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Abstract

A brand is a distinguishing name and/or symbol (such as a logo, trademark, or.
package design) intended to identify the goods or services of either one seiler or a
group of sellers, and to differentiate those goods or services from those of
competitors. A brand thus signals to the customer, the sources of product, and protects
both the customer and the producer from competitors who would attempt to provide
products that appear to be identical. Concept of brand equity (Aaker, 1991) is a key
successful to create both brand-building and brand value.

The research objective explores the creating brand value by formulating brand
equity as a strategic weapon for creating value of a brand and adding up the marketing
mix elements (distribution intensity, price, store image, and advertising) related to the
dimensions of brand equity, that is, perceived quality, brand loyalty, brand
awareness/associations. Finally, this research also focuses on demographic which
consist of gender, marital status, age, education levels, occupation, and income levels.
The data analysis presentation and ir;terpretation based on the data of 400 samples
collected from respondents who are NOKIA’s users in Bangkok area. The correlation
analysis is used for testing relationship among brand value and its elements, brand
equity and its dimensions, and marketing mix elements.

For conclusions, all of sixteen hypotheses testing in this research was rejected
HO. These mean that there are relationships between two variables. Although some
hypotheses shown the weak relationship. Brand awareness/associations had a few
effects to .price premium. Perceived quality and brand loyalty are weak related to
create brand extensions. Advertising ranked number one compared among marketing

mix elements. A successful advertising campaign and distribution intensity of NOKIA

enhances strongly brand awareness/associations. Finally, brand equity is strongly . *"



related to brand value. Therefore, two sub-elements (price premium and brand
extensions) of brand value are significant benefit of a brand to generate financial
value. In summary, this stud'y shows the importance and roles of various marketing
mix elements in building strong brand equity. To enhance the strength of a brand,
marketers must invest in advertising, distribute through retalil stores with good
images, increases distribution intensity. As for price, high brand equity may allow a
company to charge a higher price because customers are willing to pay premium
prices. Finally, high brand equity implies that customers have a lot of positive a strong
associations related to the brand, perceived the brand is of high quality, and are loyal
to the brand. These are the positivé potential benefit that the firm will gain economic

value (brand value) in the future



Acknowledgement

The successful completion of this thesis was not possible all alone but instead it
was teamwork. Hence, [ would like to grab this opportunity to express my gratitude to
all those people and institution that have in some or the other way involved
themselves in assiéting me in the completion of this thesis.

First of all, I would like to thank my advisor, Dr. Sirion Chaipoopirutana, for
her deep indebtedness. Without her support this thesis would never have completed. 1
would also like to thank my committee members, Dr. Tang Zhimin and Prof. Dr.
Ishwar Chandra Gupta for their support and guidance on the thesis proposal preview.

Secondly, I would like to thank my family for their great pleasure and
inspiration throughout the achievement of this thesis. Finally, I would like to thank

my friends for their utmost enthusiastic and support me on this thesis.



§t. Gabriel's Library, Au

Table of Contents

Abstract
Acknowledgement
Table of Contents
List of Tables

List of Figures

Chapter I: Generalities of the Study
1.1 Introduction

1.2 Research Objective

1.3 Statement of Problem

1.4 Scope of Objective

1.5 Limitations of Research

1.6 Significance of Study

1.7 Definition Terms

Chapter II: Review of Related Literatures and Studies
2.1 Brand Value

Price Premium

Brand Extensions
2.2 Brand Equity

Perceived Quality

Brand Lbyalty

Brand Awareness

Brand Associations

v

Page

iii
iv
vil

X

10
11
12
13

14



St. Gabriel's Library, Au

2.3 Marketing Mix Elements
Distribution Intensity
Pn'cé
Store Image
Advertising

2.4 Previous Study

Chapter III: Research Frameworks

3.1 Theoretical Framework

3.2 Modified Conceptual Framework

3.3 Research Hypotheses

3.4 Operationalization of the Dependent Variables
Brand Value

3.5 Operationalization of the Independent Van'élbles
Brand Equity

Marketing Mix Elements

Chapter IV: Research Methodology

4.1 Research Methods Used

4.2 Respondents and Sampling Procedures
4.3 Research Instrument/Questionnaires

4.4 Pretests

4.5 Collection of Data/Gathering Procedures

4.6 Statistical Treatment of Data

16
16
16
17
17

19

22
22
23

25
30
30
30
31

32

33
33
34
36
38
39

40



Chapter V: Presentation of Data and Critical Discussion of Results

5.1 Socioeconomic Characteristics of All Respondents

5.2 Hypothesis Testing

Chapter VI: Summary, Conclusions and Recommendations

6.1 Summary of Findings
6.2 Conclusions
6.3 Recommendations

6.4 Further Study
References

Appendix‘A: Questionnaires

English Version

Thai Version

Appendix B: Reliability of Questionnaires
Appendix C: Independent Sample T-Test

Appendix D: The Analysis of Variance (ANOVA)

vi

45

50

70
70
78
80

82

84

86
87 .
89
92
g5

2%



St. Gabriel's Library, Au
List of Tables

Table 3.1: Operationalization c;f Brand Value Characteristics

Table 3.2: Operationalization of Brand Equity Characteristics

Table 3.3: Operationalization of Marketing Mix Elements

Table 4.1: Reliability Analysis-Scale (Cronbach’s Coefficient Alpha)
Table 4.2: ANOVA Summary

Table 4.3: The Interpreting the Correlation Coefficient

Table 5.1: Summary of Socioeconemic Characteristics of All Respondents
Table 5.2: Summary of Description along Elements of Brand Value

Table 5.3: Summary of Description along Dimensions of Brand Equity
Table 5.4: Summary of Description along Marketing Mix Elements

Table 5.5: Reliability Analysis-Scale (Cronbach’s Coefficient Alpha)

Table 5.6: The Analysis of Relationship between Brand Value and Brand Equity

Using Correlation Coefficient

Table 5.7: The Analysis of Relationship between Perceived Quality and Price

Premium Using Correlation Coefficient

Table 5.8: The Analysis of Relationship between Perceived Quality and Brand

Extensions Using Correlation Coefficient
Table 5.9: The Analysis of Relat_ionship between Brand Loyalty and Price

Premium Using Correlation Coefficient

Table 5.10: The Analysis of Relationship between Brand Loyalty and Brand

Extensions Using Correlation Coefficient

vil

Page
30
31
32
39
41
43
46
48
49
49

50

53

54

85

56

Table 5.11: The Analysis of Relationship between Brand Awareness/Associations 57

and Price Premium Using Correlation Coefficient



8t. Gabriel's Library, Au
viii

Table 5.12: The Analysis of Relationship between Brand Awareness/Associations 58
and Brand Extensions Using Correlation Coefficient

Table 5.13: The Analysis of Rélationship between Distribution Intensity and 59
Perceived Quality Using Correlation Coefficient

Table 5.14: The Analysis of Relationship between Distribution Intensity and 60
Brand Loyalty Using Correlation Coefficient

Table 5.15: The Analysis of Relationship between Distribution Intensity and 61
Brand Awareness/Associations Using Correlation Coefficient

Table 5.16: The Analysis of Relationship between Price and Perceived Quality 62
Using Correlation Coefficient

Table 5.17: The Analysis of Relationship between Store Image and Perceived 63
Quality Using Correlation Coefficient

Table 5.1I8: The Analysis of Relationship between Store Image and Brand 64
Awareness/Associations Using Correlation Coefficient

Table 5.19: The Analysis of Relationship between Advertising and Perceived 65
Quality Using Correlation Coefficient

Table 5.20: The Analysis of Relationship between Advertising and Brand 66
Loyalty Using Correlation Coefficient

Table 5.21: The Analysis of Relationship between Advertising and Brand 67
Awareness/Associations Using Correlation Coefficient

Table 5.22: Summary of Results from Hypotheses Testing 69



List of Figures

Figure 3.1: A Theoretical Framework of Brand Equity

Figure 3.2: A Modified Conceptual Framework of Bridging the Gap between

Brand Value and Customer Value

Figure 3.3: The Construction of Directional Relationship Path among the

Varlables

Page
23

24

29



Chapter I

Generalities of the Study

1.1 INTRODUCTION

A brand is a distinguishing name and/or symbol (such as a logo, trademark, or
package design) intended to identify the goods or services of either one seller or a
group of sellers, and to differentiate those goods or services from those of
competitors. A brand thus signals to the customer, the sources of product, and protects
both the customer and the producer from competitors who would attempt to provide
products that appear to be identical. Although brands have long had a role in
commerce, it was not until the twentieth century that branding and brand associations
became so central to competitors. In fact, a distriguishing characteristic of modern
marketing has its focus upon the creation of differentiated brands. Unique brand
associations have been established using product attributes, names, packages,
distribution strategies, and advertising. The idea has been to move beyond
commodities to branded products-to reduce the primary of price upon the purchase
decision, and accentuate the bases of differentiation.

- One such intangible asset is the equity represented by a brand name. For many
businesses the brand name and what it represents are its most important assets-the
basis of competitive advantage and of the future earning streams. The value of brand-
building activities on future peffonnancc is not easy to demonstrate. The challenge is
to understand better the links between brand assets and future performance, so that
brand-building activities can be justified. In fact, that many brands fail to reach their
potential or maintain their equity is neither surprising nor puzzling when the various
pressure against building strong brand are examined. What are the assets that underlie

brand equity? How do they relate to future performance?



From Aaker’s (1991) proposal, he defined the concept of brand equity and its
dimensions including perceived quality, brand loyalty, brand awareness, brand
associations, and other propriétaly brand assets. The brand equity can create value for
both the customer and the firm. Providing value to the customer, brand equity assets
generally add or subtract value for customers. They can help them interpret, process
and store huge quantities of information about products and brands. They can also
affect customers’ confidence in the purchase decision (due to either past-use
experience or familiarity with the brand and its characteristics). Potentially more
important is the fact that both perceived quality and brand associations can enhance
customers’ satisfaction with the use experience. Providing value to the firm, as part of
its role in adding value for the customer, brand equity has the potential to add value
for the firm by generating marginal cash flow in many ways. It can enhance programs
to attract new customers or recapture old ones. Enhanced customer loyalty is
especially important in buying time to respond when competitors innovate and obtain
product advantages. It will usually allow higher margins by permitting both premium
pricing and reduced reliance upon promotions. Finally, brand equity can provide a
platform for growth via brand extensions.

This study explores the creating brand value by formulating brand equity. The
researcher sets brand equity as a strategic weapon for creating value of a brand by
investigating among their elements. Then, the researcher adds up the marketing mix
elements (distribution intensiﬁ, price, store image, and advertising) related to the
dimensions of brand equity, that is, perceived quality, brand loyalty, brand

awareness/associations.
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1.2 RESEARCH OBJECTIVES
The main purpose of the researcher’s study is to investigate brand value created

by brand equity that is influenced by selected marketing mix elements. Therefore, the
researcher assumes the research objectives as following.

a) Developing the framework of brand equity and brand value.

b) Identifying relationship between brand value and brand equity.

¢) Examining relationship between the elements of brand value and dimensions

of brand equity.
d) Identifying the performance of selected markeﬁng mix elements on the

dimensions of brand equity.

1.3 STATEMENT OF THE PROBLEM
The researcher examines sixteen problems for supporting research objectives.

The researcher classifies two groups. The first group focuses on the relationship
between brand value and brand equity and the relationship between the elements of
brand value and the dimensions of brand equity. Another group investigates on the
influencing selected marketing mix elements on the dimensions of brand equity.
These statement of the problem are as following.
Group I: |
The Relationship between Brand Value and Brand Equity

1) Is there a relationship bétween brand value and brand equity?
The Relationship between Elements of Brand Value and Dimensions of Brand Equity

2) Is there a relationship between perceived quality and price premium?

3) Is there a relationship between perceived quality and brand extensions?

4) Is there a relationship between brand loyalty and price premium?

5) Is there a relationship between brand loyalty and brand extensions?
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6) Is there a relationship between brand ' awareness/associations and price
premium?
7) Is there a relationship ‘between brand awareness/associations and brand
extensions?
Group II:
The Relationship between Marketing Mix Elements and Dimensions of Brand Equity
8) Is there a relationship between distribution intensity and perceived quality?
9) Is there a relationship between distribution intensity and brand loyalty?
10)is there a relationship between distribution intensity and brand awareness
/associations?
11) Is there a relationship between price and perceived quality?
12} Is there a relationship store image and perceived quality?
13) Is there a relationship between store image and brand awareness/associations?
14) Is there a relationship between advertising-and perceived quality?
15) Is there a relationship between advertising and brand loyalty?-

16) Is there a relationship between advertising and brand awareness/associations?

1.4 SCOPE OF RESEARCH

The target population of this study is users who have use experience in Bangkok
area to assess the customers’ perception through the brand and the product category of
this research is only mobile phone industry. The researcher chooses NOKIA brand for
measuring relationship between brand value and brand equity, and influencing
marketing mix elements through dimensions of brand equity. NOKIA is a popular
mobile phone and a market leader by gained 44.7 percent of market share in Thailand,

whereas SIEMENS is a major competitor by covered 18.20 percent from total market.



1.5 LIMITATION GF RESEARCH

For the limitation of research, firstly, the researcher uses perceptual, not actual,
measures of marketing mix eléments and brand value. It would be meaningful from a
managerial perspective to use hard marketing data and value of brand from secondary
sources, such as scanner data or data from the firms that are marketing the focal
brands. Therefore, the researcher uses a field survey method to test the research
hypotheses. Hence, the researcher calls on the future research to examine the effect of
actual marketing variables on brand equity. Secondly, the researcher’s study examines
the effect of individual brand value, dimensions of brand equity and marketing mix
elements variables and does not investigate the interaction among each. Future
research should explore the interaction among them. Finally, a major conceptual
limitation is that the researcher’s model tests only a few marketing efforts including
distributi;:»n intensity, price, store image, and advertising. The further study to

examine more marketing mix elements, such as, price deals and sponsorship.

1.6 SIGNIFICANT OF THE STUDY

The result of research, firstly, as a perceptual tool helps brand or product
managers to measure the performance of marketing mix programs provided vlallue to
firm and customers. Secondly, knowing how certain marketing activities contribute to
or hurt brand equity will enable marketing managers to develop effective marketing
plan. Managers need to promote brand-building activities and decrease or avoid
brand-hurting activities. Thirdly, as an effective guideline for brand and product
managers measures brand equity and its dimensions of the firm. The various
dimensions of brand equity are not equally important in all market. Finally, brand and
product managers get benefits from this research using customers’ perception to

evaluate the potential benefits of brand value.



1.7 DEFINITION OF TERMS

Advertising: is the means by which the firms attempt to inform, persuade, and
remind customers.

Brand Associations: can be anything that connects the customer to the brand. It
can include user imagery, product attributes, use situations, brand personality,
organizational associations, and symbols.

Brand Awareness: is an often undervalued assets; however, awareness has been
shown to affect perceptions and even taste. People like the familiar and are prepared
to ascribe all sorts of good attitudes to items that are familiar to them.

Brand Equity: was defined as the brand assets (or liabilities) linked to brand
name and symbol that add to (or subtract from) a product or service. These assets can
be grouped in four dimensions; perceived quality, brand loyalty, brand awareness, and
brand asséciations. These four dimensions guide brand development, management,
and measurement.

Brand Extensions: The use of brand name established in one product class to
enter another product class, have been the core of strategic growth for a variety of
firms.

Brand Loyalty: The extent to which consumer shift among brands; specially, it
is the inverée of the amount of shifting.

Brand Value: Brands are seen to be of economic value to their owners through
their ability to differentiate products and services from competitive offers.

Consumer Brand equity: is the underlying customer- and market-related
components of brand equity.

Distribution Intensity: is products placed in a large number 6f stores to cover the

market.

Financial Brand Equity: is the financial value of the brand for the company.



Marketing Mix Elements: is the set of marketing tools that the firm uses to
pursue its marketing objectives in the target market. McCarthy classified these tools
into four broad groups that hc' called the four Ps of marketing: product, price, place,
and promotion.

Perceived Quality: is a special type of association, partly because it influences
brand associations in many contexts and partly because it has been empirically shown
to affect profitability (as measured by both ROI and stock return).

Price: is the one revenue-generating element of the marketing mix.

Price Premtum: producing a high-quality product and charging the highest price.

Store tmage: is defined as “set of mterdependent érganizations involved in the

process of making a product or service available for use or consumption.



Chapter II

Review of Related Literature and Studies

This chapter explores the theories of dependent and independent variables to
supporting research objectives. The dependent variables are brand value including
price premium, and brand extensions. The independent variables are brand equity
(perceived quality, brand loyalty, and brand awareness/associations) and marketing

mix elements (distribution intensity, price, store image, and advertising).

2.1 BRAND VALUE

There is a natural desire to obtain an estimate of the financial value of a brand.
Knowing the brand’s value help to calibrate brand-building investments, and changes
in value can assist in the evaluation of marketing programs. Brand value mostly
consists of price premium, and brand extensions.

Price Premium

Aaker (1996) proposed, price premium is the producing a high-quality product
and charging the highest price. A basic indicator of loyalty is the amount a customer
will pay for the brand ilil comparison with another brand offering similar or fewer
benefits. This is called the price premium associated with the loyalty of brand, and it
may be high or low and positive or negative depending on the two brands involved in
the comparison. In measuring price premium, or any brand equity measure, it is useful
to segment the market by loyalty. For example, the market might be divided into loyal
buyers of the reference brand, customers who are brand switchers, and non-customers.
Each group, of course, will have a very different perspective on the equity of the
reference brand. Aggregating over loyalty groups will provide a less sensitive

measurement and will cloud the strategic interpretation of the brand equity profile.



The price premium measure is defined with respect to a competitor or a set
competitors, who must be clearly specified. A set of competitors 1s usually preferred
for measurement, because the brand equity of a single competitor can decline while
the equity of other competitors remains stable. In such a case, using only the declining
competitor as a point of comparison would give an erronecous perspective of the
brand’s health.

Price premium is a single measure of brand equity available, because it directly
captures the loyalty of customers in a most relevant way. If they are loyal, they should
logically be willing to pay a price premium; if they are not willing to pay more, the
loyalty level is shallow.

Howard (1994) developed a perceived quality advantage gives the option of
charging a premium price. The information that leads to perceptions of perceived
quality z;ffects the evaluation of price level for specific brands. It can increase profits
or provide resources to reinvest in, for example, brand-building activities. If, instead,
the brand is priced competitively, it should yield a larger customer base, higher brand
loyalty, and more effective marketing mix programs.

A direct positive path is proposed between perceived price premium and
prepurchase price fairness (Hubbard 1998; Rao and Bergen 1992; Rao and Monroe
1996). Rao and Monroe define price premium as the difference between a high price
and the perfectly competitive price for high-quality output.

Brand Extensions |

Aaker (1991) defined the use of brand name established in oﬁe product class to
enter another product class, have been the core of strategic growth for a variety of
firms. Brand extensions are a natural strategy for the firm looking to grow by
exploiting its assets. The most real and marketable assets of many firms are the brand

names that they have developed. Thus, one strategic growth option is to exploit that
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assets by using it to penetrate new product categories or to license it to others for use
therein. Another option is to acquire a firm with a brand name, which can provide a
platform for future growth via‘ brand extensions.

Smith and Park (1992) indicate that a brand extension strategy offers many
advantages. A recent study found that brand extensions capture greater market share
and realize greater advertising efficiency than individual brands. A well-regarded
brand name helps the company enter new product categories more easily and gives a
new product instant recognition and faster acceptance. Brand extensions also save the
high advertising cost usually required to familiarize consumers with a new brand
name.

At the same time, a brand extension strategy involves some risk. If an extension
brand fails, it may harm customer attitudes toward the other products carrying the
same brand name. Further, a brand name may not be appropriate to a particular new
product, even if it is well made and. And a brand name may lose its special
positioning in the consumer’s mind through overuse. Brand dilution occurs when
consumers no longer associate a brand with a specific product or even highly similar
products. As Smith and Park discussions, many of the benefits that accrue to brand

extensions result from the effect of the strategy on consumer information processing

and decision making.

2.2 BRAND EQUITY

Brand Equity (Aaker, 2000: p.17) was defined as the brand a;ssets (or liabilities)
linked to brand name and symbol that add to (or subtract from) a product or service.
These assets can be grouped in to four dimensions: perceived quality, brand loyalty
brand awareness, and brand associations. These four dimensions are useful guide of

. brand development, management, and measurement.
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Perceived Quality 32874 «.¢

Perceived quality (Aaker, 1991) is a special type of association, partly because
it influences brand associati;)ns in many contexts and partly because it has been
empirically shown to affect profitability (as measured by both ROI and stock return).
That perceived quality should provide a reason for the customer to buy is not at all
surprising. However, since perceived quality is linked to brand evaluation and
purchase, it should, first, be pursued as a brand objective.

Second, perceived quality also leads to the brand’s differentiation on perceived
quality dimensions. That is a differentiated brand offers the customer a special benefit
and a basis for brand preference,

Third, a perceived quality advantage gives the option of charging a premium
price. The information that leads to perceptions of perceived quality affects the
evaluation of price level for specific brands. It can increase profits or provide
resources to reinvest in, for example, brand-bﬁilding activities. If, instead, the brand is
priced competitively, it should yield a larger customer base, higher brand loyalty, and
more effective marketing mix programs.

Fourth, perceived quality is relevant to retailers and other channel members and
so helps in the distribution of the brand. If the brand is priced lower, it will help the
channel provide value.

A fifth advantage of perceived quality is that it permits the development of |
brand extensions; there is cle& evidence that perceived quality in a brand supports
brand extensions.

Zeithaml (1998; p.3) defines perceived quality as the consumer’s (subjective)

judgment about a product’s overall excellence or superiority”. Personal product
experiences, unique needs, and consumption situations may influence the consumer’s

subjective judgement of quality. High perceived quality means that, through the long-
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term experience related to the brand, consumers recognize the differentiation and
superiority of the brand.

Brand loyalty

Brand loyalty (Aaker, 1991) is often the central feature of brand equity; 1t
greatly reduces competitive action in which the costs outweigh the rewards. It is
different from the other three dimensions of brand equity because it is tied more
closely to use-experience. It is not possible to transfer it to another name or symbol
except by spending substantial funds and foregoing significant sales and profits.

The first benefit of brand loyalty is reduced marketing costs. It is less expensive
to retain a customer than to get a new customer, and loyal customers as an entry
barrier to competitors. Degree of brand loyalty to existing products can be vital to
market entry decisions.

The second benefit of brand loyalty is trade leverage, which is defined as the
willingness to carry a product and to suppoﬁ it. It will get the company space in a
retail store. Trade leverage is particularly important when a company is introducing
brand extensions. This possibility is especially significant to a company considering a’
major market entry, in that it knows it has a better opportunity for a line extension in
the growth or mature stages.

The third advantage of brand loyalty is in attracting new customers, especially
when the purchase is somewhat risky; however, this requires an explicit program.
Loyal customers provide an irﬁagc of the brand as an accepted, successful product
which will be around and will be able to afford service back-up and product
improvements. This can be a powerful attraction to new customers, and will generate

brand awareness through word of mouth, which will encourage others to consider the

brand.
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Finally, brand loyalty creates a company time to respond to competitive threats.
Loyal satisfied customers will not be looking for new products and thus may not learn
of an advancement. Further, fhey will have little incentive to change even if exposed
to the new product. With a high level of brand loyalty, a company can allow itself the
luxury of pursuing a less tisky follower strategy.

Oliver (1997: p.392) defines brand loyalty as “a deeply held commitment to
repurchase or repatronize a preferred product or service consistently in the future,
despite situational influences and marketing efforts having the potential to cause
switching behavior”. Loyal consumers show more favorable responses to a brand than
non-loyal or switching consumers do (Grover and Srinivasan, 1992). Therefore, brand
equity will increase.

Brand Awareness

Brand awareness (Aaker, 1991) is an often undervalued assets; however,
awareness has been shown to affect perceﬁtions and even taste. People like the
familiar and are prepared to ascribe all sorts of good attitudes to items that are
familiar to them.

The first step in building brand awareness is to have a strong brand name to
which other associations with the brand can be attached in the customer’s mind.

The second step is to establish familiarity, with leads to liking the brand. The
more familiar a brand is to customers, the more they are inclined to like it.

Third, name awareness, can serve as a signal of the brand’s presence,
commitment, and substance. Even thought the customers do not kmow much about the
brand, the familiar name is reassuring to them.

Fourth, a brand name that is well known to customers can be the basis for

getting into the customer’s evoked set. This is the set of brands that customer will

- consider buying, as discussed throughout the brand.
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Brand awareness with strong associations forms a specific brand image. Aaker
(1991: p.109) defines brand associations as “anything linked in memory to a brand”
and brand image as “a set of (Erand) associations usually in some meaningful way”.

Brand Associations

Brand associations (Aaker, 1991) are anything that is linked in memory directly
or indirectly to the brand. These associations go over and beyond those that represent
perceived quality to the buyer. There are five ways that these associations provide
value to the customer and try to relate them to other elements of brand equity.

First, as an overview tool, means-end analysis provides three levels of customer
thinking. The bottom level of abstraction is “Attributes,” which refers to the “brand
associations” that customers often use for brand identification. The next level up the
~ ladder of abstraction in the customers’ thinking is “Consequences”. These have to do
with the attitude level of thinking, represented by “Perceived Quality” in brand equity
terms. Finally, the third level comprises the customers “values”, which it will recall
are their major source of motivation and the bases of their attitude benefits and how
strong those benefits are. This is, of course, the foundation of buying, of choosing
among product categories and brands.

.Second, implicit in the above process is the customer building a product
hierarchy, which controls four aspects of the customers’ buying process. It controls
the customers’ search, their attention, their memory, and finally their choice by
bringipg together the brands. |

Third, the customers have a goal hierarchy that guides thém in making their
choice.

Finally, the customers have a sense of perceived risk represented as the inverse
of their confidence in the purchase. This is a very important part of brand

associations, in addition to perceived quality.
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From the foregoing discussion, it is clear that there is reason to believe that
brand equity captures much of the reality of customer buying that has been revealed
by the customer decision mékz:ng.

First, these associations can help summarize a set of facts that would be
expensive to communicate and difficult for the customer to process. In addition, they
can help in the recal] of information during decision making.

Second, these associations can help differentiate a brand from competitors. For
product categories such as wine, perfumes, and clothes, among which most customers
cannot make brand distinctions, the brand name can play a critical role in separating
one brand from another.

Third, these associations can involve customer benefits that provide a specific
reason to buy and use the brand. They also can build credibility and confidence in the
brand, ox; provide an up scale image.

Fourth, these associations can create positive attitudes and feelings that are
transferred to the brand.

Fifth, and very important for marker entry planning, is that the associations can
provide a basis for a franchise extension from the existing brand. This possibility
should be a serious consideration when planning the entry of the primary brand.

Brand associations are complicated and connected to one another, and consist of
multiple ideas, episodes, instance, and facts that establish a solid network of brand
knowledge. The associations are stronger when they are based on many experiences

of exposures to communications, rather than a few (Aaker1991: Alba and Hutchinson

1987).
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2.3 MARKETING MIX ELEMENTS

Marketing mix elements (Kotler 2000: p.15-16) is the set of marketing tools that
the firm uses to pursue its 'rnarketing objectives in the target market. McCarthy
classified these tools into four broad groups that he called the four Ps of marketing:
product, price, place, and promotion.

Distribution Intensity

Distribution is intensive when products are placed in a large number of stores to
cover the market. To enhance a product’s image and get substantial retailer support,
firms tend to distribute exclusively or selectively rather than intensively. It has been
argued that certain types of distribution fit certain types of products. Consumers will
be more satisfied, however, when a product is available in a greater number of stores
because they offered the product where and when they want it (Ferris, Oliver, and
Kluyver; 1989; Smith, 1992). Intensive distribution reduces the time consumers must
spend searching the store and traveling to and from the stores, provides convenience
in purchasing, and make it easier to get services related to the product.

Price

Price is the one revenue-generating element of the marketing mix, and price
premiums are one of the most important benefits of creating brand awareness and
strong, favorable, and unique brand associations.

Customers use price as an important extrinsic cue and indicator of product
quality or benefits. High-priced brands are often perceived to be of higher quality and
less vulnerable to competitive price cuts than low-priced brands (Blattberg and
Winniewski, 1989; Dodds, Monroe, and Grewal, 1991; Kamakura and Russell, 1993,
Milgrom and Roberts, 1986; Olson, 1977). Therefore, price is positively related to

perceived quality. Rao and Monroe (1989) show that a positive relationship between
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price and perceived quality has been supported through previous research. By
increasing perceived quality, is related positively to brand equity.

Store Image

Store image is defined as “set of interdependent organizations involved in the
process of making a product or service available for use or consumption. Store
involves design and management of intermediaries such as wholesalers, distributors,
brokers, and retailers.

The importance of channel design and management as a marketing tool of
increasing brand equity is growing (Srivastava and Shocker, 1991). In a distribution
channel, retailers encounter a firm’s ultimate consumers. Selecting and managing
retailers is therefore a firm’s major marketing task in satisfying consumers’ needs. In
particular, distributing through good image stores signals that a brand is of good
quality, Dodds et al. (1991) find significant positive effects of store image on
perceived quality. The store name is a vital -extrinsic cue to perceived quality. The
quality of a given brand is perceived differently depending on which retailer offers it.
Customer traffic will be greater in a store with a good rmage than in one with a bad
image. Good-image stores attract more attention, contacts, and visits form potential
customers. In addition, such stores provide greater consumer satisfaction and
stimulate active and positive word-of-mouth communications among consumers (Rao
and Monroe, 1989; Zeithaml, 1988). Therefore, distributing a brand through an outlet
with a good image will create more positive brand associations than distributing
through an outlet with a bad image. |

Advertising

Advertising is the means by which the firms attempt to inform, persuade, and
remind customers. The one of marketing communications is advertising defined as

any paid form of non-personal presentation and promotion of ideas, goods, or services
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by an identified sponsor. Advertising plays an important and often controversial role
in contributing to brand equity.

Overwhelmingly, advez:tising the researchers found advertising is successful in
generating brand equity, whereas sales promotion is unsuccessful (Boulding, Lee, and
Staelin, 1994; Chay and Tellis, 1991; Johnson, 1984: Lindsay, 1989; Maxwell, 1989).
Simon and Sullivan (1993) find a positive effect of advertising spending on brand
equity Cobb-Walgren, Beal, and Donthu (1995) find that the dollar amount spent on
advertising has positive effects on brand equity and its dimensions.

Advertising is an important extrinsic cue signaling product quality (Milgrom
and Roberts, 1986). Heavy advertising spending shows that the firm is investing in the
brand, which implies superior quality (Kimani and Wright, 1989). In addition,
Archibald, Haulman, and Moody (1983) find that advertising spending levels are
good indicators of not only high quality but also good buys. Aaker and Jacobson
(1994) also find a positive relationship betﬁeen advertising and perceived quality.
Hence, advertising spending is positively related to perceived quality, which leads to
higher brand equity.

Advertising plays a pivotal role in increasing brand awareness as well as
creating strong brand associations. Repetitive advertising schedules increase the
probability that a brand will be included in the consideration set, which simplifies the
consumer’s brand choice, making it a habit to choose the brand (Hauser and
Wemerfeldt, 1990). Thus, a greater amount of advertising is related positively to
brand awareness and associations, which leads to greater brand equity. In addition,
according to an extended hierarchy of effects model, advertising is positively related

to brand loyalty because it reinforces brand-related associations and attitudes toward

the brand (Shimp, 1997).
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2.4 PREVIOUS STUDY

Nowadays, many modem companies are facing their toughest competition ever,
how companies can go about -winm'ng customers and outperforming competitors. The
answer lies in doing the better job of meeting and satisfying customer needs. Only
customer-centered companies are adept at building customers, not just products. The
fulfillment of a customer’s need and want is called value delivery. Many researchers
spend much more time focusing on the improvement and measurement of both brand
value and customer value to meet customers needs as shown in following researches:

Knox and Maklan (1998) proposed a new concept model of a fundamental
change in the purchasing motivation and behavior of customers and the methods by
which companies meet these new customer expectations. Knox and Maklan define
that companies are re-examining their fundamental assumptions about the way in
“which phqy define and deliver value to their customers. Marketing and brand
strategies successfully deployed in the 1980s and 1900s are longer sufficient to ensure
continues profitable growth, customer loyalty and competitive advantage. Today,
global competition offers everyone a meaningful choice of equally competent
suppliers. The sharp-end of creation customer value lies with the organization’s
ability to; customize pfoducts and services, direct complex supply chains on behalf of
customers, provide pre-sales advice and post-sales service, maximize customer
convenience, and work effectively within alliances on behalf of customers.

Zinaida (2001), C'ompetiz-ive Aspects of Brand Value for Passenger Cars: The
Inverse Demand Model Analysis. This paper attempts to extend .the market-related
approach to areas such a;j the automobile market, where no nonbranded products
exist. Their approach is based on the existence of a secondary market for cars in the
form of the car dealership system. This arrangement means that there are two prices

for automobiles, the invoice price and the manufacturer suggested retail price
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(MSRP). The inverse demand function approach is applied to that part of the MSRP
directly associated with the secondary market. In the adjusted form, the inverse
demand function involves th; types of variables: the competitive brand value (CBV)
and consumer value (CCV). This paper models the consumer value variable via
clusters of CCV equivalent cars that can be identified using the data provided by
experts on the competition for each of the new car models on the market. If these
clusters are found, the estimation of the competitive brand values can be made for
brands present in other CCV equivalent clusters. Their model has been validated for
the passenger car market segment, thus allowing estimation of the relative competitive
brand value of eleven major brands. The results suggest possible ways to improve the
process of categorizing car models, and have implications for production, price
management, and consumer choice. By modé:ling the inverse demand function based
on CCV and CBY, this paper extends Sullivan's (1988) approach to include car
models beyond twin cars. Additionally, the results indirectly confirm Sullivan's
(1988) finding on the relative importance of parent brand (e.g., Toyota) over specific
brand (e.g., Corolla).

Schwarze (2001), 4 Model of Forecast the Effects of Price Change on Brand
Loyalty of Non-durable, Consumer Packaged Goods in a Competitive Environment.
Maintaining brand loyalty is a problem facing many consumer goods manufacturers
in a competitive environment. This dissertation deals with the effects of price changes
on brand loyalty. The purpose of this dissertation is to .develop a model describing
consumer reaction in terms of retaining brand loyalty as prices change and to describe
the importance of product quality and brand strength as causal factors on maintaining
brand loyalty. Previous literature studied the importance of the factors of coupon
usage, advertising, product development, brand value, and perceived quality levels on

brand loyalty. Consumer reactions to price changes given brand attitude levels,



quality levels, promotion and advertising levels for laundry detergent and hot dogs are
hypothesized. In this study, consumers were asked their intentions of repurchasing
their preferred brand given various levels of price changes. Responses were then
separated by levels of brand loyalty, levels of market share, coupon usage, brand
value, and perceived quality levels. Price elasticities were calculated for different
levels and categories. It was concluded that price elasticities are dependent upon
quality levels and that price sensitivity behaves in multi-tier fashion with respect to
quality levels. The deterministic model shows quality levels and product innovation as
predominant causal variables in predicating brand loyalty. Methodology for
developing a deterministic model to predict brand loyalty and to measure price
sensitivity is discussed, Results are discussed with recommendations for future study
enabling generalization of brand loyalty model construction to other products, with
considel-'ation. to factors such as high involvement products and the separation of
normal and inferior products.

Yoo, Donthu, and Lee (2000), An Examination of Selected Marketing Mix
Elements and Brand Equity. This study explores the relationships between marketing
mix elements and the creation of brand equity. They propose @ conceptual framework
in which marketing elements are related to the dimensions of brand equity, that is,
perceived quality, brand loyalty, and brand associations combined with brand
awareness. These dimensions are then related to brand equity, The empirical tests
using a structure equation moﬂel support the research hypotheses. The result show
that frequent price promotions, such as price deals, are related to low brand equity,
whereas high advertising spending, high price, good store image, and high distribution

mntensity are related to high brand equity.



Chapter Il

Research Frameworks

Before proceeding in this chapter, it would be worthwhile to recall that the
objective of this research is to study in a brand equity as a strategic weapon to create
brand value. The researcher selects NOKIA brand in this study and selected
respondents, who are users and have use experience, are iimi.ted in Bangkok area.

This chapter discusses about theoretical framework that brand equity proposed
by Aaker (1991) is as a useful tool of this research. Concept of building brand value
defined by Knox and Maklan (1998) is applied with brand equity of Aaker’s model as
modified conceptual framework of this research. Then, the researcher sets research

hypotheses as well as the selected variables regarding to build brand value.

3.1 THEORETICAL FRAMEWORK

Aaker (1991) proposes that, first, brand equity creates value for both the
customer and the firm. Brand equity assets generally add or subtract value for
customers. They can help them interpret, process, and store huge quantities of
information about products and brands. They also can affect customers’ confidence in
the purchase decision and potentially enhance customers’ satisfaction with the use
experience. Second, brand equity provides value to the firm. Enhanced brand loyalty
is especially important in buying time to respond when competitors innovate and
obtain product advantage. They will usually allow higher margins by permitting both
premium pricing and reduced reliance upon promotion. They can provide a platform
for growth via brand extension and provide leverage in the distribution channel as a
competitive advantage. Third, value for the customer enhances value for the firm due

to the higher customer loyalty. Finally, brand equity consists of multiple dimensions:



b2
(&%)

perceived quality, brand loyalty, brand awareness, and brand associations. Theoretical

framework of brand equity is an extension of Aaker’s model shown in figure 3.1.

Figure 3.1: A Theoretical Framework of Brand Equity
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Source: David Aaker, Managing Brand Equity, Free Press, New York, 1991, p.17

3.2 MODIFIED CONCEPTUAL FRAMEWORK

The researcher modifies conceptual framework of building brand value by using
brand equity. The researcher uses Aaker’s brand equity model as a fundamental in
study. First, the researcher places a separate construct, brand equity, between the
dimensions of brand equity and the value for the customer and the firm. Second, the
researchef adds antecedents of brand equity, marketing mix activities, assuming that
they have significant effects oﬁ the dimensions of brand equity. Third, the researcher
piaces a construct of brand value investigated in a part of price premium, and brand
extensions.

Knox and Maklan (1998) identify the concept of building brand value.
Marketing has been focussed on creating brand value, particularly in the brand-

conscious eighties and translating this into a value through branding. In the mean



time, quality levels rose across the broad in most industries, customer became more
discerning and knowledgeable, and choice increased dramatically. The recession of
the 1990s has probab}y encoﬁraged customers to take a hard look at the value of all
their purchase, thus exposing the weaknesses of many brand leaders. Therefore, Knox
and Maklan generate brand value through customers concept to want company
marketers to spend a much more time influencing the company’s core processes as
designing brand and customer relationship.

From the study of Knox and Maklan, the researcher uses their concept as a
useful practice for modifying this research. Then, the researcher applies it by using
brand equity as a strategic weapon to creating brand value. Marketing mix elements
ar€ also added up in a modified conceptual framework as the impact of successful and
failure marketing mix elements on brand equity. Modified conceptual framework is
exhibitea in figure 3.2.

Investigating of the relationship bgtwcen brand value and brand equity is the

focus of this research.

Figure 3.2: A Modified Conceptual Framework of a Brand Equity as a Strategic

Weapon to Create Brand Value
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For independent variables, one is marketing mix elements. The researcher
focuses on a few keys of marketing mix elements. In particular, the researcher selects
distribution intensity, price, -store image, and advertising from traditional “4P”
marketing activities as a representative set of marketing programs. Brand equity is
another. Its dimensions of this study, the researcher investigates on perceived quality,
brand loyaity, and grouped brand awareness and associations. For dependent
variables, the researcher sets price premium and brand extensions as sub-elements of
brand value to measure future performance of a brand by assessing customers’

perception.

3.3 RESEARCH HYPOTHESES

The main purpose of this study is to investigate brand value created by brand
equity that is influenced by selected marketing mix elements. On the basis of the
literature, the researcher hypothesizes directional relationship paths ‘among the

structures are summarized in figure 3.3.

The researcher examines sixteen hypotheses for supporting research objectives.
The reseﬁrcher classifies two groups. The first group of this research includes seven
hypotheses, which focus on the relationship between brand value and brand equity
(HO;), and the relationship between the elements of brand value and the dimensions of
brand equity (H0,-HO;). Another group includes nine hypotheses that focus on

inﬂuencihg selected marketing mix elements on the dimensions of brand equity (HOs-

HO;6). These hypotheses are as following.
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Group I

The Relationship between Brand Value and Brand Equity
Hypothesis 1:
HOy: There is no relationship between brand value and brand equity.
H1,: There is a relationship between brand value and brand equity.

The Relationship between Elements of Brand Value and Dimensions of Brand Equity
Hypothesis 2:
HO,: There is no relationship between perceived quality and price premium.
H1,: There is a relationship between perceived quality and price premium.
Hypothesis 3:
HO;: There is no relationship between perceived quality and brand extensions.
H1s: There is-a relationship between perceived quality and brand extensions.
Hypothesis 4:
HO4: There is no relationship between brénd loyalty and price premium.
H14: There is a relationship between brand loyalty and price premium.

Hypothesis 5:

HOs: There is no relationship between brand loyalty and brand extensions.

Hls: There is a relationship between brand loyalty and brand extensions.

Hypothesis 6:

HOs: There is no relationship between brand awareness/associations and price

premium.

H1g: There is a relationship between brand awareness/associations and price

premium.



21

Hypothesis 7:

HO5: There is no relationship between brand awareness/associations and brand

extensions.

H17: There is a relationship between brand awareness/associations and brand

extensions.

Group II:
The Relationship between Dimensions of Brand Equity and Marketing Mix Elements
Hypothesis 8:
HOg: There is no relationship between distribution intensity and perceived
quality.
H1s: There is a relationship between distribution intensity and perceived quality.
Hypothesis 9:
HOo: There is no relationship between distribution intensity and brand loyalty.
H1o: There is a relationship between distribution intensity and brand loyalty.
Hypothesis 10:
HO10: There is no relationship between distribution intensity and brand
awareness/associations.
H1yo: There is a relationship between distribution intensity and brand
awareness/associations.
Hypothesis 11:
HOy,: There is no relationship between price and perceived quality.
H111: There is a relationship between price and perceived qﬁality.
Hypothesis 12:
HO,,: There is no relationship between store image and perceived quality.

H1,2: There is a relationship between store image and perceived quality.
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Hypothesis 13:

HO13: There is no relationship between store image and brand awareness
/associations.

H1,3: There is a relationship between store image and brand awareness
/associations.

Hypothesis 14:

HO,4: There is no relationship between advertising and perceived quality.

H1,4: There is no relationship between advertising and perceived quality.

Hypothesis 15:

HOys: There is no relationship between advertising and brand loyalty.

H1s: There is a relationship between advertising and brand loyalty.

Hypothesis 16:

HO;6: There is no relationship between advertising and brand awareness
/associations. |

Hl¢: There is a relationship between advertising and brand awareness

/associations.



Figure 3.3: The Construction of Directional Relationship Path Among the Variables
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3.4 OPERATIONALIZATION OF THE DEPENDENT VARIABLES

In this research, there is a main dependent variable, which is brand value. The
following table is shown to clérify the operational definitions of each component for

those variables.

Brand Value

The researcher identifies the elements of brand value in this study including

price premium, and brand extensions shown in Table 3.1

Table 3.1: Operationalization of Brand Value Characteristics

Components Operational Definitions

Price Premium 1} T'would prefer prices of NOKIA.
Question 1-3 2) If other brand mobiles would have to cost 20 percent less than
in Part I NOKIA before I would not switch brands.
3) Considering the price -related to quality, I would rate the

overall value of NOKIA.

Brand Extensions | 4) I would expect to see a new series of NOKIA.
Question 4-6 5) My first impression in hearing when NOKIA is introducing a
in Part I new model.

6) I love to trial a new series of NOKIA.

3.5 OPERATIONALIZATION OF THE INDEPENDENT VARIABLES
In this research, there are two main independent variables, which are brand
equity and marketing nix elements. The following table is shown to clarify the

operational definitions of each component for those variables.



Brand Equity

The researcher identifies the dimensions of brand equity in this study including

perceived quality, brand loyaliy, and brand awareness/associations shown in Table 3.2

Table 3.2: Operationalization of Brand Equity Characteristics

Components

Operational Definitions

Perceived Quality
Question 7-9

In Part II

7) NOKIA is of high quality.
8) The quality of NOKIA has been improved continuously over the
last several years,

9) NOKIA is respected for innovation.

Brand Loyalty
Question 10-12

in Part II

10) NOKIA would be my first choice.
11) If there is another brand as good as NOKIA, I prefer to buy
NOKIA.

12) I will buy NOKIA on next purchase.

Brand Awareness/
Associations -
Question 13-15

In Part II

13) I have consistently heard or seen of NOKIA brand.
14) I can quickly recall the symbol or logo of NOKIA.

15) NOKIA is different from other brands.
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Marketing Mix Elements

The researcher identifies marketing mix elements in this study including

distribution intensity, price, store image, and advertising shown in Table 3.3

Table 3.3: Operationalization of Marketing Mix Elements

Components

Operational Definitions

Distribution
Intensity
Question 16-18

In Part IT1

16) More stores sell NOKIA, as compared to its competing brands. .

| 17) The number of the stores that deal with NOKIA is more than

that of its competing brands.

18) NOKIA is distributed through as many stores as possible.

Price
Question 19-21

In Part 111

19) Over time, NOKIA has consistently offered me better price
value for its products/services.
20) At the price shown, 1 would consider buying NOKIA.

21) NOKIA is expensive.

Store Image

Question 22-23

22) The stores where I can buy NOKIA carry products of high

quality.

In Part III 23) The stores where I can buy NOKIA would be of high quality.
24) The stores where I can buy NOKIA have well-known brand.
Advertising 25) When I view the NOKIA’s ad, I can visualize the wonderful

Question 24-27

In Part II1

emotional experience I will have using NOKIA.
26) The ad campaigns for NOKIA seem very expensive, compared
to campaign for competing brands.

27) The ad campaigns for NOKIA are seen frequently.
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Chapter IV

Research Methodology

Before proceeding in this chapter, it would be worthwhile to recall that the
objective of this research is to study in a brand equity as a strategic weapon to create
brand value. The researcher selects NOKIA brand in this study and selected
respondents, who are users and have use experience, are limited in Bangkok area.

This chapter discusses about theoretical framework that brand equity proposed
by Aaker (1991) is as a useful tool of this research. Concept of building brand value
defined by Knox and Maklan (1998) is applied with brand equity of Aaker’s model as
modified conceptual framework of this research. Then, the researcher sets research

hypotheses as well as the selected variables regarding to build brand value.

4.1 RESEARCH METHOD USED

This research focuses on aspect of brand value created by brand equity. A
selected research design of this study used as a guide in collecting and analyzing data
is descriptive and exploratory research,

The descriptive research study is typically concemned with determining the
frequency with, which something occurs or the relationship between two variables
(Churchill, 1991). Thus, the descriptive research is used to describe the characteristics
of certain groups as well as lto estimate the proportion of people in a specified
p.opulation who behave in a certain way (Churchill, 1999). The descriptive research is
designed to employ in this study in order to describe the demographic characteristics
and the respondents’ perception on marketing mix elements, brand equity, and brand

value.



In order to gather the data, survey is the very appropriate research technique
because it is a method of primary data collection based on communication with a
representative sample of individuals. The principal advantage of survey method is that
it can collect a great deal of data about an individual respondent at one time. Survey
also provides a quick, inexpensive, efficient and accurate means of assessing
information about a population (Kumer, Aaker and Day, 1999)

Moreover, to explore the reasons that lie behind the statistical for measuring the
relat.ionship between brand value and brand equity and the linkage shown on figure
3.3 that may emerge from surveys. The exploratory research is another method that is
applied to this study. The exploratory study is particularly helpful in breaking broad,
vague problem statements into smaller, more precise sub-problem statements,
hopefully in the form of specific hypotheses (Churchill, 1991). Thus, to obtain some
backgroﬁnd information where absolutely nothing is known about the problem area,
the hypotheses are formulated for the investigation (Malhotra and Birks, 2000). Thus,

the hypotheses created to brand value are examined in this research.

4.2 RESPONDENTS AND SAMPLING PROCEDURES

Population

The respondents of this research are people in Bangkok who are NOKIA’s
users, not whoever, to assess brand value. The researcher collects data by surveying
respondents who are serviced from NOKIA Professional Center in Bangkok. There
are eight NOKIA Professional Centers around Bangkok area: World Trade Center,
Central Pinklaw, Central Rama3, Central Ladphrao, Mahboonkrong, The Mall

Ngamwongwan, Future Park Rangsit, and Seacon Square.
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Sample Size

Due to the research based on brand value assessment, the researcher does not
have sales volume data of NOKIA in Thailand. The sample size necessary to estimate
a population proportion also can be based on a specification of the absolute precision
to be provided by the estimate.

Absolute precision will be a function of the value, that is, within a certain
percentage of the value regardless of its level. The formula of absolute precision

shown as below (Churchill, 1991; p.592):

n=Zall-z
H
When, n = Sample size
Z = Degree of confidence
x = Population proportion ‘
H = Standard error of the proportion

Due to no exactly sales volume data of NOKIA in Thailand, Kallaya (2001)
recommended 50 percent of population proportion that is appreciate population
proportion per‘centage in calculating sample size. Therefore, the reseafcher sets up 50
percent of population proportion, 95 percent confidence (z = 1.96), and 5 percent of

standard error of the proportion.

(1.96)%(0.5)(1-0.5)
(0.05)?

=
i

385

=
]

From calculation, sample size for this study, the researcher uses 400 samples by

adding more 15 samples.



Sample Plan

The sample size for the study is 400 respondents who are NOKIA’s users in
Bangkok. The researcher use ’Multi-stage sampling to determined the sample size as
follows:
a) Simple random sampling used to assure that each element in the population
has equal chance of being included in the sample (Zigmund, 2000; p.453).
The researcher random sampling by drawing five from eight NOKIA
Professional Centers in Bangkok area. These consist of World Trade Center,
Central Rama3, Central Ladphrao, Mahboonkrong, and Seacon Square.

b) Quota sampling used to ensure that the various subgroups in a population
are presented on pertinent sample characteristics to the exact extent
(Zigmund, 2000; p.452), so the ;Impulations of respondents in this study are

designed into five groups. The proportion of population for each dealers is

as follows:

NOKIA Professional Centers Respondents
World Trade Center 80
Central Rama3 80
Central Ladphrao 80
Mahboonkrong 80
Seacon Square 80

- Total 400

¢) Convenience sampling used to obtain people who are most conveniently

available (Zigmund, 2000; p.450), therefore the researcher collected the data

from the NOKIA’s users in Bangkok.

4.3 RESEARCH INSTRUMENT/QUESTIONNAIRES

In this investigation, guestionnaire is used as instrument to acquire several

aspects of respondents’ perception on brand value and brand equity of a brand. To
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achieve that, the questionnaire is divided into four parts that are Brand Value, Brand
Equity, Marketing Mix Elements, and Personal Data.

Part I: Brand value instrument consists of six statements to measure customers’
perception through the brand value of NOKIA. Brand value includes two sub-
elements that are price premium, and brand extensions. Firstly, the questions of price
premium are applied from The Brand Equity Ten. Then, finally, brand extensions’
questions also applied from the previous study in managing brand equity by Keller
(1996). Respondents are screened based on their usé experience. Five point Likert-
scale is used to indicate the degree of respondents assign to each statement from
strongly agree to strongly disagree.

Part II: Brand equity instrument consists of nine statements to measure the four
dimensions of brand equity including perceived quality, brand loyalty, and brand
awarenéss/associatious. All of the questions are applied from the previous study by
Yoo, Donthu, and Lee (2000). Respondeﬁts are screened based on their use
experience. Five point Likert-scale is used to indicate the degree of respondents
assign to each statement from strongly agree to strongly disagree.

Part 1II: Marketing mix elements instrument consists of twelve statements to
measure the respondents’ perception toward marketing programs of the firm through
the brand. The researcher investigates four elements, that are distribution intensity,.
price, store image, and advertising. All of the questions are applied from the previous
study by Yoo, Donthu, and Leé (2000). Respondents are screened based on their use
experience. Five point Likert-scale is used to indicate the degree of respondents
assign to each statement from strongly agree to strongly disagree.

Part V: Personal data of the respondents are collected to find out the profiles of
the respondents measured by gender, marital status, age, education level, occupation

category, and personal monthly income.
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4.4 PRETEST

Churchill (1999) stated that each question in the questionnaire should be
reviewed to ensure that the question is not confusing or ambiguous, potentially
offensive to the respondent, leading or bias inducing and also is easy to answer. Thus,
the real test of questionnaire is used to find out how it performs under actual
conditions of data collection. Pretests is vital and are defined as trial runs with a group
of respondents for the purpose of detecting problems in the questionnaire instructions
or design/ In the pretest, the researcher look for evidence of ambiguous questions and
respondents, and other considerations (Zikmund, 1997) due to the thing to all
respondents, and other considerations cannot ask the researcher of they do not
understand the question, it is required for this study to do the pretest which is run with
a group of respondenté before launching the questionnaire.

Vénichbuncha (2001), mentioned that in order to conduct the pilot survey or
Pre-test, the number of respondents should be at least 25 samples. In this research, 60
respondents are participated in the pretest.

The researcher used the Cronbach’s Coefficient Alpha Scales (Cronin & Tayler,
1992) to test reliability of gquestionnaires. The result of reliability analysis after

examining of the pilot study is shown in Table 4.1.
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Table 4.1: Reliability Analysis-Scale (Cronbach’s Coefficient Alpha)

Operational Dimensions Reliability
Brand Value - 0.60
Brand Equity 0.86
Marketing Mix Elements 0.69
Total 0.89

Sekaran (1992) mentioned that if the reliability value is at least 0.6, it is
considered reliable. As the result of reliability analysis from the pilot study,
questionnaires in this research are sufficient for examining the relationship between
brand value and brand equity of NOKIA product in Bangkok because Coefficient’s

Alpha Scale of the pilot study is greater than 0.6 (0.89>0.60).

4.5 COLLECTION OF DATA/GATHERING PROCEDURES

To collect data for this research, the structured interview with closed-form
questionnaire will be used. This method would offer a number of benefits to the
researcher. As there is no doubt that the interviewers are likely to bias with the
different situations with different interviewees, Therefore, the structured interview
would minimize this bias and could provide data with more neutral information from
the interviewees’ point of their communicative competent. Beside that, it is a possible
way to utilize less skilled interviewers with less cost with a structured form according
to the confined duties of interviewers is basically to provide and record those answers.
In this study, respondents will be asked to think of perception through the brand in
term of brand value, brand equity, and marketing mix elements by responding the

questionnaire form.
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4.6 STATISTICAL TREATMENT OF DATA

To analyze the data collected from the respondents, the Statistic Package for
Social Science (SPSS) proéTam are used for analyzing data. From a modified
conceptual framework, descriptive analysis, independent-sample T test, the analysis
of variance (ANOVA), and correlation coefficient are main selected statistic for this
research to measure the relationship among elements. The researcher sets 95 percent
confident.

Descriptive Analysis

In order to interpret the data gathered, descriptive analysis is applied to
transform the raw data into a form. The form will make them easy to understand and
interpret; rearrange, order, and manipulate data to generate descriptive information
such as frequency distributions, percentage distributions, and means (Zikmund, 1997).

Iﬁdependent Sample T-Test

Independent T-test is used to test the hypothesis stating that the mean scores on
some interval or ratio scale variable will be significantly different for two independent
samples or groups. To use independent T-test for difference of means, it is assumed
the two samples are drawn from normal distributions (Churchill, 1999). The following

is the formula for independent T-test analysis (Saiyod & Saiyod, 1995).

t = 3(1 — X3
((s1*/my) + (s27/m2))'?

and

df = gs;zln; Jzk {S__zz_/p_;)

(811" + (s2/ma)°
m~1) (-1
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Where ' X, = Mean of group 1
X = Mean of group 2
S? = Variance of group 1
8P = Variance of group 2
n = Sample size of group 1
nz = Sample size of group 2
df = Degree of freedom

The Analysis of Variance (ANOVA)
The analysis of variance (ANOVA) will be used to test hypotheses, that 1s, to
determine whether there are any differences of the means occurring between two or

more groups in one independent variable. The ANOVA of F-test 1s the ratio as shown

below (Zilmund, 2000; p.649):

F = MS,
MS,,
Table 4.2: ANOVA Summary
Source of Sum of Degr;ae of | Mean Square F-Ratio
Variation Squares Freedom
Between groups SSs P-1 - MSy -
Within groups o Ss, N-P Ms, (MS}, /MS.,)
Total ' -85 N-1 - :

When, F = F distribution

MS, = Mean square between groups
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MS,, = Mean square within groups

fl

SSs = Sum of square between groups

It

S8, = Sum of square within groups
88y = Sum of square total
P = Number of groups

N = Number of observations in a group

Correlation Analysis

Correlation analysis involves measuring the closeness of the relationship
between two or more variables; it cons;iders the joint variation of two measures,
neither of which is restricted by the experimenter (Churchill, 1991).

A positive correlation reflects a tendency for a high value in one variable to be
associatéd with “high value in the second. A negative correlation reflects an
association between a high value in one variable and a low value in the second
variable. The expression for the sample correlation coefficient () is called the
Pearson product-moment correlation coefficient that measures the degree to whish
there is a linear association between two intervally scaled variables (Kumar, Aaker
and Day, 1999; p.490). Correlation analysis has a value between —1 and +1 that
indicates the strength of the linear relationship between two quantitative variables
called bivariate correlation, or among three quantitative variables called partial
correlation. Both of correlationlare used to analyze this research.

Neil J. Solkind (2000) identified the degree of relationship between variables as

follows:
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Table 4.3: The Interpreting the Correlation Coefficient

Correlation between

Meaning

0.81 - 1.00
0.61 - 0.80
0.41 - 0.60
0.21 - 0.40
0.00 - 0.20

Source: Neil J. Solkind, Exploring Research, 2000, p.207-208

Very Strong
Strong
Moderate
Weak

Very Weak

Pearson Product-Moment Correlation Coefficient

The concept of simple correlation provides a measure of the relationship

between two variables, which the Pearson product-moment correlation coefficient is

used for this study. The correlation coefficient can be expressed as follow:

Fry

XYy —{2X

[(axx’ - sxXP(NZy’ - £y)]

The correlation coefficient between x and y

Whesl rp =
N = The size of sample
n = The number of sample
x - = The individual’s score on the x variable
y = The individual’s score on the y variable
xy = The product of each x score time its corresponding y
score
x* = The individual x score, square

¥
i

The individual y score, square

As discussed earlier, the calculation of the correlation coefficient » assumes that

the variables, whose relationship is being tested, are metric. If this assumption is not

~ met either partially or completely, it affects the value of p. A simple test of hypothesis
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can be performed to check the significance of the relationship between two variables,
measured by r. This involves testing the null hypothesis HO: p = 0 against the
alternative hypothesis H1: p # 0. To test the significance of this relationship, the test

statistic ¢ can be computed using

t =

r-p
[(1 -7 -2)]"

When, t, = t - distribution
¥ = The correlation coefficient

The population correlation coefficient

©
Il

n = The number of sample
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Chapter V

Presentation of Data and Critical Discussion of Results

This chapter is primarily concemed with the results of the survey from the
procedures discussed earlier in Chapter 4. The objective of this research is to measure
brand value created by concept of brand equity as a strategic weapon. Respondents
are users, who have experience in using NOKIA mobile phone, and selected area of
this study is in Bangkok. The data analysis presentation and interpretation based on
the data of 400 samples collected consist of following two sections: (1)
Socioeconomic Characteristies of All Respondents - to summarize the demographic
factors including gender, marital status, age, highest education level, occupation
category, and fncome level presented by frequency and percentage of personal data,
and (2) Hypothesis Testing - to measure the relationship of among elements in sixteen

hypotheses tested by correlation coefficient.

5.1 SOCIOECONOMIC CHARACTERISTICS OF ALL RESPONDENTS

To identify the characteristics of the respondents participating in this study, the
socioeconomic characteristics of 400 respondents who are NOKIA’s user in Bangkok
area. They consist of gender, marital status, age, highest education level, occupation
category, and income level presented by frequency and percentage of personal data
demonstrated in Table 5.1. The description of elements of brand value, elements of
customer value, dimensions of brand equity, and marketing mix elements from
customers’ perception are tested by mean and ranking shown in Table 5.2 to 5.4,

respectively.



Table 5.1: Summary of Socioeconomic Characteristics of All Respondents

Socioeconomic Characteristics Frequency | Percentage
(%)
Gender
Male 176 44.0
Female 224 56.0
Total 400 100.0
Marital Status
Single 329 82.3
Married 69 17.3
Divorced/Widowed 2 0.5
Total 400 100.0
Age
20 or less 87 21.8
21 - 30 year 205 51.3
31 —40 year 94 23.5
41 - 50 year 13 33
51 or more 1 0.3
Total 400 100.0
Highest education level
High school graduate or less 37 93
Diploma degree 38 9.5
Bachelor degree 277 69.3
Master degree 47 11.8
Doctoral degree 1 0.3
Total 400 100.0
Occupation category
Student 142 355
Employee 187 46.8
Management 14 3.5
Government 48 12.0
Self employed 5 1.3
841 o m— 4 1.0
Total 400 100.0
Income per month (Baht)
10,000 or less 170 42.5
10,001 - 20,000 129 323
20,001 - 30,000 62 15.5
30,001 — 40,000 17 4.3
40,001 or more 22 5.5
Total 400 100.0
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Description of Socioeconomic Characteristics

From Table 5.1, of the 400 samples, the major gender of the respondents using
NOKIA brand in this research is 56 percent of female, whereas 44 percent of male.

The highest percentage of marital status of this study .is 82.3 percent of single,
17.3 percent of marnied, and the lowest percentage is 0.5 percent of divorced and
widowed. |

The majority of age of the respondents in this research is 51.3 percent of 21 to
30 years old, 23.5 percent of 31 to 40 years old, 21.8 percent of below 20 years of
age, 3.3 percent of 41 to 50 years old, and 0.3 percent of the respondents aged over 50
years old, respectively.

The highest percentage of education level of the respondents is 69.3 percent of
bachelor degree, 11.8 percent of master degree, 9.5 percent of diploma degree, 9.3
percent of below high school graduate, and the lowest percentage is 0.3 percent of
doctoral degree.

For occupation category of the respondents, the highest percentage is 46.8
percent of employee, 35.5 percent of student, 12.0 percent of government, 3.5 percent
of management, 1.3 percent of self employed, and the lowest of percentage 15 1.0
percent of other.

The income per month was based on the income levels. The highest percentage
is 42.5 percent of income level below 10,000 baht, 32.3 percent of income level from
10,001 to 20,000 baht, 15.5 pe-rcent of income level from 20,001 to 30,000 baht, 5.5
percent of income level over 40,000 baht, and the lowest percentage is 4.3 percent of

income level from 30,001 to 40,000 baht.
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Description of Elements of Brand Value

The analysis of the questionnaire can concentrate on finding out the most

critical of elements of brand value from customers’ assessment in price premium, and

brand extensions shown in Table 5.2.

Table 5.2: Summary of Description along Elements of Brand Value

Mean Ranking
Price Premium 2.9308 2
Brand Extensions 3.9350 1
Brand Value 3.4329 -

From the result as shown in Table 5.2, the highest percentage of customers’

perception through the elements of brand value is brand extensions, which is followed

by price premium with means of 3.9350, and 2.9308; respectively. Brand value,

grouped these elements, is analyzed with means of 3.4329.

Description of Elements of Dimensions of Brand Equity
The analysis of the questionnaire can concentrate on finding out the most.

critical of dimensions of brand equity from customers’ assessment in perceived

quality, brand loyalty, and brand awareness/associations shown in Table 5.3.



Table 5.3: Summary of Description along Dimensions of Brand Equity

Mean Ranking
Perceived Quality 3.7183 2
Brand Loyalty 3.3558 3
Brand Awareness/Associations © 3.8725 1
Brand Equity 3.6489 -

44

From the result as shown in Table 5.3, the highest percentage of customers’

perception through the dimensions of brand equity is brand awareness/associations,

which is followed by perceived quality, and brand loyalty with means of 3.8725,

3.7183, and 3.558; respectively. Brand equity, grouped these elements, is analyzed

with means of 3.6489.

Description of Marketing Mix Elements

The analysis of the questionnaire can concentrate on finding out the most

critical of marketing mix elements from customers’ assessment in distribution

intensity, price, store image, and advertising shown in Table 5.4.

Table 5.4: Summary of Description along Marketing Mix Elements

Mean Ranking
Distribution Intensity 3.5308 2
Price 3.3592 4
Store Image 3.3867 3
Advertising 3.6033 |
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From the result as shown in Table 5.4, the highest percentage of customers’
perception through marketing mix elements 1s advertising, which is followed by

distribution intensity, store irhage, and price with means of 3.6033, 3.5308, 3.3867,

and 3.3592; respectively.

The researcher used the Cronbach’s Coefficient Alpha Scales (Cronin & Tayler,
1992) to test reliability of questionnaires. The result of reliability analysis after

collecting of 400 respondents is shown in Table 5.5.

Table 5.5: Reliability Analysis-Scale (Cronbach’s Coefficient Alpha)

Operational Dimensions Reliability
Brand Value 0.60
Brand Equity (.84
Marketing Mix Elements 0.77
Total : 0.89

Sekaran (1992) mentioned that if the reliability value is at least 0.6, it is
considered reliable. As the result of reliability analysis from collected 400 samples,
questionnaires in this research still be sufficient for examining the relationship
between brand value and brand equity of NOKIA product in Bangkok because

Coefficient’s Alpha Scale of this study is greater than 0.6 (0.89>0.60).

5.2 HYPOTHESIS TESTING

This study deeply investigates to assess brand value created by brand equity.
The researcher examines sixteen hypotheses for supporting research objectives. The
researcher classifies two groups. The first group includes seven hypotheses, measured

the relationship between brand value and brand equity (HO,;), and the relationship
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between the elements of brand value and the dimensions of brand equity (H0,-HO7),
will be evaluated by using correlation coefficient test. Another group includes nine
hypotheses that focuses on .inﬂuencing selected marketing mix elements on the
dimensions of brand equity (H0g-H0,6). These will be analyzed by using correlation

coefficient test. These hypotheses are as following:



Group I:

The Gap between Brand Value and Customer Value

Hypothesis 1:

HO,: There is no relationship between brand value and brand equity.

H1,: There is a relationship between brand value and brand equity.

Table 5.6: The Analysis of Relationship between Brand Value and Brand Equity

Using Correlation Coefficient

Correlations

BE BV
BE Pearson Correlation 1.000 .610*
Sig. (2-tailed) . .000
N 400 400
BV Pearson Correlation .610%H 1.000
Sig. (2-tailed) 000 E
N 400 400 -

**. Correlation is significant at the 0.01 level

The Pearson correlation analysis shown in Table 5.6 indicated that there was a
statistically significant difference in correlation between brand value and brand equity
of NOKIA mobile phone with a 2-tailed significance of 0.000, which was less than
0.01 (0.000 < 0.01). Therefore, the null hypothesis was rejected which means that

there is a relationship between brand value and brand equity at the 0.01 significant

level.

For the Pearson correlation at the 0.610, it means that brand value and brand

equity of NOKIA mobile phone have a positive relationship at the 0.610 or 61.0

percent at the 99 confident level. .

L

o
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Group I

The Relationship between Elements of Brand Value and Dimensions of Brand Equity

Hypothesis 2:
HO,: There is no relationship between perceived quality and price premium.

H1y: There is a relationship between perceived quality and price premium.

Table 5.7: The Analysis of Relationship between Perceived Quality and Price

Premium Using Correlation Coefficient

Correlations

SUMPP SUMPQ
SUMPP Pearson Correlation 1.000 4021
Sig. (2-tailed) : .000
N 400 400
SUMPQ Pearson Correlation A402%4 1.000
Sig. (2-tailed) 000 :
N 400 400

**. Correlation is significant at the 0.01 level (2-tailed).

The Pearson correlation analysis shown in Table 5.7 indicated that there was a
statistically significant difference in correlation between perceived quality and price
premium of NOKIA mobile phone with a 2-tailed significance of 0.000, which was
less than 0.01 (0.000 < 0.01). Therefore, the null hypothesis was rejected which means
that there is a relationship between perceived quality and price premium at the 0.01
significant level.

For the Pearson correlafion at the 0.402, it means that perceived quality and
price premium of NOKIA mobile phone have a positive relationship at the 0.402 or

40.2 percent at the 99 confident level.



Group I:

The Relationship between Elements of Brand Value and Dimensions of Brand Equity

Hypothesis 3:
HOs: There is no relationship between perceived quality and brand extensions.

H1;: There is a relationship between perceived quality and brand extensions.

Table 5.8: The Analysis of Relationship between Perceived Quality and Brand

Extensions Using Correlation Coefficient

Correlations

SUMBX SUMPQ
SUMBX Pearson Correlation 1.000 393%1
Sig. (2-tailed) § .000
N 400 400
SUMPQ Pearson Correlation 39344 1.000
Sig. (2-tailed) 000 .
N 400 400

**. Correlation is significant at the 0.01 level (2-tailed).

The Pearson correlation analysis shown in Table 5.8 indicated that there was a
statistically significant difference in correlation between brand extensions. and
perceived quality of NOKIA mobile phone with a 2-tailed significance of 0.000,
which was less than 0.01 (0.000 < 0.01). Therefore, the null hypothesis was rejected

which means that there is a relationship between brand extensions and perceived
quality at the 0.01 significant level.
For the Pearson correlation at the 0.393, it means that brand extensions and

perceived quality of NOKIA mobile phone have a positive relationship at the 0.393 or

39.3 percent at the 99 confident level.
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Group 1.

The Relationship between Elements of Brand Value and Dimensions of Brand Equity

Hypothesis 4:

HO4: There is no relationship between brand loyalty and price premium.

H14: There is a relationship between brand loyalty and price premium.

Table 5.9: The Analysis of Relationship between Brand Loyalty and Price Premium

Using Correlation Coefficient

Correlations

SUMPP SUMBL
SUMPP Pearson Correlation 1.000 488%7
Sig. (2-tailed) . .000
N 400 400
SUMBL Pearson Correlation 488+ 1.000
Sig. (2-tailed) 000 :
N 400 400

**. Correlation is significant at the 0.01 level (2-tailed).

The Pearson correlation analysis shown in Table 5.9 indicated that there was a
statistically significant difference in correlation between brand loyalty and price
premium of NOKIA mobile phone with a 2-tailed significance of 0.000, which was
less than 0.01 (0.000 < 0.01). Therefore, the null hypothesis was rejected which means

that there 1s a relationship between brand loyalty and price premium at the 0.01
significant level.

For the Pearson correlation at the 0.488, it means that brand loyalty and price
premium of NOKIA mobile phone have a positive relationship at the 0.488 or 48.8

percent at the 99 confident level.
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Group I:

The Relationship between Elements of Brand Value and Dimensions of Brand Equity
Hypothesis 5:

HOs: There is no relationship between brand loyalty and brand extensions.

H1s: There is a relationship between brand loyalty and brand extensions.

Table 5.10: The Analysis of Relationship between Brand Loyalty and Brand

Extensions Using Correlation Coefficient

Correlations
SUMBX SUMBL

SUMBX Pearson Correlation 1.000 326%9

Sig. (2-tailed) . {000

N 400 400
SUMBL Pearson Correlation .326*4 1.000

Sig. (2-tailed) .000 ;

N 400 400

*¥. Correlation is significant at the 0.01 level (2-tailed).

The Pearson correlation analysis shown in Table 5.10 indicated that there was a
statistically significant difference in correlation between brand extensions and brand
loyalty of NOKIA mobile phone with a 2-tailed significance of 0.000, which was less
than 0.01 (0.000 > 0.01). Therefore, the null hypothesis was rejected which means that

there is a relationship between brand extensions and brand loyalty at the o.01

significant level.

For the Pearson correlation at the 0.326, it means that brand extensions and
brand loyalty of NOKIA mobile phone have a positive relationship at the 0.326 or

32.6 percent at the 99 confident level.
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Group I

The Relationship between Elements of Brand Value and Dimensions of Brand Equity

Hypothesis 6:

HOg: There is no relationship between brand awareness/associations and price

premium.

Hlg: There is a relationship between brand awareness/associations and price

premium.

Table 5.11: The Analysis of Relationship between Brand Awareness/Associations and

Price Premium Using Correlation Coefficient

Correlations

SUMPP SUMBA
SUMPP Pearson Correlation 1.000 251#7
Sig. (2-tailed) ] .000
N 400 400
SUMBA Pearson Correlation 25 1.000
Sig. (2-tailed) .000 .
N 400 400

**. Correlation is significant at the 0.01 level (2-tailed).

The Pearson correlation analysis shown in Table 5.11 indicated that there was a
statistically significant difference in correlation between price premium and brand
awareness/associations of NOKIA mobile phone with a 2-tailed significance of 0.000,
which was less than 0.01 (0.000 < 0.01). Therefore, the null hypothesis was rejected
which means that there is a relétionship between price premium and brand awareness

/associations at the 0.01 significant level.
For the Pearson corrciation at the 0.251, it means that price premium and brand

awareness/associations of NOKIA mobile phone have a positive relationship at the

0.251 or 25.1 percent at the 99 confident level.



Group I:

The Relationship between Elements of Brand Value and Dimensions of Brand Equity

Hypothesis 7:

HO5: There is no relationship between brand awareness/associations and brand

extensions.

H1;: There is a relationship between brand awareness/associations and brand

extensions.

Table 5.12: The Analysis of Relationship between Brand Awareness/Associations and

Brand Extensions Using Correlation Coefficient

Correlations

; SUMBX SUMBA
SUMBX Pearson Correlation 1.000 450%1
Sig. (2-tailed) . .000
N 400 400
SUMBA Pearson Correlation A50%H 1.000
Sig. (2-tailed) 000 :
N 400 400

**.  Correlation is significant at the 0.01 level (2-tailed).

The Pearson correlation analysis shown in Table 5.12 indicated that there was a
statistically significant difference in correlation between brand extensions and brand

awareness/associations of NOKIA mobile phone with a 2-tailed significance of 0.000,

which was less than 0.01 (0.000 < 0.01). Therefore, the null hypothesis was rejected

which means that there is a relationship between brand extensions and brand

awareness/associations at the 0.01 significant level.

For the Pearson correlation at the 0.450, it means that brand extensions and

brand awareness/associations of NOKIA mobile phone have a positive relationship at

the 0.450 or 45.0 percent at the 99 confident level.
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Group II:

The Relationship between Dimensions of Brand Equity and Marketing Mix Elements

Hypothesis 8:

HOg: There is no relationship between distribution intensity and perceived quality.

Hlg: There is a relationship between distribution intensity and perceived quality.

Table 5.13: The Analysis of Relationship between Distribution Intensity and

Perceived Quality Using Correlation Coefficient

Correlations

* SUMPQ SUMDI
SUMPQ Pearson Correlation 1.000 44177
Sig. (2-tailed) G .000
N 400 400
SUMDI Pearson Correlation A4k 1.000
Sig. (2-tailed) .000 :
N 400 400

**.Correlation is significant at the 0.01 level (2-tailed).

The Pearson correlation analysis shown in T able 5.13 indicated that there was a
statistically significant difference in correlation between distribution intensity and
perceived quality of NOKIA mobile phone with a 2-tailed significance of 0.000,
which ‘was less than 0.01 (0.000 g 0.01). Therefore, the null hypothesis was rejected

which means that there is a relationship between distribution intensity and perceived
quality at the 0.01 significant level.

For the Pearson correlation at the 0.441, it means that distribution intensity and
perceived quality of NOKIA mobile phone have a positive relationship at the 0.441 or

44.1 percent at the 99 confident level.
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Group II:

The Relationship between Dimensions of Brand Equity and Marketing Mix Elements

Hypothesis 9:

HOy: There is no relationship between distribution intensity and brand loyalty.

H1y: There is a relationship between distribution intensity and brand loyalty.

Table 5.14: The Analysis of Relationship between Distribution Intensity and Brand

Loyalty Using Correlation Coefficient

Correlations

SUMBL SUMDI
SUMBL Pearson Correlation 1.000 A401%
Sig. (2-tailed) . 000
N 400 400
SUMDI Pearson Correlation L4014 1.000
Sig. (2-tailed) 000 .
N 400 400

**. Correlation is significant at the 0.01 level (2-tailed).

The Pearson correlation analysis shown in Table 5.14 indicated that there was a
sfatistically significant difference in correlation between distribution intensity and
brand loyalty of NOKIA mobile phone with a 2-tailed significance of 0.000, which
was less than 0.01 (0.000 < 0.01). Therefpre, the null hypothesis was rejected which

means that there is a relationship between distribution intensity and brand loyalty at
the 0.01 significant level.
For the Pearson correlation at the 0.401, it means that distribution intensity and

brand loyalty of NOKIA mobile phone have a positive relationship at the 0.401 or

40.1 percent at the 99 confident level.



61

Group II:

The Relationship between Dimensions of Brand Equity and Marketing Mix Elements

Hypothesis 10:

HOjo: There is no relationship between distribution intensity and brand awareness

/associations.

H1;q: There is a relationship between distribution intensity and brand awareness

fassociations.

Table 5.15: The Analysis of Relationghip between Distribution Intensity and Brand

Awareness/Associations Using Correlation Coefficient

Correlations

SUMBA SUMDI
SUMBA Pearson Correlation 1.000 - .463*7
Sig. (2-tailed) ’ 000
N ; 400 400
SUMDI Pearson Corretation 463%4 1.000
Sig. (2-tailed) 2000 :
N 400 400

**. Correlation is significant at the 0.01 level (2-tailed).

The Pearson correlation analysis shown in Table 5.15 indicated that there was
a statistically significant difference in correlatjon between distribution intensity and
brand awareness/associations of NOKIA mobile phone with a 2-tailed significance of
0.000, which was less than 0.01 (0.000 < 0.01). Therefore, the null hypothesis was
rejected which means that there is a relationship between distribution intensity and

brand awareness/associations at the 0.01 significant level.

For the Pearson correlation at the 0.463, it means that distribution intensity and
brand awareness/associations of NOKIA mobile phone have a positive relationship at

the 0.463 or 46.3 percent at the 99 confident level.



Group 11

The Relationship between Dimensions of Brand Equity and Marketing Mix Elements

Hypothesis 11:
HO,,: There is no relationship between price and perceived quality.

H1y;: There is a relationship between price and perceived quality.

Table 5.16: The Analysis of Relationship between Price and Percetved Quality Using

Correlation Coefficient

Correlations

SUMPQ SUMPR
SUMPQ Pearson Correlation 1.000 429%7
Sig. (2-tailed) : .000
N 400 400
SUMPR Pearson Correlation A20%4 1.000
Sig. (2-tailed) 000 .
N 400 400

**. Correlation is significant at the 0.01 level (2-tailed).

The Pearson correlation analysis shown in Table 5.16 indicated that there was a
statistically significant difference in correlation between perceived quality and pdce
of NOKIA mobile phone with a 2-tailed significance of 0.000, which was less than
0.01 (0.000 < 0.01). Therefore, the null hypothesis was rejected which means that

there is a relationship between perceived quality and price at the 0.01 significant level

For the Pearson correlation at the 0.429, it means that perceived quality and
price of NOKIA mobile phone have a positive relationship at the 0.429 or 42.9

percent at the 99 confident level.
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The Relationship between Dimensions of Brand Equity and Marketing Mix Elements

Hypothesis 12:

HO15: There is no relationship between store image and perceived quality.

H1yz: There is a relationship between store image and perceived quality.

Table 5.17: The Analysis of Relationship between Store Image and Perceived Quality

Using Correlation Coefficient

Correlations

SUMPQ SUMSI
SUMFPQ Pearson Correlation 1.000 441%7
Sig. (2-tailed) » 000
N 400 400
SUMSI Pearson Correlation A41%H 1.000
Sig. (2-tailed) 000 s
N 400 400

**." Correlation is significant at the 0.01 leve! (2-tailed).

The Pearson correlation analysis shown in Table 5.17 indicated that there was a
statistically significant difference in correlation between perceiveﬁ quality and store
image of NOKIA mobile phone with a 2-tailed significance of 0.00