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Abstract

The automotive manufacturing industry in Pakistan has been growing at a very high rate, which
has increased the competition between the local and multinational industries. The quality of
production in this environment has become a very important issue in determining the perception
and long-term loyalty of the consumers. This research paper has discussed how the quality of
production influences the brand perception and customer loyalty in the automotive
manufacturing industry in Pakistan. The qualitative research method was followed based on
secondary data in the form of scholarly research, industry reports, company documents and
market analyses. The data obtained were subjected to thematic analysis to determine repeated

patterns and relationships. The results showed that a stable quality of production played a
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significant role in increasing the brand perception through increasing the consumer trust and
perceived reliability. The relationship between production quality and customer loyalty was
found to be mediated by brand perception which translates quality experiences to repeat
purchase behavior and positive word-of-mouth. The challenges mentioned in the study included
variability of suppliers and poor quality of local components that negatively affect brand image in
Pakistan. The study provides industry-specific information and provides viable suggestions to
manufacturers and policymakers that seek to enhance quality standards, brand equity, and
long-term customer loyalty in the automotive sector in Pakistan.

Keywords: Production Quality, Brand Perception, Customer Loyalty, Automotive Manufacturing,

Brand Equity, Consumer Trust

INTRODUCTION

Automobile manufacturing industry is among the fastest growing sectors in Pakistan and
it has three key segments namely passenger cars, motorcycles, and tractors (Javed et al.,
2023). The industry has experienced a tremendous growth in the last ten years due to the
increasing urbanization, rising middle-income, and the need to have personal mobility.
Motorcycle production, which is led by Honda, Yamaha and various local assemblers is still
growing because of affordability and availability. Equally, the automobile market has changed
the traditional three-way market Suzuki, Toyota, and Honda to the introduction of foreign brands
like Kia, Hyundai, MG and Changan, which has increased market competition. Millat and Al-
Ghazi are the main players in the tractor industry that is also important in the agricultural
economy of Pakistan (Umair, 2024).

Due to the entry of new and established manufacturers into the marketplace, the quality
of production has become a critical issue. Stable quality of production, which is manifested in
durability, reliability, safety, and avoidance of defects, has become one of the determinants of
competitive advantage. Pakistan consumers have grown quality-conscious as they are exposed
to international automotive standards, online product reviews and the increasing cost of
maintenance (Khan et al., 2022). In that kind of atmosphere, a bad quality of production may
easily ruin the reputation of a brand whereas the quality is a good factor that builds trust and
market credibility.

The perception of the brand is a key factor that influences consumer decision-making in
the automotive industry (Akhtar, 2022). Customers tend to use their perception of quality, which
is based on personal experience, word of mouth and brand communication, to judge cars before

buying them. Favorable brand image increases trust in car performance, safety, and reliability in

Licensed under Creative Common Page 107


http://ijecm.co.uk/

© Ghalib et al.

the after sales. This image does not only influence the first purchase decision but also affects
the long term customer loyalty, which promotes a repeat purchase and positive referral.

Nevertheless, even with the further growth, a number of automotive producers in
Pakistan have to deal with the lack of consistency in the quality of production, inconsistent
supplier quality, and inconsistent quality of components produced locally (Asghar, 2023). Such
issues have a direct impact on the brand perception and undermine customer loyalty in a very
competitive market. Thus, the need to empirically study the impact of quality of production on
consumer-based results like brand perception and loyalty arises.

This research is intended to investigate the relationship between the quality of
production and brand perception and customer loyalty in the automotive manufacturing industry
of Pakistan. Through these relationships, the study can be of great benefit to policy makers
aiming at enhancing the quality standards, manufacturers aiming at improving their production
processes and marketers aiming at increasing brand equity and long term customer

relationships in the industry.

Research Objectives
1. To examine the impact of production quality on brand perception in Pakistan’s
automotive manufacturing sector.
2. To analyze the relationship between brand perception and customer loyalty in the
Pakistani automotive industry.
3. To identify the key production quality factors that influence brand perception and
customer loyalty.

Research Questions
1. How does production quality impact brand perception in Pakistan’s automotive
manufacturing sector?
2. What is the relationship between brand perception and customer loyalty in the Pakistani
automotive industry?
3. Which production quality factors most significantly influence brand perception and

customer loyalty?

LITERATURE REVIEW
Production Quality in Automotive Manufacturing
In the automotive manufacturing industry, production quality is the extent to which

vehicles are produced to the desired standards in terms of design, performance, and reliability
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(Papulovéa et al., 2022). It covers factors like accuracy, stability, defect rate, and assembly
accuracy. Quality production guarantees that vehicles are consistent in their performance, they
need minimum maintenance and they satisfy their customers. Over the past few years, the
adoption of Industry 4.0 technologies, such as automation, robotics, real-time monitoring, and
error-proofing systems, has contributed to the improvement of quality management in the
automotive plants worldwide to a considerable degree (Kumar et al., 2022). Predictive
maintenance, automated inspection and process standardization are some of the techniques
that minimize human error and enhance consistency.

There are various challenges in the quality of production in Pakistani context. The supply
chain variability, use of localized parts that have varying standards and limited technical skills of
the workforce can often result in defects or inconsistent quality of assembly. Although Toyota
and Honda, which are multinational corporations, have implemented strict quality measures,
local manufacturers are sometimes unable to produce quality products due to infrastructural
constraints, inconsistent quality of materials, and skill shortages among assembly employees
(Awari et al., 2023). These obstacles show that production processes should be constantly
improved to stay competitive in the market.

Brand Perception

Brand perception refers to the mental picture and judgment of the customer on the
guality, reliability and value of a brand. It is affected by personal experience, word of mouth,
advertisement and product performance. The quality of production is a key factor in brand
perception: quality production will increase consumer trust and make a brand reliable and
premium, and flaws or low-quality production can be disastrous to the reputation of a brand.
Research in the automotive industry has revealed that even the small quality concerns like poor
assembly or common mechanical failures could have an adverse effect on brand image,
lowering customer trust and desire to recommend the brand to others (“Additive Manufacturing
for the Automotive Industry,” 2021).

Customer Loyalty

Customer loyalty is a repeat buying behavior, word of mouth, and confidence of a
consumer in a brand. Not only do loyal customers buy again, but also refer other people to the
brand, which forms a network effect that enhances the market share. Brand trust and
satisfaction are tightly connected with customer loyalty: when the quality of the product remains
constant and the experiences are positive, the satisfaction is enhanced, thus, strengthening the

loyalty. Loyal customers in the automotive markets have been known to focus on reliability,

Licensed under Creative Common Page 109


http://ijecm.co.uk/

© Ghalib et al.

durability and after sales services in their repeated purchases and this have led to the focus on

quality in the development of long term relationships (Chandel et al., 2023).

Relationship between Production Quality & Brand Perception

Signaling Theory supports the relationship between brand perception and quality of
production theoretically because it states that high-quality production is a signal of
competence and reliability to the customers (Connelly et al., 2024). Likewise, the Quality
Image Value chain model implies that high quality of production will increase the perceived
brand image which will be converted to high perceived value and consumer preference.
International research has revealed that automobile brands that have good quality control
have high brand equity and customer satisfaction. Nevertheless, limited research on the topic
of this relationship within the sector is available in Pakistan, especially between local and

foreign automotive producers.

Brand Perception as a Mediator in Customer Loyalty

The correlation between the quality of production and customer loyalty is usually
mediated by brand perception. Favorable attitudes toward quality increase trust, satisfaction and
emotional commitment to the brand, which leads to repeat purchases and referrals. The
experience of other automotive industries across the world indicates that the brands that have
always had high production standards like Toyota and Honda continue to have a high customer
loyalty due to high brand perception (Rizky & Hariasih, 2024). This mediating effect is reinforced
by effective quality management, which proves the essential connection between operational

excellence and long-term consumer commitment.

Identified Research Gap

Although numerous studies have been conducted globally on the effects of production
guality on brand perception and loyalty, there is little empirical evidence on the same in the
automotive industry in Pakistan (Tran et al., 2020). Not many studies have looked at the effect
of production quality on consumer perceptions and loyalty towards cars produced in Pakistan,
such as Suzuki, Honda, Toyota, Kia, and Hyundai. Also, there are limited studies that combine
the quality of production, brand perception, and customer loyalty in one study. It is evident that
there is a gap in research about the industry that focuses on the specificities of the production
guality in the context of the automotive manufacturing in Pakistan and the influence of the latter

on consumer behavior.
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Theoretical Framework

This research is based on three theories that explain the connection between the quality
of production, brand image, and consumer loyalty in the automotive manufacturing industry in
Pakistan.

Signaling Theory postulates that the quality of production is a signal to the
consumer, which implies reliability, safety, and high performance (Connelly et al., 2024).
The competence is conveyed to the customers through vehicles that are produced with
high accuracy of assembly, durability and low defects, thus creating a positive brand
image.

Customer Satisfaction Theory assumes that customer satisfaction is caused by
perceived quality which subsequently leads to loyalty (Hill & Alexander, 2017). When the
consumers have a sense of consistency in the quality of automotive products, they become
satisfied and will buy again and be committed to the brand.

Brand Equity Model points out that quality perception is a very important dimension of
brand equity (Shashikala & Suresh, 2013). Quality production will increase the perceived value
and brand image and positively affect the consumer attitudes which will eventually lead to
loyalty and advocacy.

On these theoretical premises, the research hypothesizes a conceptual framework in
which Production Quality is the independent variable, Brand Perception is the mediating
variable, and Customer Loyalty is the dependent variable. According to the model, brand
perception is directly dependent on production quality and subsequently on customer loyalty,
which means that brand perception is the mediating factor between operational excellence and

long-term consumer commitment.

RESEARCH METHODOLOGY

The research has followed a qualitative research design in order to understand how the
quality of production influences brand perception and customer loyalty in the automotive
manufacturing industry in Pakistan. Qualitative research was deemed appropriate in the context
of comprehending complicated phenomena, including consumer perceptions and attitudes, and
offered deep information on the mechanism that connects the quality of production to brand
loyalty (Khosla, 2021).

Research Design
The study was descriptive-exploratory in nature, as it was intended to examine the

available information, reports and recorded experiences on the quality of production,
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perception of the brand and customer loyalty. The qualitative design was based on
secondary data and used to collect the information on the already published research,
industry reports, and annual reports of companies, government statistics, market surveys,
and reputable news sources (Leavy, 2022). This method helped the study to establish
patterns, challenges, and trends in the automotive industry in Pakistan without primary data

collection.

Secondary Data Sources
e Scholarly articles on car manufacturing, quality control, and brand image.
e Pakistan Automotive manufacturers association (PAMA), Pakistan Bureau of statistics
and international automotive consultancies industry reports.
o The company reports and annual reports of the major automotive companies like Suzuki,
Honda, Toyota, Kia, and Hyundai.
e News reports and market reviews on consumer complaints, brand rankings and

production quality efforts in Pakistan.

Data Analysis

Thematic analysis was employed to analyze the collected data, and it included the
identification, coding, and categorization of repeated themes and patterns concerning the
guality of production, brand perception, and customer loyalty. Factors affecting the quality of
production, consumer trust and brand image, and loyalty-related behaviors were some of
the themes. Thematic analysis enabled the synthesis of various information and facilitated
the interpretation of the impact of the quality of production on customer perceptions and
loyalty.

Ethical Considerations

The secondary sources were quoted and credited accordingly so as to maintain
academic integrity. Publicly available and credible data was utilized only, in compliance with
copyright and ethical considerations (Cacciattolo, 2015).

Through a thematic analysis of qualitative secondary data, the study was able to obtain
a holistic view of the connections between the quality of production, brand perception, and
customer loyalty and shed some light on the peculiarities of the relationships in the automotive

manufacturing industry in Pakistan.
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ANALYSIS AND FINDINGS
Analysis

This research examined secondary qualitative data based on twelve scholarly research
articles, industry reports and research studies on the automotive industry in terms of production
quality, brand perception and customer loyalty. Thematic analysis was used to establish
common patterns, concepts and relationships within the literature. Following the systematic
coding and comparison, four key themes emerged that describe the role of the quality of
production in changing the brand perception and customer loyalty in the automotive

manufacturing industry, especially in the developing economy like Pakistan.

Theme 1: Consistency of Production Quality as a Foundation of Brand Trust

In the analyzed literature, there was a consistent production quality as one of the key
determinants of a positive brand perception. It was a constant emphasis in literature that
durability, reliability and low defect rates enhanced consumer confidence in automotive brands.
Research highlighted that inconsistency in locally assembled vehicles (which is frequently
caused by supplier variability and poor quality control) resulted in poor brand associations (Syed
Alwi et al., 2016).

The Pakistani automotive industry was also characterized by the brands that had
standardized production processes and high quality assurance systems (e.g., Toyota and
Honda) that were repeatedly related to reliability and long-term value (Ahmad & Khan, 2022).
Conversely, the manufacturers that had to deal with quality variations had decreased brand
credibility and customer confidence.

Finding: It was discovered that consistent production quality was a requirement to develop and

maintain positive brand perception.

Theme 2: Production Defects and Their Negative Impact on Brand Image

In the literature, it was demonstrated that even small production flaws like not fitting,
paint, or mechanical problems disproportionately affected the brand perception (Bernarto et al.,
2022). Isolated quality failures were usually generalized by customers to the whole brand, which
led to reputational harm.

Some studies on the emerging markets stated that negative quality perception was
propagated faster by social media, online reviews and word-of-mouth (Tan et al., 2022). In
Pakistan, consumer complains about newly assembled cars had a major impact on brand

image, especially to the new entrants in the market.
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Finding: The defects in production had a direct negative impact on brand perception and

willingness of customers to repurchase or recommend the brand.

Theme 3: Brand Perception as a Mediating Factor between Quality and Loyalty

One of the most common themes throughout the literature was the mediating position of
brand perception. The quality of production was not always a sure way of customer loyalty
unless it was converted to a favorable brand image (Zhao et al., 2022).

Research based on Signaling Theory and Brand Equity Theory showed that the quality
of production was perceived by the customers as a message of brand competence (Pratiwi et
al., 2021). Favourable perceptions also increased emotional attachment, trust, and satisfaction
that eventually led to loyalty.

Finding: The relationship between production quality and customer loyalty was mediated by

brand perception which transformed operational excellence into repeat purchase behavior.

Theme 4: Customer Loyalty Driven by Long-Term Quality Experience

The automotive industry was found to have a cumulative and experience-based
customer loyalty (Hu & Basiglio, 2023). Loyalty was strengthened by long-term exposure to the
reliability of vehicle performance, reduced maintenance expenses, and reliable after-sales
performance.

The literature revealed that Pakistani customers placed more emphasis on durability and
resale value as compared to short-term price advantage (Ansari & Asim, 2021). Brands that
provided quality over time had higher chances of retaining customers over several purchase
cycles.

Finding: The long-term quality performance was a strong determinant of customer loyalty as

opposed to a single-time satisfaction of the purchase.

Thematic Analysis

Table 1: Thematic Analysis of Production Quality, Brand Perception, and Customer Loyalty

Paper Author(s) &

Key F Key Findin Them
No. Year ey Focus ey Findings eme

Theme 1: Consistency
Consistency and reliability of Production Quality
Syed Alwi etal. Dimensions of are central to perceived as a Foundation of
1 (2016). product quality quality and trust Brand Trust
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Perceived Consistent quality
Ahmad & Khan  quality and strengthens brand credibility
2 (2022). brand trust and trust Theme 1
Quality Brands with standardized
Papulova et al. assurance production systems enjoy
3 (2022) practices higher consumer trust Theme 1
Theme 2: Production
Impact of Minor defects significantly Defects and  Their
Bernarto et al. production damage brand image and Negative Impact on
4 (2022) defects credibility Brand Image
Repeated quality issues
Connelly et al. Quality failures weaken brand associations
5 (2024) and branding and reputation Theme 2
Defects spread rapidly
Online reviews through social media,
and quality amplifying negative brand
6 Tan et al. (2022) perception image Theme 2
Theme 3: Brand
Perception as a
Perceived Consumers interpret quality Mediating Factor
Zhao et al. value as a signal that shapes between Quality and
7 (2022) formation brand perception Loyalty
Quality— Brand perception and
Rizky & Hariasih  satisfaction— satisfaction mediate the
8 (2024) loyalty link effect of quality on loyalty Theme 3
Production quality
Pratiwi et al. Signaling enhances loyalty through
9 (2021) theory positive brand perception Theme 3
Theme 4: Customer
Loyalty Loyalty develops over time Loyalty Driven by
development through consistent Long-Term Quality
10 Asghar (2023) process satisfaction and trust Experience
Long-term durability and
Ansari & Asim Repurchase resale value drive repeat
11 (2021) behaviour purchases Theme 4
Sustained quality
Hu & Basiglio Post-purchase performance  strengthens
12 (2023) experience long-term customer loyalty Theme 4

Discussion of Findings

The results of this research were consistent with the existing branding and quality
management theories. In line with Signaling Theory, quality of production was used as a signal
of reliability and competence, and it influenced consumer perceptions regarding automotive
brands. The findings also corroborated the Brand Equity Model of Aaker in which the perceived

quality proved to be a fundamental dimension that shaped brand image and brand loyalty.
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The research found that quality inconsistency was a major threat to brand perception in
the Pakistani automotive manufacturing industry particularly in the case of locally assembled
vehicles. Although the standardization of processes was an advantage to the multinational
manufacturers, local factors like inconsistency of suppliers and lack of skills in the local
workforce restricted uniformity in quality.

The mediating effect of the brand perception proved that the quality of production was
not enough to guarantee loyalty. Rather, trust, satisfaction, and emotional attachment were
influenced by the interpretation of quality experiences by the customers, which eventually
defined the loyalty behavior.

The above findings highlighted the strategic significance of quality management as an
operational tool as well as a branding and relationship building tool in the competitive

automotive market of Pakistan.

CONCLUSION, RECOMMENDATIONS AND FUTURE DIRECTIONS

This research concluded that the quality of production plays a major role in brand
perception and customer loyalty in the automotive manufacturing industry in Pakistan. Stable
guality, reliability, and low defect levels reinforced consumer confidence and improved brand
image, and quality variability undermined loyalty. The perception of the brand was discovered to
mediate the relationship between the quality of production and customer loyalty, converting
operational performance to repeat purchase behavior.

According to the findings, automotive companies in Pakistan need to focus on the stable
quality of production by standardisation of processes, improved management of suppliers
quality, and development of skills of the workforce. Defect management and open
communication are necessary to guard brand image, especially online. Companies are also
advised to use the quality of production as a branding cue and increase after sales services to
boost long term loyalty of the customers.

In future studies, quantitative research methods should be embraced to empirically
determine these relationships, use primary consumer data and make comparative research
between local and multinational manufacturers. It is also suggested to use longitudinal studies

and to include such variables as after-sales service and price perception.
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