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Abstract 
This study investigated the relationship between the CRM strategies, brand 
equity, brand image, brand awareness, brand association, brand loyalty, per-
ceived quality, and switching intentions. This research depended on the de-
ductive approach to collecting data. The researcher used the method of sur-
vey questionnaires through simple random sampling technique to collect 
primary data that are used to achieve the purpose of the study, which is to 
study the relationship between the CRM strategies, brand equity, brand im-
age, brand awareness, brand association, brand loyalty, perceived quality, and 
switching intentions of AASTMT undergraduates and postgraduate’s stu-
dents. The study found there was a significant relationship between CRM 
Strategies and switching intentions. 
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1. Introduction 

Over the last decade, corporate social responsibility (CSR) has become a funda-
mental strategic priority for businesses [1]. CSR refers to the idea that corpora-
tions should take responsibility not only for the economic consequences of op-
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erating a business but also for any impacts that the business has on social and 
environmental issues (Australian Human Rights Commission, 2008).  

CRM has mainly been studied from Western countries’ perspectives [2]. Such 
research is lacking in non-intensive research cultures of the Arab world. Hence, 
understanding the Egyptian case is of vital importance to capture an idea about 
the Middle Eastern perspective on CRM strategies. The primary aim of any 
marketing communications strategy including CRM is to develop brand attitude 
and enhance purchase intention [3] [4]. The successful marketing communica-
tion in reaching those objectives can be impacted by the consumer’s attitude to 
the communication itself [5] [6]. In that regard, CRM is targeting consumers 
with high interest in corporate social responsibility [7] [8]. Researches have in-
dicated that consumers have a positive view of both CRM and the companies 
that engage in this strategy [9] [10]. Further, it is important to understand 
whether this strategy is likely to be more effective than traditional communica-
tions techniques for achieving the critical objectives of improved brand attitude 
and purchase intention. 

2. Literature Review 

Corporate Social Responsibility (CSR) is a concept that was introduced by B.R. 
Howard over 60 years ago in his controversial book The Social Responsibilities 
of Businessmen (1953). This section will examine the following Hypothesis through 
previous studies;  

H1: CRM strategies have a direct influence on the Behavior Intention of the 
student.  

H2: CRM Strategies influence the Brand Equity Dimensions.  
H2.1: CRM Strategies influence the Brand Image.  
H2.2: CRM Strategies influence the Brand Awareness.  
H2.3: CRM Strategies influence the Brand Association.  
H2.4: CRM Strategies influence the Brand Loyalty.  
H2.5: CRM Strategies influence the Perceived Quality.  
H3: Brand Equity Dimensions influence the Student Switching Intention.  
H3.1: Brand Image influence the Student Switching Intention.  
H3.2: Brand Awareness influence the Student Switching Intention.  
H3.3: Brand Association influence the Student Switching Intention.  
H3.4: Brand Loyalty influence the Student Switching Intention.  
H3.5: Perceived Quality influence the Student Switching Intention.  

2.1. The Relationship between CRM Strategies and the Behavioral 
Intentions of the Students 

This section investigates the relation between CRM Strategies (Sponsorship- 
linked marketing, Transaction-based CRM, cause-related “event” marketing and 
cause-related “experiential” marketing). 

The relation between cause-related marketing and behavioral intention in Pa-
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kistan was examined. In addition, the researchers investigated the moderating 
impact of both brand awareness and corporate image in the above relation. The 
researchers collected primary data. A survey was conducted and distributed 
among students who studied at various universities located in Rawalpindi and 
Islamabad. The final sample consisted of 203 university’s students. The hypo-
theses were tested by the correlation and regression analysis. Results proved that 
the behavioral intention of the customers was influenced by the CRM cam-
paigns. In addition, the moderating effect of brand awareness and corporate im-
age was proved in the relation between CRM and behavioral intention. Finally, 
the researchers suggested for future studies to collect the data from other uni-
versities located on other cities in Pakistan than Rawalpindi and Islamabad to 
see if the same results will be concluded or no, by that the results could be gene-
ralized [11].  

The influence of cause related marketing on customer’s behavior and pur-
chase intention was investigated. To reach this aim, the researchers collected the 
data of the variables through utilizing a questionnaire. This questionnaire tar-
geted the undergraduate business students who had enrolled at a major univer-
sity located in Spain. The total participants in this questionnaire were 186 stu-
dents. MANCOVA was utilized to analyze the collected data. The findings proved 
that CRM has a significant influence on both of behavior and purchase intention 
of the customer. Finally, the researchers saw that the finding of their research 
was useful for marketers as it provides them with useful guidelines in designing 
their cause-related marketing initiatives [12]. 

In the shade of the competitive market that are characterized by products, 
which are similar in services, quality and prices. Corporate always tries to behave 
as a good citizen, this will help the corporate in increasing its opportunity to be 
highlighted between its competitors. In addition, this provides a distinguish in 
its brand and products among other choices. The influence of CRM (cause-related 
marketing) on each of behavioral intention, brand attitudes and advertising in 
Iran was examined. Moreover, the researcher investigated the mediating role of 
cause involvement and skepticism in the above relation. Semi-experimental de-
sign was conducted in this research through utilizing two structured question-
naires. The two questionnaires were distributed among experimental groups and 
control groups, with total responses of 483 participants from Tehran. Cova-
riance analysis was utilizing in analyzing the data. The results assured that there 
is a significant effect of CRM on the customer behavioral intention and attitude 
toward brand and advertising. Finally, the moderating effect of skepticism was 
proved, while the moderating effect of cause involvement was not proved [13]. 

Recently, Cause Related Marketing had gained an increasing popularity as a 
used tool by companies. CRM represents a creative manner of partnership be-
tween companies and nonprofit organization. Brand makers usually use the 
CRM strategies as they believe in the ability of these strategies to improve the 
purchase intention. Therefore, examining the role of CRM in enhancing the 
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purchase intention. The researchers targeted the context of local fashion brands 
in Indonesia. An online questionnaire was done, with a final sample of 212 res-
ponses. Simple regression analysis was used to analyze the gathered data. Finally, 
the results indicated a significant impact of Cause Related Marketing on pur-
chase intention [14]. 

From the previous studies, first hypothesis of the study can be concluded that 
there is a significant relation between CRM Strategies and the student switching 
intentions. 

H1: There is a Significant Relation between CRM Strategies and the Student 
Switching Intentions. 

2.2. The Relationship between CRM Strategies and Brand  
Characteristics (Brand Equity, Brand Image, Brand  
Awareness, Brand Association, Brand Loyalty and  
Perceived Quality) 

This section investigates the relation between CRM Strategies (Sponsorship- 
linked marketing, Transaction-based CRM, cause-related “event” marketing and 
cause-related “experiential” marketing) and the Brand characteristics (Brand 
Equity, Brand Image, Brand Awareness, Brand Association, Brand Loyalty and 
Perceived Quality). 

The relation between CRM and brand equity and their influence on purchase 
intention in Iran was studied. Quantitative survey was done to collect data re-
garding the research variables. This survey was distributed among consumers 
studying in different purchase centers located in Esfahan, Iran. The final sample 
consisted of 384 surveys. The hypotheses were tested by using structural equa-
tion modeling. The results proved that CRM has a significant relation with 
brand equity dimensions and cultural values. Moreover, the purchase intentions 
of consumer are affected by the campaigns of CRM. Researchers suggested for 
future researches to be done in other cities in Iran to see if the sample results will 
be concluded and by that could be generalized [15]. 

The influence of CRM on brand image, multinational corporate reputation 
and purchase intention was investigated. The researchers made a comparative 
study between Indonesia and Thailand, depending on collecting primary data. 
This primary data was utilized by making a survey, where the final sample con-
sisted of 113 surveys from both countries. After analyzing the data, the results 
indicated a positive impact of CRM on brand image and multinational corporate 
reputation as well as on purchase intention [16]. 

The influence of sponsorship-linked marketing activities on the perceived 
consumer-based brand equity was examined. The perceived consumer-based 
brand equity was measured in this research by many elements, which are: per-
ceived quality, brand loyalty, brand experience, brand awareness and brand as-
sociations. To collect data about the research variables, the researchers depended 
on a case study. This case study determined how sponsorship-linked marketing 
strategy was adopted inside a Chinese company for sports apparel and equip-
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ment named “Li Ning Company Limited”. The gathered data was analyzed and 
the findings indicated a direct influence of sponsorship-linked marketing activi-
ties on each of perceived quality, brand loyalty and brand experience, but not on 
the level of sports involvement [17]. 

H2.1: There is a Significant Relation between CRM Strategies and the Brand 
Equity. 

H2.2: There is a Significant Relation between CRM Strategies and the Brand 
Image. 

H2.3: There is a Significant Relation between CRM Strategies and the Brand 
Awareness. 

H2.4: There is a Significant Relation between CRM Strategies and the Brand 
Association. 

H2.5: There is a Significant Relation between CRM Strategies and the Brand 
Loyalty. 

H2.6: There is a Significant Relation between CRM Strategies and the Per-
ceived Quality. 

2.3. The Relationship between Brand Characteristics and Student 
Switching 

This section investigates the relation between the Brand Characteristics (Brand 
Equity, Brand Image, Brand Awareness, Brand Association, Brand Loyalty and 
Perceived Quality) on buying intention. 

The relationship between brand equity, purchase and switching intention and 
brand preference from Iranian young consumers’ viewpoint was investigated. 
Data were collected from Iranian students’ who were the owners of selected 
brand of laptop and mobile phone. Structural equation modeling was applied in 
LISREL and subgroup correlation analysis in SPSS for data analysis. The results 
indicated that brand equity positively affected on consumers’ brand preference 
and purchase intention [18]. 

The impact of interpersonal influences, brand origin and brand image on 
purchase and switching intentions was clarified. The data were collected using a 
structured questionnaire focusing on the normative and informational interper-
sonal influences, brand origin and brand image affecting purchase intentions. 
The final questionnaire was distributed to respondents in the Greater London in 
the UK and Mumbai in India. More than 900 consumers were contacted in each 
country, resulting in a final usable sample of 277 in the United Kingdom and 291 
in India. The results found that there was a positive and significant relationship 
between interpersonal influences, brand origin and brand image on purchase 
and switching intentions [19].  

The impact of brand equity, perceived quality, brand awareness, brand associ-
ations and brand loyalty on the consumer responses, purchase intention, brand 
extension, willingness to pay a higher price and brand preferences was ex-
amined. The data were collected using a convenience sampling method from the 
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stores and customers of Sony. Sampling was conducted using convenient me-
thod, with sample size 384. A survey questionnaire was conducted. The results 
found that the perceived quality had an effect of creation of brand equity, and 
brand equity had the highest effect on purchase and behavioral intention [20]. 

The effect of brand association, brand loyalty, brand awareness, brand image 
and brand equity among young consumers on behavioral and purchase inten-
tions was illustrated. The data were collected from 200 young consumers and 
analyzed using descriptive, correlation and multiple regression analysis via sta-
tistical package. The findings found that there was a positive and significant im-
pact of brand association, brand loyalty, brand awareness, brand image and 
brand equity on behavioral and purchase intentions [21]. 

H3.1: There is a Significant Relation between Brand Equity and Student 
Switching Intentions. 

H3.2: There is a Significant Relation between Brand Image and Student 
Switching Intentions. 

H3.3: There is a Significant Relation between Brand Awareness and Student 
Switching Intentions. 

H3.4: There is a Significant Relation between Brand Association and Student 
Switching Intentions. 

H3.5: There is a Significant Relation between Brand Loyalty and Student 
Switching Intentions. 

H3.6: There is a Significant Relation between Perceived Quality and Student 
Switching Intentions. 

3. Research Methodology 

In this section, the researcher explains the research methodology adopted in this 
study. This research depended on the deductive approach to collecting data. The 
researcher used the method of survey questionnaires through simple random 
sampling technique to collect primary data that are used to achieve the purpose 
of the study, which is to study the relationship between the CRM strategies, 
brand equity, brand image, brand awareness, brand association, brand loyalty, 
perceived quality, and switching intentions of AASTMT undergraduates and 
postgraduate’s students (Figure 1). The survey was 8 pages divided into 3. The 
first section had four scenarios applied of the four CrM strategies. Each scenario 
had 9 questions of 7 Likert scale; hence, 36 questions of the survey were related 
to sponsorship-linked marketing, transaction-based CrM, cause-related “event” 
marketing and cause-related “experiential” marketing. Attitude toward the 
strategy was measured using a modification of a 9-item, 7-point semantic diffe-
rential rating scale (Burton and Lichtenstein 1988; Lichtenstein and Bearden 
1989). The scale uses the following anchors in response to the statement “My at-
titude toward this deal is”: favorable/unfavorable, bad/good, harmful/beneficial, 
attractive/unattractive, poor/excellent. The final item has the anchors of strongly 
disagree/strongly agree in response to the statement “I like this deal”. For this  
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Figure 1. Research framework. 

 
study, the first two statements were changed to: “My attitude toward this mar-
keting campaign is…” and “I like this marketing campaign.” In addition, the 
anchors attractive/unattractive were reversed to be consistent with the other 
items. Finally, a 7-point scale was used to be consistent with most of the items in 
the survey. The aim of this section is to examine if students switching/purchasing 
intentions are impacted by CRM strategies. The second section had 44 questions 
of 5 Likert scale regarding the brand equity, brand image, brand loyalty, per-
ceived value, brand association, and brand awareness. The scales dimensions are 
illustrated in the survey, refer to the appendix. Finally, the third section included 
demographic questions such as: age, income level, and higher completed educa-
tion level. The sample size is appropriate to this paper and matches the statistical 
computations required for estimating quantitative research samples. A total of 
405 of completed and valid survey responses were collected.  

3.1. Variables and Measurement 

The variables used in this study can be categorized into two main types which 
are; the dependent and independent variables.  

3.1.1. Dependent Variable 
Student Switching Intentions and Behavioral Intention (Keller, 2008; Yoo and 
Donthu, 2001). 

3.1.2. Independent Variable 
CRM Strategies (Sponsorship-linked marketing, Transaction-based CRM, cause- 
related “event” marketing and cause-related “experiential” marketing) (Burton 
and Lichtenstein 1988; Lichtenstein and Bearden 1989). 

3.1.3. Moderating Variables 
Brand characteristics; 
• Brand Equity (yoo et al., 2001) 
• Brand Image (Keller, 2001; Aaker, 1996; Vazquez et al., 2002) 
• Brand Awareness (yoo et al., 2001; Buil et al., 2008; Aaker, 1996; Keller, 2001) 
• Brand Association (Evans et al., 2006; Buil et al., 2008). 

https://doi.org/10.4236/oalib.1107489


M. Abdelreheem et al. 
 

 

DOI: 10.4236/oalib.1107489 8 Open Access Library Journal 
 

• Brand Loyalty (Keller, 2001; Ballester et al., 2003) 
• Perceived Quality (Stevens et al., 1995). 

4. Research Analysis and Findings 

This chapter introduces the empirical study for the relationship between CRM 
Strategies and Behavioral Intention with the mediation role of Brand Equity, 
Brand Image, Brand Loyalty, Brand Association, Brand Awareness, and Per-
ceived Quality.  

4.1. The First Hypothesis: The Relationship between CRM  
Strategies; Sponsorship-Linked Marketing,  
Transaction-Based CRM, Cause-Related Experiential  
Marketing, and Cause-Related Event Marketing on  
Behavioral Intention 

This section investigates the relationship between CRM Strategies; Sponsor-
ship-Linked Marketing, Transaction-Based CRM, Cause-Related Experiential 
Marketing, and Cause-Related Event Marketing on Behavioral Intention. As the 
formal and informal tests shows that data under study are not normally distri-
buted, Spearman’s correlation coefficient is used. According to validity and re-
liability test of the research variables, it could be noticed that the data showed 
Kaiser-Meyer-Olkin measure of sampling adequacy (KMO) greater than 0.5, 
which was considered to be good, and a significant Bartlett’s Sphericity test. The 
average variance extracted (AVE) was found to be more than 50%. Also, all 
Cronbach’s alpha values are greater than 0.7. The values obtained implied an 
adequate convergent validity as well as an adequate reliability. 

According to, the formal testing of normality assumption using Kolmogo-
rov-Smirnov test of normality for the research variables, it could be observed 
that the research variables are not normally distributed, as the corresponding 
P-values are all less than 0.05. The informal test of normality, where it could be 
shown that some of the skewness and kurtosis values are beyond the accepted 
level of ±1, which means that the data under study are not approximately nor-
mal. Consequently, non-parametric tests are used to describe the relationships 
between the research variables. 

The correlation matrix for the relationship between CRM Strategies; Spon-
sorship-Linked Marketing, Transaction-Based CRM, Cause-Related Experiential 
Marketing, Cause-Related Event Marketing, and Behavioral Intention. It was 
observed that: 

There is a significant relationship between Sponsorship-Linked Marketing and 
Behavioral Intention, as the corresponding P-value is less than 0.05 (P-value = 
0.000). Also, there is a positive moderate relationship between Sponsorship-Linked 
Marketing and Behavioral Intention, as the corresponding correlation coefficient 
lies between 0.3 and 0.6 (r = 0.342). 

There is a significant relationship between Transaction-Based CRM and Be-
havioral Intention, as the corresponding P-value is less than 0.05 (P-value = 
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0.000). Also, there is a positive relationship between Transaction-Based CRM 
and Behavioral Intention, as the corresponding correlation coefficient lies be-
tween 0.3 and 0.6 (r = 0.239). 

There is a significant relationship between Cause-Related Event Marketing 
and Behavioral Intention, as the corresponding P-value is less than 0.05 (P-value 
= 0.000). Also, there is a positive moderate relationship between Cause-Related 
Event Marketing and Behavioral Intention, as the corresponding correlation 
coefficient lies between 0.3 and 0.6 (r = 0.283). 

There is a significant relationship between Cause-Related Experiential Mar-
keting and Behavioral Intention, as the corresponding P-value is less than 0.05 
(P-value = 0.000). Also, there is a positive moderate relationship between Cause- 
Related Experiential Marketing and Behavioral Intention, as the corresponding 
correlation coefficient lies between 0.3 and 0.6 (r = 0.337). 

Table 1 shows the SEM analysis for the impact of the CRM Strategies; Spon-
sorship-Linked Marketing, Transaction-Based CRM, Cause-Related Experiential 
Marketing, and Cause-Related Event Marketing on Behavioral Intention. It could 
be observed that: 

There is a significant impact of Cause-Related Experiential Marketing on Be-
havioral Intention, as the corresponding P-value is less than 0.05 (P-value = 
0.000). Also, there is a positive impact of Cause-Related Experiential Marketing 
on Behavioral Intention, as the corresponding estimate is greater than zero (Es-
timate = 0.243).  

There is an insignificant impact of Sponsorship-Linked Marketing on Beha-
vioral Intention, as the corresponding P-value is greater than 0.05 (P-value = 
0.092).  

There is an insignificant impact of Cause-Related Event Marketing on Beha-
vioral Intention, as the corresponding P-value is greater than 0.05 (P-value = 
0.403). 

There is an insignificant impact of Transaction-Based CRM on Behavioral In-
tention, as the corresponding P-value is greater than 0.05 (P-value = 0.406). 

Furthermore, the R square is 0.199, which means 19.9% of the variation in the 
Behavioral Intention can be explained by the CRM Strategies. 

Therefore, H1 “CRM Strategies has a direct influence on Behavioral Inten-
tion” is partially supported. 
 
Table 1. SEM analysis of CRM strategies on behavioral intention. 

   Estimate P R2 

Behavioral Intention <--- Cause-Related Experiential Marketing 0.243 *** 

0.199 
Behavioral Intention <--- Sponsorship-Linked Marketing 0.174 0.092 

Behavioral Intention <--- Cause-Related Event Marketing 0.064 0.403 

Behavioral Intention <--- Transaction-Based CRM −0.047 0.406 
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4.2. The Second Hypothesis: The Relationship between CRM 
Strategies and Brand Equity, Brand Image, Brand Awareness, 
Brand Association, Brand Loyalty, and Perceived Quality 

This section investigates the relationship between CRM Strategies; Sponsor-
ship-Linked Marketing, Transaction-Based CRM, Cause-Related Experiential 
Marketing, Cause-Related Event Marketing and Brand Equity, Brand Image, 
Brand Awareness, Brand Association, Brand Loyalty, and Perceived Quality. The 
correlation matrix for the relationship between CRM Strategies; Sponsorship- 
Linked Marketing, Transaction-Based CRM, Cause-Related Experiential Mar-
keting, Cause-Related Event Marketing, and Brand Equity. It was observed that: 

There is a significant relationship between Sponsorship-Linked Marketing and 
Brand Equity, as the corresponding P-value is less than 0.05 (P-value = 0.000). 
Also, there is a positive moderate relationship between Sponsorship-Linked 
Marketing and Brand Equity, as the corresponding correlation coefficient lies 
between 0.3 and 0.6 (r = 0.366). 

There is a significant relationship between Transaction-Based CRM and Brand 
Equity, as the corresponding P-value is less than 0.05 (P-value = 0.000). Also, there 
is a positive relationship between Transaction-Based CRM and Brand Equity, as 
the corresponding correlation coefficient lies between 0.3 and 0.6 (r = 0.337). 

There is a significant relationship between Cause-Related Event Marketing and 
Brand Equity, as the corresponding P-value is less than 0.05 (P-value = 0.000). 
Also, there is a positive moderate relationship between Cause-Related Event 
Marketing and Brand Equity, as the corresponding correlation coefficient lies 
between 0.3 and 0.6 (r = 0.310). 

There is a significant relationship between Cause-Related Experiential Mar-
keting and Brand Equity, as the corresponding P-value is less than 0.05 (P-value 
= 0.000). Also, there is a positive moderate relationship between Cause-Related 
Experiential Marketing and Brand Equity, as the corresponding correlation coef-
ficient lies between 0.3 and 0.6 (r = 0.397). 

Table 2 shows the SEM analysis for the impact of the CRM Strategies; Spon-
sorship-Linked Marketing, Transaction-Based CRM, Cause-Related Experiential 
Marketing, and Cause-Related Event Marketing on Brand Equity. It could be 
observed that: 
 
Table 2. The SEM analysis of CRM strategies on brand equity. 

   Estimate P R2 

Brand Equity <--- Cause-Related Experiential Marketing 0.172 0.006 

0.204 
Brand Equity <--- Sponsorship-Linked Marketing 0.206 0.040 

Brand Equity <--- Cause-Related Event Marketing −0.007 0.928 

Brand Equity <--- Transaction-Based CRM 0.038 0.489 
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There is a significant impact of Cause-Related Experiential Marketing on Brand 
Equity, as the corresponding P-value is less than 0.05 (P-value = 0.006). Also, 
there is a positive impact of Cause-Related Experiential Marketing on Brand Eq-
uity, as the corresponding estimate is greater than zero (Estimate = 0.172).  

There is a significant impact of Sponsorship-Linked Marketing on Brand Eq-
uity, as the corresponding P-value is less than 0.05 (P-value = 0.040). Also, there 
is a positive impact of Cause-Related Experiential Marketing on Brand Equity, as 
the corresponding estimate is greater than zero (Estimate = 0.206).  

There is an insignificant impact of Cause-Related Event Marketing on Brand 
Equity, as the corresponding P-value is greater than 0.05 (P-value = 0.928). 

There is an insignificant impact of Transaction-Based CRM on Brand Equity, 
as the corresponding P-value is greater than 0.05 (P-value = 0.489). 

Furthermore, the R square is 0.204, which means 20.5% of the variation in the 
Brand Equity can be explained by the CRM Strategies. 

Therefore, H2.1 “CRM Strategies influence the Brand Equity” is partially 
supported. 

The correlation matrix for the relationship between CRM Strategies; Spon-
sorship-Linked Marketing, Transaction-Based CRM, Cause-Related Experiential 
Marketing, Cause-Related Event Marketing, and Brand Image. It was observed 
that: 

There is a significant relationship between Sponsorship-Linked Marketing and 
Brand Image, as the corresponding P-value is less than 0.05 (P-value = 0.000). 
Also, there is a positive moderate relationship between Sponsorship-Linked Mar-
keting and Brand Image, as the corresponding correlation coefficient lies be-
tween 0.3 and 0.6 (r = 0.331). 

There is a significant relationship between Transaction-Based CRM and Brand 
Image, as the corresponding P-value is less than 0.05 (P-value = 0.000). Also, there 
is a positive relationship between Transaction-Based CRM and Brand Image, as 
the corresponding correlation coefficient lies between 0.3 and 0.6 (r = 0.304). 

There is a significant relationship between Cause-Related Event Marketing 
and Brand Image, as the corresponding P-value is less than 0.05 (P-value = 
0.000). Also, there is a positive moderate relationship between Cause-Related 
Event Marketing and Brand Image, as the corresponding correlation coefficient 
lies between 0.3 and 0.6 (r = 0.291). 

There is a significant relationship between Cause-Related Experiential Mar-
keting and Brand Image, as the corresponding P-value is less than 0.05 (P-value 
= 0.000). Also, there is a positive moderate relationship between Cause-Related 
Experiential Marketing and Brand Image, as the corresponding correlation coef-
ficient lies between 0.3 and 0.6 (r = 0.348). 

Table 3 shows the SEM analysis for the impact of the CRM Strategies; Spon-
sorship-Linked Marketing, Transaction-Based CRM, Cause-Related Experiential 
Marketing, and Cause-Related Event Marketing on Brand Image. It could be 
observed that: 
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Table 3. SEM analysis of CRM strategies on brand image. 

   Estimate P R2 

Brand Image <--- Cause-Related Experiential Marketing 0.206 0.001 

0.171 
Brand Image <--- Sponsorship-Linked Marketing 0.160 0.116 

Brand Image <--- Cause-Related Event Marketing −0.012 0.876 

Brand Image <--- Transaction-Based CRM 0.036 0.514 

 
There is a significant impact of Cause-Related Experiential Marketing on Brand 

Image, as the corresponding P-value is less than 0.05 (P-value = 0.001). Also, 
there is a positive impact of Cause-Related Experiential Marketing on Brand 
Image, as the corresponding estimate is greater than zero (Estimate = 0.206).  

There is an insignificant impact of Sponsorship-Linked Marketing on Brand 
Image, as the corresponding P-value is greater than 0.05 (P-value = 0.116).  

There is an insignificant impact of Cause-Related Event Marketing on Brand 
Image, as the corresponding P-value is greater than 0.05 (P-value = 0.876). 

There is an insignificant impact of Transaction-Based CRM on Brand Image, 
as the corresponding P-value is greater than 0.05 (P-value = 0.514). 

Furthermore, the R square is 0.171, which means 17.1% of the variation in the 
Brand Image can be explained by the CRM Strategies. 

Therefore, H2.2 “CRM Strategies influence the Brand Image” is partially sup-
ported. 

The correlation matrix for the relationship between CRM Strategies; Spon-
sorship-Linked Marketing, Transaction-Based CRM, Cause-Related Experiential 
Marketing, Cause-Related Event Marketing, and Brand Awareness. It was ob-
served that: 

There is a significant relationship between Sponsorship-Linked Marketing 
and Brand Awareness, as the corresponding P-value is less than 0.05 (P-value = 
0.000). Also, there is a positive moderate relationship between Sponsorship-Linked 
Marketing and Brand Awareness, as the corresponding correlation coefficient 
lies between 0.3 and 0.6 (r = 0.379). 

There is a significant relationship between Transaction-Based CRM and Brand 
Awareness, as the corresponding P-value is less than 0.05 (P-value = 0.000). Al-
so, there is a positive relationship between Transaction-Based CRM and Brand 
Awareness, as the corresponding correlation coefficient lies between 0.3 and 0.6 
(r = 0.335). 

There is a significant relationship between Cause-Related Event Marketing 
and Brand Awareness, as the corresponding P-value is less than 0.05 (P-value = 
0.000). Also, there is a positive moderate relationship between Cause-Related 
Event Marketing and Brand Awareness, as the corresponding correlation coeffi-
cient lies between 0.3 and 0.6 (r = 0.337). 

There is a significant relationship between Cause-Related Experiential Mar-
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keting and Brand Awareness, as the corresponding P-value is less than 0.05 (P-value 
= 0.000). Also, there is a positive moderate relationship between Cause-Related Ex-
periential Marketing and Brand Awareness, as the corresponding correlation coeffi-
cient lies between 0.3 and 0.6 (r = 0.375). 

Table 4 shows the SEM analysis for the impact of the CRM Strategies; Spon-
sorship-Linked Marketing, Transaction-Based CRM, Cause-Related Experiential 
Marketing, and Cause-Related Event Marketing on Brand Awareness. It could be 
observed that: 

There is an insignificant impact of Cause-Related Experiential Marketing on 
Brand Awareness, as the corresponding P-value is greater than 0.05 (P-value = 
0.070).  

There is an insignificant impact of Sponsorship-Linked Marketing on Brand 
Awareness, as the corresponding P-value is greater than 0.05 (P-value = 0.912).  

There is a significant impact of Cause-Related Event Marketing on Brand 
Awareness, as the corresponding P-value is less than 0.05 (P-value = 0.008). Al-
so, there is a positive impact of Cause-Related Experiential Marketing on Brand 
Awareness, as the corresponding estimate is greater than zero (Estimate = 
0.192). 

There is an insignificant impact of Transaction-Based CRM on Brand Aware-
ness, as the corresponding P-value is greater than 0.05 (P-value = 0.178). 

Furthermore, the R square is 0.183, which means 18.3% of the variation in the 
Brand Awareness can be explained by the CRM Strategies. 

Therefore, H2.3 “CRM Strategies influence the Brand Awareness” is partially 
supported. 

The correlation matrix for the relationship between CRM Strategies; Spon-
sorship-Linked Marketing, Transaction-Based CRM, Cause-Related Experiential 
Marketing, Cause-Related Event Marketing, and Brand Association. It was ob-
served that: 

There is a significant relationship between Sponsorship-Linked Marketing 
and Brand Association, as the corresponding P-value is less than 0.05 (P-value = 
0.000). Also, there is a positive moderate relationship between Sponsorship-Linked 
Marketing and Brand Association, as the corresponding correlation coefficient 
lies between 0.3 and 0.6 (r = 0.322). 
 
Table 4. SEM analysis of CRM strategies on brand awareness. 

   Estimate P R2 

Brand Image <--- Cause-Related Experiential Marketing 0.206 0.001 

0.171 
Brand Image <--- Sponsorship-Linked Marketing 0.160 0.116 

Brand Image <--- Cause-Related Event Marketing −0.012 0.876 

Brand Image <--- Transaction-Based CRM 0.036 0.514 
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There is a significant relationship between Transaction-Based CRM and Brand 
Association, as the corresponding P-value is less than 0.05 (P-value = 0.000). 
Also, there is a positive relationship between Transaction-Based CRM and Brand 
Association, as the corresponding correlation coefficient lies between 0.3 and 0.6 
(r = 0.318). 

There is a significant relationship between Cause-Related Event Marketing 
and Brand Association, as the corresponding P-value is less than 0.05 (P-value = 
0.000). Also, there is a positive moderate relationship between Cause-Related 
Event Marketing and Brand Association, as the corresponding correlation coef-
ficient lies between 0.3 and 0.6 (r = 0.347). 

There is a significant relationship between Cause-Related Experiential Market-
ing and Brand Association, as the corresponding P-value is less than 0.05 (P-value 
= 0.000). Also, there is a positive moderate relationship between Cause-Related 
Experiential Marketing and Brand Association, as the corresponding correlation 
coefficient lies between 0.3 and 0.6 (r = 0.380). 

Table 5 shows the SEM analysis for the impact of the CRM Strategies; Spon-
sorship-Linked Marketing, Transaction-Based CRM, Cause-Related Experiential 
Marketing, and Cause-Related Event Marketing on Brand Association. It could 
be observed that: 

There is a significant impact of Cause-Related Experiential Marketing on Brand 
Association, as the corresponding P-value is less than 0.05 (P-value = 0.003). 
Also, there is a positive impact of Cause-Related Experiential Marketing on 
Brand Association, as the corresponding estimate is greater than zero (Estimate 
= 0.184).  

There is an insignificant impact of Sponsorship-Linked Marketing on Brand 
Association, as the corresponding P-value is greater than 0.05 (P-value = 0.247).  

There is an insignificant impact of Cause-Related Event Marketing on Brand 
Association, as the corresponding P-value is greater than 0.05 (P-value = 0.252). 

There is an insignificant impact of Transaction-Based CRM on Brand Associ-
ation, as the corresponding P-value is greater than 0.05 (P-value = 0.230). 

Furthermore, the R square is 0.224, which means 22.4% of the variation in the 
Brand Association can be explained by the CRM Strategies. 

Therefore, H2.4 “CRM Strategies influence the Brand Association” is partially 
supported. 
 
Table 5. SEM analysis of CRM strategies on brand association. 

   Estimate P R2 

Brand Association <--- Cause-Related Experiential Marketing 0.184 0.003 

0.224 
Brand Association <--- Sponsorship-Linked Marketing 0.114 0.247 

Brand Association <--- Cause-Related Event Marketing 0.082 0.252 

Brand Association <--- Transaction-Based CRM 0.064 0.230 
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The correlation matrix for the relationship between CRM Strategies; Spon-
sorship-Linked Marketing, Transaction-Based CRM, Cause-Related Experiential 
Marketing, Cause-Related Event Marketing, and Brand Loyalty. It was observed 
that: 

There is a significant relationship between Sponsorship-Linked Marketing and 
Brand Loyalty, as the corresponding P-value is less than 0.05 (P-value = 0.000). 
Also, there is a positive moderate relationship between Sponsorship-Linked Mar-
keting and Brand Loyalty, as the corresponding correlation coefficient lies be-
tween 0.3 and 0.6 (r = 0.341). 

There is a significant relationship between Transaction-Based CRM and Brand 
Loyalty, as the corresponding P-value is less than 0.05 (P-value = 0.000). Also, 
there is a positive relationship between Transaction-Based CRM and Brand Loyalty, 
as the corresponding correlation coefficient lies between 0.3 and 0.6 (r = 0.287). 

There is a significant relationship between Cause-Related Event Marketing 
and Brand Loyalty, as the corresponding P-value is less than 0.05 (P-value = 
0.000). Also, there is a positive moderate relationship between Cause-Related 
Event Marketing and Brand Loyalty, as the corresponding correlation coefficient 
lies between 0.3 and 0.6 (r = 0.294). 

There is a significant relationship between Cause-Related Experiential Mar-
keting and Brand Loyalty, as the corresponding P-value is less than 0.05 (P-value 
= 0.000). Also, there is a positive moderate relationship between Cause-Related 
Experiential Marketing and Brand Loyalty, as the corresponding correlation 
coefficient lies between 0.3 and 0.6 (r = 0.320). 

Table 6 shows the SEM analysis for the impact of the CRM Strategies; Spon-
sorship-Linked Marketing, Transaction-Based CRM, Cause-Related Experiential 
Marketing, and Cause-Related Event Marketing on Brand Loyalty. It could be 
observed that: 

There is a significant impact of Cause-Related Experiential Marketing on 
Brand Loyalty, as the corresponding P-value is less than 0.05 (P-value = 0.030). 
Also, there is a positive impact of Cause-Related Experiential Marketing on Brand 
Loyalty, as the corresponding estimate is greater than zero (Estimate = 0.146).  

There is an insignificant impact of Sponsorship-Linked Marketing on Brand 
Loyalty, as the corresponding P-value is greater than 0.05 (P-value = 0.239).  

There is an insignificant impact of Cause-Related Event Marketing on Brand 
Loyalty, as the corresponding P-value is greater than 0.05 (P-value = 0.462). 
 
Table 6. SEM analysis of CRM strategies on brand loyalty. 

   Estimate P R2 

Brand Loyalty <--- Cause-Related Experiential Marketing 0.146 0.030 

0.128 
Brand Loyalty <--- Sponsorship-Linked Marketing 0.127 0.239 

Brand Loyalty <--- Cause-Related Event Marketing 0.058 0.462 

Brand Loyalty <--- Transaction-Based CRM 0.015 0.801 
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There is an insignificant impact of Transaction-Based CRM on Brand Loyalty, 
as the corresponding P-value is greater than 0.05 (P-value = 0.801). 

Furthermore, the R square is 0.128, which means 12.8% of the variation in the 
Brand Loyalty can be explained by the CRM Strategies. 

Therefore, the H2.5 “CRM Strategies influence the Brand Loyalty” is partially 
supported. 

The correlation matrix for the relationship between CRM Strategies; Spon-
sorship-Linked Marketing, Transaction-Based CRM, Cause-Related Experiential 
Marketing, Cause-Related Event Marketing, and Perceived Quality. It was ob-
served that: 

There is a significant relationship between Sponsorship-Linked Marketing 
and Perceived Quality, as the corresponding P-value is less than 0.05 (P-value = 
0.000). Also, there is a positive moderate relationship between Sponsorship-Linked 
Marketing and Perceived Quality, as the corresponding correlation coefficient 
lies between 0.3 and 0.6 (r = 0.349). 

There is a significant relationship between Transaction-Based CRM and Per-
ceived Quality, as the corresponding P-value is less than 0.05 (P-value = 0.000). 
Also, there is a positive relationship between Transaction-Based CRM and Per-
ceived Quality, as the corresponding correlation coefficient lies between 0.3 and 
0.6 (r = 0.304). 

There is a significant relationship between Cause-Related Event Marketing 
and Perceived Quality, as the corresponding P-value is less than 0.05 (P-value = 
0.000). Also, there is a positive moderate relationship between Cause-Related 
Event Marketing and Perceived Quality, as the corresponding correlation coeffi-
cient lies between 0.3 and 0.6 (r = 0.294). 

There is a significant relationship between Cause-Related Experiential Mar-
keting and Perceived Quality, as the corresponding P-value is less than 0.05 
(P-value = 0.000). Also, there is a positive moderate relationship between 
Cause-Related Experiential Marketing and Perceived Quality, as the corres-
ponding correlation coefficient lies between 0.3 and 0.6 (r = 0.409). 

Table 7 shows the SEM analysis for the impact of the CRM Strategies; Spon-
sorship-Linked Marketing, Transaction-Based CRM, Cause-Related Experiential 
Marketing, and Cause-Related Event Marketing on Perceived Quality. It could 
be observed that: 

There is a significant impact of Cause-Related Experiential Marketing on Per-
ceived Quality, as the corresponding P-value is less than 0.05 (P-value = 0.000). 
Also, there is a positive impact of Cause-Related Experiential Marketing on Per-
ceived Quality, as the corresponding estimate is greater than zero (Estimate = 
0.257).  

There is a significant impact of Sponsorship-Linked Marketing on Perceived 
Quality, as the corresponding P-value is less than 0.05 (P-value = 0.046). Also, 
there is a positive impact of Cause-Related Experiential Marketing on Perceived 
Quality, as the corresponding estimate is greater than zero (Estimate = 0.196).  
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Table 7. The SEM analysis of CRM strategies on perceived quality. 

Model 

Unstandardized  
Coefficients 

Standardized 
Coefficients t Sig. R Square 

B Std. Error Beta 

(Constant) 0.722 0.361  1.999 0.047 

0.358 

Financial standards  0.724 0.082 0.554 8.833 0.000 

Customer perspectives  −0.127 0.093 −0.139 −1.356 0.177 

Internal operation 0.132 0.092 0.145 1.435 0.153 

Learning and development 0.097 0.073 0.112 1.324 0.187 

aDependent Variable: financial performance. 

 
There is an insignificant impact of Cause-Related Event Marketing on Perceived 

Quality, as the corresponding P-value is greater than 0.05 (P-value = 0.978). 
There is an insignificant impact of Transaction-Based CRM on Perceived 

Quality, as the corresponding P-value is greater than 0.05 (P-value = 0.936). 
Furthermore, the R square is 0.222, which means 22.2% of the variation in the 

Perceived Quality can be explained by the CRM Strategies. 
Therefore, H2.6 “CRM Strategies influence the Perceived Quality” is partially 

supported. 

4.3. The Third Hypothesis: The Relationship between Brand  
Equity, Brand Loyalty, Brand Image, Brand Association, 
Brand Awareness, Perceived Quality, and Behavioral  
Intention 

This section investigates the relationship between Brand Equity, Brand Loyalty, 
Brand Image, Brand Association, Brand Awareness, Perceived Quality, and Be-
havioral Intention. The correlation matrix for the relationship between CRM 
Strategies; Sponsorship-Linked Marketing, Transaction-Based CRM, Cause-Related 
Experiential Marketing, Cause-Related Event Marketing, and Behavioral Inten-
tion. It was observed that: 

There is a significant relationship between Brand Equity and Behavioral In-
tention, as the corresponding P-value is less than 0.05 (P-value = 0.000). Also, 
there is a positive moderate relationship between Brand Equity and Behavioral 
Intention, as the corresponding correlation coefficient lies between 0.3 and 0.6 (r 
= 0.582). 

There is a significant relationship between Brand Loyalty and Behavioral In-
tention, as the corresponding P-value is less than 0.05 (P-value = 0.000). Also, 
there is a positive relationship between Brand Image and Behavioral Intention, 
as the corresponding correlation coefficient lies between 0.6 and 0.8 (r = 0.683). 

There is a significant relationship between Brand Image and Behavioral Inten-
tion, as the corresponding P-value is less than 0.05 (P-value = 0.000). Also, there 
is a positive moderate relationship between Brand Image and Behavioral Inten-
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tion, as the corresponding correlation coefficient lies between 0.6 and 0.8 (r = 
0.689). 

There is a significant relationship between Brand Association and Behavioral 
Intention, as the corresponding P-value is less than 0.05 (P-value = 0.000). Also, 
there is a positive moderate relationship between Brand Association and Beha-
vioral Intention, as the corresponding correlation coefficient lies between 0.6 
and 0.8 (r = 0.612). 

There is a significant relationship between Brand Awareness and Behavioral 
Intention, as the corresponding P-value is less than 0.05 (P-value = 0.000). Also, 
there is a positive moderate relationship between Brand Awareness and Beha-
vioral Intention, as the corresponding correlation coefficient lies between 0.6 
and 0.8 (r = 0.720). 

There is a significant relationship between Perceived Quality and Behavioral 
Intention, as the corresponding P-value is less than 0.05 (P-value = 0.000). Also, 
there is a positive moderate relationship between Perceived Quality and Beha-
vioral Intention, as the corresponding correlation coefficient lies between 0.6 
and 0.8 (r = 0.756). 

Table 8 shows the SEM analysis for the impact of the Brand Equity, Brand 
Loyalty, Brand Image, Brand Association, Brand Awareness, and Perceived 
Quality on Behavioral Intention. It could be observed that: 

There is an insignificant impact of Brand Equity on Behavioral Intention, as 
the corresponding P-value is greater than 0.05 (P-value = 0.483). 

There is a significant impact of Brand Loyalty on Behavioral Intention, as the 
corresponding P-value is less than 0.05 (P-value = 0.000). Also, there is a positive 
impact of Brand Loyalty on Behavioral Intention, as the corresponding estimate 
is greater than zero (Estimate = 0.355).  

There is an insignificant impact of Brand Image on Behavioral Intention, as 
the corresponding P-value is greater than 0.05 (P-value = 0.503).  

There is an insignificant impact of Brand Awareness on Behavioral Intention, 
as the corresponding P-value is greater than 0.05 (P-value = 0.360). 

 
Table 8. The SEM analysis of brand equity, brand loyalty, brand image, brand associa-
tion, brand awareness, and perceived quality on behavioral intention. 

   Estimate P R2 

Behavioral Intention <--- Brand Equity −0.067 0.483 

0.827 

Behavioral Intention <--- Brand Loyalty 0.355 *** 

Behavioral Intention <--- Brand Image −0.065 0.503 

Behavioral Intention <--- Brand Awareness 0.040 0.360 

Behavioral Intention  Perceived Quality 0.587 *** 

Behavioral Intention  Brand Association 0.160 0.020 
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There is a significant impact of Perceived Quality on Behavioral Intention, as 
the corresponding P-value is less than 0.05 (P-value = 0.000). Also, there is a 
positive impact of Perceived Quality on Behavioral Intention, as the corres-
ponding estimate is greater than zero (Estimate = 0.587).  

There is a significant impact of Brand Association on Behavioral Intention, as 
the corresponding P-value is less than 0.05 (P-value = 0.020). Also, there is a 
positive impact of Brand Association on Behavioral Intention, as the corres-
ponding estimate is greater than zero (Estimate = 0.160).  

Furthermore, the R square is 0.827, which means 82.7% of the variation in the 
Behavioral Intention can be explained by the model. 

Therefore, based on the previous results it could be noted that: 
H3.1: “Brand Equity influence the Behavioral Intention” is not supported. 
H3.2: “Brand Image influence the Behavioral Intention” is not supported. 
H3.3: “Brand Awareness influence the Behavioral Intention” is not supported. 
H3.4: “Brand Association influence the Behavioral Intention” is supported. 
H3.5: “Brand Loyalty influence the Behavioral Intention” is supported. 
H3.6: “Perceived Quality influence the Behavioral Intention” is supported. 

5. Conclusion, Recommendation and Limitations 

Corporate social responsibility is considered one of the main elements in form-
ing companies’ reputation, participating in realistic and effective strategies to 
provide social services, and enhancing the organization’s public reputation, 
which facilitates the organization’s management mechanisms and increases its 
ability to attract new clients and increase its market share. The social can en-
hance the company’s value in the financial market and raise its ability to access 
capital. In addition, corporate social responsibility is one of the main elements in 
forming companies’ reputation, participating in realistic and effective strategies 
to provide social services, enhancing the organization’s public reputation, which 
facilitates the organization’s management mechanisms and increases its ability 
to attract new clients and increase its market share.  

Therefore, this study investigates the relationship between CRM Strategies 
and Behavioral Intention with the mediation role of Brand Equity, Brand Image, 
Brand Loyalty, Brand Association, Brand Awareness, and Perceived Quality. 
Thus, literature had been reviewed to find out the research hypotheses and de-
fine the research gap in literature. Accordingly, the methodological philosophy 
and approach had been selected for answering the research questions. According 
to the results, it is noticed that the hypothesis, “CRM Strategies (Sponsor-
ship-Linked Marketing, Transaction-Based CRM, Cause-Related Experiential 
Marketing, and Cause-Related Event Marketing) has a direct influence on Beha-
vioral Intention” is partially supported as; 
• There is a significant impact of Cause-Related Experiential Marketing on 

Behavioral Intention, as the corresponding P-value is less than 0.05. 
• There is an insignificant impact of Sponsorship-Linked Marketing on Beha-
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vioral Intention, as the corresponding P-value is greater than 0.05. 
• There is an insignificant impact of Cause-Related Event Marketing on Beha-

vioral Intention, as the corresponding P-value is greater than 0.05. 
• There is an insignificant impact of Transaction-Based CRM on Behavioral 

Intention, as the corresponding P-value is greater than 0.05. 

5.1. Recommendations 

This paper provides some recommendations for the coming researchers. The 
recommendations include current recommendations and future recommenda-
tions. Those recommendations are provided according to the results that the re-
search reached that will help in developing that will CRM Strategies affect sig-
nificantly Behavioral Intention. 
• Inclusion of social responsibility in the mission, vision, philosophy and cul-

ture of companies, as well as within the rules and principles of government 
companies and institutions, and considering social responsibility among the 
responsibilities of the executive management and under its supervision, 
within the plans and policies of the companies’ board of directors, as well as 
this responsibility must be included in the communication, education and 
training programs of the company, and that responsibility should be included 
social recognition of the employee’s value and giving him adequate incen-
tives, and for the company to develop periodic reports, and to conduct a re-
view of the extent to which it observes its social responsibilities. 

• The need to work on developing a set of standards or indicators by the con-
cerned authorities in Egypt, such as the Managers Center for Social Respon-
sibility affiliated with the Ministry of Investment, in order to compare and 
evaluate the social role of companies, and provided that these standards are 
practically applicable, socially acceptable and taken by companies to measure 
them. 

• The need to focus on educating and educating small-sized companies about 
the importance of practicing social responsibility and how it is in relation to 
the size of the company and how social responsibility helps develop the 
company and benefit it financially. As companies are small in size in Egypt, 
they rarely play a social role and do not have sufficient awareness of practic-
ing it. In addition to the orientation towards novice entrepreneurs to instill 
the importance of social responsibility in their minds and that training pro-
grams for entrepreneurship and self-employment skills include training on 
social responsibility to ensure that there is a broad base of social responsibil-
ity in the future business sector. 

• The introduction of the field of social responsibility within the general policy 
of the state with the passage of a law that regulates the scope of corporate so-
cial responsibility as it is an area that helps in eliminating many of the prob-
lems that society suffers from. 

• Creating a formal institutional organizational framework concerned with so-
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cial responsibility, monitoring and developing it, along with developing me-
thods and programs for evaluating the social performance of institutions. 

• Companies are required to submit an annual or seasonal report on social re-
sponsibility, and civil society and the state are allowed to review it in order to 
ensure transparency. 

• Holding training courses for the departments of the relevant companies, 
which contributes to more clarity of marketing strategies and how they affect 
consumer behavior. 

5.2. Limitations 

As any other research, this research has many limitations. First, the limitation of 
the sampling as the study sample was a random sample of Graduates who 
represented 29.8% from sample and undergraduates who represented 70.1% 
from sample of private education sector. So, the researcher suggests increasing 
the sample size and to make more researches on other public institutions. The 
researcher also suggests making other studies on other sectors to see if the same 
results will be conducted or no.  

The study also limited its research on Egypt only as a developing country. 
Therefore, the researcher suggested that the future researches have to measure 
the variables of the study in other developing countries. The researcher also re-
commends making comparison between developed and developing countries. 

Finally, the study also had a limitation regarding the timing, as the data col-
lected for the study including a limited duration of time so the study recom-
mends for the future researches to include a wider period. 
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