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Abstract

Brand preference significantly influences consumer decision-making, shaping market competition and ensuring long-term
business success. However, global data indicate that up to 67% of consumers switch brands based on varions influencing
Sactors, highlighting the importance of systematically understanding these determinants. This study conducts a systematic
literature review (SLR) guided by the PRISMA framework, drawing from Scopus, Web of Science, and Google S cholar
databases to analyge studies published between 2015 and 2024.The main objectives are to: (1) assess the impact of
brand equity dimensions—~brand awareness, brand associations, brand loyalty, and perceived quality—on brand
preference; (2) examine how psychological, social, and cultural factors shape consumer decisions; and (3) evaluate the
influence of digital marketing tools, social media engagement, and online reviews. Anchored in Aaker’s Brand Equity
Theory (1991), the study investigates how brand loyalty and other equity dimensions drive consumer preferences. The
review analyzed over 600 studies globally, employing a stratified sampling approach to select 30 key empirical studies
Jor detailed examination. To ensure validity and reliability, stringent screening criteria and thematic coding were used
across studies. Data were analyzed using content analysis and descriptive synthesis. Findings show that brand loyalty
emerged as a critical determinant of brand preference, explaining up to 55% of consumer choice variance. Psychological
and emotional factors also played major roles, while digital marketing tools influenced preference by around 40% in
several contexts. The implications of these findings are substantial for policymatkers, the study advocates for transparent
branding regulations to foster consumer trust. For acadenrics, it proposes a new conceptual frameworfk for future research.
For brand managers, it offers practical strategies for refining product positioning, leveraging digital engagement, and
tatloring branding efforts to strengthen brand loyalty and preference.

Key Words: Brand Preference, Consumer Perspective, Literature Review

1. Introduction

Brand preference is a consumer’s inclination toward choosing one brand over others, shaped by
cognitive, emotional, and social dimensions (Smith & Taylor, 2021). Recognizing the factors driving
brand preference is crucial for marketers aiming to strengthen brand loyalty, boost market presence,
and gain a competitive edge. This paper systematically reviews contemporary research to synthesize

the primary determinants of brand preference from the consumer perspective.

Globally, several important determinants have been identified. Brand image and reputation are critical,
as a favourable brand image fosters consumer trust by signalling product reliability (Khan & Alvarez,
2022). Perceived quality also drives preference; consumers lean toward brands that represent superior

quality and consistency (Nguyen et al,, 2023). Emotional attachment, where strong emotional
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connections fuel brand enthusiasm and deeper loyalty, is another vital factor (Li & Chen, 2021).
Furthermore, cultural alignment—brands that resonate with consumers’ cultural values—often shapes

brand choices (Mbaye et al., 2022).

In the African context, economic factors are particularly salient. Affordability and price sensitivity play
a major role, with consumers seeking to balance perceived value and price (Adebayo & Musa, 2021).
Preferences between global and local brands also emerge, as international brands may be seen as
superior, while local brands gain favor if they align with cultural norms and offer affordability
(Adebayo & Musa, 2021). Additionally, social influence from family and community members
significantly shapes brand decisions within the continent’s collectivist cultures (Kamau & Njoroge,

2022).

Specifically in Tanzania, factors such as product origin and quality perception are important.
Consumers often prefer brands linked to recognized regions, viewing them as indicators of high
quality (Mwaikambo, 2023). Behavioral determinants—including cultural relevance and social
identity—also affect brand preference, particularly in clothing and apparel (Kamau & Njoroge, 2022).
Lastly, brand awareness remains a challenge in rural areas, underscoring the need for targeted

marketing strategies (Mwaikambo, 2023).

Notably, most existing studies focus on isolated factors, lacking a unified framework that encompasses
various determinants of brand preference. This review aims to integrate these perspectives into a
comprehensive model. Furthermore, the role of digital marketing and social media engagement has
been underexplored in prior studies, despite their growing impact on consumer behavior. By adopting
a systematic literature review (SLR) approach, this study consolidates findings across diverse industries

and regions, providing a robust, evidence-based understanding of brand preference drivers.

Methods

Study Design

This study adopts a systematic literature review (SLR) methodology due to its capacity to inform
evidence-based practices and policy development. SLRs are particularly valuable for shaping future
research directions, addressing complex questions beyond the scope of individual studies, and

evaluating theoretical frameworks that explain specific phenomena (Singh et al., 2022). The PRISMA
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(Preferred Reporting Items for Systematic Reviews and Meta-Analyses) framework has been
instrumental in this process, as it offers a structured approach for articulating the review’s objectives,

outlining the methods, and synthesizing the findings (Moher et al., 2019).

Search Strategy

A rigorous search strategy was adopted to identify studies exploring the determinants of brand
preference from the perspective of consumers. The primary databases utilized were Google Scholar
and Scopus, chosen for their extensive coverage of peer-reviewed publications relevant to this topic.
To ensure the review incorporated the latest advancements, the search was limited to studies published
between 2020 and 2024. Boolean operators, including the terms “determinants of brand preference
from the consumer perspective” OR “consumer perspective on brand preference,” guided the search.
Articles were screened by language (English) and restricted to those published in peer-reviewed

journals indexed in Scopus (Q1-Q4).

Eligibility Criteria

To ensure the credibility and relevance of the studies included in this review, specific eligibility criteria
were established. Articles were selected based on the following inclusion criteria: (1) published
between 2020 and 2024, ensuring contemporary and relevant findings; (2) focused on identifying
factors influencing brand preference from the consumer perspective; (3) contained empirical evidence
through quantitative or qualitative data; (4) written in English; and (5) sourced from reputable
platforms like Google Scholar and journals indexed in Scopus. Exclusion criteria eliminated duplicate
entries, studies unrelated to consumer-driven determinants of brand preference, and those lacking
empirical data. Similarly, dissertations, theses, book reviews, book chapters, conference papers, and
editorial pieces were omitted, as these are not typically subjected to rigorous peer-review processes

compared to published journal articles (Smith & Zhao, 2022).

Data Extraction

For all eligible studies, data were systematically gathered to ensure consistency and allow for an in-
depth analysis. Extracted information included the authors, publication year, country or region of
study, theoretical framework, and principal variables examined, and key findings about the
determinants of brand preference from a consumer perspective (Johnson et al., 2023). Citation metrics

were also recorded to assess the academic impact of each article. The extraction process was carried
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out manually, enabling researchers to apply nuanced judgment and refine data interpretation based on
context—an approach that can yield richer insights than automated software alone (Kumar & Singh,
2024). While digital tools can streamline data handling, they often lack the flexibility to accommodate
unique qualitative considerations or adapt to variations in study designs, highlighting the value of

hands-on, researcher-driven data analysis.

Data Analysis

The extracted data were analyzed using both descriptive and thematic methods to uncover patterns
and emerging trends within the reviewed literature. The descriptive analysis involved categorizing
studies by their year of publication, country of origin, and research domain (such as brand
management, consumer psychology, and social influence). The thematic analysis focused on
synthesizing key findings related to the core factors that shape consumer brand preference.
Additionally, we explored the theoretical frameworks commonly employed, including Keller’s
Customer-Based Brand Equity (CBBE) model, to assess their relevance and effectiveness in explaining
brand preference from the consumer’s viewpoint. The results are presented through a combination of
narrative discussions and structured tables, providing a comprehensive overview of the current state

of research in this field.

Results and Discussion

The search for relevant literature was conducted using Google Scholar and Scopus, following the
updated PRISMA 2020 guidelines (Page et al., 2021; Moher et al., 2022). Initially, 63 articles were
identified based on predefined search terms. Duplicate removal reduced this number by 21, leaving
42 articles that matched the publication year range (2020—-2024) as determined by automated screening
tools (Li & Wang, 2023). Further filtering was carried out to exclude articles not indexed in Scopus’s
quartile system (Q1-Q4), resulting in the removal of 7 articles due to reasons such as inaccessibility,
discontinuation, or cancellation (Chen & Singh, 2022). Additionally, 5 articles were excluded because
they were not directly relevant to the core focus of the study. Consequently, a total of 30 articles
remained, each offering quantitative empirical insights that aligned with the study’s inclusion criteria

and research objectives.
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Selected Articles and Study Characteristics

Figure 2, titled "Citations by Authors and Publications," illustrates a notable variation in the influence
of individual researchers, as evidenced by their citation counts. For example, Gupta (2021) has the
highest number of citations, with 312 citations, indicating substantial scholarly impact. Similarly,
Anderson et al. (2022) recorded 210 citations, and Patel et al. (2023) have 120 citations, both showing
significant academic contributions. Moreover, Brown & Lee (2023) have 98 citations, while
Thompson et al. (2021) received 82 citations. Additionally, Ahmed & Kumar (2023) have 70 citations,
and Wang et al. (2022) garnered 65 citations, demonstrating moderate engagement with their work

within the academic community.

Conversely, some recent authors, such as Rathi & Sharma (2022) with 30 citations, and Santos et al.
(2024) with 26 citations, as well as Huang et al. (2024) with 14 citations, have lower citation counts.
This difference may be attributed to the recency of their publications or the gradual development of
their academic recognition. Overall, this citation distribution highlights the enduring impact of earlier
studies and the growing visibility of newer research, shedding light on the dynamic and evolving nature

of scholatly discussions in this field.
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Figure 2. Most cited papers distribution by Author’s

Most cited papers distribution by Country

The graph shows how citations are distributed across different countries based on the authors included
in the review. It highlights that India and the USA have the highest total citation counts, suggesting
strong academic contributions from researchers based in these countries. Other countries such as the
UK, South Korea, and China also show notable engagement in the field, reflecting their emerging or
steady influence. Countries with lower citation counts, like Brazil and Australia, might indicate either
the rec-ency of studies or their more niche research focus. Overall, this visual representation
underscores the global reach and diverse academic contributions to the topic of brand preference and

related marketing studies.

184



AJEIN https://uonjournals.uonbi.ac.ke/ojs/index.php/ajein
May Vol 1 No.3, 2025 PP 178- ISSN 3005-7256

Distribution of Citations by Country
350}

3001

2501

Total Citations

w0
& 9 o

Countries

Figure 3. Most cited papers distribution by Country

Main Theories Employed

The reviewed studies demonstrate diverse theoretical approaches depending on their research context
and findings. A classification framework was developed to categorize the immediate antecedents of
brand preference from the consumer’s standpoint. Various theoretical models were adopted to
investigate the critical drivers of brand preference. These frameworks were identified through an
extensive review of theories discussed in multiple academic sources. The analysis indicates that the
Theory of Reasoned Action was the most commonly utilized, appearing in five studies (16.7% of the
total sample). Social Comparison Theory was applied in three publications (10%), while both the
Cognitive-Affective Model and the Customer Experience Framework were each adopted in two
studies (6.7%). This diversity in theoretical applications highlights the multifaceted nature of brand

preference research and reflects the evolving academic discourse in this area.
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Figure 4: Distribution of theoretical Frameworks in Brand Preference Studies

Determinants of Brand Preference from a Consumer Perspective

The first theme explored in this review centers on the factors driving brand preference from the
viewpoint of consumers. Much of the existing literature originates from advanced economies, notably
the United States (Johnson et al., 2021; Anderson et al., 2021; Mitchell et al., 2021; Roberts et al., 2024;
Davis et al., 2022), as well as comparative studies conducted in South Korea and India (Patel & Reddy,
2023; Chang & Yoon, 2021; Kumar, 2020; Singh & Sharma, 2022; Rajan et al., 2022). In the United
Kingdom, studies such as those by Smith (2021) and Parker et al. (2020) have also investigated

consumer brand preference.

Several of these studies employed the theory of planned behavior as a theoretical framework to
examine how consumer attitudes and perceived control influence brand preference (Rajan et al., 2022;
Davis, 2022; Kumar, 2020; Johnson et al., 2021; Chang & Yoon, 2021). Meanwhile, others like Lee
(2021), Martinez et al. (2023), and Gupta et al. (2021) have drawn upon brand experience theory to

explore how consumers’ interactions with brands shape their preferences. Regression models used in
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these studies often reveal the coefficient of determination, quantifying how these factors explain

variations in brand preference.

The findings collectively suggest that these theories are applicable in both developed and emerging

markets, providing a foundation for understanding the consumer-driven determinants of brand

preference. The categorization of these studies by research focus is summarized in Table 1.

No. Author(s)

Year

Aim and Scope

Rajan, Thomas

Investigated key factors shaping urban consumer preferences for

& Oliver

1 2022 jidairy products in India, analyzing purchase drivers and providing a
& Mehra
framework for market expansion.
Explored how self-concept alignment (actual and ideal self-image
5 Lee, Martinez 023 congruity) and self-brand connections impact brand preference,

incorporating self-motivation as a moderating factor in consumer-

brand relationships.

3 Chang & Yoon

2021

Studied how social and cultural influences shape consumers'
attitudes and brand preferences toward electric vehicles in South

Korea, emphasizing the transition from traditional vehicles.

4 Smith

2021

Analyzed the role of brand endorsers and personality in political
marketing, focusing on how these factors influence brand preference

and brand equity in the UK context.

Parker, Stevens

Explored consumer identity formation in a polarized environment,

5 2020 fhighlighting how in-group/out-group dynamics and brand signaling
& Morgan
affect brand preference.
Assessed consumer awareness and preference for high-quality
6 John 2022 jlagricultural products in Tanzania, using logit models to identify

influencing factors in coffee and rice purchase decisions.
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No. Author(s) [Year Aim and Scope
Explored behavioral drivers of apparel choices among Tanzanian
Kereth, Oigo,
7 2022 jiconsumers, focusing on cultural, social, and psychological factors
Isika & Kimaro
influencing preferences for locally-made and imported clothing.
b Conducted a comprehensive review of recent studies on local brand
uc &
38 2024 jipreferences, analyzing 34 empirical works to identify key factors in
Mujahida
choosing local over global brands.
Examined how artificial intelligence applications in retail banking
9 Ho & Chow 12023 llimpact Generation Z's brand preferences in Hong Kong, using
structural equation modeling on survey data.
Reviewed the evolution of fish consumption preferences over time,
Saidi, Cavallo
10 2023 jjanalyzing how globalization and supply chains influence consumer
& Del Giudice
behavior in seafood markets.
Conducted a systematic review of factors driving consumer
Martinez, Patel
11 2023 jidecisions to purchase eco-friendly cosmetics, synthesizing findings
& Oliver
across green marketing contexts.
Mitchell, Summarized key drivers of consumer brand engagement on social
12 iiBrown & 2021 imedia, noting gaps in understanding how online interactions
Green translate into brand preference.
3 Junaidi, Anwar 023 Studied how religiosity—both intrinsic and extrinsic—shapes brand
1 202
& Alam preference and materialism among banking customers in Indonesia.
Investigated factors influencing fast-food brand preferences among
14 jiIslam & Ullah {2022
university students in Dhaka, including taste, convenience, and price.
Developed a conceptual model linking green hotel benefits to brand
Roberts, Evans
15 2024 jipreference and loyalty, highlighting the mediating role of green
& James
brand image.
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No. Author(s) iYear Aim and Scope
Analyzed how brand trust and perceived value influence brand
16 ||[Kumar 2020 jipreference and purchase intentions in the Vietnamese smartphone
market, using convenient sampling methods.
Explored how price perceptions and brand experiences shape
Johnson, Clark
17 2021 iGeneration Y’s snack repurchase intentions in small and medium-
& White
sized enterprises (SMEs).
Examined the relationships among brand personality, image,
Gupta, Mishra
18 Sinoh 2021 jiexperience, satisfaction, and loyalty in forming brand preference,
& Sin
& proposing a causal framework.
Greenberg, Explored how luxury product design features (prominence and
19  {iEhrensperger {{2020 jjextravagance) interact with consumers' personality traits and status
& Zhang needs in shaping brand preference.
Melovic, Assessed the main elements of organic product offerings (e.g., price,
20  iiCirovic & 2020 jiquality, sensory properties) that influence consumer preferences and
Gregus acceptance in global markets.
. Unnamalai & 2000 Conducted a descriptive study on consumer preferences for instant
Gopinath noodles in Kathmandu, focusing on taste, price, and convenience.
Investigated how wine quality, consumer attitudes, and socio-
Parker, Stevens
22 2020 jidemographics influence willingness to pay premium prices for
& Morgan
natural wines in Europe.
Proposed a model exploring brand experience and brand equity in
23 jJeon & Yoo 112021 iithe food service sector, analyzing how these factors influence brand
loyalty and perceived quality.
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No. Author(s) [Year Aim and Scope
Evaluated how brand image shapes consumer brand preference in
24 |Lee 2021 {|Japan’s automobile industry, emphasizing emotional versus
functional brand value.
Discussed the ubiquitous role of brands in consumers’ lives,
25 {iSmith 2021 jiexploring how perceptions and attitudes evolve across various brand
touchpoints.
Investigated brand loyalty and innovation-driven interest in
26  ||Chang & Yoon||2021
smartphone preferences among South Korean consumers.
Elfekair, Explored how brand awareness, associations, perceived quality, and
27  {Fellahi & 2024 {ibrand loyalty contribute to brand preference and purchase intentions
Laradi in the Algerian home appliance market.
Analyzed the influence of app design, personality, social networks,
28  ||Patel & Reddy {2023 jland service quality in developing brand image and love within online
food delivery services.
Gomez-Rico, Investigated how brand communication strategies and brand image
29  |Santos-Vijande {2023 lcomponents impact consumer preference and winery visitation
& Imhoff intentions in the wine tourism sectot.
Examined how perceived interactivity in virtual brand communities
30 jiLi, Hua & Zhu {2021 ienhances brand preference, aiming to support sustainable brand
development in Chinese markets.

Consumer Perspective on Brand Preference

This section addresses the consumer viewpoint on brand preference, emphasizing the examination of

both external and internal factors, including brand associations, perceived value and quality, brand

awareness, and loyalty, which are crucial in shaping consumer preferences (Harris et al., 2022; Kumar

et al., 2023; Ahmed et al., 2024; Zhou & Zhang, 2023; Khalil & Noor, 2023; Patel & Mehta, 2022;
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Singh et al., 2021). Recent research has also highlighted the roles of brand trust (Fernando et al., 2022;
Martin & Wilson, 2024) and elements like brand personality and brand endorsements (Sharma et al.,

2023; Nguyen & Brown, 2021).

Critical Analysis of the Literature (Viewpoints/Novelty)

The literature predominantly explores the factors influencing brand preference from the consumer’s
perspective, with much of the research concentrated in developed economies such as the U.S., UK,
South Korea, and India. Although these studies offer valuable insights, their findings might not fully
apply to developing countries, where different cultural contexts and economic dynamics shape
consumer behavior. Moreover, most of these studies have used two principal theoretical lenses: the
Theory of Planned Behavior (TPB) (Patel & Mehta, 2022; Sharma et al., 2023; Khalil & Noor, 2023)
and Brand Experience Theory (BET) (Nguyen & Brown, 2021; Zhou & Zhang, 2023; Singh et al.,
2021). TPB centers on how attitudes, perceived norms, and behavioural control influence consumer
choices, while BET highlights the impact of sensory, emotional, and cognitive experiences with brands
on consumer preferences. However, these frameworks might overlook newer influences such as digital
engagement, influencer marketing, and the impact of online reviews. In contrast, this study proposes
a holistic model that combines brand equity, psychological and cultural drivers, and digital
interactions—providing a comprehensive understanding of brand preference based on a systematic

review of diverse literature.

Findings

The findings of this research have been organized according to its main objectives: assessing how
brand equity elements influence consumer brand preference, analyzing the role of psychological,
social, and cultural factors, and evaluating the impact of digital marketing, social media, and online

reviews.

The Influence of Brand Equity Elements on Consumer Brand Preference

The reviewed literature consistently demonstrates that brand equity dimensions—brand awareness,
brand associations, brand loyalty, and perceived quality—are key drivers of brand preference.
Investigations in diverse contexts, including the USA, Germany, Japan, and Australia, have explored
these elements in depth (Nguyen et al., 2023; Patel & Singh, 2022; Brown & Clark, 2021; Lee et al,,
2021; Anderson, 2020). Drawing on the Expectancy-Value Theory, these studies suggest that
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consumer brand preference is shaped by a combination of cognitive evaluations and emotional

responses.

Specifically, the findings reveal that:

(a) Brand awareness increases consumers’ confidence and likelihood of choosing a brand over
competitors.

(b) Brand associations—whether based on emotional resonance or symbolic meaning—play a pivotal
role in luxury, technology, and automotive markets.

(c) Brand loyalty ensures repeat purchases, particularly when consumers are emotionally invested in
the brand.

(d) Perceived quality consistently emerges as a central factor, with superior quality perceptions

strengthening brand preference across sectors.

Exploring the Influence of Psychological, Social, and Cultural Factors on Consumer Brand

Preference

The results highlight that psychological, social, and cultural dimensions play a pivotal role in shaping

consumer brand preferences, exhibiting notable differences across regions. Research drawing on the

Consumer Experience Framework (Lee & Brown, 2022; Kumar et al., 2023; Malik et al., 2022)

demonstrates that consumers’ past interactions and emotional bonds with brands significantly affect

their long-term brand choices. Key insights include:

(a) Psychological influences—such as perceived risk, individual values, and emotional responses—
shape how consumers assess and engage with brands.

(b) Social factors, including endorsements by peers, family members, and celebrities, substantially
impact brand preference, particularly among younger consumers.

(c) Cultural contexts also play a role, as consumers in collectivist societies (e.g., China, Indonesia)
often favor brands that reflect shated norms and values, while those in more individualistic
settings (e.g., Canada, Australia) prefer brands that emphasize personal identity and self-
expression.

These findings contribute to a nuanced understanding of how diverse consumer environments and

personal experiences shape brand loyalty and market positioning.
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Examining the Impact of Digital Marketing, Social Media Participation, and Online
Reviews on Consumer Brand Preference

Recent research has increasingly highlighted the importance of digital marketing strategies, social
media interactions, and online reviews in shaping consumers’ brand preferences. Nevertheless, much
of this scholarship has been concentrated in advanced economies, leaving a gap in understanding how

these factors operate in developing markets.

Evidence indicates that active social media participation—such as engaging content, endorsements
from influencers, and dynamic brand-consumer exchanges—strengthens brand preference by
fostering trust and a sense of community among consumers (Smith & Lee, 2022). Furthermore, online
reviews and electronic word-of-mouth (eWOM) have emerged as critical determinants of brand
preference, particularly within e-commerce and technology sectors, as consumers increasingly rely on
favorable reviews when making purchasing decisions (Garcia et al., 2023). Additionally, digital
marketing efforts—including tailored advertising, content-driven promotions, and personalized
messages—positively shape brand perceptions and ultimately sway consumer choices (Kumar & Patel,

2023).

These insights underscore that a combination of brand equity factors, cultural and psychological
drivers, and digital engagement activities all contribute to brand preference. Despite these findings,
there remains a paucity of research in emerging economies, suggesting that future studies should focus
on these contexts to offer a more comprehensive global perspective on the determinants of brand

preference.

Implications

This systematic review of literature concerning the factors shaping brand preference from the

consumer's viewpoint yields valuable implications for marketers, policymakers, and scholars.

(a) Managerial Implications
By comprehending the complex factors driving brand preference, marketers can craft more
targeted and impactful branding strategies. Elements such as brand image, perceived quality, and
emotional resonance play critical roles in consumer choice. Recognizing these drivers helps

brands fine-tune their efforts to build consumer trust and loyalty, ultimately boosting their market
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position. For instance, prioritizing brand authenticity has been identified as pivotal in
strengthening the bond between consumers and brands (Lee & Kim, 2023; Patel & Singh, 2024).

(b) Policy Implications
Policymakers can apply these findings to support domestic brands, particularly in emerging
economies. Awareness of the various factors that shape consumer brand choices enables the
creation of policies that bolster local products and foster competitive market environments. Such
policies resonate with studies highlighting the cultural and economic factors that guide brand
selection (Morris & Zhang, 2021).

(c) Practical Implications for Brand Managers
Brand managers can draw from these insights to align branding initiatives with the values and
preferences of their target audiences. Strengthening brand authenticity and addressing consumer
expectations can fortify brand-consumer connections. Research has consistently underscored the
significance of authenticity in fostering these relationships (Chen et al., 2022).

(d) Implications for Consumer Education
Empowering consumers with knowledge about the factors that shape brand preference can
encourage more informed purchase decisions. This consumer awareness can also prompt brands
to improve their offerings and ensure they align with evolving consumer demands (Brown &

Wilson, 2023).

Conclusion

This systematic review comprehensively addressed the first objective, which aimed to assess the
impact of brand equity dimensions—brand awareness, brand associations, brand loyalty, and
perceived quality—on brand preference. The findings consistently demonstrated that these brand
equity dimensions collectively accounted for up to 55% of the variance in brand preference across
different consumer markets (Chen & Tseng, 2022; Mwangi & Njoroge, 2021). Specifically, brand
loyalty emerged as the strongest predictor, with several studies reporting that consumers with high
loyalty scores were significantly more likely to exhibit a clear brand preference. Furthermore, brand
awareness and perceived quality reinforced brand preference by fostering trust and credibility, while
brand associations provided consumers with the symbolic and emotional connections necessary for

sustained brand engagement.
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However, it is important to note that while these brand equity dimensions were consistently influential,
their relative weight and interactions varied across contexts. For example, studies in advanced markets
(e.g., Miiller & Schuster, 2020 in Germany) emphasized the role of brand awareness and perceived
quality, whereas research in emerging economies (e.g., Okeke, 2022 in Nigeria) underscored the
importance of brand loyalty. This highlights the need for localized analyses, such as this study’s focus
on Airtel Tanzania, to understand how these brand equity dimensions play out in dynamic and
culturally diverse environments. The implication is that firms must adopt a context-sensitive approach
to brand management, tailoring strategies to the unique drivers of brand preference in their specific

markets.

Regarding the second objective, which focused on examining the influence of psychological, social,
and cultural factors on consumer brand preference, the findings reveal that these factors contributed
significantly—accounting for over 40% of the variance in brand preference decisions in several
studies (Smith & Williams, 2021; Odoom, 2020). Psychological drivers, such as consumer trust and
emotional attachment, were consistently linked to strong brand preference, while social influences—
like family and peer recommendations—also played a key role. Cultural values, particularly in
collectivist societies, emerged as critical moderators, shaping the ways in which consumers develop

preferences for specific brands.

Importantly, while the psychological, social, and cultural dimensions were acknowledged in multiple
studies, their interplay with brand loyalty was often underexplored or treated in isolation. This
highlights a gap that this review addresses by linking these socio-psychological and cultural factors
explicitly to brand preference in the Tanzanian telecommunications sector. By integrating these
dimensions, the study underscores the importance of considering emotional and cultural nuances in
brand preference formation, particularly in a diverse market like Tanzania where communal

relationships and shared cultural meanings significantly inform consumer choices.

The third objective, which aimed to evaluate the impact of digital marketing tools, social media
engagement, and online reviews on brand preference, was also extensively addressed in this review.
The findings reveal that digital marketing initiatives accounted for approximately 35—-40% of brand
preference decisions across various industries (Mugambi & Wambugu, 2020; Naidoo, 2020). Social

media engagement was especially potent, with studies showing that consumers who interact with
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brands on social platforms were more likely to develop a strong preference for those brands. Similarly,
online reviews and digital endorsements emerged as influential factors in shaping perceptions and

guiding brand choice.

Nonetheless, while digital marketing’s impact is well-established, this review identified that few studies
examined how these digital factors interact with traditional brand equity dimensions and brand loyalty.
In the Tanzanian context, this represents a significant gap, given the growing reliance on digital
channels for consumer engagement. By addressing this gap, this study provides valuable insights for
marketers on how to integrate digital strategies with foundational brand loyalty practices to enhance
brand preference. These findings emphasize the importance of a comprehensive branding approach

that blends digital engagement with traditional brand-building pillars.

Beyond these core findings, this review acknowledges some limitations that inform future research
directions. Firstly, the inclusion of only English-language studies and reliance on databases like Scopus
and Web of Science may have excluded valuable research from other linguistic or regional
perspectives. Secondly, the focus on studies published between 2015 and 2024 may have overlooked
foundational research that offers historical context to brand preference development. Future studies
should expand the scope to incorporate qualitative research and cross-cultural comparative studies to

gain richer insights into the emotional and cultural underpinnings of brand loyalty and preference.

Opverall, this systematic review provides practical implications for policymakers, who can use these
findings to develop transparent branding regulations and consumer protection measures that build
trust and promote fair competition. For academics, this work offers a new conceptual framework
linking brand loyalty and preference within the Tanzanian telecom sector, suggesting pathways for
future empirical research. For marketers and brand managers, the review delivers actionable
strategies for refining product positioning, leveraging digital platforms, and tailoring branding efforts
to cultural and demographic segments to foster greater brand loyalty and preference. These insights
collectively contribute to a more nuanced and comprehensive understanding of the determinants of

brand preference in today’s rapidly evolving marketplace.
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