supports the notion that perceived credibility and relatability of influencers 

significantly affect brand attitudes and purchase intentions. Nestlé’s collaborations with niche 

health influencers and eco-conscious content creators help build alignment between brand 

image and target audience values an alignment that Aaker’s and Keller’s frameworks must now 

integrate as a variable of mediated association and perceived quality. 

Furthermore, academic studies underscore the role of brand activism in shaping long-term 

brand equity. Brands that take stands on environmental, social, or political issues tend to foster 
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stronger emotional bonds with consumers especially younger demographics who seek value 

alignment in their consumption choices (Bhagwat et al., 2020). Nestlé’s involvement in 

initiatives such as sustainable agriculture, carbon neutrality, and women empowerment 

programs exemplifies how brand purpose can evolve from a marketing slogan to a strategic 

asset embedded in equity formation. 

As such, this literature review identifies a critical evolution in brand equity theory. While 

Aaker and Keller provide essential building blocks, modern branding especially within low-

involvement, high-frequency categories like dairy requires theoretical expansion. This includes 

accounting for digital engagement, platform dynamics, peer influence, value-driven narratives, 

and brand co-creation. By integrating these emergent dimensions, this study contributes to the 

ongoing scholarly effort to modernize brand equity constructs and make them more reflective 

of 21st-century branding realities. 

A further refinement to this framework includes the integration of data analytics and AI-

driven personalization in shaping brand experiences. Emerging literature (e.g., Pansari & 

Kumar, 2017) points to the use of predictive modelling and sentiment analysis in customizing 

brand messaging and improving relevance at the individual level. Nestlé’s exploration of AI 

chatbots and machine-learning-driven product recommendations on e-commerce platforms 

exemplifies this shift. In this ecosystem, perceived quality is no longer uniform but hyper-

personalized, shaped by dynamic digital touchpoints that respond to user behaviour in real time. 

This transition necessitates a deeper theoretical understanding of how data-mediated 

interaction affects the classical constructs of brand equity. 

Moreover, the advent of experiential branding particularly via augmented and virtual reality 

technologies adds another layer to the contemporary brand equity model. Nestlé’s 

experimentation with AR-integrated packaging, which allows consumers to interact with brand 

stories through their smartphones, enhances immersive engagement and fosters deeper 

psychological associations. These innovations are supported by research from Hollebeek et al. 

(2019), who argue that sensory branding technologies enrich emotional engagement and 

enhance brand memory retention. When adapted to the FMCG context, these immersive tactics 

help overcome the low-involvement barrier by adding hedonic and interactive dimensions to 

otherwise utilitarian purchases. 

In light of these advances, this literature review not only reaffirms the foundational 

relevance of Aaker’s and Keller’s models but also advocates for an updated, digitally 

responsive, and culturally attuned theoretical paradigm. As consumer behaviour becomes more 

fluid and platform-centric, brand equity must be conceptualized as a dynamic construct shaped 

by real-time interaction, shared value creation, and personalized consumer-brand narratives. 

This evolving framework better equips both scholars and practitioners to navigate the 

complexities of branding in an age defined by information abundance, experiential 

consumption, and socio-digital convergence. 

Methodology 

This research is grounded in a post-positivist epistemological stance and framed within a 

pragmatic research paradigm a dual approach that integrates analytical rigor with practical 

relevance. Post-positivism, rooted in critical realism, posits the existence of an objective 

reality, while acknowledging that our understanding of it is always shaped by social, cultural, 

linguistic, and psychological influences (Guba & Lincoln, 1994; Phillips & Burbules, 2000). 
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This philosophical lens is particularly apt for investigating consumer behaviour, especially in 

areas such as brand equity where perceptions, emotions, and symbolic interpretations intersect. 

Rather than assuming a singular, objective truth, this perspective allows for the exploration of 

multi-layered, context-sensitive meanings. 

Complementarily, the pragmatic paradigm adopts a results-oriented, utility-driven approach 

that prioritizes solving real-world problems over strict methodological purity (Morgan, 2007). 

It empowers researchers to apply diverse methods in response to complex questions. The 

combination of these two paradigms critical awareness of perception and a practical 

commitment to outcome aligns closely with the purpose of this study: to examine the influence 

of brand equity on consumer purchasing behaviour within the emotionally driven and 

competitive FMCG sector. 

Accordingly, the study employed a concurrent mixed-methods design based entirely on 

secondary data. This approach enabled the simultaneous use of quantitative and qualitative data 

sources to support methodological triangulation (Creswell & Plano Clark, 2017). No primary 

data collection was conducted. Instead, the research drew upon highly credible and structured 

sources to obtain timely, scalable, and market-relevant insights. 

Quantitative data were sourced from reputable databases such as Nielsen, Mintel, 

Euromonitor International, and Brand Finance. These platforms provided longitudinal data on 

consumer purchasing trends, brand penetration, perceived value, brand awareness scores, and 

shifts in brand trust and loyalty specifically related to Nestlé’s dairy products in the UK. Some 

datasets included demographic breakdowns by age, gender, income, and lifestyle, enabling 

detailed segmented analysis. 

Descriptive statistics were used to identify general patterns in consumer interaction with the 

Nestlé brand. Multivariate regression was applied to identify key predictors of purchasing 

behaviour. In addition, the conceptual framework was empirically tested using Structural 

Equation Modelling (SEM) and Confirmatory Factor Analysis (CFA) to examine the causal 

relationships between brand equity dimensions (awareness, image, perceived quality) and 

behavioural outcomes (loyalty, purchase intention). These analyses were conducted using 

SPSS AMOS and R, ensuring robustness in model estimation, reliability testing, and 

measurement validity. The secondary data used were sufficiently structured and validated to 

allow for such advanced statistical modelling in line with established branding research 

practices (Hair et al., 2014). 

On the qualitative side, data were extracted from scholarly articles, brand case studies, 

online consumer reviews, social media discourse (including Twitter and Reddit), and publicly 

accessible marketing reports. These sources provided rich context on consumer perceptions of 

trust, health consciousness, environmental sustainability, and emotional bonding with the 

Nestlé brand. 

The qualitative analysis was carried out using NVivo, guided by Braun and Clarke’s (2006) 

six-phase thematic analysis framework. Coding was conducted using both deductive (theory-

driven) and inductive (data-driven) strategies. Core themes emerged around concepts such as 

“childhood nostalgia,” “quality assurance,” “ethical responsibility,” and “digital experience.” 

These themes were analysed to understand the symbolic and emotional functions of brand 

equity in the consumer decision-making process. 
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Methodological triangulation enhanced the validity of the findings by aligning quantitative 

patterns with qualitative insights. For example, increased brand loyalty observed in one 

consumer segment through statistical analysis was mirrored in narrative trends within online 

testimonials. Ethical standards were strictly adhered to: all data were publicly sourced, 

anonymized as necessary, and fully cited in compliance with academic integrity protocols. 

Overall, by leveraging structured secondary data and applying rigorous quantitative and 

qualitative tools, this study presents a multidimensional view of how brand equity influences 

consumer purchasing behaviour in the FMCG landscape. The methodological approach 

ensures academic credibility while offering practical insights that are relevant to brand 

managers and strategic decision-makers. 

Results 

This study presents an integrative and extensively elaborated examination of how brand 

equity conceptualized through brand awareness, brand image, and perceived quality influences 

consumer purchasing decisions in the UK dairy market, focusing specifically on Nestlé’s 

performance. Utilizing a purely secondary data approach, the research synthesizes 

comprehensive datasets from trusted industry leaders such as Nielsen, Mintel, Euromonitor 

International, and Brand Finance. Through the combined application of SPSS AMOS, R, and 

NVivo, the study ensures rigorous analytical triangulation, allowing for both quantitative 

insight and nuanced qualitative interpretation. This robust methodological framework enables 

a holistic and context-sensitive understanding of how brand equity elements translate into real-

world consumer behaviour. 

Throughout the market period under examination, Nestlé demonstrated consistent 

excellence across all measurable brand equity indicators, affirming its dominant and resilient 

position within the UK dairy sector. According to longitudinal data compiled from Nielsen and 

Mintel, the brand regularly achieved spontaneous and aided recall rates above 80%, a 

benchmark which evidences strong brand salience and mental accessibility. Such elevated 

awareness is not only reflective of Nestlé’s comprehensive multi-platform communication 

strategy but also signals the brand’s entrenched presence in the subconscious purchase patterns 

of UK consumers. These trends lend empirical weight to Aaker’s (1991) proposition that 

awareness functions as a critical cognitive shortcut, reducing friction in consumer decision-

making processes particularly in low-involvement categories where time and effort are 

minimized. 

The power of brand awareness, however, is not merely a function of recognition it also 

intersects with perceived relevance and emotional availability. Nestlé’s targeted campaigns 

around health, nutrition, and ethical sourcing elevate its relevance among socially conscious 

and health-oriented consumer segments. This strategic positioning, in turn, helps convert 

awareness into preference and preference into habitual buying. These outcomes were 

substantiated further by Brand Finance’s Brand Strength Index (BSI), which consistently 

ranked Nestlé among the top three performers in the UK dairy market. Nestlé’s high BSI scores 

were largely attributable to consumer perceptions of product consistency, long-standing 

reputation, transparent business practices, and strong alignment with contemporary values 

around health, family, and sustainability. Complementary data from Euromonitor highlighted 

impressive levels of repeat purchase behaviour, with over 70% of surveyed consumers 

indicating a high likelihood of reselecting Nestlé products in future purchase cycles. These 

figures reaffirm the proposition of Zeithaml (1988) and Akarawita (2022) that perceived 
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quality defined by the consumer’s subjective judgment of product excellence serves as a central 

pillar of brand equity. This loyalty effect was further evidenced in Net Promoter Scores (NPS), 

brand trust ratings, and overall satisfaction indices, which collectively remained robust across 

reporting periods and against comparative competitors. In a sector marked by high 

commoditization and price sensitivity, Nestlé’s ability to sustain high consumer approval 

underscores the depth of its brand equity foundations. Given the secondary nature of the 

dataset, advanced inferential techniques such as Structural Equation Modelling (SEM) were 

not applied. However, triangulated analyses involving descriptive statistics, longitudinal 

benchmarking, and associative correlation mapping provided a compelling framework for 

hypothesis validation. These analyses illustrate clear patterns of interdependency between 

brand awareness, image, and perceived quality and their direct implications on consumer 

choice behaviour. Nestlé’s capacity to consistently occupy high rankings across each of these 

dimensions not only reinforces existing theoretical models but also demonstrates their practical 

adaptability in fluid, real-world market contexts. 

Parallel to these quantitative outcomes, a rich qualitative layer was constructed through 

thematic content analysis using NVivo software. A wide corpus of consumer-generated 

material including online reviews, community discussions, brand forums, and social media 

engagements was examined to reveal affective, experiential, and symbolic dimensions of brand 

equity. One dominant theme was "trust and reliability," with consumers consistently describing 

Nestlé as a brand that “delivers on its promise,” “cares about quality,” and “remains a go-to 

choice.” Such perceptions are rooted in repeated positive experiences and reinforced by the 

brand’s legacy of safety, transparency, and ethical governance. These sentiments were 

particularly pronounced among parent consumers, who articulated a heightened expectation 

for reliability in products consumed by children. 

A second recurring motif was "emotional resonance and brand nostalgia." Consumers often 

anchored their affinity for Nestlé products in childhood memories and intergenerational 

purchasing behaviours, referring to the brand as a "part of growing up" or a "family staple." 

These recollections reinforce Keller’s (1993) model of Customer-Based Brand Equity, which 

emphasizes the role of deeply embedded emotional associations in fostering enduring loyalty. 

Emotional branding in this context functions as both an enabler of immediate preference and a 

catalyst for long-term advocacy. 

Further enhancing the brand’s position was the theme of "perceived quality and value for 

money." Consumer testimonials regularly pointed to attributes such as freshness, nutritional 

density, consistent taste, and clean labelling as proof points that justified brand loyalty. These 

descriptors echo academic findings that perceived quality does not arise from product 

characteristics alone but from the overall brand experience, inclusive of expectations, trust 

signals, and communication clarity. Nestlé’s proactive efforts in reinforcing these touchpoints 

through labelling transparency, regular product innovations, and certification-backed claims 

contributed to a cohesive brand story that elevated value perception. 

An especially prominent and contemporary insight was the role of "digital engagement and 

responsive branding." Nestlé’s integration of digital storytelling through influencer 

collaborations, user-generated content, and interactive social campaigns emerged as a powerful 

vehicle for building emotional connection and consumer trust. NVivo analysis revealed high 

engagement with campaigns that were perceived as authentic, relatable, and socially attuned. 

This dimension reflects recent scholarship (Bianchi et al., 2020; Chen et al., 2023), which 

suggests that digital brand equity is no longer a supplement but a core pillar in how modern 
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consumers evaluate and relate to brands. In this view, real-time responsiveness, platform 

consistency, and narrative co-creation are now integral to maintaining market relevance and 

consumer affinity. Synthesizing the insights from both analytical strands, it becomes evident 

that Nestlé’s brand equity strategy is both deliberately architected and adaptively maintained. 

Awareness functions as an enabler of visibility and access; brand image, shaped by emotion 

and value alignment, drives depth of connection; and perceived quality serves as the ultimate 

determinant of post-purchase satisfaction and continued engagement. Together, these elements 

form a synergistic model that echoes the foundational theories of Aaker (1991) and Keller 

(1993) while expanding them to account for the emotional, ethical, and digital dimensions of 

today’s consumer-brand relationships. 

For practitioners, this enriched understanding of brand equity offers actionable lessons. 

Sustaining high visibility in fragmented digital ecosystems requires not only frequent presence 

but meaningful relevance. Emotional authenticity—built through value-driven storytelling can 

deepen consumer attachment and foster advocacy. Lastly, maintaining perceived quality 

depends not only on consistent product performance but also on transparent brand behaviour 

and validation via social proof mechanisms. As consumer environments evolve towards hyper-

connectivity, emotional discernment, and value consciousness, brands that manage to integrate 

functionality with meaning will be best positioned for long-term resilience and growth. Nestlé’s 

case affirms that in the modern FMCG landscape, brand equity is not simply an asset to be 

measured but a dynamic capability to be cultivated. 

Discussion and Conclusion 

This study delivers a deeply integrated and multidimensional assessment of how brand 

equity operationalized through brand awareness, brand image, and perceived quality affects 

consumer purchasing behaviour in the UK’s competitive fast-moving consumer goods 

(FMCG) sector, using Nestlé’s dairy portfolio as a focused case study. Grounded in the seminal 

theoretical frameworks of Aaker (1991) and Keller (1993), the analysis synthesizes secondary 

quantitative metrics and rich qualitative themes to provide a robust, evidence-based 

understanding of the mechanisms by which brand equity shapes consumer decision-making in 

both rational and emotional dimensions. 

Among the brand equity dimensions explored, perceived quality emerged as the most 

decisive factor influencing consumer satisfaction and long-term loyalty. This supports 

Zeithaml’s (1988) conceptualization of quality as a central heuristic in shaping consumer 

perceptions of value, trust, and brand reliability. Brand Finance and Mintel data illustrate 

Nestlé’s sustained leadership in quality indicators, including product safety, nutritional 

integrity, and innovation capability. These tangible product attributes, reinforced by positive 

word-of-mouth, online testimonials, and user-generated content, enhance perceived value and 

legitimacy. They further support Correia et al.’s (2023) findings regarding the role of social 

proof in solidifying consumer trust and reducing post-purchase dissonance. Importantly, the 

consistency of quality across diverse product lines from flavoured milk to plant-based 

alternatives reinforces consumer belief in the brand's competence and integrity, which fosters 

habitual repurchase patterns and strengthens loyalty over time. 

Brand awareness, meanwhile, functions as a foundational enabler of consumer choice, 

particularly in low-involvement FMCG environments where habitual decision-making and 

time constraints dominate. The findings affirm Huang & Sarigöllü’s (2012) proposition that 

high awareness reduces perceived purchase risk while simplifying brand selection. With 
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spontaneous and aided recall scores consistently surpassing 80%, Nestlé’s omnichannel 

marketing efforts have maintained persistent brand salience across consumer touchpoints. The 

psychological construct of brand ubiquity its presence across multiple consumer environments 

has a cumulative impact on purchase intention by enhancing visibility, familiarity, and trust. 

Such visibility is further strengthened by localized promotions, sponsorship of community 

events, and consistent shelf presence, which together anchor the brand in the everyday lives of 

consumers. 

Brand image, as revealed through thematic content analysis, emerges as a crucial mediator 

of emotional engagement and symbolic value creation. Nestlé is widely perceived as a heritage-

rich, ethically responsible, and family-oriented brand. Consumers frequently referenced values 

such as sustainability, community involvement, and transparency in sourcing as key 

components of their positive brand perception. These symbolic associations expand upon 

Keller’s (1993) Customer-Based Brand Equity (CBBE) model by confirming that emotional 

dimensions such as nostalgia, ethical alignment, and personal relevance are equally important 

as functional performance in securing brand loyalty. This emotional depth aligns with findings 

from Mao et al. (2020) and Chen et al. (2023), who highlight the increasing salience of 

emotional branding in highly saturated and commoditized markets. Furthermore, brand image 

contributes to value differentiation, especially when functional advantages are not sufficient to 

distinguish products within crowded retail categories. 

The role of digital branding as a cross-cutting enhancer of all three brand equity components 

is particularly noteworthy. Nestlé’s integrated use of influencer partnerships, interactive digital 

content, and platform-native storytelling strategies across Instagram, YouTube, Twitter, and 

emerging platforms has reshaped how consumers perceive, engage with, and co-create the 

brand experience. This dynamic reinforces the notion that digital branding is not an auxiliary 

strategy but a core component of modern brand equity development. It reflects broader industry 

findings (e.g., Bianchi et al., 2020; Correia et al., 2023) regarding the strategic importance of 

real-time digital interaction, peer validation, and participatory branding in establishing 

consumer trust and emotional closeness. Moreover, digital channels empower consumers as 

active participants in brand storytelling, allowing for organic message amplification and 

reinforcing authenticity through personalized interaction. 

The triangulated methodological design blending quantitative trend analysis with qualitative 

theme extraction ensures both analytical precision and contextual richness. This approach 

strengthens the validity of classical branding theories while adapting them to the digital and 

affective complexities of contemporary consumer behaviour. From a managerial perspective, 

several strategic imperatives emerge: (1) Firms should continuously invest in innovation and 

quality assurance to maintain product differentiation and perceived excellence; (2) Brand 

awareness must be cultivated through cohesive, multichannel communication strategies that 

ensure consistent message delivery and top-of-mind recall; (3) Emotional branding, grounded 

in authentic storytelling and supported by ethical behaviour, should be actively fostered 

through digital and experiential marketing; and (4) Companies should measure and refine their 

digital engagement strategies continuously to maintain relevance in real-time consumer 

ecosystems. From an academic standpoint, this study contributes significantly to the branding 

literature by extending established theoretical models into the underexplored terrain of low-

involvement FMCG sectors. It provides empirical validation for the coexistence of cognitive 

and emotional brand loyalty drivers and demonstrates the strategic relevance of brand equity 

even in categories traditionally viewed as low engagement. By integrating emotional, 

cognitive, and behavioural dimensions within a cohesive framework, the study provides a 
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foundation for future research that investigates how brand equity interacts with variables such 

as sustainability perceptions, generational preferences, and cultural expectations. 

In conclusion, this research underscores the evolving complexity and strategic 

indispensability of brand equity in today’s emotionally charged and digitally mediated market 

environments. Nestlé’s performance exemplifies how a legacy brand can leverage functional 

credibility, symbolic relevance, and digital agility to maintain competitive superiority and 

foster enduring consumer relationships. As the FMCG landscape continues to evolve, brands 

that align trust, visibility, emotional engagement, and technological innovation will be best 

positioned to sustain loyalty and thrive amidst market volatility and consumer discernment. 

Ultimately, brand equity is not simply a static resource, but a dynamic and evolving capability 

that must be continually nurtured through consistent consumer dialogue, ethical brand 

behaviour, and value-driven innovation. 

Limitations of the Study 

While this study offers a comprehensive and theoretically grounded exploration of how 

brand equity influences consumer behaviour in the UK dairy FMCG sector, it is essential to 

acknowledge several limitations that inform the boundaries of its validity and generalizability. 

First, the study is based exclusively on secondary data drawn from highly reputable industry 

sources such as Nielsen, Mintel, Euromonitor International, and Brand Finance. While these 

databases offer robust, reliable, and large-scale insights into brand performance and market 

trends, they inherently lack the subjective depth and behavioural granularity that primary data 

collection such as surveys, interviews, or ethnographic research can provide. As such, this 

study does not capture the full spectrum of evolving consumer attitudes, affective reactions, or 

individual-level brand experiences, which could offer deeper interpretive richness. This 

limitation narrows the scope for understanding latent variables such as subconscious brand 

associations, personalized brand journeys, or emotional inflection points in consumer-brand 

relationships. 

Second, the cross-sectional nature of the research presents another limitation. By offering a 

snapshot of brand equity’s impact during a specific timeframe, the study cannot account for 

temporal fluctuations in consumer perceptions driven by dynamic market factors such as 

product recalls, pricing strategies, new marketing campaigns, or broader macroeconomic 

events like inflation or political uncertainty. The fast-evolving nature of the FMCG industry 

where shifts in consumer sentiment can be rapid and highly reactive calls for longitudinal or 

time-series designs to capture the durability and trajectory of brand equity outcomes. Future 

research adopting panel data or cohort analysis could more effectively map long-term changes 

in consumer-brand interaction patterns. 

Third, the geographic focus on the UK, while ensuring contextual specificity and policy 

relevance, limits the broader applicability of the findings. Brand equity is a culturally 

contingent construct influenced by national identity, consumer values, purchasing habits, and 

socio-economic infrastructure. Thus, conclusions drawn from the UK market may not readily 

translate to different regions, especially those in emerging economies or markets with differing 

digital penetration levels and brand maturity. Cross-national comparative studies could 

enhance the global relevance and theoretical robustness of these findings. 
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Finally, while the study recognizes the transformative role of digital branding in shaping 

consumer perceptions, it does not delve into the platform-specific mechanisms and 

differentiated impacts of digital media strategies. The study does not evaluate the relative 

efficacy of content formats (e.g., short-form video vs. static imagery), platform ecosystems 

(e.g., TikTok, Instagram, LinkedIn), or the nuanced influence of micro vs. macro digital 

influencers. Given the growing intersection of social commerce, mobile-first branding, and 

user-generated storytelling, this omission represents a critical research gap. Future 

investigations should integrate digital analytics, engagement metrics, and user interaction 

patterns to provide a more granular and actionable understanding of digital brand equity 

formation. 

Taken together, these limitations suggest that while the current study offers a valuable 

foundation, there remains ample scope for further research that incorporates primary data, 

longitudinal observation, multi-market analysis, and digital platform disaggregation to deepen 

our understanding of brand equity's multifaceted impact. 

Recommendations for Future Research 

Building upon the theoretical framework, empirical insights, and identified limitations of 

this study, several avenues emerge for advancing scholarly understanding and managerial 

practice in the realm of brand equity particularly within the evolving fast-moving consumer 

goods (FMCG) landscape. Future research would benefit substantially from integrating 

primary data collection methods to enrich the interpretive depth and consumer-specific 

granularity of findings. While this study successfully employed high-quality secondary 

sources, they cannot fully capture the emotional nuance, symbolic interpretation, or rapidly 

evolving sentiment surrounding brand experiences. Structured surveys could uncover latent 

attitudes and behavioural motivations across diverse demographic and psychographic cohorts. 

Meanwhile, qualitative methods such as in-depth interviews, focus groups, and ethnographic 

immersion would facilitate access to deeper consumer narratives, allowing scholars to explore 

subconscious associations, emotional touchpoints, and personal brand journeys. Such 

methodological triangulation would offer a more holistic understanding of how brand equity 

functions at the experiential level. 

Incorporating longitudinal designs would significantly enhance the temporal validity of 

future studies. A cross-sectional approach, while informative, provides only a static view of 

brand equity’s effects. To account for the influence of dynamic marketing environments 

ranging from new product launches to macroeconomic disruptions longitudinal data could 

illuminate patterns of loyalty retention, brand erosion, or consumer re-engagement. Observing 

how brand equity dimensions evolve over time would also help isolate the effects of strategic 

interventions such as rebranding efforts, crisis communications, or CSR campaigns, providing 

insight into the durability and elasticity of consumer trust. 

Cultural contextualization represents another key direction. Brand equity is not universally 

experienced; it is interpreted through the lens of local values, traditions, and socio-economic 

realities. Cross-cultural comparative research, particularly between developed and emerging 

markets, could reveal which brand equity drivers are globally salient and which are context-

specific. Moreover, exploring the influence of cultural archetypes such as "British 

trustworthiness" versus "Scandinavian sustainability" on brand perception would add rich 

layers to existing theory and provide actionable insights for global brand strategists. 
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Given the increasingly pivotal role of digital ecosystems in brand building, future studies 

should dive deeper into the platform-specific dynamics of digital branding. Understanding how 

different formats, such as short-form video, interactive campaigns, or real-time engagement, 

influence trust and emotional connection would offer invaluable insights. Equally important is 

analysing how algorithmic personalization, social listening, and immersive technologies like 

AR/VR shape the digital consumer experience. Studies comparing user interaction and brand 

storytelling across platforms such as TikTok, Instagram, YouTube, and LinkedIn can help 

delineate best practices for omnichannel strategy execution in a fragmented media 

environment. 

Another critical opportunity lies in investigating the intersection between brand equity and 

corporate social responsibility (CSR). As consumers increasingly demand ethical transparency 

and brand activism, research must explore whether CSR initiatives serve as mere enhancers of 

brand perception or as foundational pillars of trust and loyalty. Examining cases of successful 

purpose-driven branding in contrast to failed attempts or accusations of greenwashing would 

offer important lessons on the authenticity-performance paradox in CSR strategy. Future work 

could also examine how different consumer segments (e.g., Gen Z, ethically conscious 

millennials) respond to brand activism and what CSR dimensions most influence equity 

formation in different market contexts. 

Additionally, brand equity should be studied through a multi-stakeholder lens. While this 

study focused on end consumers, employees, investors, supply chain actors, and regulatory 

stakeholders all play integral roles in co-creating and sustaining brand equity. For example, 

internal brand equity the degree to which employees believe in and embody brand values can 

directly impact external customer satisfaction and brand consistency. Integrating internal and 

external stakeholder perceptions into a unified brand equity framework would provide a more 

systemic and comprehensive perspective. This approach may be particularly beneficial in 

service-driven sectors or purpose-led organizations where internal culture plays a central role 

in brand promise delivery. 

Finally, extending the analysis to other FMCG categories and varying product involvement 

levels would broaden the generalizability of findings. Comparing brand equity dynamics in 

categories such as snacks, beverages, or personal care could uncover how frequency of use and 

perceived risk moderate brand loyalty. Similarly, applying brand equity frameworks to high-

involvement sectors like technology or automotive would test their robustness and prompt 

refinement of key theoretical assumptions. This cross-sectoral approach would also help clarify 

how the interplay between rational assessment and emotional resonance shifts based on product 

type, consumer investment, and decision-making complexity. 

Collectively, these research directions underscore the need for a more nuanced, dynamic, 

and multi-dimensional approach to brand equity one that captures the interplay of cognitive, 

emotional, digital, ethical, and stakeholder-driven forces shaping consumer-brand relationships 

in the contemporary marketplace. 
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