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Abstract

The present dissertation named ‘’How Iconic Communication affects the brand loyalty in
cafeterias via brand experience and moments of truth. The case of Starbucks’’ is written
by Constantinos Anayiotos, student at the 4th grade of the Department of Communication
and Internet studies from Cyprus University of Technology under the supervision of Dean
Mr. George Panigyrakis.

The purpose of the following quantitative study is to examine how customer-journey in
cafeterias is leading to brand loyalty. Brand loyalty is being made by brand experience
and the moments of truth. These two constructs have various touch points and these touch
points are able to make a customer brand loyal. Consequently, the present study aims to
examine how two different constructs, brand experience and moments of truth, can be
linked, in an integrated construct which measures consumers loyalty towards a specific
brand of cafeteria. In literature, brand experience has been mainly studied in areas in
which brand-related stimulus affect consumers' perceptions about the image of the brand,
whereas the moments of truth have been used to measure the one-to-one interaction in the
area of services. In this study, an integrated theoretical model is implemented, by which
experiences are conceptualized through the customer’s journey linking both the
experiential aspects of the brand but also their service-related aspects of communication.
In order to examine the above aim online questionnaires were used. Finally, the research
revealed that moments of truth are more influential than the brand experience towards
brand loyalty and that additional attention should be given to holistic experience that

consumers receive, at least in the Cypriot community.
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epiinyn ota EAAnvika

H mapovoa mruyoxn epyasiog pe titho “"How iconic communication affects the brand
loyalty in cafeterias via brand experience and moments of truth:. The case of Starbucks’’
exmoviOnke and tov Kovotavtivo Avayiwtd ottty tov 4°° étovg tov Tunuatog EXA

tov TEITAK vr6 v enifieyn tov kosuntopa kuptov [Ndpyo Tavnyvpdkn.

YKomdg NG TAPOVCAG TOGOTIKNG LEAETNC elvon va e€etdioel mog péoa amd to <’ Customer
Journey’” o1 meldtec evidg TtV Kageteplidv yivovtar ’Brand Loyal”’ koabmg
emnpedlovtar péca amod TIC ETOPEG TV okOAovOmV ototyeimv: ’Brand Experience’” kot
“’Moments of Truth’’. Avtd ta dvo “’Constructs’” éyovv ditdpopa ’Touch-Points’” ta
omoio. UTopPovV v KAVOLV €va TEAATN MGTO GE L0 ETOVUpI0. XVVETMG, 1 TOPOVCH
pelétn otoyedel va e€etdost mog 000  SPOPETIKA Kotackevdouata, ’Brand
Experience’’” & “’Moments of Truth’’, pmopovv va cvvdebovv ce £va oAOKANPOUEVO
KotaokeDaoo To omoio petpael to ’Brand Loyalty’” amévavtt og pio kagetépia. Xtnv
Biproypapia, to ’Brand Experience’’ £xst peletndei kupimg o€ Topeic 6TOVG 0OioVG TOL
epebiopata mov oyetileton pe v enovopio emnpedlel TIG AVTIANYELS TOV KOTOVOAMTOV
OYETIKG LLE TNV EIKOVA TG enmvopiag, evéd ta ”Moments of Truth’’ éyovv ypnoonom el
Yoo ) pETPNoM TG OAANAETIOpOoNC OE EMIMESO EVO-TPOG-EVO GTOV TOUED TOV
VANPECLOV. TNV TOAPOVLSA LEAETN, EPaprOletar £va OAOKANPOUEVO BEmPNTIKO LOVTELO
pécm tov omoiov ot gumelpieg dtoupopeavovtal pécm tov ’Customer Journey’’ mov
oLVOEel TOGO TIC PLOUATIKEG TTLYES TNG HAPKOG OGO KOl TIC TTVYEG EMKOWVAOVIEC TOV
oyetilovton pe T1g vanpeciec. [a v e&€taon tov Tapondve cTdYoL YPNCIHLOTO ONKOY
dadktvakd epompotordyo. H épevva pavépmoe 6t ta “’Moments of Truth’” éyouvv
TePLocoTEPN emppon amd to ’Brand Experience’’ amévavti oto ’Brand Loyalty’’ ot
ot meplocoTEPN TPocoyn TpEnel va dobei oto "Holistic Experience’” mov amokopiCovv

01 KoTavaAmTtég, TovAdyloto otnv Kumplokn kotvotnta.

AéEec-Kheoa: Experiential Marketing, Brand Experience, Moments of Truth, Brand
Loyalty
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