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Abstract 

 
The main purpose of this study is to provide conceptual theoretical framework with purpose to 
investigate effects of quality and brand image on brand loyalty of smartphone consumers in 
Bosnia and Herzegovina. Hypothesized relationships are to be investigated as this represents 
scientifically unexplored aspect of our daily lives. The methodology suggested to be used for data 
analysis is descriptive statistics and regression analysis in a case of quantitative approach 
whereby structured survey may be used as main data collection instrument. It is expected that 
results of this study will confirm hypothesized relationships. It is recommended for researchers 
to provide validation of the proposed model and investigate hypothesized relationships not only 
in Bosnia and Herzegovina, but also in other Western Balkan countries. The findings of this study 
will have implications for both scientists regarding their future scientific work, but also for 
practitioners in smartphones business regarding their marketing strategies. 

 
Keywords: quality, brand image, brand loyalty, smartphones, Bosnia and Herzegovina, Western 
Balkans. 

 

 

1. Introduction 

According to report of Statista (2019), from year 2014 to 2020 there is a rise of 45% in 
smartphone users worldwide, which indicates that this is one of the future most innovations in 
ascendancy. As we can see from the results, there is a need for this study because today’s life is 
unimaginable without smartphones and technology (Statista.com, 2019). 

It is interesting to notice that decade ago it was very hard to find study about 
smartphones. At that point of time this device was still in form of it’s, nowadays primitive cell 
phones. Significance of correspondence and keeping up the connections inside organizations 
brought about extraordinary importance of cell phones. Besides, cell phone is a gadget numerous 
customers can't appear to manage without. They utilize cell phone as an individual gadget to 
remain associated with loved ones and as an augmentation of their identity and singularity (Grant 
& O'Donohoe, 2007). As innovation keeps on advancing, cell phones are increasingly developed. 
According to Ting et al (2011), the cell phone has advanced from basically a relational specialized 
gadget to a sight and sound machine known as smartphone (Ting et al., 2011). According to 
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Persaud and Azhar (2012), the present writing is increasingly about portable showcasing works 
on utilizing the great cell phone, with its extremely constrained ability, contrasted with the present 
smartphones, which have practically boundless potential. In this manner, there is a hole in the 
writing with regards to smartphones. 

 

Figure 1: Number of smartphone users worldwide from 2014 to 2020 (in billions) 

Having in mind insufficient attention of scientific researchers on smartphone related 
issues in Bosnia and Herzegovina Mekić and Özlen (2014), as well as complexity of Bosnian market 
the need and importance of this study is twofold, theoretical and practical. 

Bosnia and Herzegovina was in a war from 1992 to 1995, and it is still in procedure of 
improvement. Despite the fact that joblessness rate is still high, numerous clients of Bosnia and 
Herzegovina are not late with regards to utilization of creative innovative gadgets such are 
smartphones, tablets and so on. Despite the fact that the versatile market is very re-imagined, and 
it turned out to be very hard to purchase basic cell phone rather than smartphone, there is still no 
experimental proof about components that invigorate clients to utilize smartphones in Bosnia and 
Herzegovina. Explanation behind leading this examination is the way that there is deficiency of 
writing about this issue in territory of Bosnia and Herzegovina (Mekić & Özlen, 2014). Our study 
is response to theoretical gap that exists in Bosnia and Herzegovina when it comes to research 
about quality, loyalty and image perceptions towards different brands in smartphones industry. 

Hence, this examination isn’t imperative for organizations, retailers of cell phones, 
authorized wholesalers and servicers of different versatile brands situated in Bosnia and 
Herzegovina, yet additionally outside of its limits, this paper will give bits of knowledge to 
potential new organizations into Bosnian market of smartphones so as to fulfill clients. This work 
will experimentally distinguish factors that impact clients to utilize smartphones which is 
imperative data for potential new participants of Bosnian portable market (Mekić & Özlen, 2014). 
Therefore, this study will help practitioners (smartphone retailers, wholesalers…) in Bosnia and 
Herzegovina to better understand factors affecting brand loyalty of smartphone users and improve 
their strategies accordingly. 

The primary objective of this study is to understand factors affecting brand loyalty. 
The secondary objectives are as follows:  

- To investigate effects of perceived quality on brand loyalty of smartphone 

users in Bosnia and Herzegovina; 
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- To investigate effects of brand image on brand loyalty of smartphone 

users in Bosnia and Herzegovina; 

- To understand differences in perceived quality, brand image and brand 

loyalty of smartphone users in B&H having in mind respondents’ differences 

in gender, age, income, and other relevant demographics 

- To be roll model pioneer study and provide good grounds for future 

studies. 

Structured survey compiled of previously validated scales will be used as a main data 
collection instrument. Methodology to be applied for purpose of data analysis in this study is 
descriptive statistics and multiple linear regression analysis. ANOVA methodology will be applied 
to investigate impact of demographical characteristics of respondents on variables (perceived 
quality, brand image, and brand loyalty). To provide all these analysis, Microsoft excel and 
software package for social sciences (SPSS 18) will be used. 

Accordingly, the main research questions to be addressed by this study are:  

- What are factors which are significant for brand loyalty of smartphone 

users in B&H? 

- How significant are effects of perceived quality on brand loyalty of 

smartphone users in Bosnia and Herzegovina? 

- How significant are effects of brand image on brand loyalty of smartphone 

users in Bosnia and Herzegovina? 

- Is there a difference in perceived quality, brand image and brand loyalty 

of smartphone users in B&H having in mind respondents’ differences in 

gender, age, income, and other relevant demographics? 

The contribution of this study is threefold: theoretical, practical, and social. 
Theoretical contribution is assured by offering unique set of results never offered before by any 
researchers in the region of Bosnia and Herzegovina. Practical contribution is assured by giving 
valuable inputs to practitioners in smartphones sector of B&H and make them better understand 
ways to gain customers loyalty. Having in mind great impact of smartphones on society as a whole 
this study shall provide some contribution in that sense as well. 

This study will be reported trough six sections. Literature review will help us identify 
variables, understand relationships and develop hypotheses. Section following literature review 
will graphically present key hypotheses through research model. Methodology section will explain 
in detail all procedures and statistical methods that will be applied to analyze collected data. After 
reporting findings under results sections adequate discussion and conclusion will be provided.  

 

2. Lecture review 

For purpose of this study, great number of relevant studies was addressed, and 
research model has been proposed. 

 

2.1 Definitions and concept evolution 

2.1.1 Perceived quality 

Perceived quality of a product as turns into “the estimation made by the consumer 
relying on the whole set of basic as well as outer dimension of the product or the service” (Grunert, 
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2005). Perceived quality is a basic component for customer decision making process; thusly, 
buyers will contrast the nature of choices and respect to cost inside a classification (Jin & Yong, 
2005). As indicated by Davis, Aquilano and Chase (2003), perceived quality is specifically 
identified with the notoriety of the firm that makes the item. 

 

2.1.2 Brand image 

According to Lee, Lee and Wu (2009), brand image as “perceptions about a brand as 
reflected by the brand association held in consumer memory”. Brand image is the apparent 
capacities and representative relationship in the brain of clients and the quality and support of 
brand image relies upon the customer’s esteem (Salciuviene et al. & De Mattos, 2009). 

 

2.1.3 Brand loyalty 

According to Son (2010), brand loyalty is “a deeply held commitment to re-buy or re-
patronize a preferred product/service consistently in the future, causing a repetitive same brand 
or same brand-set purchasing, despite situational influences and marketing efforts having the 
potential to cause switching behavior”.  

 

2.1.4 Smartphones 

The term Smartphone can be characterized as programmable cell phone that offers 
propelled abilities and highlights so as to improve the execution of people by giving the services, 
for example, texting, downloading applications, using information services, for example, WiFi, 
global positioning system (GPS) and stimulation (Ting et al., 2011). The Smartphone is 
acknowledged to be one of the major strides in the advancement of mobile marketing technology 
and practices due to its Bluetooth incorporation, area based advertising, and other coordinated 
advances with online and physical store promoting (Persaud & Azhar, 2012). Smartphones give 
clients browsing messages, correspondence on person to person communication sites, and 
utilizing on the web visit paying little respect to time and place which make certain dimension of 
reliance on smartphone (Hudson, 2010).  

 

2.1.5 Smartphones in context of Bosnia and Herzegovina 

Despite the fact that Bosnia and Herzegovina is developing country, results of Mekić 
& Özlen (2014) research showed that Smartphone users of B&H are using these gadgets in 
numerous parts of their daily lives. 

 

2.2 Perceived quality and brand loyalty 

In 2015, Kim, Chang, Park, and Lee investigated the effects of quality on the 
satisfaction and the loyalty of smartphone users. They found that hypotheses was confirmed. 
Moreover, this study can be an important practical/academic reference to provide important hints 
to strengthen the relationship between the service providers and their customers (Kim et al., 
2015). 

According to study of Chen, Chen and Lin (2016) customers’ perceived value, brand 
experience, trust, satisfaction, service quality and commitment are found to be the key influencing 
factors of brand loyalty. Related to the brand relationship quality for purchasing a smartphone, 
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most respondents could hurriedly recall the symbolic logo of the brand and the after-sale service 
would affect their willingness of rebuying the same brand. 

Brand loyalty expected to happen when perceived quality has been judged positively 
(Gürbüz, 2008). As per him when the client perceived the brand has extraordinary quality, they 
will create brand loyalty. He additionally expresses that perceived quality is the principle driver of 
brand loyalty and a positive quality assessment as a construct that keeps up social expectations. 
Boulding et al. (1993) states that there is a positive connection between perceived quality and 
brand loyalty and willing to recommend. 

With respect to the connection between perceived quality and brand loyalty, a few 
investigations demonstrate a positive effect of perceived quality on purchase intention (Tsiotsou, 
2006). Perceived quality is observed to be the primary forerunner of brand loyalty (Biedenbach & 
Marell, 2009). 

As indicated by the Alhaddad (2015) discovering demonstrate that perceived quality 
affects both brand image and brand loyalty, on other hand, whatever is left of connection between 
brand loyalty measurements and brand loyalty is affirmed. 

In line with reviewed literature following hypothesis is proposed for this study.  

H1: Perceived quality has positive effects on brand loyalty. 

 

2.3 Brand image and brand loyalty 

Brand image plays an important role when consumer evaluates service and product 
and it is a driving force for customer brand loyalty (Chen & Myagmarsuren, 2011). According to 
them brand image influence attitudinal and behavioral response of customers toward brand, 
company and services. Kwon and Lennon (2009) also state that brand image crate strong company 
patronage intention among customers, and they are willing to pay premium prices and strong 
feeling and affiliation. As Pratama (2017) conducted in his study, result shows that brand image 
significantly has effect on brand loyalty when it comes to smartphone users. 

Brand image is a standout amongst the most mind boggling elements and it influences 
loyalty in two different ways; first is customer prefer to show his own image and the second is 
individuals will in general arrange themselves into various social classifications that are 
assessment of targets and qualities in different gatherings in examination with customers’ very 
own qualities and goal and they lean toward that who meet comparative objectives and values 
(Kuusik, 2007). 

Brand image is one of the essential strides to achieve brand loyalty, in light of marking 
hypothesis it expressed that brand image must be compatible and parallel with the shoppers' 
image and it's a procedure and endeavor to meet mental and social needs. Moreover, brand image 
drives some critical component for the acknowledgment that is wealth, class, achievement, and 
style (Shehzad & Zehra, 2013). 

“Brand image” of cell phones has critical impact on “brand loyalty” to pre-adult 
purchasers, and “consumption behavior” of immature has noteworthy impact on “brand loyalty”, 
while “brand image” and “consumption behavior” impact “brand loyalty” through altogether 
interceding impact of “perceived response” (Lin & Chang, 2013). 

In line with reviewed literature following hypothesis is proposed for this study.  

H2: Brand image has positive effects on brand loyalty. 
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3. Hypotheses and research model 

The figure belov represents research model based on the literature review for this 
study. The model proposes two hypotheses. Besides all above mentioned studies, huge 
contribution for this study is research model proposed and investigated by Hwa-Kyung Kim and 
Timothy J. Lee (2018). It is important to say that even though the model proposed in our study is 
in line with their model, it is important to have in mind that their study tested the model in tourism 
context. As this study deals with smartphones, slight adjustment of the model has been conducted. 

H1: Perveived quality has positive effects on brand loyalty. 

H2: Brand Image has positive effects on brand loyalty. 

 

Figure 2. Research Model 

Source: adjusted from Hwa-Kyung Kim and Timothy J. 
Lee (2018), and proposed for the study of smartphone 
users 

Investigation of these hypotheses will help us answer following research questions: 

- What are factors which are significant for brand loyalty of smartphone 
users in B&H? 
- How significant are effects of perceived quality on brand loyalty of 
smartphone users in Bosnia and Herzegovina? 
- How significant are effects of brand image on brand loyalty of smartphone 
users in Bosnia and Herzegovina? 

 

4. Methodology 

Structured survey compiled of previously validated scales will be used as a main data 
collection instrument. Methodology to be applied for purpose of data analysis in this study is 
descriptive statistics and multiple linear regression analysis. ANOVA methodology will be applied 
to investigate impact of demographical characteristics of respondents on variables (perceived 
quality, brand image, and brand loyalty). To provide all these analysis, Microsoft excel and 
software package for social sciences (SPSS 18) will be used. 

 

5. Expected results 

In line with conclusions based on literature, it is expected that all hypothesized 
relationships among variables will be confirmed. However, it is suggested to conduct testing of the 
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proposed model using adequate measurement scales. Replication of the study in different 
geographical contexts across different time periods is strongly recommended. Still, regardless of 
the positive and optimistic forecast on supporting the proposed research model, it is on future 
researchers to test the model and provide empirical evidence. 

 

6. Conclusion 

This literature review aimed to provide conceptual framework as a basis to investigate 
effects of quality and brand image on brand loyalty of smartphone consumers in Bosnia and 
Herzegovina. Hypothesized relationships are to be investigated for the first time among 
smartphone consumers in this region, and therefore, this paper may serve as a pilot study and 
good introduction for new studies addressing this important, yet scientifically unexplored aspect 
of our daily lives. The methodology suggested to be used for data analysis is descriptive statistics 
and regression analysis in a case of quantitative approach whereby structured survey may be used 
as main data collection instrument. It is expected that results of this study will confirm 
hypothesized relationships between quality and brand loyalty as well as brand image and loyalty. 
It is strongly recommended for researchers to provide validation of the proposed model and 
provide responses regarding hypothesized relationships in the region of Bosnia and Herzegovina. 
Furthermore, it is also recommended to test the model in other Western Balkan countries to have 
basis for comparative studies. The findings of this study will have implications for both scientists 
regarding their future scientific work, but also for practitioners in smartphones business regarding 
their marketing strategies. 
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