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ABSTRACT 

 
This study examined brand equity’s impact on loyalty through customer satisfaction 

via Luckin Coffee in China. The research aimed to (1) identify the levels of brand equity, brand 
loyalty, and customer satisfaction in Luckin Coffee, (2) identify the relationship between brand 
equity and brand loyalty, and (3) investigate whether customer satisfaction medicates the 
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relationship between brand equity and brand loyalty. This study employed a quantitative 
approach, collecting data through online questionnaires administered via the Questionstar 
platform and distributed through coffee group-buy and takeaway chat groups. The data were 
collected from 400 Chinese consumers who had previously purchased coffee from Luckin 
Coffee through online platforms, using accidental sampling method. Luckin Coffee consumers 
are predominantly young (69.5% under 30 years old), comprising mainly students (35.5%) and 
enterprise employees (28.2%). Most respondents hold a bachelor’s degree (37.8%) and earn 
no more than ¥5,000 per month (82.3%). More than half of the respondents are female 
(54.8%), and 95% consume Luckin Coffee at least once a week, with nearly 16% doing so 
daily. Qualitative data were obtained through semi-structured interviews with five regular 
Luckin Coffee consumers, focusing on brand equity, customer satisfaction, and brand loyalty. 
All interviews were audio-recorded with participants’ prior consent. Secondary data were from 
Google Scholar, Baidu Scholar, and Google Search including academic literature, statistical 
reports, and other relevant publications. The data were analyzed using structural equation 
modeling (SEM) and confirmatory factor analysis (CFA).  
 The SEM analysis confirmed the hypothesized framework, demonstrating strong 
model fit (χ²/df=1.826, CFI=0.959, GFI=0.922, TLI=0.952, RMSEA=0.046). Descriptive 
statistics addressed Objective 1 by quantifying the levels of brand equity (𝐱̅=4.08), customer 
satisfaction (𝐱̅=4.10), and brand loyalty (𝐱̅=4.06).  
 SEM analysis addressed Objectives 2 and 3. Brand equity showed no significant 
direct effect on brand loyalty (β=0.311, p=0.147), whereas its indirect effect via customer 
satisfaction was significant (β=0.646, p<0.001), confirming full mediation as hypothesized. The 
results indicate that brand equity indirectly influences brand loyalty through customer 
satisfaction (direct effect negligible), thereby positioning customer satisfaction as the critical 
mediator. The findings provide actionable strategies for FMCG brands to prioritize customer 
satisfaction over price-driven tactics. The findings guide managers in transitioning from 
discount dependency toward building enduring customer loyalty through consistent product 
quality, localized co-branding, and balancing affordability with emotional engagement to avoid 
commoditization. 
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บทคดัยอ่ 

 
 การศกึษาตรวจสอบผลกระทบของคุณค่าตราสนิค้าต่อ ความภกัดต่ีอตราสนิคา้ โดยผ่านตวั
แปร ความพงึพอใจของลูกคา้โดยใชก้รณีศกึษาของรา้น Luckin Coffee ในประเทศจนี วตัถุประสงค์
ของการวิจยัคือ  (1) เพื่อวดัระดบัคุณค่าตราสนิค้า ความภักดีต่อตราสนิค้า และความพงึพอใจของ
ลูกคา้รา้น Luckin Coffee  (2) เพื่อศกึษาความสมัพนัธร์ะหว่างคุณค่าตราสนิคา้และความภกัดต่ีอตรา
สนิคา้รา้น Luckin Coffee และ (3) เพื่อศกึษาบทบาทของความพงึพอใจของลกูคา้ซึง่เป็นตวัแปรสง่ผา่น
ระหว่างคุณค่าตราสนิค้าและความภกัดต่ีอตราสนิค้าร้าน Luckin Coffee งานวจิยันี้เกบ็ขอ้มูลเชงิ
ปรมิาณผ่านแบบสอบถามออนไลน์ (บนแพลตฟอรม์ Questionstar) ซึง่แจกจ่ายในกลุ่มแชททีเ่กีย่วขอ้ง
กบัการสัง่ซือ้กาแฟแบบกลุ่มและการสัง่ซือ้กลบับา้น กลุ่มตวัอย่างเป็นผูบ้รโิภคชาวจีนจ านวน 400 คน 
ทีเ่คยซือ้กาแฟของ Luckin ผ่านแพลตฟอรม์ออนไลน์ โดยใชว้ธิกีารสุ่มแบบบงัเอญิ  ผลการเกบ็ขอ้มูล
พบว่าผู้บรโิภคของ Luckin Coffee ส่วนใหญ่เป็นคนวยัหนุ่มสาว (69.5% มอีายุต ่ากว่า 30 ปี) เป็น
นักศกึษา (35.5%) หรอืพนักงานบรษิทั (28.2%) จบการศกึษาระดบัปรญิญาตร ี(37.8%) มรีายไดไ้ม่
เกนิ 5,000 หยวนต่อเดอืน (82.3%) มากกว่าครึง่เป็นเพศหญงิ (54.8%) และ 95% บรโิภคกาแฟของ 
Luckin อย่างน้อยสปัดาหล์ะครัง้ โดยเกอืบ 16% ดื่มเป็นประจ าทุกวนั  ขอ้มูลเชงิคุณภาพมาจากการ
สมัภาษณ์แบบกึ่งโครงสร้าง (Semi-structured Interviews) กบัผู้บรโิภคประจ าของ Luckin Coffee 
จ านวน 5 คน เพื่อส ารวจประเดน็เกี่ยวกบัคุณค่าตราสนิค้า ความพงึพอใจ และความภกัด ีโดยการ
บนัทกึเสยีงในการสมัภาษณ์จะด าเนินการกต่็อเมื่อผู้เขา้ร่วมให้ความยนิยอมเท่านัน้  ขอ้มูลทุติย -ภูม ิ
(Secondary Data) ได้มาจากแหล่งต่าง ๆ ได้แก่ Google Scholar, Baidu Scholar และ Google 
Search ซึง่ประกอบดว้ยวรรณกรรมทางวชิาการ สถติ ิและสิง่พมิพต่์าง ๆ   การวเิคราะหข์อ้มูลใชว้ธิ ี
การวเิคราะหส์มการโครงสรา้ง ละ การวเิคราะหอ์งคป์ระกอบเชงิยนืยนั ผลการวเิคราะห ์SEM ยนืยนั
กรอบแนวคดิสมมตฐิาน โดยแบบจ าลองมคีวามสอดคลอ้งกบัขอ้มูลในระดบัด ี(χ²/df = 1.826, CFI = 
0.959, GFI = 0.922, TLI = 0.952, RMSEA = 0.046) สถติเิชงิพรรณนาสามารถตอบวตัถุประสงคข์อ้
ที ่1 โดยแสดงระดบัคุณค่าตราสนิคา้ (x̄ = 4.08), ความพงึพอใจ (x̄ = 4.10) และความภกัด ี(x̄ = 4.06)  
การวเิคราะหส์ SEM ตอบวตัถุประสงคข์อ้ที ่2 และ 3 โดยพบว่า คุณค่าตราสนิคา้ไม่มผีลโดยตรงต่อ
ความภกัด ี(β = 0.311, p = 0.147) แต่มผีลทางออ้มผ่านความพงึพอใจอย่างมนียัส าคญัทางสถติ ิ(β = 
0.646, p < 0.001) ซึง่ยนืยนัว่าเกดิ การส่งผ่านอย่างสมบูรณ์ (Full Mediation) ตามทีต่ัง้สมมติฐานไว ้  
ผลการวจิยัชีใ้หเ้หน็วา่คุณค่าตราสนิคา้สง่ผลต่อความภกัดทีางออ้มผา่นความพงึพอใจของลกูคา้ โดยผล
โดยตรงมน้ีอยมาก ซึง่ท าให ้ความพงึพอใจของลูกคา้เป็นตวัแปรส าคญัที่ท าหน้าที่เป็นตวัคัน่กลางใน
ความสมัพนัธ์นี้ ผลการวจิยัชี้แนวทางเชงิปฏบิตัสิ าหรบัสนิคา้อุปโภคบรโิภคในการใหค้วามส าคญักบั
ความพงึพอใจของลูกคา้มากกว่าการแข่งขนัดา้นราคา โดยชีแ้นะแนวทางใหผู้บ้รหิารปรบักลยุทธจ์าก 
การพึง่พาการลดราคา ไปสูก่ารสรา้งความภกัดใีนระยะยาว ผ่านการรกัษาคุณภาพอย่างสม ่าเสมอ การ
ท าการตลาดร่วมกบัตราทอ้งถิ่นและการสร้างสมดุลระหว่างความคุม้ค่าในราคาและการเชื่อมโยงทาง
อารมณ์กบัลกูคา้ เพื่อหลกีเลีย่งไม่ใหแ้บรนดก์ลายเป็นเพยีงสนิคา้ทัว่ไป  
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ค าส าคญั: Luckin Coffee คุณค่าตราสนิคา้ ความพงึพอใจของลกูคา้ ความภกัดใีนตราสนิคา้  

 

Introduction 
 

 Brand equity is a fundamental concept in marketing (Srinivasan et al., 2005). With the 
rapid development of the times, the pace of people's lives has been accelerating. Fast Moving 
Consumer Goods (FMCG) brands have become the main area of consumption for most 
people, which include clothing, food, beverages, cosmetics and so on. Brand has already been 
the largest battle field in the war of commerce, especially on the FMCG, which is most fierce 
part. The key challenge for marketers, therefore, lies in developing effective strategies to gain 
a competitive advantage in the FMCG sector, which remains a central issue in brand 
marketing. During this period, brand equity, customer satisfaction and brand loyalty have an 
impact on the business. 

Nowadays, consumers are paying more attention to quality, health and personalized 
needs, resulting in the need for companies to constantly seek to adapt to the market demand 
for differentiation strategies. How to win in such a competitive environment is determined by an 
effective brand strategy. An effective brand strategy cannot be separated from strong brand 
equity. The success of brand equity is inseparable from customer satisfaction and loyalty. 
Customer satisfaction measures fulfillment derived from price, quality, and service dimensions 
(e.g., taste consistency, app efficiency) (Oliver, 2010). Brand loyalty comprises distinct 
components: Behavioral loyalty manifests in repeat purchases and new product trials, while 
attitudinal loyalty reflects psychological commitment, willingness to forgive service failures, and 
acceptance of price premiums (Oliver, 1999; Jacoby and Chestnut, 1978). The production of 
goods is required by the customer and consumption, only when the customer is satisfied, then 
brand can establish a long-term relationship with them. Price and convenience are secondary 
for satisfied and loyal customers, so most of the time, satisfied customers are more inclined to 
buy a particular brand over and over again (Fouzia and Salma, 2015). 

 

Statements of Problem 
   
 Luckin Coffee is currently the fastest growing coffee brand in China. Luckin coffee 
headquartered in Xiamen Province, China, is currently China's largest coffee chain brand. As 
of the end of March 2019, it has opened 2,370 stores in 28 cities in China and plans to further 
increase the number of stores (Luckin Coffee Inc., 2019).  
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 Since its establishment, it has set off a boom in the Chinese coffee market in just a 
few years. Its rapid success is due to its new business model on the one hand and its unique 
low-price strategy on the other. According to Miaodian Research (2023), Luckin's business 
model is a new retail model driven by new technology. This new retail model is built on a 
mobile application (APP) and a network of shops, which is the result of a long period of careful 
operation and burning money. Low-price strategy is one of Luckin coffee's distinctive 
characteristics. By offering high-quality coffee at low prices, Luckin has attracted a large 
number of consumers, especially those who are price sensitive. 

 Nevertheless, the strongest competitor to Luckin Coffee until 2023, has remained the 
Starbucks China. Recently, coffee café industry is fighting in price war by utilizing thin sales 
margins. Starbucks China, who is the most crucial global-based competitor and has a large 
and loyal fan base in the Chinese market, is expanding its influence by partnering with local 
companies (Starbucks Corporation, 2023). 

Industry analysis reveals that prolonged low-price strategies compress profit margins 
industry-wide while training consumers to prioritize cost over brand value, eroding long-term 
differentiation. Eventually, as more and more competitors enter the Chinese coffee industry, 
can this low-price strategy sustain or guarantee Luckin's success in the future? Luckin should 
consider building a more solid, long-term foundation for its brand equity. Luckin Coffee, as a 
result, is not only facing a large number of new competitors, but also strong old rivals like 
Starbucks China. It is evident that Luckin’s rapid growth cannot have occurred without a strong 
brand equity strategy and customer analysis (Chen, 2022). In the last two years, a large 
number of similarly sized coffee shops have emerged in China influencing by the short-term 
success of Luckin Coffee. Therefore, attracting new customers while at the same time 
retaining old customers is the biggest challenges for Luckin Coffee. However, Luckin's 
aggressive discounting strategy precipitates a tripartite dilemma: it progressively erodes brand 
equity through commoditization that undermines premium perceptions; generates transactional 
customer satisfaction devoid of emotional resonance, leaving consumers susceptible to 
competitor offerings; and cultivates shallow brand loyalty confined to price-driven repeat 
purchases without attitudinal commitment—a strategic fragility that jeopardizes sustainable 
differentiation in an increasingly saturated market. 
 This study is critically needed to empirically investigate whether Luckin’s foundational 
low-price strategy can sustain long-term competitive advantage amidst market saturation, or if 
cultivating deeper dimensions of brand equity—beyond transactional incentives—is essential 
for enduring customer retention and profitability. The insights generated will directly benefit 
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brand managers at Luckin Coffee seeking to optimize loyalty programs, FMCG marketers 
navigating similar price-war dynamics in emerging markets, and scholars advancing theoretical 
understanding of how satisfaction mediates equity-loyalty relationships in hypercompetitive 
service industries. 
 

Research Questions 
 
 Luckin Coffee leverages technology-driven models and aggressive pricing to rapidly 
challenge Starbucks’dominance, yet its low-cost strategy risks commoditization amid 
intensifying market saturation. Sustaining growth now requires transitioning from price wars to 
building differentiated brand equity through emotional resonance as competition escalates. 
 This study aims to investigate customer perceptions of Luckin Coffee to address the 
following research questions: 
  (1) What is the perceived level of brand equity, customer satisfaction and brand 
loyalty toward Luckin Coffee? 
 (2) Whether the brand equity of Luckin Coffee can lead to customer satisfaction and 
eventually to brand loyalty? 
 (3) Whether customer satisfaction will mediate the effect of customer-based brand 
equity of brand loyalty in Luckin Coffee? 
 

Research Objective 
  
 This study aimed to investigate the effect of customer-based brand equity on brand 
loyalty in the presence of customer satisfaction as the mediator. The objectives of this study 
were: 
  (1) To identify the level of brand equity, brand loyalty and customer satisfaction in 
Luckin Coffee. 
  (2) To identify the relationship between brand equity and brand loyalty in Luckin 
Coffee.  
  (3) To investigate whether the customer satisfaction medicates the relationship 
between brand equity and brand loyalty in Luckin Coffee. 
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Benefits of Research 
 
 Theoretical significance: There have been varying discussions about the relationship 

between customer satisfaction, brand loyalty and brand equity. As not all scholars agree that 
customer satisfaction is directly related to brand loyalty. This study empirically validates the 
contested theoretical relationship between satisfaction and loyalty through a real-world FMCG 
case study, providing definitive evidence to resolve longstanding academic debates on 
mediation mechanisms in hypercompetitive markets. 

Practical significance: Customer satisfaction and loyalty have long been critical 
marketing priorities, but this study's integration of brand equity reveals a transformative insight: 
success in hypercompetitive FMCG markets hinges on satisfaction's role as the exclusive 
conduit converting brand equity into loyalty—a finding that reorients strategy from price-centric 
tactics to value-centric brand building. This study advances theory by revealing customer 
satisfaction as a full mediator between brand equity and loyalty in hyper competitive FMCG 
markets, challenging partial mediation theories—a pivotal clarification that enables brands to 
precisely target satisfaction drivers (e.g., quality consistency, emotional engagement) as the 
non-negotiable gateway to loyalty in saturated markets. Practically, it urges Luckin Coffee to 
prioritize quality consistencyn and localized co-branding over price wars, balancing affordability 
with emotional engagement to avoid commoditization. These insights redefine loyalty-building 
in saturated markets, guiding global FMCG strategies through actionable frameworks for value-
driven growth. 

  

Literature Review 
  
 1. Brand equity: Brand equity, defined by Aaker (1991) and Keller (1993), reflects a 
brand’s tangible (e.g., logo) and intangible (e.g., trust) value, enabling market resilience and 
premium pricing. Brand equity is a set of brand assets and liabilities associated with brand 
names and symbols that add or detract from the value provided by a product or service 
(Aaker, 1992). Brand equity essentially reflects a relationship, or a commitment, between a 
brand and its customers (including potential customers) (Keller, 2020). Aaker and colleagues 
believe that brand equity is such an asset that it can provide value to businesses and 
customers beyond the benefits of the product or service itself. These assets and liabilities can 
increase or decrease the value that a product or service provides to a business or its 
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customers (Aaker et al., 1991). Similarly, Farquhar (1990) indicated that brand equity is the 
added value or benefits that a product brings beyond its functionality. 
 However, there are various opinions from many researchers upon what should be 
included when measuring brand equity. For example, Aaker (1991); Keller (1993); Severi et al. 
(2023); Supiyandi et al. (2022); Doddy et al. (2020); Susilowati and Sari (2020); 
Christodoulides (2020); Lee et al. (2022) argued that brand equity should consist of perceived 
quality, brand awareness, and brand association. While Severi et al. (2013) argue that brand 
equity should consist of Perceived Quality, Brand Awareness, Brand Association, and Brand 
Image.  
 This study adopts four dimensions — awareness, associations, perceived quality, and 
image — to operationalize the construct, as exemplified by Luckin Coffee’s FMCG success in 
China. The four dimensions of brand equity could be defined here as (1) Brand Awareness is 
the extent to which a brand is recognized or recalled by consumers in both spontaneous and 
prompted contexts, encompassing familiarity with its name, logo, packaging, or other distinctive 
identifiers (Keller and Swaminathan, 2020), (2) Brand Association is the mental connections 
formed between a brand and specific attributes, emotions, or experiences, reflecting how 
consumers cognitively link the brand to functional benefits or symbolic meanings (Keller, 
1993), (3) Perceived Quality is consumer’s subjective assessment of a product’s overall 
excellence or superiority compared to competing offerings, based on intrinsic attributes (e.g., 
durability, design) and extrinsic cues (e.g., branding, price) (Zeithaml et al., 2018), and (4) 
Brand Image is the collective perceptions of a brand’s identity, values, and reputation held by 
consumers, constructed through direct experiences, marketing communications, and societal 
narratives over time (Keller, 1993). 
 
Relationship between Brand Equity and Customer Satisfaction 
 Brand equity influences customer satisfaction through distinct psychological and 
experiential mechanisms. Brand awareness enhances satisfaction by reducing cognitive 
dissonance and perceived risk. When consumers easily recognize a brand (e.g., Luckin 
Coffee's app icon saturation across Chinese metro systems), familiarity fosters trust in product 
consistency, aligning expectations with experiences and minimizing post-purchase regret 
(Kumar et al., 2019). Brand associations contribute to satisfaction by linking the brand to 
positive attributes or emotions. For instance, Luckin Coffee's "Moutai Latte" collaboration links 
the brand to cultural prestige, creating emotional resonance, elevating satisfaction as 
consumers perceive alignment between the brand’s values and their self-concept (Chen et al., 
2022). Perceived quality directly drives satisfaction by fulfilling functional needs. Empirical 
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studies showed that when consumers perceive superior quality (e.g., Luckin Coffee's ISO-
certified bean sourcing and 3-minute delivery guarantee), their satisfaction increases due to 
reduced performance uncertainty, even if expectations are initially high (Brady et al., 2020). 
Lastly, brand imageshapes satisfaction through societal and experiential narratives. A socially 
responsible image (e.g., Luckin Coffee's AI-powered personalized recommendations) 
generates goodwill, amplifying satisfaction as consumers derive pride from supporting ethical 
practices (Hsu et al. 2023). These dimensions interact synergistically: awareness lowers 
barriers to trial, associations and quality fulfill functional and emotional needs, and image 
reinforces post-purchase pride, collectively fostering satisfaction (Veloutsou et al., 2021). For 
example, Kaur et al. (2021) found that strong brand awareness correlates with 12–15% higher 
satisfaction scores in consumer goods, while Schivinski et al. (2020) demonstrated that 
positive brand image mediates 30% of satisfaction variance in socially conscious markets. 
 Hypothesis 1 (H1): Higher levels of consumer-based brand equity (encompassing 
awareness, associations, perceived quality, and image) positively influence customer 
satisfaction by fulfilling functional expectations and emotional needs. 
 
 2. Customer satisfaction: Customer satisfaction may directly and indirectly influence 
business sustainability, competitiveness, and profitability (Kumar and Reinartz, 2018). Verhoef 
et al. (2021) proposed that customer satisfaction refers to the pleasant attitude of customers 
when they accept certain transactions or services. There is a significant positive correlation 
between customer satisfaction and brand value. 
 Customer satisfaction arises from matching expectations with experiences (Oliver, 
1980), shaped by functional (quality, speed) and emotional factors (trust, fairness) (Borges et 
al., 2022). While Luckin’s price-driven tactics boost transactional satisfaction, overreliance on 
discounts risks emotional disengagement (Kim and Jang, 2022), underscoring satisfaction’s 
critical role in driving loyalty (Keller, 1993). Beyond price incentives, Luckin Coffee cultivates 
customer satisfaction through operational efficiency like its 3-minute delivery guarantee and 
one-tap app reordering that reduce wait-time friction; quality consistency via ISO-certified 
sourcing ensuring uniform taste across stores; digital innovation including AI-personalized 
menu recommendations that heighten anticipation; cultural resonance through collaborations 
like the Moutai Latte that embed coffee rituals within Chinese heritage; and service reliability 
via real-time order tracking and automated refunds—these dimensions collectively transform 
transactional convenience into emotional fulfillment, mitigating discount dependency while 
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building defensible loyalty rooted in experiential trust and symbolic value (Chen et al., 2022; 
Hsu et al., 2023; Luckin Coffee, 2023). 
 
Relationship between Customer Satisfaction and Brand Loyalty 

Customer satisfaction serves as a pivotal driver of brand loyalty by bridging 
transactional experiences with emotional and behavioral commitment. High satisfaction fosters 
attitudinal loyalty through positive emotional reinforcement, where consumers develop a 
psychological preference for a brand due to consistent fulfillment of expectations (Homburg et 
al., 2021). For instance, when a brand like Starbucks reliably delivers quality and personalized 
service, satisfied customers internalize these experiences, leading to emotional attachment 
and reduced susceptibility to competitor offers (Oliver, 1999). Behaviorally, satisfaction 
translates into repeat purchases and reduce price sensitivity.  

Hypothesis 2 (H2): Elevated customer satisfaction directly strengthens both attitudinal 
and behavioral brand loyalty through enhanced emotional commitment and reduced switching 
intentions. 

 
 3. Brand loyalty: Oliver (1999) explained that brand loyalty can be defined as the 
continuous purchase of a particular brand or an ongoing commitment to maintain the 
relationship between a customer and a supplier. Aaker (1991) proposed that brand loyalty is 
the attachment of customers to a brand and is an important component of brand equity, while 
Keller (1993) also suggested that loyalty is the result of brand equity. 
 According to the definition of brand loyalty, it is often regarded as an important 
dimension of brand equity, and there is a positive correlation between brand loyalty and brand 
equity (Veloutsou and Guzman, 2022). Due to the impact of brand loyalty on consumers, 
brands increase retention rates, enhancing brand equity on an ongoing basis. Brand loyalty is 
the core tool of brand equity, as it strengthens brand equity, improves a company’s goodwill 
and market share, and elevates its market image (Nobre and Sousa, 2023).  

Different scholars have given different perspectives on the discussion of brand loyalty. 
But most of the scholars such like Oliver (1999); Severi et al. (2023); Lee et al. (2022); Zulkifli 
et al. (2023); Ong et al. (2021); Chu et al. (2022); and Yoo et al. (2021), discuss brand loyalty 
through two lenses: attitudinal loyalty (emotional attachment) and behavioral loyalty (repeat 
purchase).  
 Behavioral Loyalty can be defined as an observable repeat purchases, often 
incentivized by promotions (Kim and Jang, 2022). Uncles et al. (2021) suggested that 
behavioral loyalty has been found to operate in two ways, namely, frequency of purchases 
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(buying the brand more frequently than other consumers) and category demand share. On the 
other hand, attitudinal loyalty can be defined as psychological commitment to a brand, 
independent of situational factors (Homburg et al., 2021). Dick et al. (2022) also supported that 
brand loyalty can be better understood by expanding the behavioral definition of loyalty to 
include attitudes (as well as behaviors) to measure loyalty. While repeated purchase of a 
brand over time is an indication of customer loyalty, such loyalty is incomplete if it is not 
complemented by a positive attitude toward the brand (Oliver, 1999). 
 Brand loyalty integrates behavioral loyalty (habitual purchases) and attitudinal loyalty 
(emotional commitment). While price incentives sustain transactional loyalty (Kim and Jang, 
2022), attitudinal loyalty requires emotional resonance through consistent value delivery 
(Rather, 2021). For Luckin Coffee, transitioning from coupon-driven purchases to genuine 
brand attachment is vital for long-term profitability in saturated markets (Hsu and Chen, 2023). 
 
Relationship between Brand Equity and Brand Loyalty 

The multidimensional nature of brand equity directly influences brand loyalty through 
distinct pathways tied to its core dimensions. Brand awareness acts as a gateway to 
behavioral loyalty by increasing a brand’s mental accessibility. When consumers easily 
recognize or recall a brand (e.g., Luckin Coffee’s widespread store presence and digital 
marketing saturation), it becomes a default choice in purchase decisions, reducing cognitive 
effort and fostering repeat purchases even in competitive markets (Kumar et al., 2019; Keller, 
1993).  

Brand associations, on the other hand, deepen attitudinal loyalty by creating unique 
cognitive or emotional ties. For example, Luckin Coffee leverages associations with 
"professional vitality" through its "Morning Refuel" campaign targeting young urban workers, 
which resonates with consumers' aspirational self-identity, transforming functional caffeine 
consumption into emotionally charged daily rituals (Veloutsou and Guzman, 2022; Aaker, 
1991).  

Perceived quality strengthens both behavioral and attitudinal loyalty by reducing 
perceived risk. When consumers trust a brand’s consistent delivery of superior performance 
(e.g., Luckin Coffee’s ISO-certified bean sourcing and AI-optimized brewing protocols ensuring 
uniform flavor profiles across 10,000+ outlets (Datta et al., 2021; Homburg et al., 2021).  

Finally, brand image serves as a symbolic anchor, particularly in saturated markets. A 
cohesive and socially resonant image (e.g., Luckin Coffee’s "Digital Sustainability" 
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positioning—eliminating paper receipts and pioneering reusable packaging in partnership with 
Alibaba’s Low-Carbon Initiative (Keller, 1993; Hsu and Chen, 2023). 

Empirical studies underscore these dynamics: Veloutsou and Guzman (2022) found 
that brands with strong associations achieve 18–24% higher market share through loyalty-
driven repurchases, while Homburg et al. (2021) revealed that perceived quality mediates 65% 
of loyalty intentions in consumer goods. Collectively, these dimensions form a reinforcing 
cycle—awareness initiates trial, quality and associations build trust, and image cements 
emotional bonds—ultimately converting satisfied users into devoted advocates (Yoo et al., 
2021).  

Hypothesis 3 (H3): Consumer-based brand equity dimensions exert direct positive 
effects on brand loyalty by fostering mental accessibility (awareness), psychological 
attachment (associations), risk reduction (quality), and symbolic alignment (image). 

 
    4. Mediating Roles of Customer Satisfaction on the Relationship between Brand 

Equity and Brand Loyalty 
Customer satisfaction acts as a critical mediator between brand equity and brand 

loyalty by translating abstract brand perceptions into actionable loyalty outcomes. Brand 
equity’s dimensions—awareness, associations, perceived quality, and image—indirectly 
influence loyalty through their ability to elevate satisfaction. For instance, perceived quality
enhances satisfaction by fulfilling functional expectations (e.g., Luckin Coffee’s AI-driven quality 
control ensuring 98% flavor consistency across 10,000+ stores), which in turn reduces 
perceived risk and fosters repeat purchases (Brady et al., 2020; Zeithaml et al., 2018). 
Similarly, brand associations (e.g., Luckin’s "Aurora Series" positioning coffee as rocket fuel for 
young professionals’ career ascent) create emotional resonance, amplifying satisfaction and 
transforming transactional buyers into advocates (Veloutsou and Guzman, 2022).  

Satisfaction’s mediating role is particularly evidence in serviced industries, where 
brand image (e.g., Luckin’s "Tech-Forward Sustainability" identity with blockchain-tracked 
beans and zero-waste smart cups (Luckin Coffee, 2023). Empirical studies confirm this 
mechanism: Nobre and Sousa (2023) demonstrated that satisfaction mediates 40–50% of the 
relationship between service quality and store loyalty, while Homburg et al. (2021) found that 
brands with high equity achieve 20–30% higher loyalty rates through satisfaction-driven 
pathways.  
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Hypothesis 4 (H4): Customer satisfaction partially mediates the relationship between 
consumer-based brand equity and brand loyalty, amplifying equity's indirect impact while 
accommodating its direct effects on loyalty formation. 
 

Conceptual Framework 
CBBE: Consumer-Based Brand Equity 

 

 
 

     Figure 1: The Conceptual Framework 
Source: Developed by the author based on theoretical synthesis (Aaker, 1991; Keller, 1993; Oliver, 1999) 

 
 This research aimed to investigate the relationship between customer-based brand 
equity and customer loyalty while customer satisfaction acted as the mediator. The conceptual 
framework posits that consumer-based brand equity (CBBE) directly enhances brand loyalty 
while also indirectly influencing it through customer satisfaction. CBBE’s dimensions—brand 
awareness, associations, perceived quality, and image—directly drive loyalty by fostering 
familiarity and trust, reducing switching intentions (Keller, 2008). Simultaneously, these 
dimensions elevate customer satisfaction (e.g., superior perceived quality aligns expectations 
with experiences), which in turn strengthens attitudinal and behavioral loyalty (Homburg et al., 
2021). Satisfaction thus acts as a partial mediator: CBBE’s total effect on loyalty combines its 
direct impact (e.g., emotional attachment from brand image) and indirect pathways via 
satisfaction (Hair et al., 2022). The study was conducted by using the empirical data from 400 
Chinese consumers who used to purchase products from Luckin Coffee. 
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 Main Assumption: Brand equity positively influences brand loyalty, with customer 
satisfaction mediating this relationship. 
 

Research Methodology 
 
  This study employed quantitative survey research targeting Luckin Coffee consumers 
in southern China. As the model in this research was a structurer equation model, the sample 
size must take this in to consideration. The minimum sample size was then calculated by using 
the formula Nmin=K×C, where K=39 (observed variables) and C=10 (cases per indicator) 
(Kline, 2015; Hair et al., 2022), resulting in Nmin = 390. To ensure robustness, 400 valid 
responses were collected from recent consumers (past two-year patrons), adhering to 
structural equation modeling (SEM) guidelines advocating 5–10 cases per variable 
(Schumacker and Lomax, 2016).  
  The data was collected online by posting the link for questionnaire on specific social 
media groups related to frequent coffee shop consumption such as Luckin Coffee fan 
communities on WeChat, official brand discussion forums on Weibo, and coffee enthusiast 
circles on Little Red Book, where members were pre-screened to ensure they were recent 
consumers (past two-year patrons) of Luckin Coffee. 
  The research instrument was a closed-end questionnaire which divided in to 4 parts: 
demographic information, brand equity (29 items), level of customer satisfaction (6 items) and 
brand loyalty (10 items) toward Luckin coffee. Part 2 to 4 utilized a 5-point Likert scale (1 = 
Strongly Disagree to 5 = Strongly Agree) to measure consumers’ attitude. Content validity was 
confirmed through expert review (3 experts; average item-objective congruence [IOC] =0.93), 
and reliability tests demonstrated acceptable internal consistency (Brand Equity Cronbach’s α 
range: 0.834–0.896, Customer Satisfaction Cronbach’s α :0.869, Brand Loyalty Cronbach’s α 
range:0.876–0.878). Data analysis involved confirmatory factor analysis (CFA) and structural 
equation modeling (SEM) in AMOS, with model fit evaluated using indices including CFI, GFI, 
RMSEA, and χ²/df. The following are abbreviation which were used to represent exogenous 
latent variables, endogenous latent variables and observed variables. 
 
Table 1: Abbreviation and Meaning 
BEQ instead Brand Equity 
 BAW instead Brand awareness 
  Baw1 instead I aware of the brand "Luckin Coffee" in China. 

  Baw2 instead The brand name Luckin Coffee is easy for me to recall. 
  Baw3 instead I can remember the brand LOGO of Luckin coffee. 



100 | The Effect of Brand Equity on Brand Loyalty with The Mediating Role of Customer Satisfaction: A 

Case Study of Luckin Coffee in China 
 

Jiawen Yang Siripak Siritho Kanjanaphorn Polprateep Vivat Kittiphongkosol 

BEQ instead Brand Equity 
  Baw4 instead I can recognize the Luckin Coffee Store when I see it. 
  Baw5 instead I can recognize the packaging bag of Luckin Coffee when I see it. 
  Baw6 instead I can reconize the advertising of Luckin Coffee both offline and online. 
 BAS Bas1 instead Everytime I heard Luckin Coffee name, I think of a fast coffee with good quality 

and cheap price. 
  Bas2 instead Luckin Coffee make me pround as the first Chiness Coffee house that can 

compete with international brand 
  Bas3 instead  The chiness characters"幸" "运" ("瑞""幸")  of Luckin Coffee can hook me  

to coffee for high quality of life 
  Bas4 instead I feel that the "Deer" symbols of Luckin Coffee can relate me with the Chiness 

tradition belief of good fortune. 
  Bas5 instead I have a positive feeling and impression for Luckin Coffee when I saw it on the 

media or heard its name. 
  Bas6 instead The co-branded with others can represent the ability to offer new product 

innovation of the brand. (ex. Luckin Coffee and Moutai) 
 PQ Pq1 instead In overall, Luckin coffee provides me a reasonable quality coffee at affordable 

price. 
  Pq2 instead The quality and taste of product from Luckin Coffee is an acceptable one. 
  Pq3 instead I think that Luckin Coffee uses a reasonable quality of raw material in making its 

beverage 
  Pq4 instead The Luckin Coffee can provides prompt services online at the promised time 

which save time for my busy working day. 
  Pq5 instead Luckin Coffee package has good design, good quality and attractive appearance 
 BI Bi1 instead Luckin Coffee’s image can be reflected as a fast coffee house that provide 

reasonable quality and taste beverage serving at cheaper prices. 
  Bi2 instead I think Luckin Coffee is a suitable representation for enthusiastic and modern 

city life. 
  Bi3 instead The name and image of Luckin Coffee in media created positive feeling and 

attracts me to purchase this brand. 
  Bi4 instead Lucking Coffee's characteristics (young, modern, enthusiastic) can match with 

my personality. 
  Bi5 instead The celebities in the Luckin Coffee ads  can relate me with an enthusiastic and 

young generation.  (such as Eileen Gu) 
  Bi6 instead Luckin Coffee can be perceived as  a role model for modern coffee house that  

use a modern technology in its operation 
CUS instead Customer satisfaction 
  Cus1 instead Overall, Luckin Coffee is my favorite coffee brand. 
  Cus2 instead Luckin Coffee can fulfull my need for good quality beverage during busy days. 
  Cus3 instead I am satisfied with the quality and taste of Luckin Coffee's beverage. 
  Cus4 instead I am satisfied with the price of Luckin Coffee. 
  Cus5 instead The instore service quality of Luckin Coffee can meet my expectation. 
  Cus6 instead I am satisfied with the online service application system of Luckin Coffee.  
BLO instead Brand loyalty 
 AL instead Attitudinal Loyalty 
  Al1 instead If I will purchase coffee, Luckin Coffee would be my first option. 
  Al2 instead I feel like forgiving if I sometimes experienced problems with this brand. 
  Al3 instead I am still willing to purchase Luckin Coffee even if its price is a little higher. 
  Al4 instead I will recommend this brand to others who like to drink coffee and beverages. 
  Al5 instead I am willing to spread positive things about Luckin Coffee to others 
 BL instead Behavioral Loyalty 
  Bl1 instead I am purchasing from Luckin Coffee more often than other coffee house brand. 
  Bl2 instead I plans to repeat my purchase at Luckin Coffee for a long time. 
  Bl3 instead In addition to coffee, I also purchase other beverages or products from Luckin 

Coffee 
  Bl4 instead Although there were other brands of coffee house in future, I still prefer Luckin 

Coffee. 
  Bl5 instead I regularly try the new product offered by Luckin Coffee. 
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Research Results 

  
Demographic and Behavior 
 A total of 400 valid responses were analyzed (female: 54.8%, male: 45.3%), with 
42.5% aged 20–29 and 37.8% holding bachelor’s degrees. Over 79.3% consumed Luckin 
Coffee weekly, while 15.8% were daily customers. 
 
Attitude Level toward Brand Equity, Customer Satisfaction and Brand Loyalty 
 The analysis revealed agreement across brand equity (x ̅=4.08, SD=0.85), customer 
satisfaction (x=̅4.10, SD=0.83), and brand loyalty (x=̅=4.06, SD=0.88) for Luckin Coffee. Brand 
awareness scored highest (x ̅==4.29, SD = 0.77, strongly agree), particularly ease of recall 
( x ̅==4.44, SD = 0.78, strongly agree), followed by perceived quality (x ̅=4.08, SD = 0.83, 
agree), brand association (x=̅ 4.04, SD = 0.88, agree) and brand image (x=̅4.01, SD = 0.88, 
agree).  
 Customer satisfaction overall score at agree level (x ̅= 4.10, SD = 0.83) peaked at 
satisfaction in beverage taste and quality ( x ̅=4.24, SD = 0.80, strongly agree) and online 
service application platform efficiency (x=̅4.11, SD = 0.85, agree). Overall brand loyalty scored 
at agree level (x=̅4.11, SD = 0.85). Behavioral loyalty (x=̅4.12, SD = 0.84, agree) outweighed 
attitudinal loyalty ( x ̅=4.01, SD = 0.92, agree). Among attitudinal loyalty, willing to spread 
positive things about Luckin Coffee to others gain the highest score (x ̅= 4.09, SD = 0.91, 
agree). Interesting notice is that willing to purchase Luckin Coffee even if its price is a little 
higher gain lower score ( x ̅= 3.88, SD = 1.04, agree) indicating pragmatic loyalty which 
emphasized that the low-price strategy of Luckin coffee gained heavy weight on consumer 
mind. Among behavioral loyalty, new product trial enthusiasm (x ̅=4.25, SD = 0.83, strongly 
agree) gained the highest score followed by planning to repeat purchase (x=̅4.15, SD = 0.84, 
agree). Findings underscore Luckin’s success in blending affordability, tech-enabled 
convenience, and youth-centric branding. 
 
Measurement Model  
 Based on the validated factor analysis to verified construct validity, this study 
conducted CFA analysis using AMOS and the test results. The revised model demonstrates 
robust validity (AVE ≥0.50 for most constructs) and reliability (CR >0.70), with discriminant 
validity supported by Fornell-Larcker criteria (Fornell and Larcker, 1981). The factor loading, 
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AVE, CR indicators were presented in Table 2. While some AVE values are marginally lower, 
high CR compensates per SEM standards. Superior fit indices (CMIN/df = 1.899, CFI=0.958, 
GFI=0.9224, TLI=0.948, RMSEA=0.047) confirm structural validity, overriding minor AVE 
limitations. Customer response variability may explain lower AVE without theoretical 
compromise. Seventeen indicators (e.g., BAW1, BAS2, BI4) were removed due to poor 
statistical performance (low factor loadings, weak variance), enhancing model parsimony and 
validity (CR > 0.7). This optimization improved global fit indices, aligning with SEM standards 
as was shown in figure 4. 
 
Table 2: Measurement Model Indicators 
Observed 
variables 

Factor Loading ( λ ) SE Z (CR) p R² CR AVE 

BAW2 0.723 - -  0.522 0.778 0.539 
BAW4 0.749 0.074 13.742 *** 0.562   
BAW6 0.73 0.074 13.412 *** 0.533   
BAS1 0.664 - -  0.44 0.714 0.454 
BAS3 0.696 0.094 11.74 *** 0.484   
BAS4 0.661 0.095 11.255 *** 0.437   
PQ1 0.728 - -  0.530 0.713 0.454 
PQ2 0.647 0.062 12.391 *** 0.418   
PQ3 0.642 0.069 12.299 *** 0.412   
BI1 0.731 - -  0.534 0.747 0.500 
BI2 0.677 0.07 12.667 *** 0.459   
BI3 0.703 0.073 13.141 *** 0.494   
CUS1 0.726 - -  0.526 0.813 0.521 
CUS2 0.704 0.073 13.556 *** 0.496   
CUS3 0.721 0.071 13.889 *** 0.52   
CUS4 0.736 0.076 14.182 *** 0.542   
AL1 0.711 - -  0.505 0.702 0.440 
AL4 0.642 0.091 11.671 *** 0.412   
AL5 0.634 0.091 11.535 *** 0.402   
BL1 0.761 - -  0.579 0.749 0.500 
BL2 0.678 0.073 12.9 *** 0.46   
BL4 0.677 0.076 12.883 *** 0.459   

Chi-square consistency index = 356.934 (df = 188), CMIN/df or χ 2 / df = 1.899(p = 0.000), CFI = 0.958, GFI 
= 0.924, TLI = 0.948 and RMSEA = 0.047 
 
Table 3: Discriminant Validity with the Fornell-Larcker Criterion 

Note: The diagonal is the square root of the AVE corresponding to the dimension 
 

 BL AL CUS BI PQ BAS BAW 

BL 0.359        
AL 0.289  0.295       
CUS 0.300  0.287  0.338     
BI 0.308  0.272  0.317  0.382     
PQ 0.305 0.297 0.344  0.358  0.407   
BAS 0.259 0.249  0.274  0.291  0.305  0.309   
BAW 0.266  0.239  0.278  0.289  0.311  0.264  0.314 
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According to the Fornell-Larcker (Fornell and Larcker, 1981) criterion a specific 
variable should demonstrate greater variability with its own items compared to other variables. 
The measurement model satisfies the Fornell-Larcker criterion for discriminant validity across 
all constructs. Each latent variable demonstrates sufficient distinctiveness, as the variance 
uniquely captured by its indicators exceeds the shared variance with any other construct in the 
model. This ensures that the theoretical definitions of constructs such as brand equity, 
customer satisfaction, and loyalty are empirically differentiated, with no meaningful overlap in 
their measurement. 

 

 

Figure 3: After adjusted CFA Measurement Model 

   
 Hypothesis Test: Structural Equation Model 
 Main Assumption: Brand equity positively influences brand loyalty, with customer 
satisfaction mediating this relationship. 
 Hypothesis: The developed hypothesized model is consistent with the empirical data. 
 Model Fit Indices: χ²/df = 1.826 (p = 0.000), CFI = 0.959, GFI = 0.922, TLI = 0.952, 
RMSEA = 0.046. 
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Figure 4: Structural Equation Model (final adjustment) 

 
From Figure 4， the structural equation model depicted in the figure illustrated a 

hierarchical network of brand equity (BEQ) dynamics. At its core, BEQ (Brand Equity) acts as 
the central latent variable, directly influencing Customer Satisfaction (CUS) with a path 
coefficient of 0.94 and indirectly driving Brand Loyalty Outcomes (BLO) through mediating 
pathways.  

Key foundational dimensions contributed to brand equity (BEQ) at moderate to strong 
relationship: Brand Awareness (BAW), measured by items like BAW2 (=0.72),BAW4 
(=0.75) and BAW6 (=0.73); Brand Associations (BAS), anchored by BAS1 (=0.68), 
BAS3(=0.70),and BAS4 (=0.66); and Perceived Quality (PQ), with PQ1 (=0.73), PQ2 
(=0.65) and PQ3(=0.64) as primary indicators. 

Customer Satisfaction (CUS) is quantified through four observed variables (CUS1-
CUS4), showing strong internal consistency (= 0.73–0.89). CUS exerted a robust direct 
effect on BLO (=0.65), which bifurcates into Attitudinal Loyalty (AL) and Behavioral Loyalty 

(BL). AL dominates with near-perfect alignment to BLO (=0.94), measured by items like AL1 
(=0.71), AL4 (=0.64), and AL5 (=0.63), while BL reflects repeat-purchase behaviors was 
contributed by items like BL1 (=0.76), BL2 (=0.68), and BL4, 0.68).  

Model fit indices confirmed statistical validity, emphasizing the systematic interplay 
between brand perceptions, satisfaction, and loyalty. The SEM analysis confirms the 
hypothesized framework, demonstrating strong model fit (χ²/df=1.826, CFI=0.959, GFI=0.922, 
TLI=0.952, RMSEA=0.046). The measurement model indicators (Table 2) exhibited robust 



วารสารบรหิารธุรกจิเทคโนโลยมีหานคร | 105 

 

ปีที ่22 ฉบบัที ่2 (กรกฎาคม – ธนัวาคม 2568) 

reliability (CR >0.70 for all constructs) and convergent validity (most AVEs ≥0.50). Structural 
paths (Figure 4) highlight Luckin’s reliance on satisfaction-driven loyalty, though price 
sensitivity (x̄=3.88) underscores challenges in fostering attitudinal commitment. Findings 
validated the tech-driven, affordability-focused strategy’s efficacy.  

In order to verify the direct and indirect effect of brand equity toward brand loyalty, the 
path analysis was further explored here. The path analysis coefficients from the structural 
equation modeling indicated that customer satisfaction fully mediates the relationship between 
brand equity and loyalty, with a significant indirect effect (β=0.646, p<0.001). However, no 
direct effect of brand equity on loyalty exists (β=0.311, p=0.147), confirming satisfaction’s 
exclusive role in translating brand equity into loyalty. This completed mediation underscores 
satisfaction's critical role in translating brand equity (e.g., awareness, quality) into loyalty, 
aligning with FMCG dynamics where functional attributes alone are insufficient (Fornell et al., 
1996). For Luckin Coffee, enhancing satisfaction drivers—consistent quality, service reliability, 
and innovation—are essential to counteract price-driven commoditization and sustain loyalty in 
a competitive marke (Kotler and Keller, 2021). 

 
Table 4: Path Analysis Results 

 
 The path analysis results (Table 4) demonstrate the structural relationships between 
brand equity, customer satisfaction, and brand loyalty. Brand equity exhibits a statistically 
significant and substantial positive effect on customer satisfaction (β = 0.940, p < 0.001), 
indicating that perceptions of Luckin Coffee's brand awareness, associations, perceived quality, 
and image strongly enhance customer satisfaction levels. Customer satisfaction subsequently 
exerts a significant positive influence on brand loyalty (β = 0.646, p < 0.001), confirming its 
critical role in fostering both behavioral and attitudinal loyalty. Crucially, the direct path from 
brand equity to brand loyalty is non-significant (β = 0.311, p = 0.147), revealing that brand 
equity does not independently drive loyalty outcomes. Instead, its impact on loyalty is fully 
mediated by customer satisfaction. This complete mediation indicates that in Luckin Coffee’s 
hypercompetitive FMCG context, brand equity enhances loyalty exclusively through elevating 
customer satisfaction, with no meaningful direct effect. These findings validate customer 
satisfaction as the essential conduit through which brand perceptions translate into loyalty, 

Relationship Standardized β p-value 
Brand Equity → Customer Satisfaction 0.940 <0.001 
Customer Satisfaction→ Brand Loyalty 0.646 <0.001 

Brand Equity → Brand Loyalty 0.311 0.147 
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underscoring the strategic limitation of relying solely on price-driven tactics without ensuring 
experiential fulfillment. 
 

Research Discussion 
 
The demographic profile of Luckin Coffee consumers highlights a strong alignment 

with China’s youth-driven coffee culture. With 69.5% of respondents under 30 years old and 
42.5% aged 20–29, the data reflects a generational shift toward coffee consumption among 
urban Chinese millennials and Gen Z, contrasting with traditional tea preferences (Liu, 2018). 
This trend mirrors globalized consumption patterns, where coffee symbolizes modernity and 
social connectivity (Zhang and Fang, 2020). The predominance of students (35.5%) and young 
professionals in the sample further underscores coffee’s role as a lifestyle product tied to 
urban identity and aspirational living (Li, 2019). Luckin Coffe’s success in capturing this 
demographic aligns with its digital-native branding and affordability, which cater to tech-savvy 
consumers seeking convenience and status (Chen and Qiu, 2022). These findings resonate 
with studies emphasizing younger generations' preference for coffee as both a functional 
beverage and a marker of cosmopolitan identity in rapidly urbanizing societies (Wang et al., 
2021). 

The presentation of research results rigorously aligns with the stated objectives and 
hypotheses. The study's first objective sought to identify the levels of brand equity, customer 
satisfaction, and brand loyalty towards Luckin Coffee. This was addressed through descriptive 
statistics, revealing moderate-to-high levels of agreement across all constructs (brand equity: 
x̅=4.08, satisfaction: x̅=4.10, loyalty: x̅=4.06), with specific dimensions like brand awareness 
scoring highest (x̅=4.29). The second objective, examining the relationship between brand 
equity and brand loyalty, was tested via structural equation modeling (SEM). The results 
(β=0.311, p=0.147) confirmed the lack of a significant direct effect, which is consistent with 
the initial conceptual model's emphasis on mediation. The third objective, investigating 
customer satisfaction as a mediator, was decisively met by the SEM path analysis. The highly 
significant indirect effect of brand equity on loyalty through satisfaction (β=0.646, p<0.001), 
coupled with the non-significant direct path, empirically validates the hypothesis that 
satisfaction fully mediates this relationship. This structured reporting directly links each key 
finding back to its corresponding research objective and the proposed theoretical framework. 
This study identifies customer satisfaction as a full mediator between brand equity and loyalty, 
challenging partial mediation theories proposed by Nesset et al. (2011), who emphasized dual 



วารสารบรหิารธุรกจิเทคโนโลยมีหานคร | 107 

 

ปีที ่22 ฉบบัที ่2 (กรกฎาคม – ธนัวาคม 2568) 

pathways (direct equity-loyalty links and satisfaction mediation). This divergence aligns with 
Oliver’s (1999) hierarchical loyalty model, where satisfaction is foundational, but contrasts with 
Chaudhuri and Holbrook’s (2001) argument that brand trust and affect independently drive 
loyalty. 

In China’s price-driven coffee market, Luckin’s aggressive discounts (e.g., 60% off 
regular pricing via app promotions) weaken emotional attachment, reducing attitudinal loyalty 
(mean=4.01 against behavioral loyalty=4.12) and forcing satisfaction to act as the sole loyalty 
conduit. While brand equity strongly predicts satisfaction (β=0.940, p<0.001), surpassing the 
threshold suggested by Yoo et al. (2021) for robust equity impacts, transactional tactics neglect 
emotional resonance. This contradicts Keller (1993) who emphasizes on brand equity as a 
blend of rational and emotional bonds, revealing a critical gap in Luckin’s strategy. 

The findings redefined loyalty dynamics: transactional loyalty dominates price-
sensitive markets, as seen in Luckin’s high repeat purchase intent (x̅=4.15) and new product 
trial rates ( x̅ =4.25), supporting Kim and Jang’s (2022) price-war framework（ structural 
reshaping） which proposed that frequent discounts and competitive pricing structurally 
reshape consumer behavior, fostering loyalty through economic incentives rather than 
emotional attachment. This contrasts sharply with Aaker’s (1991) which viewed loyalty as an 
intrinsic equity component, highlighting cultural and market-specific nuances.  

The irreplaceable mediating role of satisfaction in hypercompetition also challenges 
Kotler and Keller’s (2021) tiered pricing theories, as Luckin’s rigid low-cost identity struggles to 
retain premium segments (e.g., only 37% agreed to pay higher prices). This aligns with 
Miaodian Research (2023) that warned about overreliance on functional value—evident in 
Luckin’s weaker scores on emotional associations (e.g., “relates to Chinese tradition” - x̅=3.99 
against “affordable price” - x̅ =4.06). The complete mediation by satisfaction challenges 
conventional frameworks. While brand equity strongly drives satisfaction (β=0.940, p<0.001), 
its inability to directly influence loyalty contradicts partial-mediation theories (e.g., Nesset et al., 
2011). This exposes Luckin’s strategic vulnerability: price-centric tactics (evident in low 
attitudinal loyalty, x̅=3.88) prevent brand equity from cultivating emotional commitment, making 
satisfaction a fragile transactional bridge to behavioral loyalty in hypercompetitive markets. 
 

Implication and Suggestion from the Finding 
 
 The study’s findings underscored a critical paradox in Luckin Coffee’s strategy: while 
price-driven tactics efficiently attract transaction-focused consumers, they risk commoditizing 
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the brand and weakening emotional loyalty. Luckin’s current low-price strategy, though 
effective in short-term market penetration, fails to cultivate enduring brand equity, as evidenced 
by the negligible direct impact of brand equity on loyalty and consumers’ reluctance to pay 
premium prices. To sustain growth in China’s saturated coffee market, Luckin should pivot 
from overreliance on discounts to cultivating deeper value propositions. This entails 
strengthening emotional resonance through localized co-branding (e.g., collaborations with 
Chinese cultural IPs), investing in consistent product quality, and enhancing personalized 
digital experiences to foster attitudinal attachment.  
 Concurrently, the brand should adopt tiered pricing to cater to diverse segments—
retaining affordability for mass consumers while introducing premium lines for upwardly mobile 
urbanites. For instance, Manner Coffee’s "Basic-Premium" menu (1.5 standard vs. 4.5 single-
origin) increased average ticket size by 15% without losing price-sensitive students. Innovating 
sustainability initiatives (e.g., eco-friendly packaging) and hyper-localized store experiences 
could further differentiate Luckin from competitors. Ultimately, balancing price competitiveness 
with aspirational brand-building will be crucial to transitioning from transactional dependence to 
emotional loyalty, securing long-term resilience amid escalating market rivalry. 
 To enhance customer satisfaction, Luckin Coffee should prioritize refining its online 
service ecosystem, particularly by streamlining app functionality, accelerating order fulfillment, 
and integrating smart features like AI-driven menu personalization based on purchase patterns. 
These improvements would amplify the convenience promised by its “new retail” model, 
transforming transactional efficiency into emotional fulfillment. For instance, reducing friction in 
digital interactions—such as one-click reordering or real-time delivery tracking—could elevate 
perceived value beyond mere speed, fostering a sense of reliability that nurtures attitudinal 
loyalty. Independent cafes can replicate this cost-effectively. For example, Nowwa Coffee’s 
one-tap reorder feature reduced average ordering time to 8 seconds, boosting daily orders by 
22% in pilot stores. Simultaneously, expanding service accessibility through subscription-based 
perks (e.g., exclusive access to seasonal blends) or strategically placed pickup kiosks in high-
traffic areas would solidify its competitive edge, converting situational satisfaction into habitual 
preference. 
 From the findings, Luckin should maintain its core strengths in price accessibility and 
tech-enabled convenience, which anchor its market positioning. However, adjustments are 
critical to address the weak link between brand equity and loyalty. Overreliance on discounts 
must be recalibrated to avoid commoditization, redirecting resources toward consistent quality 
assurance and culturally resonant branding—such as limited-edition collaborations that blend 
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coffee rituals with local heritage. For example, Luckin’s "Tang Dynasty Poetry Cup Sleeves" 
campaign – minimal production cost increased user-generated content by 170% and 
repurchase intent by 18% among millennials. By embedding emotional narratives into its digital 
interactions (e.g., storytelling via in-app content about coffee sourcing), Luckin can bridge the 
gap between transactional satisfaction and attitudinal commitment. Ultimately, the brand must 
harmonize operational efficiency with aspirational experiences, ensuring that every 
touchpoint—from app interfaces to eco-friendly packaging—reinforces both functional 
satisfaction and emotional allegiance, thereby cultivating a loyalty ecosystem resilient to 
market saturation. For example, F&B startups should note: Cotti Coffee’s "ghost kitchen" 
model (delivery-only outlets in residential hubs) cut rental overhead by 60% while maintaining 
15-minute delivery windows. 
 

Suggestion for Further Research 
 
 Future studies could adopt a comparative lens to deepen understanding of Luckin 
Coffee’s market positioning. First, a mixed-methods comparative analysis between Luckin and 
Starbucks China could reveal divergent consumer perceptions—quantifying how pricing, digital 
engagement, and cultural localization strategies drive loyalty differently.  
 Secondly, ethnographic or narrative-based qualitative research (e.g., in-depth 
interviews, focus groups) could explore the symbolic meanings Chinese consumers attach to 
Luckin, such as its role in redefining “coffee culture” compared to traditional tea rituals or 
Westernized café experiences.  
 Thirdly, a brand positioning and brand association audit using frameworks like 
perceptual mapping, mental map and SWOT analysis could systematically contrast Luckin’s 
“affordable convenience” identity against emerging competitors (e.g., Cotti Coffee, Manner 
Coffee) and traditional players (e.g., Starbucks, local teahouses). Such research would clarify 
whether and how well Luckin’s effort to associate its symbol and meaning of fortune and 
young generation icon can penetrate consumers’ mind. In addition, further study can evaluate 
the effectiveness of the hybrid model—blending tech-driven efficiency with mass-market 
accessibility— whether it can reallyb create a defensible niche or perpetuates vulnerability to 
imitation in China’s FMCG landscape. 
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