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Abstract
Purpose of the study: This research examines the emerging tendency of brands utilization and its impacts on the life
satisfaction of university students.
Methodology: It is a quantitative study where a survey research method has been used, and for data collection, the
questionnaire has been prepared. Demographic variables like area, age, gender, qualification, and location are also
included. A sample of 385 students was selected by using the proportional allocation method. Statistical analysis for data
was done through SPSS software. Researchers used a linear regression analysis test to find out the impacts of brand
utilization on the life satisfaction of university students.
Principal Findings: The findings of the study show that life satisfaction has a significantly negative correlation with
brand utilization. Research also indicates that most purchased items were branded clothing and cosmetic products.
Application of the study: This paper will be helpful to understand brand utilization and its impacts on youth’s life
satisfaction.
Novelty/Originality of this study: To analyze the growing tendency of luxury and brands products, researchers
determined to check the impacts of branded products on life satisfaction levels. To examine the impacts of brand
utilization, this research focused on four Pakistani universities and the life satisfaction level of students has bees
examined.
Keywords: Brands, Utilization, Impacts, Students, Life Satisfaction.
INTRODUCTION
The brand is seen as a unique, universal, and special sign that may indicate the producer of brand products and it may
vary from one brand to another. The majority of the population have an addiction to brand consumption. (Viswanathan
& Rosa 2010). Historically, human beings have been trying to satisfy themselves with the provision of the superior
product. The ancient civilizations were abundant in material power. The upper classes always adorn themselves with
costume jewellery, which is formed by unique apparatus. A huge amount of resources were devoted to elaborating and
sustaining difficult systems of text, calenderer system, prediction, and many other spiritual traditions. The power was
“symbolized” on which temple platforms, throne rooms, processional habits, royal tombs, and palaces were established
(Butgel Tunalı, S. 2016).
According to the evolutionary viewpoint, the individual priority for brand consumption is derived from a general trend
of showing personality. The evolutionary explanation of brand consumption not only needs evidence of psychological
adaptations in the minds of consumers but also the wealth that generates psychological adaptations in the minds of
spectators. In modern times, social mobility is more incredible than earlier. Individuals are becoming highly brand
conscious. Well-known brand labels on outfits, footwear, eatables, and electronic pleasure to the conspicuous customers.
They come to be more “self-conscious”, which increases the attraction in them to track the trend of brand competition.
Significant numbers of individuals in the world are reliving globally spread consumer images, signs, and preferences that
flow mainly from the West. (Akaka et al., 2010)
Globalization has many opportunities and hurdles for worldwide dealers. In this age, import and export of goods seem to
much economical. Every business hub tries to generate new designs and specifications in the products so they can
quickly fascinate their customers. Many Western companies are investing and trading in Asian regions because there
was less population, and the consumer rate is meagre. There is also notable that all over the world, people prefer the
branded products over locally produced items. (Gürhan-Canli et al., 2018).
Meanwhile, Pakistan also accepts the international traders and their products to be delivered in Pakistan. And the desire
and adoption for international brands seem so high in the youth. There is always a trendsetter, and in Pakistan, our
youngsters are the trendsetters in this perspective. Youth admires and is impressed by the Western products and fascinate
to consume them. Cultural diffusion is caused by the adoption of brands as well. Terms and conditions for buying
international products and some strict policies may affect the buying ratio. Most of the time, the consumers buy those

69|https://giapjournals.com/hssr/index

© Waheed et al.

Humanities & Social Sciences Reviews
eISSN: 2395-6518, Vol 9, No 4, 2021, pp 69-77
https://doi.org/10.18510/hssr.2021.9411
expensive products only for consumption; on the other hand, it is also performed for the satisfaction and acceptance in
society by other people (Laroche et al., 2003)
Different age groups have different tastes in the selection of brands. It is observed that our youth is very much energetic
to adopt new trends and new products with latest varieties. They are good to go to buy the accessories like electric
gadgets, clothes, and shoes, etc. The universality and unique looks of adopting brands also seem so high in youth.
Complexities seem high by brands adoption our youth is less skillful but by looks, they are up to the mark. In the same
way, they have less leadership and mentorship qualities. They tried to adopt other cultures, and it shows much diversity,
which is not acceptable for our society and culture (Ahmad et al., 2013).
The motivation of the study
In this research, readers would be able to acquire actual knowledge about the emerging tendency of brands utilization
and the life satisfaction level of students. According to many students, by wearing brands clothes, they feel satisfied in
their lives, that’s why they purchased branded items. This research is based on the analysis through SPSS software and
the researcher have organized, analyze the available evidence to conclude impacts.
Objectives of Research
The main objective of this research is to explore the emerging tendency of brands utilization and its impacts on the life
satisfaction of university students.
REVIEW OF LITERATURE
In this study, many research results, causes, and effects of variables have been examined related to the topic. It depicts
the attitude of the customers regarding their taste of products. Meanwhile, (Veblen 1899) most of the time, the studies
show that people adopt the branded products as a symbolic interaction among them and status in contemporary society.
Most famous brands in electric gadgets like blueberry, apple, and Nike’s logo are the representatives of some social
classes. Most of the customers expect some good or less price for the products as all decent brands are much more
expensive. Most of them want to go for marts to get cheaper products and fulfill their desires. People do invest some
extra money on high-end products and some up to the mark high brands (Charles et al., 2009).
Brands Utilization
There are many brands which are so much luxury and expensive as well. So it highlights the clear conflict among the
upper-class societies and the lower-class societies consumers. The costs of the branded products play a vigorous role in
this difference. The luxury life and how to look sophisticated in front of society’s people is only possible if they afford
or consume the high-end brands. The level of satisfaction can be measured by the tendency of adaptation of brands like
cars, dresses, shoes, electrical gadgets, and other daily life products. They relate their level of satisfaction to the
affordance of the high and expensive brands (Koehn, 2001).
Life satisfaction approach
The level of satisfaction of youth towards life is interlinked with many other perspectives of life either they are mental,
social, physical, or personal. Their behaviours always depict their situations in life. Their productivity in life is
dependent on their satisfaction levels (Proctor et al., 2009). Customarily, youth and their life satisfaction levels can also
be measured by their positive or negative psychological behaviour and feelings. There has been a lot of work on the
importance of proper socialization and purposeful performance of youth in the past few years. (Greenspoon and
Saklofske 2001).
A person who is fully satisfied in life could be assessed completely by his/her mental evaluation (Proctor 2014), and it is
considered as the best and developed meter to measure the positivity in functioning and well-being; of the individual
(Suldo et al., 2006).
Life satisfaction level is a specific or general, and wide range of contexts (Huebner 2009). Usually, the specific and
general context of life satisfaction is generally reported by individuals. General represents the overall satisfaction while
in another context it represents concerning life and related satisfaction (Proctor et al., 2009). Generally, in the one
dimension of, people set by their measures toward life satisfaction (Huebner 2009), and life satisfaction by social and
psychological bonding and also treat and normalize the relation of both the situation and actions (Proctor and Linley
2014).
In addition, facilitation toward the high satisfaction level of life and good care should be provided in the situations of
anxiety and stress and their behaviour modes (McKnight et al. 2002). Moreover, the barriers toward life satisfaction have
so many adverse effects, which may cause anxiety and stress and helps to damage the psyche of an individual. In the
case of two youngsters first one has a satisfying life, and he didn’t need to express hyper behavior, on the other hand, the
teenager with a less satisfying life show more aggression and anxiety by their behavior (Valoisetal 2010).
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It is hard to get satisfaction in teen ager’s life. Still, the family and environment played a vital role as we can see the
structure of family and the relationship of kids with parents and societal support and issues in family as well as the
company of friends (Milevsky et al., 2007).
Life satisfaction of youth also has negative relation with the disorder in eating called “anorexia and bulimia nervosa”
(Halvorsen and Heyerdhal 2006), i.e. bad behaviors of eating and obese condition. (Valois et al., 2003) said that there are
many wrong conceptions among youth regarding their satisfaction and body weight. They use so many inappropriate
medications to maintain their weight, and it is practised among American youngsters. In the same way (Saluoumi and
Polurde 2010), talked about the Canadian youth that they are not satisfied with their bodies and weight and they do
possible ways to be in shape and do all the things which can control the weight by doing smoking and less eating this
may cause the lack of life satisfaction.
Grossman and Rowat 1995 worked on Canadian youth; according to his lack of socialization by parents and deprived
family conditions also play a vital role toward the interests of youth. In the same way (Winkelmann 2006) talked about
the German youth and their trends. The inappropriate styles of living and broken family conditions placed a huge
harmful impact on the life of youth. In addition by setting fixed and rigid rules and regulations and give them highprofile punishments also caused them to adopt wrong patterns to gain comfortable life.
In the same way (Paxton et al., 2006), highlighted the significance among the teenagers and their purposeful relations
and their level of satisfaction and interest in society. In addition, the conceived youngsters have more depression and
anxiety in their life and less academic progress. As well as the other remaining teenagers who did not have such sexual
relations not conceived have more satisfaction and good grades in their studies (Powdthavee and Vignoles 2008). So
much fast and bold bond between youth playing a vital role to become closer either it is social or physical (Olivia and
Arranz 2005)
People regularly appear to be more joyful if they gain more than the people they match themselves. Indeed, luxury
consumption may reduce individual’s happiness since they trust it, gives them a higher status, inside their own reference
groups as well as inside their aspiratory gatherings. Some researches show a positive relationship between status
consumption and wellbeing. These indifferences show that luxury consumption may definitely influence the satisfaction
of life and positive impacts, yet it may negatively influence (Hartmann et al., 2012).
Practice and adoption of organic products may be interlinked positively to life satisfaction. It may reason to give more
strength and power to the people, as the nature has no artificial and complexities. (Chang, C et al., 2020). The
investigation of happiness information proves of the degree to which living conditions are unfavourable or positive
favourable to the individuals. For illustration, environmental degradation might be reflected in lower well-being. This
line of empirical study opens up another methodology for the valuation of public products. The advantages got from
general products are innately hard to quantify because they are not legitimately traded in business sectors. In any case,
public organizations specifically have an interest in the estimation of inclinations for public products. Progressively, they
are legally necessary to give cost advantage analysis to assess the social desirability of government programs. The
financial matters of happiness give a corresponding promising technique that maintains a strategic distance from a
portion of the significant challenges inborn in past ways to deal with available esteem products. It is known as the Life
Satisfaction Approach (Frey et al., 2010).
In Pakistan the current age where the trend of brand utilization is growing day by day. It is the easiest way to find out
about the modern lifestyle. As well as the international investors finding their way towards the new investment horizons.
This plays a vital role in the changing lifestyle and economic condition of brands and consumers the same way (Abbas et
al., 2016). There is also seen that Muslim consumers are so much conscious about the selection of brand regarding the
halal and haram concept. Their commitment to religion make them more selective and conscious. (Usman et al., 2021).
Electric gadgets with known brand tags are adopted by youth and they feel superior by adopting advancement.
Materialism and ethnocentrism are caused by brand consumption as well (Sithole et al., 2020). Mental satisfaction may
interlink with social status. And it may vary from person to person by their differences in adopting styles and how they
contribute to the economy of the retailer and consumers (Maggioni et al., 2019). Consumers are becoming more
conscious of choosing brands in eating, wearing, and other utilization. They relate it with the quality of life. (Mrad and
Cui 2020)
Hypothesis
Brand utilization has a significant association with life satisfaction.
METHODOLOGY
It was descriptive research; by using a questionnaire as a tool; the emerging tendency of brands utilization and its impact
on university students was examined. The population of the study was the students of three Universities located in
Punjab Province (University of Sargodha, Bahauddin Zakriya University Multan, and Punjab University Lahore) and
one from the Capital City of Pakistan, i.e. Quaid-e-Azam University Islamabad. The data was collected from
respondents through a convenient sampling method.
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Sampling
The total number of registered students at four universities are shown in table 1.
Table 1: Total Registered Students
Sr. No

Universities

Registered Students

1
2
3
4

University of Sargodha
Bahauddin Zakariya University
Punjab University
Quaid-e-Azam University
Total

28342
35000
45000
13000
121342

Sampling Technique
Researchers used the Raosoft sampling calculator.
The total “385” samples have been selected for this study.
“Portional Allocation Method” has been used for obtaining the required sample.
(

)

Where
(

= Sample distributed in specific university).

(Nh= Sample used for several registered students in a specific university).
(N = Sample used for total registered students of all universities).
(n= Total selected sample).
(Proportional Distribution (University of Sargodha)
= 28342/121342*385)
= 90)
(Proportional Distribution (BahauddinZakariya University)
= 35000/121342*385)
= 111)
(Proportional Distribution (Punjab University)
= 45000/121342*385)
= 142)
(Proportional Distribution (Quaid-i-Azam University)
= 13000/121342*385)
= 42)
Thus the distribution of sample university-wise as appended below in table 2.
Table 2: University wise distribution of sample
Sr. No
1
2
3
4

Universities
University of Sargodha
Bahauddin Zakariya University
Punjab University
Quaid-i-Azam University

Sample selected
90
111
142
42

Data was analyzed by using SPSS software.
Analysis
Table 3: Regression analysis of brands utilization and life satisfaction
Independent Variable Uns. Coefficient St. Coefficient
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Constant
Brand Consumption

B Std. Error
24.048 0.662
-0.182
0.089

Beta
-0.104

36.332 .000
-2.040 0.042

R
0.104
Adj. R
0.008
R2
0.011
F(1, 383) = 4.161, p = 0.042
This table shows the relationship between brands utilization and life satisfaction. The table presented that the brand
utilization and life satisfaction has adverse relation. The model is fitted as the R2 = 0.011, and F = 4.16 value revealed
this. Further, the analysis showed that if one unit of brand utilization is increased then the life satisfaction decreased to
0.18 units. Value (-0.182) between life satisfaction and brand utilization demonstrates that both variables are negatively
correlated. Brand utilization was used as the independent variable in the test, and life satisfaction as the dependent
variable in this test.
Monthly Shopping items

Figure 1: Monthly shopping items
In this graph the frequency distribution the students demonstrated in the context of “Monthly Shopping Items”.
Categories of money are also demonstrated in this graph, which they consumed on purchase of different branded items.
This graph demonstrates that 54% of students spent 1 to 3000 rupees on clothes every month, only 1.29 % of students
spent more than 8000 rupees on clothes every month. This graph demonstrates that only 37.1% of students spent 1 to
3000 rupees on gifts for friends. This graph further demonstrates that only 20.3% of students spent 1000 to 3000 rupees
on mobile every month. This graph further demonstrates that only 38.4% spent 1 to 3000 rupees on daily food. This
graph further demonstrates that only 30.9% spent 1 to 3000 rupees on the study and only 2.1% spent more than 8000
rupees on the study. This graph further demonstrates that only 38.2% spent 1 to 3000 rupees on an outing with friends
and only 4.9% spent more than 8000 rupees on an outing with friends. This graph further demonstrates that only 10.1%
spent 1 to 3000 rupees on the trip and only 3.6% spent more than 8000 rupees on the trip. This graph further
demonstrates that only 1.3% spent 1 to 3000 rupees on charity and only 2.1% spent more than 8000 rupees on charity.
This graph further demonstrates that only1.0% spent 1 to 3000 rupees on sports and only 3.4% spent more than 8000
rupees on sports items every month. This graph further demonstrates that only 3.6% spent more than 8000 rupees on
leisure activities items every month. This graph further demonstrates that only2.9% spent 1 to 3000 rupees on their
hobbies and only 2.1% spent more than 8000 rupees on their hobbies every month. This graph further demonstrates that
only 0.8% spent 1 to 3000 rupees on sports and only 2.1% spent more than 8000 rupees in clubs every month. The
significant findings of the graph indicate that the majority of students, i.e., (54.0) % spent money on purchasing clothes.
This graph demonstrates that most students are tended to purchase apparel products instead of others items like clubs,
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hobbies, leisure activities, sports, charity, trips, mobile, outgoing with friends, study, gifts for friends. This graph further
demonstrates that most students spent less money on charity and leisure activities.
Life Satisfaction
Scale
I am satisfied about everything in my life
I don't feel life is going in right direction
Conditions of my life are not excellent
If I could live my life forever, I would change
almost nothing
In most ways my life is close to my ideal
So, for I have gotten the important thing I want in
life
I always feel sadness
I always contentment
I am a healthy person
I feel life is good
I feel fully mentally alert
I feel I am successful in life

Strongly
Agree
1.3%
1.3%
1.0%

Agreed Neutral Disagreed Strongly
disagreed
59.5% 22.9% 15.3%
1.0%
7.0%
17.7% 15.8% 58.2%
8.6%
28.8% 15.6% 46.0%

0.0%

34.8%

13.5%

47.8%

3.9%

1.3%

38.4%

25.2%

33.8%

1.3%

1.3%

48.3%

14.8%

32.2%

3.4%

2.6%
2.6%
2.6%
2.6%
2.6%
1.3%

28.6%
58.2%
68.8%
66.5%
46.5%
55.6%

9.6%
20.5%
9.6%
11.4%
22.1%
16.4%

54.3%
16.4%
16.4%
18.2%
27.5%
25.5%

4.9%
2.3%
2.6%
1.3%
1.3%
1.3%

This table demonstrates frequency distribution according to “Life Satisfaction”. The life Satisfaction scale has been
used in this table to determine life Satisfaction levels among the students. The students responded according to their
life satisfaction level. The value of the question also demonstrates like “I am satisfied with everything in my life” most
of the students, i.e. (59.5) % agreed on this question. In comparison, 22.9% remained neutral and 15.3% have
disagreed, and only 1.0% strongly agreed. It further demonstrates the values of the statement “I don't feel life is going
in the right direction” most of the students i.e. (58.2) % disagreed with the statement. In comparison, 15.8% remained
neutral, and 17.7% agreed. Value of this statement also demonstrated “Conditions of my life are not excellent” mostly
students, i.e., (46.0) % ware disagreed, with this statement. In comparison, 15.6% remained neutral. Only 28.8%
agreed. It also demonstrates the value of this statement “If I could live my life forever I would change almost nothing”
most of the students, i.e. (47.8) % has disagreed. In comparison, 13.5% remained neutral. Only 34.8% agreed. It also
demonstrates the value of this statement “In most ways, my life is close to my ideal” most of the students, i.e. (38.4) %
agreed. In comparison, 25.2% remained neutral. Only 33.8% disagreed. It also demonstrates the value of this statement
“So for I have gotten the important thing I want in life” most of the students, i.e. (48.3) % agreed. In comparison,
14.8% showed a neutral response and 32.2% disagreed. It also demonstrates the value of this statement “I always feel
sadness” most of the students, i.e. (54.3) % opposed the statement. In comparison, 9.6% showed a neutral response.
Only 28.6% agreed. It also demonstrates the value of this statement “I always contentment” most of the students, i.e.
(58.2) % agreed. In Comparison, 20.5% showed a neutral response. Only 16.4% disagreed. It also demonstrates the
value of this statement “I am a healthy person” most of the students, i.e. (68.8) % agreed. In comparison, 9.6% showed
a neutral response. Only 16.4% disagreed. It also demonstrates the value of this statement “I feel life is good” most of
the students, i.e. (66.5) % agreed. In comparison, 11.4% showed a neutral response. Only 18.2% disagreed. It also
demonstrates the value of this statement “I feel fully mentally alert” most of the students, i.e. (46.5) % agreed. In
comparison, 22.1% showed a neutral response. Only 27.5% disagreed. It also demonstrates the value of this statement
“I feel I am successful in life” most of the students, i.e. (55.6) % agreed. In comparison, 16.4% showed a neutral
response and only 25.5% disagreed.
DISCUSSIONS
The study mainly focused on the growing tendency of brands utilization and its effects on the life satisfaction of
university students. The results show that brands utilization have adverse relations with the life satisfaction of university
students (Proctor, C. 2014), in this study the researchers selected a linear regression analysis test for better interpretation
of results.
The results show that life satisfaction is not dependent on brand utilization and the students who used branded products
are not satisfied. It’s meant that branded products are not valuable in their lives. They can get satisfaction by using local
products. No doubt, brand products have significant demands on a global level, but these products cannot enhance the
satisfaction level of people. Branded products are expensive and the majority of people can’t afford these products on
daily basis. Brands products of good quality and multiple choices, yet are unable to satisfy people (Powdthavee &
Vignoles 2008). Growing demands of luxury brands may also create depression or anxiety among youth who cannot
afford branded products (McKnight et al., 2002). This research was conducted on students of Universities, the majority
of students in this research belongs to the middle class. Therefore, they are unable to afford these expensive brand
products. Students in this study went occasionally went shopping; It means that they don’t have enough resources to buy
brand products on a daily, weekly, or monthly basis. Sometimes, brand products create anxiety or depression among the
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youth, For instance, those who afford branded product creates inferiority complex for those who can’t afford the branded
product. Therefore, in this context brands consumption is negatively correlated with the life satisfaction of youth.
The term popular is not dependent on brand adoption. According to the students of universities, they don’t believe that
utilization of branded and high-end products make them more famous or popular in front of others students. They also
don’t think that wearing brands lead them toward a more respectable figure in society. It shows entirely a negative
relation with brand adoption and respect factor.
CONCLUSION
The recent research mainly focused on the growing tendency of brands utilization and its effects on the life satisfaction
of university students. In this study, the researcher used a convenient sampling technique for data collection. The tool of
data collection was a questionnaire. In this study, the researcher used the Raosoft calculator for sampling distribution.
The findings of the present study showed the negative relationship of brand utilization with the life satisfaction of youth.
Findings showed that most students get pocket money ranging from 1000 to 5000 rupees. The current study also negates
the results of Ahmad, W. et al., 2013, who concluded that young students spend the major share of pocket money to
purchase branded products. Surprisingly, a small number of respondents who owned lower ‘pocket money to buy brand
products, responded that “money is not a hindrance” in building attitude and aims. The results of this study showed that
the majority of the students spent 1000 to 3000 rupees on shopping every month.
This research concluded that students used to go shopping occasionally and a maximum number of students buy highend products like cosmetics after every 04 weeks. Since not all things are explicitly expressed constantly but researchers
provide information to readers that assist them to figure out the real story, Analysis concluded that brand utilization has
negative relation with the life satisfaction of universities students.
LIMITATION AND STUDY FORWARD
The research was limited to four Universities of Pakistan, three from Punjab Province (University of Sargodha,
Bahauddin Zakriya University Multan, and Punjab University Lahore) and one from Capital city (Quaid-e-Azam
University Islamabad). Data was collected through a convenient sampling method. The selection of students was limited
to 385 students from four universities to find out the emerging tendency of brands utilization and its impacts on life
satisfaction.
RECOMMENDATIONS
Recommendations are based on the results of this study; brand utilization has a significant negative association with the
life satisfaction of university students. Therefore, universities may opt measures to change life style and enhancement of
life satisfaction level of their students.
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