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Analysis of research trends in studies of the relationship between
brand alliances and their impact on consumer attitudes and
purchase intentions Meta-analysis study

Ms.Hedia Abd Elkader Gamal Eldein Mourad*
Abstract:
This research aims to monitor and evaluate the most prominent research and
theoretical trends in the field of the impact of brand alliance strategies, through
analysing the contributions of researchers, whether in published scientific studies
and research, or Arab and foreign master's and doctoral theses on the relationship
between brand alliances and consumer attitudes and purchasing intentions, with the
aim of providing an in-depth vision of research trends in this field, in addition to
proposing a new research agenda, and presenting a proposed model for the most
prominent factors affecting consumer attitude and purchasing intentions towards
brand alliances.
This research belongs to the descriptive analytical research, and relies on meta-
analysis method, for research and studies published in specialized journals in
communication and marketing, or submitted for a master's or doctoral degree,
between the years (2014-2024), and the study relied on the intentional sample
method in selecting the research subject to analysis according to the variables of
the research topic and the year of publication .
The research results concluded that studies were not interested in a comprehensive
study of the success factors of the brand alliance, but rather focused on studying
specific factors, and neglected the others, while some studies were interested in
examining the relationship between fit among the allied brands and the consumer's
evaluation of the alliance, others were interested in studying the relationship
between the characteristics of the allied brands (brand equity —brand familiarity-
brand attitude) and the consumer's evaluation of the brand alliance.
The results also emphasized the need to conduct further studies to identify success
factors of brand alliances in different cultural contexts, especially in Egypt and
Arab countries. The research results showed that brand alliances contribute to
forming positive attitudes towards allied brands and increase purchasing intentions.
The results also confirmed the existence of different reasons for the success of the
alliance depending on the marketing contexts, as the strength and size of the impact
differ depending on the industry (goods - services). However, by analysing the
studies, it became clear that fit between allied brands is the most_important factor
for the success of the alliance, regardless of the difference in the type of alliance
strategy and industry.

Keywords: Brand alliance - Consumer attitudes- Purchase intentions
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