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ABSTRACT

The overall objective of this study was to examine the relationship
between the elements of marketing mix and the dimensions of brand equity of
Sunsilk. In order to understand the relationship of these variables, relevant theories
and concepts were reviewed to form the theoretical and conceptual frameworks.
Brand equity dimensions consist of perceived quality, brand loyalty, brand awareness,
and brand associations. For marketing mix elements, this study investigates
consumers' perceptions of five selected strategic markctfng elements: price, store
image, distribution intensity, advertising spending, and frequency of price
promotions.

Samples survey was the research method selected for this study. The
research instrument of this study is self-distributing questionnaire that is used to
gather primary data by wusing survey method. The questionnaires were distributed
using non-probability sampling to 400 target respondents who are buyers of Sunsilk
shampoo in ten locations of supermarket in Bangkok. In order to analyze the data
collected from the target respondent, Structural equation modeling (SEM) was used.
SEM used to estimate parameters of the structural model and the completely
standardized solutions computed by used the LISREL 8.54 maximume-likelihood
method.

The results found that there are relationships between five marketing
mix elements and brand equity dimensions. Store image has a major effect on brand
equity. The results also show that good store image, high distribution intensity, high
adverting spending. and high price are refated to brand equity.

Finally, the researcher reconumends that even if Sunsilk is the market
leader, in order to remain dominant, Sunsilk Company should hofd competitive
advantage over its competitors, Creating brand equity can make the firm gain
competitive advantage. And enhancing equity depends on the suitability of all
marketing mix elements. Sunsilk Company should give more attention to store image.
Consumers perceive that the good image of a store implies Sunsilk have good quality
and create more positive brand association/awareness and finally, greater brand

equty.
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CHAPTER I
Generalities of the study

1.1 Introduction of the study

e

Brands are an important part of today's marketplace. Today, the
primary capital of many businesses is their brand. According te the American
Marketing Association, a brand can be defined as “a name, term, sign, symbol, or
design, or a combination of them which is intended to identify the goods and services
of one seller or group of sellers and to differentiate them from those of
competitors”(Keller, 1993). For decades, the value of a company was measured in
terms of its real estate, then tangible assets, plants, and equipment. However, it has
been recognized that a company’s real value lies outside the business itself, in the
minds of potential consumers (Kapferer, 1992). Brand equity is all about how
consumers feel about a-brand. Park and Srinivasan (1994) stated that brand equity is )
the incremental preference endowed by the brand to the product as perceived by an {\
individual consumer. Understanding the needs and wants of consumers and devising |
products and programs to satisfy them is at the heart of successful marketing (Keller,

1998). Understanding consumer needs and wants is not simple. The marketing mix is

the tools used to satisfy the needs and wants of the consumer. This study aims to |

discover which marketing mix elements influence brand equity.
Shampoo’s Market Situation in Thailand

In Thailand, the shampoo market is a big market with a total market
amount of 9,000 million Baht in the year 2003. This total market is separated into
two parts. There are 2,300 million Baht for Conditioners and 6,700 miilion Baht for
Shampoo (see Table 1.1) Moreover, the shampoo market can be classified into three
groups: beauty shampoo, anti-dandruff shampoo, and baby shampoo. In the shampoo
market, beauty shampoo has the highest market share with 67 percent market share
with an amount of 4,500 million Baht, followed by anti-dandruff shampoo with 30
percent market share amounting to 2,000 million Baht and lastly the baby shampoo

with a 3 percent market share with an amount of 200 million Baht (Figure 1.1).
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Table 1.1: Total Market of Shampoo in Thailand

Total market of shampoo Total market of conditioner
Year Amount (Million Baht) Year Amount (Million Baht)
2001 6,500 2001 2,050
2002 6,600 2002 2,200
2003 6,700 2003 2,300
Source: BrandAge, Issue 8, 2003,p.48
Figure 1.1: Market Share of Shampoo
Baby shampoo
3% 200 Baht
Anti-dandraff
shampoo
30% 2,000
Baht
Beauty
shampoo
67%
4,500 Baht

Source: BrandAge, Issue §, 2003, p.48




Figure 1.2: Market Share of the Producers of Shampoo

Unilever,
50 %

P&G, 27 %

Source: BrandAge, Issue 8, 2003, p.48

There arec three main groups of producers of shampoo: Unilever,
Procter and Gramble(P&G) and Kao. Unilever is the market leader in the shampoo
market with 50 percent market share, followed by P&G with 27 percent, Kao with 12
percent, while other groups have around 11 percent (Figurel.2).

Sunsilk is one of the shampoo brands produced by Unilever. Sunsilk
was the market leader in the shampoo market since the product was launched to the
market in year 1981. Table 1.2 shows the market share of shampoo since the year
1998 to 2003. As can be seen, Sunsilk was the market leader every year, followed by
Pantene, Clinic and the last are the other brands.

For this year (2003), Sunsilk is still the market leader and has gained
the highest market share with 30 percent market share, followed by Clinic with 14
percent market share, Pantene with 13 percent market share, Fairsa with 8 percent,
Dove with 7 percent, Rejoice with 7 percent, Head & Shoulder with 7 percent,
Organic with 2 percent, while other shampoos havel2 percent market share (see

Figure 1.3).
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Table 1.2: Market Share of Shampoo

Year Sunsilk Pantene _.Clinic Cthers
1998 24 % 15 % 8 % 3%
1999 27 % 14 % 10 % 49 %
2000 27% 14 % 11 % 48 %
2001 35% 14 % 13 % 38%
2002 30% 12 % 14 % 44 %
2003 30% 13 % 14 % 43 %

Source: Prachachart-turakit Newspaper, 2003, September 19, p.17

Figure 1.3: Market Share of Shampoo

Cthers, 12 %

Pantene, 13 %

Clinic,14%

Sunsilk, 30 Yo

Source: Business Thai Newspaper, 2003, September 22, p.4




Table 1.3: Average Monthly Expenditure for Goods and Services Other than
Food and Beverages.

Expenditure Group Bangkok’s Honscholds (Bakt)
Personal Care 554.38
Personal Services 138.48
Hair Cut 71.73
Hair Curl 742
Hair Set and Hairdye 45.91
Face and Body Massage 4.38
Other Services 9.34
Personal Supplies 415.90
Toilet Soap 42.57
Toothpaste 45.58
Shampoo, Conditioner 95.48
Hairtonic, Hair lotion 13.38
Perfume and Cologne 32.76
Face Powder and powder 34.40
Lipstick 12.11
Other Cosmetics 36.75
Tooth Brush, Electric tooth brush,

Brushes and Electric brushes 10.70
Razors, Blades and Electric Shaver 5.04
Hand-bags, Suitcases 6.39
Watches and Sun-glasses 17.45
Toilet Paper and Tissue 20.97
Sanitary Napkins 28.51
Other Supplies and Repair 13.81

Source: The 2002 Household Socio-Economic Survey, National Statistical Office.

Table 1.3 shows the average monthly expenditure of Bangkok’s
Households on Goods and Services Other than Food and Beverages. As can be seen,
Bangkok’s households spending for shampoo is the highest amount of money (95.48
percent in the year 2002). Moreover, in Thailand shampoo market has a big market
and Sunsilk is the market leader. Therefore, it can be said that Sunsilk will be a good
case for studying the creation of brand equity. In this study, the researcher aims to
study the relationship of some elements of the marketing mix and brand equity of

Sunsilk.



1.2 Statement of the problem

Competitiveness is the key to business and strong brands can
make the difference between winning and losing in the marketplace (Nilson, 1998).
Building strong brands, an approach to differentiation, involves creating brand equity
by developing perceived quality, brand awareness, brand associations, and brand
loyalty. Building a strong brand with great equity provides a host of possible benefits
to a firm, such as greater customer loyalty and less vulnerability to competitiveness
marketing actions or marketing crises; larger margins, more favorable customer
response to price increases and decreases; increased marketing communication

effectiveness; and licensing and brand extension opportunities (Keller, 2001).

There are many brands of Shampoo available in Thailand, such
as Sunsilk, Clinic, Head& Shoulders, Organic and Clairol. Therefore the shampoo
market is getting more competitive. Fiercer competition in Thailand' shampoo market
can be also attributed to the rising number of producers and the launch of new
products on the market. Manufacturers have continuously sought out new strategies to
boost demand and capture a larger slice of the market. With the sellers competing so
fiercely, the market is in the customers' hands, Consumers have a better chance than
ever before of choosing the right product to fit their needs. As far as the
manufacturers are concerned, the keys for survival are not so much capitalization but

marketing strategies to meet customer demand.

The heart of successful marketing is to understand the needs
and wants of consumers and devising products and programs to satisfy them.
Marketing mix is the antecedents of brand equity. Marketing mix is also the tools that
are used to satisfy the needs and wants of the consumer. Therefore, a deeper
understanding of how marketing mix influences brand equity is very important. This
research attempts to find out the answer to the question “What is the relafionship

between elements of the marketing mix and brand equity of the buyers of Sunsilk”.



1.3 Research Objectives

This research aims to find answers to the following objectives:

1. To examine the relationship between the elements of marketing mix and

the dimensions of brand equity which are perceived quality, brand loyalty,

brand awareness, and brand associationsof Sunsilk.

2. To know how ecach of the marketing mix elements affect the dimensions of

brand equity of Sunsilk.

3. To know which marketing mix elements have a major effect on brand

equity with which Sunsilk’s company should give more attention to in

order to persuade their consumers in.a more effective way.

1.4 Scope of the research

The respondents of this research are the buyers of Sunsilk in Bangkok

in ten locations of supermarkets.

1)
2)

9)

Tops Supermarket: Mahboonkrong
Tops Supermarket: Central Lardprao
Tops Superinarket: Central Pinklao
Big C: Hua Mark

Big C: Rajdamri

Big C: Chaengwattana

Tesco Lotus: Ekamai

Tesco Lotus: Silom S&A

Tesco Lotus: Sukaphiban 1

10} Tanghuaseng: Banglumpoo

These supermarkets are selected because they are the main

supermarkets in the Bangkok area, large scale, and most importantly because of the

high traffic of consumers. Moreover, the data was collected from to November 7,

2003 to December 30, 2003.



1.5 Limitations of the Research
There are three limitations in this research as follows:

1.5.1. Respondents:
The target population in this study is only people who are shopping in the
ten selected supermarkets in Bangkok.. Thus, the results may not be
identical to other research studing other areas. ’

1.5.2. Variable:
This research studies the relationship between selected elements of the
marketing mix and brand equity of Sunsilk, therefore; the results may not
be identical for the variables that are not included in this research.

1.5.3 Time:
This research is conducted in a specific time frame, therefore; the results

may not be identical for other time frames.
1.6 Significance of the Study

This study was conducted to develop a better understanding of the
relationship between the elements of marketing mix and the dimensions of brand
equity, to understand how Sunsilk can build a position in the consumer’s mind among
fierce competition. The result of this research will be beneficial to marketers to plan
the marketing strategies to make firms succeed in the market place. Additionally,
understanding which elements of marketing mix can be related with brand equity will
be beneficial for other firms to apply the results from this research to create their own

brands.



1.7 Definition of Terms

Advertising:

Advertising is paid, nonpersonal communication through various media by business
firms, nonprofit organizations, and individuals whorare in some way identified in the
advertising message and who hope to inform or persuade members of a particular

audience (Dunn and Barban, 1982).

Brand:
A name, term, sign, symbol, or design, or combination of them which is intended to
identify the goods and service of one seller or group of sellers and to differentiate

them from those of competitors (Kotler, 2000).

Brand Association:
Anything that is directly or indirectly linked in the consumer’s memory to a brand

(Aaker, 1998).

Brand Awareness:

The ability of a potential buyer to recognize or recall that a brand is a member of a

certain product category (Aaker, 1991).

Brand Equity:
The totality of the brand’s perception, including the relative quality of products and

services, financial performance, customer loyalty, satisfaction, and overall esteem

toward the brand (Knapp, 2000).

Brand Loyalty:

Brand loyalty is a preference by a consumer for a particular brand that results in

continual purchase of it (Belch, 2001).

Intensive Distribution (Distribution Infenaity):

This is when the manufacturer places the goods or services in as many outlets as

possible (Kotler, 2000).



Marketing Mix:
Marketing mix refers to the choice of ingredients that a company combines in order to

satisfy the needs and/or wants of a particular group of customers (Dunn and Barban,

1982).

Perceived Quality:
The customer’s perception of the overall quality or superiority of product or service

relative to relevant alternatives with respect to its intended purpose (Keller, 1998).

Place:

Making products available in the right quantities and locations when consumers want

them (McCarthy, 1990).

Price:

The amount of money charged for a product or sum of the values consumers exchange

for the benefits of having a product (Kotler, 2000).

Price Deals:
Price deals are short-term discounts offered by manufacturers to encourage non-users

to try the brand and existing users to buy more (Assael, 1993).

Store Image:
A set of interdependent organizations involved in the process of making a product or

service available for use or consumption (Srivastava and Shocker, 1991).

10
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This part aims to review related studies and concepts from various
authors used in this research. The first section pr€sents the concepts of consumer
buying behavior and marketing strategies. The second section presents the concepts of
marketing mix and its elements. The third section presents the concepts of brand
equity and its dimensions and the last section presents some previous studies related

to marketing mix and brand equity.
2.1. Consumer buying behavior

The most important thing for marketers is to meet and satisfy target
consumers’ needs and wants. That is to “understand consumer behavior.”

Consumer behavior can be defined as the process and activities people
engage in when searching for, selecting, purchasing, using, evaluating and disposing
of products and services to satisfy their needs and desires (Belch, 2001). According to

Kotler (2000), consumer buying behavior has five stages which are:

1) Problem recognition:
The consumer recognizes a problem or need,
2) Informationsearch:
The consumer searching for information needed to make a purchase
decision.
3) Evaluation of alternatives:
Consumer evaluates the various alternatives.
4Y Purchase decision:
Consumer makes a purchase decision.
5} Post purchase behavior:

Consumer’s satisty or dissatisfy after using the products or services.



2.2 Marketing Strategy

Marketing strategy can be defined as a consistent, appropriate, and
feasible set of principles through which a particular company hopes to achieve its
long-run consumer and profit objectives in parficular competitive environment
{Hamper and Baugh, 1994). Marketing strategy is the approach that the company will
take in trying to influence consumers to buy the product.

According to McCarthy and Perreault (1990), marketing strategy

specifies a target market and is related to marketing mix. It has two interrelated parts:

1} A target market: Is the market segment the firm is trying to attract with
its marketing effort.
2) A marketing mix: Is the controllable variables the company puts together

to satisfy this target group.
2.3 Marketing Mix

Marketing mix refers to the choice of ingredients that a company
combines in order to satisfy the needs and/or wants of a particular group of customers
(Dunn and Barban, 1982). Marketing mix is the set of marketing tools that the firm
uses to pursue its marketing objectives in the target market (Kotler, 2000). McCarthy
(1990} classified these tools into four broad groups that he called the four Ps of
marketing: product, price, place, and promotion. The particular marketing variables

under each P are shown in Figure 2.1.



Figure 2.1: The Four P Components of the Marketing Mix

R € S AT SR TR (P O 4 AL A Y el v S o AR SR

Product Place * Promotion Price
Physical good Objectives Objectives Objectives
Service Channel type Promotion blend Flexibility
Features Market exposure Salespeople Level over
Quality level Kinds of Kind product life
Accessories middlemen Number cycle
Installation Kinds of Selection Geographic
Instructions locations of Training terms
Warranty stores Motivation Discounts
Product lines How to handle Advertising Allowances
Packaging transporting Targets
Branding and storing Kinds of ads

Service levels Media type
Recruiting Copy thrust
middlemen Prepared by
Managing whom
channels Sales promotion
Publicity

Source: McCarthy, E. Jerome and Perreault, William D. (1990), Basie Marketing:
Irwin, Inc., p. 37

2.3.1 The Four Ps of the Marketing Mix (Yraditional marketing mix)
As can be seen from figure 2.1, the traditional Four Ps are:

1) Product
Product is anything that can be offered to a market to satisfy a want or

need. Products that are marketed include physical goods, services, experiences,

events, persons, places, properties, organization, and ideas (Kotler, 2000).



2) Place
The various activities the company undertakes to make the product
accessible and available to target consumers (Kotler, 2000).
3) Promotion
These are activities which inform the customers about the product and
which raise awareness of the product. These activities include advertising, sales
promotion, personal selling, publicity, direct mail and public relations (Miller, 2001).
4) Price
The amount of money charged for a product or the sum of the values

consumers exchange for the benefits of having a product (Kotler, 2000).

2.3.2 Marketing Mix Elements (Perceived marketing mix elements)

This study investigates consumers' perceptions of five selected
strategic marketing elements: price, store image, distribution intensity, advertising
spending, and frequency of price promotions. The selected factors do not embrace all
types of marketing efforts but are representative enough to demonstrate the
relationships between marketing efforts and the formation of brand equity (Yoo,

Donthu and Lee, 2000).

Price

Price is the marketing mix element that produces revenue (Kotler,
2000). 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). Higher price will communicate a higher

product quality. Therefore, price is positively related to perceived quality.

Yoo, Donthu and Lee (2000) find that there are no significant
relationships between price and the other brand equity dimensions, brand loyalty and
brand associations. Although high price implies high quality, it does not create loyalty
to the brand. Brand-loyal consumers are willing to pay the full price for their favorite

brand because they are less price sensitive than brand-non-loyal consumers. Thus,

14



changing the price level alone does not affect brand loyalty. Yoo, Donthu and Lee
(2000) also find no direct relationship between price and brand associations, because
both low and high prices can be equally strongly linked to the brand in memory for
the benefits that each brings to consumers: A low-priced product would give
transaction utility (i.c., paying less than the consumér's internal reference price),
whereas a high-priced product would give high-quality image or acquisition utility,

leading to reduced consumer risk (Thaler 1985).

Store Image (Place)

Storing is the marketing function of holding goods (McCarthy and
Perreault, 1990). Storing can increase the value of products and make them more
available when consumers want them. Store image can be defined as a set of
interdependent organizations involved in the process of making a product or service
available for use or consumption (Srivastava and Shocker, 1991). According to
Anderson and Vineze, 2000, store location strategies are related closely to
manufacturer and wholesaler distribution strategies and to the evolution of retail
structures. Therefore, store image is one channel of the distribution policy (place) of

marketing mix.

[n'a distribution chanpel, retailers are the ultimate channel that
encounters the consumers. Therefore, selecting and managing retailers is the major
marketing activity for the firm in order to satisfy consumers' needs. Moreover,
distributing through good image stores signal that a brand is of good quality.
According to previous researcher, Dodds et al. (1991), there are positive relationships
between store image and perceived quality. Good-image stores attract more attention,
contacts, and visits from 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; Zeitham! 1988).
Therefore, distributing a brand through stores with a good-image will create more

positive brand associations than distributing through stores with a bad-image.
Yoo, Donthu and Lee (2000) indicated that store image appears to have
no relationship with loyalty to a specific brand. Consumers perceive good store image

when their seif-concept is congruent with store image (Sirgy and Samli 1985).

15



Therefore, if the perceived image of the product does not match the store image,

consumers would not be impressed enough to show loyalty to the product.

Distribution Intensity

Kotler (2000) stated that intensive distribution consists of the
manufacturer placing the goods or services in as many outlets as possible. Intensive
distribution approach is used for convenience goods where the firm wants the product
available in as many retail outlets as possible (Dalrymple and Persons, 1990).
Intensive distribution provides convenience to the consumer by reducing the time
consumers must spend searching for the stores. Therefore, when distribution intensity
increases, consumers have more time and place utility and perceive more value for the
product. The increased value in turn leads to greater consumer satisfaction, perceived
quality, and brand loyalty and finally, greater brand equity. Thus, if the consumer is

satisfied with the product, positive brand associations will increase.

Advertising Spending (Promotion)

Advertising is paid, non-personal communication through various
media by business firms, nonprofit organizations, and individuals who are in some
way identified in the advertising message and who hope to inform or persuade
members of a particular audience (Dunn and Barban, 1982). Intense advertising
spending shows that the company is investing in the brand, which implies that the
product has superior quality. The previous researchers, Aaker and Jacobson (1994),
found a positive relationship between advertising and perceived quality. Thus,
advertising spending is positively related to perceived quality, which leads to higher

brand equity.

Advertising plays an important role in creating strong brand
associations and increasing brand awareness. Therefore, intensive 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 Wernerfeldt 1990). Thus, a greater amount of advertising is related

16



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).

Price Deals (Price promotions)

Sales promotion is traditionally divided into price-related and non-
price promotion. This study focuses on price promotion only. Also, price promotion
will be measured as the perceived relative frequency of the price deals presented for
the brand. Price deals can be defined as short-term discounts offered by manufacturers
to encourage nonusers to try the brand and existing users to buy more (Assael, 1993)
Price deals are easily copied, therefore; price deals may not be a desirable way to
build brand equity. Moreover, reduced price can give a signal that the product is
substandard or low-quality. The consumer attracted by a price cut usually remains
only a short-term user of the brand. Therefore, price promotion campaigns do not last
long enough to establish long-term brand associations, which can be achieved by
other efforts such as advertising and sales management (Shimp 1997). Relying on
sales promotion and sacrificing advertising would reduce brand associations, which

lead to decreasing brand equity (Yoo, Donthu and Lee, 2000).

Price deals can dilute brand loyalty and discourage repeat purchases.
Consumers often fail to establish a repeat purchase pattern after an initial trial. This is
because consumers are momentarily attracted to the brand by the transaction utility
that the price promotions provide, and when deals end, they lose interest in the brand.
Thus, change in brand loyalty after the end of deals may not occur unless the brand is
perceived to be superior to and meet consumer needs better than its competing

products (Yoo, Donthu and Lee, 2000).



2.4 Brand Equity

Brand equity is the added value endowed by the brand to the product
(Farquhar, 1989). Aaker (1991) defined brand equity‘ as a set of brand assets and
liabilities linked to a brand, its name and symbol, that add to or subtract from the
value provided by a product or service to a firm and/or to that firm’s customers. Aaker
(1991) further explained that the assets and liabilities on which brand equity is based
will differ from context to context. Keller (1993) defined brand equity as the
differential effects that brand knowledge has on consumer response to the marketing
of that brand. Brand knowledge is, in terms of an associative network model, a
network of nodes and links where the brand node memory has a variety of

associations or simple unique association linked to it.

Upshaw (1995) explained that brand equity is the total accumulated
value or worth of a brand, the tangible and intangible assets that the brand contributes
to its corporate parent, both financially and in terms of selling leverage. Knapp (2000}
defined brand equity as the totality of the brand’s perception, including the relative
quality of produets and services, financial performance, customer loyalty, satisfaction,
and overall esteem toward the brand. It’s all about how consumers, customers,
employees, and all stakeholders feel about a brand. Belch (2001) stated that brand
equity can be thought of as an intangible assets of added value or goodwill that results
from the favorable image, impressions of differentiation, and/or the strength of

consumer attachment to a company name, brand, or trademark.

2.4.1. Brand Equity Dimensions

Aaker (1991) stated that brand equity can be grouped into five
categories: (1) name (brand) awareness, (2) brand associations, (3) perceived quality,

(4) brand loyalty, and (5) other proprietary assets.

Keller (1993} proposed a knowledge-based framework for creating
brand equity based on two dimensions:

1) Brand awareness.

18



Brand awareness relates to brand recall and recognition

performance by consumers.

2) Brand image.

Blrand image refers to the set of a‘SSoéiations linked to the brand
that consumers hold in memory.

Similarly, Alba and Hutchinson (1987) proposed that knowledge has
two sub-dimensions of experience and familiarity. The effects of experience and
familiarity on consumer’ brand equity perceptions occur at two levels:

1) brand; and |

2) product category.

While knowledge about a brand may directly influence the brand
equity associated with a particular brand, the knowledge about a product category will
influence the brand equity associated with all brands in the product category (Alba
and Hutchinson, 1987).

In summary, brand equity is regarded as a very important concept in
business practice as well as in academic research because marketers can gain
competitive advantage through successful brands. While many definitions and
dimensions of brand equity exist, one of the most widely accepted and used are the
concept of David A. Aaker. According to Aaker (1991) brand equity can be grouped

into five categories as shown in figure 2.1



Figure 2.2: Brand Equity Model
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Figure 2.1 shows that brand equity can be grouped into five categories. Brand
equity provides value to the customer as well as the firm. In addition, the resulting

customer value becomes a basis for providing value to the firm.

Brand Loyalty

Brand loyalty is a measure of the attachment that a customer has to a
brand (Aaker, 1991). Tt reflects how likely a customer will be to switch to another
brand, especially when that brand makes a change, either in price or in product
features. Belch (2001) explained that brand loyalty is a preference by a consumer for a

particular brand that results in continual purchase of it.

Aaker (1998) indicated that an existing base of loyal customers
provides enormous sustainable competitive advantages. First, it reduces the marketing
costs of doing business. Keeping existing customers happy and reducing their
motivation to change is usually considerably less costly than trying to reach new
customers and persuading them to try another brand. Second, brand loyalty provides
trade leverage, which is defined as the willingness to carry a product and to support it.
Third, the loyalty of existing customers represents a substantial entry barrier to
competitors. Finally brand loyalty provides the time to respond to competitive moves.
If a competitor develops a superior product, a loyal following will allow the firm the
time needed to respond by matching or neutralizing. With a high level of brand

loyalty, a firm can allow itself the luxury of pursuing a less risky follower strategy.

Brand loyalty is the asset. Without the loyalty of its enstomers, a brand
is merely a trademark, an ownable, identifiable symbol with little value. With the
loyalty of its customers, a brand is more than a trademark. A trademark identifies a
product, a service, and a corporation. A brand identifies a promise. A strong brand is a
trustworthy, relevant, distinctive promise. It is more than a trademark. It is a trustmark
of enormeous value. Creating and increasing brand loyalty results in a corresponding

increase in the value of the trustmark (Shimp, 1997)

Aaker and Joachimsthaler (2000) indicated that brand lovalty is at the

heart of any brand’s value. The concept is to strengthen the size and intensity of each
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loyalty segment. A brand with a small but intensely loyal customer base can have

significant equity.
Brand awareness

Aaker (1991) stated that brand aware;ess is the ability of a potential
buyer to recognize or recall that a brand is a member of a certain product category.
Brand awareness relates to the number of persons who recognize the brand’s
significance, and who are conscious of the promise which this symbol expresses
(Kapferer, 1992).

According to Aaker (1991), brand awareness is an asset that can be
remarkably durable and thus sustainable. Also, brand awareness can provide a host of
competitive advantages. First, brand awareness provides a strong brand name to
which other associations with the brand can be attached in the customer’s mind.
Second, awareness provides the brand with a sense of familiarity, and people like the
familiar. Third, name awareness can be a signal of presence, commitment, and
substance, attributes that can be very important even to industrial buyers of big-ticket
items and consumer buyers of durable. Finally, the 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 the customer will consider buying, as discussed throughout the brand
(Aaker, 1998).

Temporal (2000) stated that there is an obvious link between
awareness and purchase because people will not buy something they do not know
anything about. Temporal (2000) further explained that brand awareness involves
brand recognition and brand recall. Brand recognition involves people simply being
able to recognize the brand as being different from others by secing it or hearing it
after they have already been acquainted with it. Brand recall is a term used to describe
how well people can remember the brand when they are prompted by the name of the
category or the usage situation. This is important when consumers plan category

purchases in advance.
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Perceived quality

Perceived quality can be defined as the customer’s perception of the
overall quality or superiority of product or service relative to relevant alternatives
with respect to its intended purpose (Keller, 1998) According to Aaker (1991),
perceived quality can provide a competitive advantage. Firstly, perceived quality
provides value by providing a reason to buy, Secondly, 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. Thirdly, a
perceived quality advantage gives the option of charging a premium price. It can
increase profit or provide resources to reinvest in the brand. If the brand is priced
competitively, it should yield a larger customer base, higher brand loyalty, and more
effective marketing mix programs. Fourthly, 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. Finally, perceived quality
permits the development of brand extensions; there is clear evidence that perceived
quality in a brand supports brand extensions. Perceived quality can be useful by
introducing new products by using the brand name. Consumers who believe in the

brand will be enlarging trust to other products, which relate to that brand.

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 (Aaker and Joachimsthaler, 2000).

Brand associations

Brand association is anything that is directly or indirectly linked in the
consumer’s memory to a brand (Aaker, 1991). Brand association can provide a
competitive advantage. Firstly, the associations can help customer’s process or
retrieve information by helping them to summarize a set of facts that would be
expensive to communicate and difficult for the customer to process. In addition,
association can help in the recall of information during decision making. Secondly,
the associations can help differentiate a brand from competitors. Thirdly, the

associations can involve customer benefits that provide a specific reason to buy and



use the brand. Associations can also build credibility and confidence in the brand.
Fourthly, the associations can create positive attitudes and feelings that are transferred
to the brand. Finally, the associations can provide a basis for a franchise extension
from the existing brand (Aaker, 1991). .

Aaker (2000) indicated that brand association can include user
imagery, product attributes, use situations, organizational associations, brand
personality, and symbol. Much of brand management involves determining what
associations to develop and then creating programs that will link the associations to

the brand.
Other proprietary assets

Aaker (1991) described other proprietary assets as consisting of
patents, trademarks, and channel relationships. Aaker (1991) further described that
brand assets will be most valuable if they inhibit or prevent competitors from eroding
a customer base and loyalty. These asscts can take several forms; a trademark will
protect brand equify from competitors who might want to confuse customers by using
a similar name, symbol, or package. A patent, if strong and relevant to customer
choice, can prevent direct competition. A distribution channel can be controlled by a

brand because of a history of brand performance.
Provides value to the customer

According to Aaker (1992) brand equity provides value to the
customer in three ways. Firstly, brand equiiy assets can help a customer interpret,
process, store, and retrieve a huge quantity of information about products and brands.
Secondly, the assets can also affect the customer’s confidence in the purchase
decision; a customer will usually be more comfortable with the brand that was last
used, is considered to have high quality, or is familiar. The third and potentially most
important way that brand equity assets, particularly perceived quality and brand
associations, provide value to the customer is by enhancing the customer’s

satisfaction when the individual uses the product.
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Provides value to the firm

According to Aaker (1992) brand equity provides value to the firm in
six ways. Firstly, brand equity can enhance the efficiency and effectiveness of
marketing programs. Secondly, brand awareness; pérceived quality, and brand
associations can all strengthen brand loyalty by increasing customer satisfaction and
providing reasons to buy the product. Enhanced brand loyalty is especially important
in buying time to respond to competitor innovations. Thirdly, brand equity will
usually provide higher margins for products by permitting premium pricing and
reducing reliance on promotions. Fourthly, brand equity can provide a platform for
growth by brand extensions. Fifthly, brand equity can provide leverage in the
distribution channel as well. Channel members have less uncertainty dealing with a
proven brand name that has already achieved recognition and has established strong
associations. Finally, brand equity assets provide a firm with a barrier that prevents

customers from switching to a competitor.,
2.5 Competitive Advantage

To be successful in the long run, the business must hold a competitive
advantage over its competitors. Competitive advantage can be defined as something
unique or special that a firm does or possesses that provides an advantage over its
competitors (Belch, 2001).

In order to achieve a competitive advantage, the company should have
quality products that command a premium price, providing superior customer service,
having the lowest production costs and lower prices, or dominating channels of
distribution. Also, competitive advantage can be achieved through advertising that
creates and maintains product differentiation and brand equity. Thus, the company can
achieve competitive advantage by manage their marketing mix well.

According to Hardy (1994), competitive advantage has three forms that
are differentiation, cost leadership, and quick response. An approach to differentiation

involves creating brand equity by developing its dimensions.



2.6. The Previous Empirical research

Yoo, Donthu, and Lee (2000) research entitled “dn Examination of
Selected Marketing Mix Elements and Brand Equity” explored the relationships
between selection marketing mix elements and the c;'eation of band equity. They
proposed a conceptual framework in which marketing elements are related to the
dimensions of brand equity, such as, perceived quality, brand loyalty, and brand
associations combined with brand awareness. These dimensions are related to brand
equity. The empirical tests using a structural equation model support the research
hypothesis. The results show that frequent price promotions, such as, price deals are
related to low brand equity, while high advertising spending, high price, good store

image, and high distribution intensity are related to high brand equity.

Jarusin Pornpakdeetawanugoon (2002°s Competitive Aspects of Brand
Value for Mobile Phone Industry Created by Brand Equity, indicated that creating
brand value by formulating brand equity as a strategic weapon for creating value of a
brand and adding up the marketing mix elements is related to the dimensions of brand
equity. The correlation analysis is used for testing relationship among brand value and
its elements, brand equity and its dimensions, and marketing mix clements. The
results show that there are relationships between brand equity and marketing mix.
Finally, this study shows that a successful advertising campaign and distribution

intensity of product enhances strongly brand awareness/association.

Seema, Natnicha (2003) in their study “A study of the relationship
between the elements of marketing mix and some dimensions of brand equity”
revealed the relationship of the elements of marketing mix (product, price, store
image, distribution intensity, advertising, and sales promotion) and brand equity
(perceived quality, brand loyalty and brand awareness/association). This study used
correlation coefficient to measure the relationship between the elements of marketing
mix and brand equity. The finding of this study show that there are positive
relationships between brand equity and dimensions of brand equity, some elements of
marketing mix ( product, price, store image, distribution intensity and advertising) and
dimensions of brand equity. On the contrary, there is negative relationship between

sales promotion and dimensions of brand equity.
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In conclusion, this study aims to examine the relationship between
elements of marketing mix and some dimensions of brand equity of Sunsilk. The
researcher selected perceived quality, brand loyalty, brand awareness, and brand
associations as the dimensions of brand equity. This research focuses on a few key
elements of the marketing mix. In particular, this™ study selects price, store image,
distribution intensity, advertising spending and price deals from the traditional “4P”
marketing mix (price, place or distribution, promotion and product) as a representative
set of marketing programs. This study explores how these marketing actions increase
or decrease brand equity. The findings provide insights into how marketing activities

may be controlled to generate and manage brand equity.
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Chapter 11T
Research Frameworks

This chapter is designed to provide the research framework used in this
study. This chapter confains four sections; the first section presents theoretical
framework. The second section presents conceptual framework. The third section
presents research hypothesis. And the last section presents concepts and

operationalization of the variables.

3.1 Theoretical Framework

The main purpose of this study is to assess the relationships between
marketing mix elements and brand equity of Sunsilk buyers. The researcher uses
Aaker’s brand equity dimensions as a fundamental in this study. These dimensions are
perceived quality, brand loyalty, and brand awareness/ associations.

Creating brand equity can make the firm gain a competitive
advantage. Brand equity is enhanced when consumers become familiar with the brand
and hold favorable; strong, and unique associations in memory about the brand.
According to Keller (1998), brand equity is reinforced by marketing actions that
consistently convey the meaning of the brand to consumers in terms of what products
the brand represents, what core benefits it supplies, what needs it satisfies, and how
the brand makes those products superior and which strong, favorable, and unique
brand associations exist in the minds of consumers. Shimp (1997) stated that

enhancing equity depend on the suitability of all marketing mix efements.
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3.2 Modified Conceptual Framework

The researcher modified the conceptual framework from the previous
researchers such as Yoo, Donthu and Lee (2000) whose research entitled “An
Examination of Selected Marketing Mix Elements and Brand Equity.”

The researcher considers marketing mix elements as independent
variables, whereas dimensions of brand equity as dependent variables. The researcher
selects price, store image, distribution intensity, advertising spending and price deals
as a representative set of marketing mix activities. For dependent variables, the
researcher selects perceived quality, brand loyalty, and brand awareness/ associations

as a representative set of brand equity.

DR e e z&ae‘:éj

Independent Variables Dependent Variables

Marketing Mix Dimensions of
Brand Equity
- Price
- Store Image - Perceived
- Distribution Quality
Intensity el | . Brand Loyalty
- Advertising - Brand
Spending Awareness/

Price Deals Associations

Figure 3.1: A Modified Conceptual Framework from: Yoo, B., Donthu, N. and Lee, §.
(2000), an examination of selected marketing mix elements and brand equity, p.24.
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3.3 Hypothesis Statements

The researcher examines eleven hypotheses for supporting research
objectives. On the basis of the previous researchers, Yoo, Donthu and Lee (2000), the
research hypothesizes directional relationship paths among the variables as

-

summarized in Figure 3.2.

Figure 3.2: The Structural Hypothesized Relationship

Latent variables Latent variables

Perccived
quality

Advertising
spending

Brand
awareness/
associations

Yoo, Donthu and Lee (2000) found that there are no significant
relationships between price and the other brand equity dimensions, brand loyalty and
brand associations. And store image and price deals appear to have no relationship

with loyalty to a specific brand.
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Hypothesis 1:

Hoi: There is no relationship between price of Sunsilk and perceived quality of
Sunsilk.

Hay: There is a relationship between price of Sunsilk and perceived quality of Sunsilk.

Hypothesis 2:

Hos: There is no relationship between store image of Sunsilk and perceived quality of
Sunsilk.

Haz: There is a relationship between store image of Sunsilk and perceived quality of
Sunsilk.

Hypothesis 3:

Hos: There is no relationship between store image of Sunsilk and brand

wmwareness/associations vl Sunsilk.

Ty There s g relntionship between store image of Sunsille and Brand
awareness/assoeiations of Sunsilk.

Hypothesis 4:

Hoas: There is no relationship between distribution intensity of Sunsilk and perceived
quality of Sunsilk.

Has: There is a relationship between distribution intensity of Sunsilk and perceived
quality of Sunsilk, t

Hypothesis 5:

Hos: There is no relationship between distribution intensity of Sunsilk and brand
loyalty of Sunsilk.

Has: There is a relationship between distribution intensity of Sunsilk and brand
loyalty of Sunsilk.

Hypothesis 6:
Hog: There is no relationship between distribution intensity of Sunsilk and brand

awareness/associations of Sunsilk.

Hag: There is a relationship between distribution intensity of Sunsilk and brand
awareness/associations of Sunsilk.

Hypothesis 7:

Hoy: There is no relationship between advertising spending of Sunsilk and perceived
quality of Sunsilk.

Haz: There is a relationship between advertising spending of Sunsilk and perceived

quality of Sunsilk.
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Hypothesis 8:

Hog: There is no relationship between advertising spending of Sunsilk and brand
loyalty of Sunsilk.

Hag: There is a relationship between advertising spending of Sunsilk and brand
loyalty of Sunsilk.

Hypothesis 9:

Hog: There is no relationship between advertising spending of Sunsilk and brand
awareness/associations of Sunsilk.

Haw: There s a relationship between advertising spending of Sunsilk and brand
awareness/associations of Sunsilk.

Hypothesis 10:

Hog: There is no relationship between frequency of price deals of Sunsilk and
perceived quality of Sunsilk.

Hayo: There is a relationship between frequency of price deals of Sunsilk and
perceived quality of Sunsilk.

Hypothesis 11

Hoj: There is no relationship between frequency of price deals of Sunsilk and brand
awareness/associations of Sunsilk.

Hay;: There is a relationship between frequency of price deals of Sunsilk and brand

awareness/associations of Sunsilk.



3.4 Operationalization of Dependent Variables

Table 3.1 shows the operational definitions of dependent

variables, which are the dimensions of brand equity: perceived quality, brand loyalty,

and brand awareness/ associations.

Table 3.1: Operationalization of Dimensions of Brand Equity,

Concept Conceptual Definition Operational Level of
Components Measurement
Perceived | The customer’s perception of the | - Quality of product Interval
Quality overall quality or superiority of
product  or service relative to
relevant alternatives with respect
to its intended purpose (Keller,
1998)
Brand The totality of the brand’s |- Repurchase ~a Interval
Loyalty perception, including the relative | preferred product or
quality of products and services, | service consistently |
financial performance, customer ! in the future.
loyalty, satisfaction, and overall
esteem toward the brand (Knapp,
2000).
Brand The ability of a potential buyer to | -~ Ability to Interval
recognize or recall that a brand is | recognize the
Awareness/ .
Asvociation | 2 member of a certain produ?,t bra.n‘d.
category. And anything that is | - Ability to aware
directly or indirectly linked in the
; the brand
consumer’s memory to a brand
{Aaker, 1991, 1998), - Ability to recall the
brand.
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3.5 Operationalization of independent Variables

Table 3.2 shows the operational definitions of independent variables,

which are the marketing mix elements: price, store image, distribution intensity,

advertising spending and price deals,

Table 3.2: Operationalization of Marketing Mix Elements.

to try the brand and existing users to
buy more (Assael, 1993)

Concept Conceptual Definition Operational Level of
Components Measurement
Price The amount of money charged for a | - Retail price Interval
product or sum of the wvalues | of product
consumers exchange for the benefits
ol having a product (Kotler, 2000),
Stove bmage | A set ol mterdependent orgamizations |- Good inage ol Interval
involved in the process of making a | stores.
product or service available for use or
consumption (Srivastava and Shocker,
1991).
Distribution | The manufacturer placing the goods | - Location Interval
. or services in as many outlets as |- Amount of
Intensity A .
possible (Kotler, 2000). Stores.
Advertising | Is paid, nonpersonal communication | - Frequency Interval
Spending | through various media by business | - Intensive
firms, nonprofit organizations, ~and
individuals who are in some way
identified in the advertising message
and who hope to inform or persuade
members of a particular audience
{Dunn and Barban, 1982).
: Short-term  discounts offered by i - Frequency Interval
Price Deals ; ;
manufacturers to encourage nonusers | - Intensive

34




Chapter IV
Research Methodology

This chapter discusses the methodology employed in this study.
Therefore, the first section presents the research method and the instruments used for
data collection. Second is the source of data of this study. Third is the sampling design
that describes the target population, sampling frame, sampling units and sample size
of this study. Fourth is the pretest of the questionnaires. Finally is the statistical

technique, which is used for testing cach hypothesis.

4.1 Research Methodology
4.1.1 Research Method: Sample Survey

In this study, exploratory research is used. 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 background information where absolutely
nothing is known about the problem area, the hypotheses are formulated for the
investigation (Malhortra and Birks, 2000).

In order to gather the primary data, the researcher uses a sample
survey. The principal advantage of the 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

(Aaker, Kumer and Day, 1999).
4.1.2 Research Instrument

This study used questionnaire as an instrument to acquire scveral
aspects of respondents’ perception. Questionnaire is a data-collection instrument. It
formally scts out the way in which the rescarch questions of interest should be asked
(Proctor, 2003). Self-distributing questionnaire is used for collecting the data needed

for the research.
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" 4.2 Source of Data
In this rescarch, the sources of data are both primary and secondary

data.

4.2.1 Primary Data
Kotler (2000) stated that primary data are data gathered for a specific
purpose or for a specific research project. Kotler further stated that primary data can
be collected in five ways: observation, focus groups, surveys, behavioral data, and
eapuriments, Por this sescarch, the rescarcher collectod pronary dukn by using sueveys
method with which the data are collected by using questionnaire. The respondents of
this rescarch are the buyers of Sunsilk who stay in Bangkok. The respondents were

selected on the basis of convenience and avatlability.

4.2.2 Secondary Data .

Secondary data are the data that were collected for another purpose and
already exist somewhere (Kotler, 2000). Secondary data provide a starling point for
research and offer the advantages of low cost and ready availability. For this research,
the researcher collected secondary data by collecting from various sources su:h as
textbooks, academic journals, magazine, newspaper, and also from the Internet

Website.
4,3 Sampling Designs

4.3.1 Non-Probability Sampling
Non-Probability Sampling technique is used in this research. Non-
probability sampling is a sample where there is no way of assessing what the
probability is of selecting any particular element or unit into the sample asked
(Proctor, 2003). In this study the respondents’ chance of being included in the sample
is unknown; therefore, the non-probability sampling is suitable for this research

because there is no record for the list of people who are Shampoo buyers in Bangkok.
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4.3.2 Target Population

The target population under this study refers to people who are the
buyers of Sunsilk. The rescarcher collected data (by interview through questionnaires)
from the respondents in supermarkets in Bangkok. The researcher selected ten

locations of supermarkets as follows:

1) Tops Supermarket: Mahboonkrong 40 Questionnaires
2) Tops Supermarket: Central Lardprao 40 Questionnaires
3) Tops Supermarket: Central Pinklao 40 Questionnaires
4) Big C: Hua Mark 40 Questionnaires
5) Big C: Rajdamri 40 Questionnatres
6) Big C: Chaengwattana 0 Questionnaires
7). Tesco Lotus: Ekamai 40 Questionnaires
8) Tesco Lotus: Silom S&A 40 Questionnaires
9) "Tesco Lotus: Sukaphiban | 40 Questionnaires
) Tanghuaseng: Banglumpoo 40 Questionnaires

4.3.3 Sampling frame
Sampling frame is a comprehensive list of people, business, or
organizations from which a researcher intends to sclect a sample (Hester, 1996). It is
not possible to find a list of people who have ever bought Sunsilk shampoo.

Therefore, there is no sampling frame in this research.

4.3.4 Sampling Units
The sampling unit is the element that makes up a population (Proctor,
2003). In this research, the sampling unit is the buyer of Sunsilk shampoo in Bangkok

area.
4. 3.5 Determining Sampling Size

Due to the methodology that is used in this research, the non-
probability sampling method is applied by judgment technique. As there is no formula

to calculate the sample size, this study calculates the number of sample sizeby
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estimating the population of the people who stay in Bangkok by comparing with the
table of Anderson based on the expected rate of 95 percent confidence level and §
percent sampling error. The amount of sample size’s population of Bangkok is about

5.7 million (Appendixe B).

Table 4.1: Theoretical Sample Size for Different Sizes of Population and a 95

percent Level of Certainty.

Required sample for tolerable error
Population 5% % | 3% | 2%
100 79 85 9] 96
500 217 2 340 413
1,000 A 27 1 375 516 705
5,000 356 535 897 1,622
50,000 381 593 1,044 2,290
100,000 382 596 1,055 2,344
1,000,000 384 599 1,065 2,344
25,000,000 384 600 1,067 2,400

Source: Anderson, G., Fundamentals of Education Research, 1996, p.202.

As can be seen, when comparing the amount of population in Bangkok
with Anderson’s table (table 4.2), the sampling size of this research is 384. Therefore,

384 sets of questionnaires were distributed to the target population.

4.4 Pretesting

The questionnaire of this research has been obtained from a previous
published research (Yoo, Donthu and Lee, 2000). In order tﬁ avoid respondents’
misunderstanding the questions, pre-testing of the questionnaire was conducted before
the actual questionnaires were used. Thus, the researcher had done the pretest to {ind
out possible problems before launching the questionnaires. Forty respondents or fcrty

questionnaires were used for the pre-test. The researcher used Cronbach’s Coefficient
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Alpha Scales to test the reliability of questionnaires. The results are shown in Table
4.2.
Table 4.2: The Reliability Analysis

Determinants Cronbach’s Cocefficient Alpha
Marketing Mix T
Price 0.7721
Store image 0.8578
Distribution intensity 0.8522
Advertising spending 0.7221
Price deals 0.7710

Brand Equity Dimension

Perecived quality 0.7500
Brand loyvalty 0.8241
Brand awareness/ associations 0.7899

According to Burns and Bush (2000), the reliability value at the level
of 0.65 or 0.70 is often considered acceptable for the measurement. As can be seen in
table 4.2, for the reliability of the questionnaires, the alpha values of all variables are

greater than 0.65. Therefore, all measurement scales are reliable.

4.5 Statistical Treatment of Data

In order to analyze the data collected from the target respondents, Structural
equation modeling (SEM) was used to estimate parameters of the structural model and
the completely standardized solutions were computed by using the LISREL 8.54

maximum-fikelihood method.
Structural Eguation Modeling (SEM)

Structural Equation Modeling or SEM, is a very general, chicfly
linear, chicfly cross-sectional statistical modeling technigue. The rescarchers are more

likely to use SEM to determine whether a certain model is valid. SEM is a very

general, very powerful multivariate analysis technique that includes specialized
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versions of a number of other analysis methods as special cases.' Structural equation
modeling (SEM) enables the researcher to measure unmeasured or lafent variables
with empirical indicators. How well the indicators measure the latent variables can be
assessed using confirmatory factor analysis. This analysis is confirmatory rather than
exploratory because the indicators for each latent variable have to be specified in
advance. Regular factor analysis and principal components analysis can be considered
exploratory because the program allows all indicators to measure or load on any
number of latent variables. These latent variables can also be incorporated into a
structural equation model that assesses the structural relationships among the latent

variables.”

Latent Constructs

In struetural equation modeling, the key variables of interest are
usually "fatent constructs”. A latent variable is a variable that cannot be measured
directly, but is hypothesized to underlie the observed variables. Latent variables in
path diagrams are usually represented by a variable name enclosed in-an oval or

circle.’

Observed variables (IVianifest Variable)

A manifest variable is a variable that is actual measures or directly
observable. In path analysis diagrams used in structural modeling, manifest variables

P . D i
are usually represented by enclosing the variable name within a square or a rectangle.

A structural equation model may include two types of latent

constructs--exogenous and endogenous.
1. Exogenous are independent variables.

2. Endogenous are dependent variables.

" hitp://www statsofline.com/textbook/stsepath.html, retrieved November 1, 2003

* hitp/iwww2.be.edu/~stevenw/mb871_SEM.htm, retrieved September 15, 2003
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Software program for doing structural equation model is LISREL.
LISREL popularized SEM in sociology and the social sciences and is still the package

of reference in most articles about structural equation modeling.

LISREL

LISREL or LInear Structural RELationship model is a program for
estimating the coefficients in a set of structural equations. 1t is particularly designed
to accommodate models that include latent variables, measurement errors, reciprocal
causation, simultaneity, and interdependencc.3 LISREL provides the most
comprehensive solution to the errors-in-variables problem. It combines multivariate
measurement models for the dependent and independent latent variables with
rectsive or nonrecarsive models Tor Hinear relationships between fatent variables, The
LISREL model, in its most general form, consists of a set of linear structural
equations. Variables in the equation system may be either directly observed variables
or unmeasured latent (theoretical) variables that are not observed but relate to
obscrved vartables. B is assumed i the moded that there is a causal structure among a
set of latent variables, and that the ohserved variables are indicators of the [atent

g 4
variables,

In the LISREL model, the linear structural relationship and the factor
structure are combined into one comprehensive model applicable to observaticnal

studies in many fields. The model allows

« multiple latent constructs indicated by observable explanatory (or exogernous)
variables,

¢ recursive and nonrecursive _re[ationships between constructs, and

« multiple latent constructs indicated by abservable responses (or endogenois)

variables.

The connections between the latent constructs compose the structural
equation model; the relationships between the latent constructs and their observable

indicators or outcomes compose the factor models. All parts of the comprehensive

? hitps/Avwav.phitscience.com/economics/ssicentral/lisrel/word.him, retrieved September 15, 2003

*httprfivwv.ecnet.net/usersixwvww/een/users. guide/unix/lisret shiml, retrieved September 1, 2003
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model may be represented in the path diagram and all factor loadings and structural

relationships appear as coefficients of the path.

The model consists of two parts, the measurement model and the
structural model

1. The measurement model

The measurement model specifies how latent variables or hypothetical
constructs depend upon or are indicated by the observed variables. In SEM, each
latent construct s usaally associated with multiple wmeasures, SEM rescearchers most
commonly link the latent constructs to their measures through a factor analytic
measurement model.” That is, each [atent construct is modeled as a common factor
underlying the associated measures. These "loadings" linking constructs to measures

have lincar regression refationship.

Figure 4.1: The example of measurement model

Observed variables Latent
variables
PR} \
PR3 &

Note: Adapt from World Wide Web: http://www.gsu.edu/~mkteer/sem.html

* httpr/www.gsu.edu/~mkteer/sem html, retrieved September 15, 2003



2. The structural model

The structural model specifies the causal relationships among the latent

variables, describes the causal effects, and assigns the explained and unexplained

variance. The relationships between the latent variables are linear regression.

Figure 4.2: The example of the structural model

Latent variables Latent variables

Brand
awrencss/
assochtions

Note: Adapt from World Wide Web: http://www.gsu.edu/~mkteer/sem.html i

43



Chapter V
Data Analysis

This chapter presents the analysis of data collected from the
respondents. The data was interpreted by using the LISREL 8.54 program. The first
section presents the goodness of fit measures. The second section presents the
measure of the measurement model. And the last section presents hypothesis testing

and the measure of the structural model.
5.1 Gooduess of Iit Measures

The LISREL 8.54 output furnishes a number of measures which allow
assessment of the absolite and incremental it of the proposed model (see Table 5.1).
Goodness of fit measures are related to the ability of the model to account for the
sample covariance and therefore assume that all measures are reflective. If the
Goodness of [it statistics value shows a good fit, it can indicate that the modet fits the

data,

Table 5.1: Goodness of Fit Measures

Goodness of fit statistics Results
GFI 0.71
RMR 0.07
NNFI 0.86
NFI 0.86
CFl 0.88

Ad



Results

1. Goodness of Fit Index (GFI)

A goodness of fit index (GF1) value close to 0.90 reflects a good fit
(Schumacker and Lomax, 1996). Therefore, from Table 5.1, a goodness of fit index

(GFI) of 0.71 was observed for the model, hence, acceptable to be fit.

2. Root Mean Square Residual (RMR)

A root mean square residual (RMR) value of less than 0.08 is offered
by Hu and Bentler (1999) as evidence of acceplable overall model fit, Therefore, ﬁ'om
Table 5.1, a root mean square residual (RMR) of 0.07 was observed for the model,

suggesting an acceptable fit.
3. Non-Normed Fit Index (NNFI)

A non-normed fit index (NNFI) value close to 0.95 is cited as
indication of acceptable fit (Hu and Bentler ,1999). Therefore, from Table 5.1, a non-

normed {it index (NNFI) of 0.86 was observed for the model, acceptable to be fit.

4. Normed Fit Index (NFT)

A normed fit index (NFI) value ¢lose to 0.90 reflects a good fit
(Schumacker and Lomax, 1996). Therefore, from Table 5.1, a normed fit index (NFI)

of 0.86 was observed for the model, acceptable to be fit.

5. Comparative Fit Index (CFI

A comparative fit index (CFI) value close to 0.95 is cited as indication
of acceptable fit (Hu and Bentler ,1999). Therefore, from Table 5.1, a non-normed fit
index (NNFT) of 0.88 was observed for the model, acceptable to be fit.



In conclusion, the goodness of statistics from table 5.1 shows that all
measures pass the minimum required level. These indicate a reasonable level of fit of

the model,

Structural Equation Modeling (SEM)
The structural equation model consists of two parts, the measurcment
model and the structural model. The figure of the structural equation model of this

study is shown at the end of this chapter (see Figure 5.1).
5.2 Measurement Model

The mecasure of the measurement model includes the parameters
(Standardized loading) between the latent construct and its observed variables and the
t-values. In Structural equation modeling (SEM) the relationship among the latent
construet  and _observed  variables is a regression relationship.  According to
Schumacker and Lomax (1996), the larger the value of Standardized loading, the

stronger the impact of that observed variable on the latent constructs,

For the measurement model of this study, there are eight latent
variables that are five latent variables of the marketing mix elements and three latent
variables of the dimension of brand equity while observe  variables are the

questionnaire of each latent variable.

PR stands for the questionnaire of price.

M stauds for the questionnaire of store image

DI stands for the questionnaire of distribution intensity
AD stands for the questionnaire of advertising spending
DL stands for the questionnaire of price deals

QL stands for the questionnaire of perceived quality
LO stands for the questionnaire of brand loyalty

AA stands for the questionnaire of brand association/awareness
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Table 5.2: Estimate of the measurement model
Standardized | | YAV
Item Loading
Price
PRI: I think the price of Sunsilk is higher than other brands 0.92 28.60
PR2: I think the price of Sunsilk is lower than other brands. -0.64 -16.17
PR3: I think Sunsilk is more expensive than other brands. 0.88 24.38
Store Image
IM1: The stores where 1 can buy Sunsilk carry products of high quality. 0.66 22.86
IM2: The stores where 1 can buy Sunsilk would be of high quality. 0.72 22.26
IM3: The stores where 1 ean buy Sunsilk have well-known brands. 0.3 J2.28
Distribution Intensity
DI More stores sell Sunsilk, as compared to its competing, brands, 0.61 15.59
DI2: The number of the stores (hat deal with Sunsilk is nore than that of its 0.90 24.50
competing brands.
DI3: Sunsilk is distributed through as many stores as possible. 044 .09
Advertising Spending
ADI; Sunsilk is intensively advertised. 0.62 18.71
AD2: The ad campaigns for Sunsilk seem very expensive, compared to campaigns Tor 0.33 8.34
competing brands.
AD3: The ad campaigns for Sunsilk are seen frequently. 0.49 16.87
Price Deals
DL1: Price deals for Sunsilk are frequently offered. 1.00 17.05
DL2: Too many times price deals for Sunsilk are presented. 0.67 13.02
DL3: Price deals for Sunsilk are emphasized more than seems reasonable. 0.17 4.30
Perceived Quality
QL1: Sunsilk is of high quality. 0.63 30.01
QL2: The likely quality of Sunsilk is extremely high. 0.69 33.88
QL3: The likelihood that Sunsilk would be functional is very high. 0.57 30,72
QL4: The likelihood that Sunsilk is reliable is very high. 0.50 30.63
QLS: Sunsilk must be of very good quality. 0.62 26,49
QL6: Sunsilk appears to be of very poor quality. -0.43 -15.54
Brand Loyalty
LO1: 1 consider myself to be loyal to Sunsilk. 0.58 14.92
LO2: Sunsilk would be my first choice. 0.69 16.55
LO3: T will not buy other brands if Sunsilk is available at the stores. 0.55 13.93
Brand Association/Awareness
AATl: 1 know what Sunsilk looks like. 0.55 14.25
AAZ2: | can recognize Sunsilk among other competing brands. 0.48 12.98
AA3: | am aware of Sunsilk. 0.38 13,75
AA4: Some characteristics of Sunsilk come to my mind quickly. 0.53 17.99
AAS: I can quickly recall the symbol or logo of Sunsiik 0.58 18.74
AAG6: 1 have difficulty in imagining Sunsilk in my mind. -0.43 -13.19
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Resulis

The t-value less than -1.96 or greater than +1.96 at a 0.05 level of
significance means that the observed variable and latent construct are closely related
(Schumacher and Lomax (1996). The result from Table 5.2 shows that all variables
lad € values preater Qe 190 and alse Tess than 190 at a 0045 fevel of sipnificance,
which means that all the observed variables and their latent constructs are closely

related.

5.3 Hypothesis Testing and the Measure of Structural Model

Hypothesis Testing

The purpese o hypothesis testing s o deteronne which o the fwa
hypotheses (Ho and IHa) is correct. The main purpose of this study is o study the
relationships between marketing mix elements and brand equity of Sunsilk, For the
conceptual frame work, this study has eleven hypotheses. LISREL 8.54 was used 1o

identify the relationships between the constructs of interest and to test the hypotheses

in this study.
The Measure of Structural Model

The structural model includes the relationships among the latent
variables. The relationships between the latent variables are linear regression. In this
study the latent variables are the independent variables and dependent variables. The
independent variables are the marketing mix elements and the dependent variables are
the brand equity dimensions. The effective size (parameter estimate) of marketing mix
on brand equity dimensions was computed by using LISREL. According to
Schumacker and Lomax (1996), the larger the value of parameter estimates means the

stronger the impact among the latent variables.
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Hypothesis Testing Results

Hypothesis 1:

Hop: There is no relationship between price of Sunsilk and perceived quality of

Sunsilk.

Hay: There is a relationship between price of Sunsilk and pereeived quality of Sunsilk.

Table 5.3: Structural model estimates of price and perceived quality

Hypothesized relationship Parameter Estimate | t Value Conclusion
Price =P Perecived quality 0.19 4135 Rejeet Ho
Results:
Hypothesis testing

The t-value less than ~1.96 or greater than +1.96 at a 0.05 level of

significance means that it will reject the null hypothesis (Fink, 1995).
The result from the test of the first hypothesis in table 5.3 shows that

the t value is 4.15, which is greater than 1.96 at a 0.05 level of signiﬁcaﬁce.

Therefore, the null hypothesis was rejected. This means that there is a relationship

between the price of Sunsilk and the perceived quality of Sunsilk.

The measure of structural model

The parameter estimates value, which represents a regression relation

between price and perceived quality, shows that the parameter estimate is 0.19, which

means that there is weak (0.19) influence of price on perceived quality
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Hypothesis 2:

Ho;: There is no relationship between store image of Sunsilk and perceived quality of
Sunsilk.
Hay: There is a relationship between store image of Sunsitk and perceived quality of

Sunstik.

‘Table 5.4: Structural model estimatces of Store image and perceived quality

G lE o e d RRAE e o

Hypothesized relationship Jarameter t Value Conclusion
Yi I

Estimate

Store image —® Perceived quality 0.53 9.89 Reject Ho

Results:
Hypothesis testing

The t-value less than -1.96 or greater than +1.96 at a 0.05 level of
significance means that the null hypothesis (Fink, 1995) is rejected.

The result from the test of the second hypothesis in table 5.4 shows
that the t value is 9.89, which is greater than 1.96 at a 0.05 level of significance,
Therefore, the null hypothesis was rejected. This means that there is a relationship

between store image of Sunsilk and perceived quality of Sunsilk.
The measure of structeral model

The parameter estimate, representing a regression relation between
store image and perceived quality, shows that the parameter estimate is 0.53, which

means that there is strong (0.53) influence of store image on perceived quality.



Hypothesis 3:

Hos: There is no relationship between store image of Sunsilk and brand

awareness/associations of Sunsilk,
Has:  There is a relationship between store image of Sunsilk and brand

awareness/associations of Sunsilk.,

Table 5.5: Structural model estimates of Store image and brand

awareness/associations

Hypothesized relationship Parameter t Value | Conclusio
Listimate n
Store image - Brand association/awareness 0.43 7.63 | Reject Ho
Results:
Hypothesis testing

The t-value that less than -1.96 or greater than +1.96 at a 0.05 level of

significance means that it will reject the null hypothesis (Fink, 1995).

The result from the fest of the third hypothesis in table 5.5 shows that
the t value is 7.63, which is greater than [.96 at a 0.05 level of significance.

Therefore, the null hypothesis was rejected. This means that there is a relationship

between store image of Sunsilk and Brand association/awareness of Sunsilk.

The measure of struetural model

The parameter estimates, representing a regression relation between
store image and Brand association/awareness, show that the parameter estimate is

0.43, which means that there is weak (0.43) influence of store image on Brand

association/awareness.
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Hypothesis 4:

Hog4: There is no relationship between distribution intensity of Sunsilk and perceived
quality of Sunsilk.
Hag: There is a relationship between distribution intensity of Sunsilk and perceived

quality of Sunsilk.

Table 5.6: Structural model estimates of distribution intensity and perceived

quality
Hypothesized relationship Parameter t Value
Estimate Conclusion
Distribution p - Perceived -0.03 -0.78 Accept Ho
Intensity quality

Results:
Hypothesis testing

The t-value that less than -1.96 or greater than +1.96 ata 0.05 level of
significance means that it will reject the null hypothesis (Fink, 1995)

The result from the test of the fourth hypothesis in table 5.6 shows that
the t value is -0.78, which is greater than -1.96 at a 0.05 level of significance.
Therefore, the null hypothesis faited to reject. This means that there is no relationship

between distribution intensity of Sunsilk and perceived quality of Sunsiik.

The measure of structural model

The parameter estimates, representing a regression relation between
distribution intensity and perceived quality shows that the parameter estimate is -0.03,
which means that the influence of distribution intensity of Sunsilk on perceived

quality of Sunsilk is not significant.
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Hypothesis 5:

Hos: There is no relationship between distribution intensity of Sunsilk and brand
loyalty of Sunsilk.

Has: There is a relationship between distribution intensity of Sunsilk and brand

loyalty of Sunsilk.

Table 5.7: Structural model estimates of distribution intensity and brand loyalty.

Hstimate

Intensity Loyalty

Hypothesized eetationship Parameter t Value Conclusion |

Distribution ___p. Brand Q.7 b Reject o

Results:

Hypothesis testing

The t-value that less than -1.96 or greater than +1.96 at 2 0.05 level of
significance means that it will reject the null hypothesis (Fink, 1995)

The result from the test of the fifth hypothesis in table 5.7 shows that
the t value is 3.22, which is greater than 1.96 at a 0.05 level of significance.
Therefore, the null hypothesis was rejected. This means that there a relationship

between distribution intensity of Sunsilk and brand loyaity of Sunsilk

The measure of structural model ;

The parameter estimates, representing a regression relation between
distribution intensity and brand loyalty shows that the parameter estimate is 0.17,

which means that there is weak (0.17) influence of distribution intensity on brand

loyalty.
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Hypothesis 6:

Hog: There is no relationship between distribution intensity of Sunsilk and brand
awareness/associations of Sunsilk.
Hag: There is a relationship between distribution intensity of Sunsilk and brand

awareness/associations of Sunsilk,

Table 5.8: Structural model estimates of distribution intensity and brand

awareness/associztions

Hypothesized relationship Paramcter t Value Conclusion
Lstimate
Distribution __, Brand associations/ { 0.01 0.25 Accept Ho
Intensity awareness
Results:
Hypothesis testing

The t-value that less than -1.96 or greater than +1.96 at a 0.05 level of
significance means that it will reject the null hypothesis (Fink, 1995)

The result from the test of the sixth hypothesis in table 5.8 shows that
the t value is 0.25, which is lower than 1.96 at a 0.05 level of significance. Therefore,
the null hypothesis was failed to reject. This means that there is no relation:;llip

between distribution intensity of Sunsilk and brand awareness/associations of Sunsilk.
The measure of structural model

The parameter estimates, representing, a regression relation between
distribution intensity and brand awareness/associations shows that the parameter
estimate is 0.01, which means that the influence of distribution intensity on brand

mwareness/associntions is not sipnificant.

n
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Hypothesis 7:

Hogy: There is no relationship between advertising spending of Sunsilk and perceived

quality of Sunsilk,

Hay: There is a relationship between advertising spending of Sunsilk and perceived

quality of Sunsilk.

Table 5.9: Structural model estimates of advertising spending and perceived

quality
Hypothesized relationship Parameter t Value Conclusion
Estimate
Advertising " Perceived 0.02 0.38 Acbept Ho
Spending quality

Results:

Hypothesis festing

The t-value that less than -1,96 or greater than +1.96 ata 0.05 level of

significance means that it will reject the null hypothesis (Fink, 1995)

The result from the test of the seventh hypothesis in table 5.9 shows

that the t value is 0.38, which is lower than 1.96 at a 0.05 level of significance.

Therefore, the null hypothesis failed to reject. This means that there is no relationship

between advertising spending of Sunsilk and perceived quality of Sunsilk.

The measure of structural model

The parameter estimates, representing a regression relation berween

advertising spending and perceived quality, shows that the parameter estimate is 0.02,

which means that the influence of advertising spending on perceived quality is not

significant.
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Hypothesis 8:

Hog: There is no relationship between advertising spending of Sunsilk and brand

loyalty of Sunsilk.

Hag: There s a relationship between advertising spending of Sunsilk and brand

loyalty of Sunsilk.

Table 5.10: Structural model estimates of advertising spending and brand loyalty

Hypothesized relationship Parameter t Value Conclusion
Estimate
Advertising —® Brand 0.13 13 Reject Ho
Spending loyalty
Resulfs:

Hypothesis testing

The t-value that less than -1.96 or greater than +1.96 at a 0.05 level of

significance means that it will reject the null hypothesis (Fink, 1995)

The result from the test of the eighth hypothesis in table 5.10 shows

that the t value is 2.13, which is greater than 1.96 at a 0.05 level of significance.

Therefore, the null hypothesis was rejected. This means that there is a relationship

between advertising spending of Sunsilk and brand loyalty of Sunsilk,

The measure of structural model

The parameter estimates, representing a regression relation between

advertising spending and brand loyalty, shows that the parameter estimate is 0.13,

which means that there is weak (0.13) influence of advertising spending on brand

loyalty.
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Hypothesis 9:

Hoo: There is no relationship between advertising spending of Sunsilk and brand
awareness/associations of Sunsilk,
Hag: There is a relationship between advertising spending of Sunsilk and brand

awareness/associations of Sunsilk.

Table 5.11: Structural model estimates of advertising spending and brand

awareness/associations

e 7 s — P P

Hypothesized relationship Parameter t Value Conclusion

Lstimate

Advertising __y, Brand associations/ 0.12 2.28 Reject Ho

spending awareness

Results:
Hypothesis testing

The t-value that less than -1.96 or greater than +1.96 ata 0.05 level of
significance means that it will reject the null hypothesis (Fink, 1995)

The result from the test of the second hypothesis in table 5.11 shows
that the t value is 2.23, which is greater than 1.96 at a 0.05 level of significance.
Therefore, the null hypothesis was rejected. This means that there is a relationship

between advertising spending of Sunsilk and brand awareness/associations of Sunsilk.

The measure of structural model

‘The parameter estimates, representing a regression relation between
advertising spending and brand awareness/associations, show that the parameter
estimate is 0.12, which means that there is weak (0.12) influence of advertising

spending on brand awareness/associations.
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Hypothesis 10:

Hoy: There is no relationship between frequency of price deals of Sunsilk and
perceived quality of Sunsilk.
Hajg: There is a relationship between frequency of price deals of Sunsilk and

perceived quality of Sunsilk.

Table 5.12: Structural model estimates of price deals and perceived quality

Hypothesized relationship S Pamameter { Vatue* | Conclusion
Fstimate
Price deals P Rerecived quality 0.09 2,79 Rejeet Ho
]
Results:
Hypothesis testing

The t-vatue that less than -1.96 or greater than +1.96 at a 0.05 level of
sipgmticance means that i will reject the nudl hypothesis (Fink, 1995)

The result from the test of the tenth hypothesis in table 5.12 shows that
the t value is 2.79, which is greater than 1.96 at a 0.05 level of significance.
Therefore, the null hypothesis was rejected. This means that there is a relationship

between frequency of price deals of Sunsilk and perceived quality of Sunsilk,

The measure of structural model

The parameter estimates, representing a regression relation between
frequency of price deals and perceived quality, shows that the parameter estimate is

0.09, which means that there is weak (0.09) influence of frequency of price deals on

perceived quality.
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Hypothesis 11:

Hoyi: There is no relationship between frequency of price deals of Sunsilk and brand
awareness/associations of Sunsilk.
Hayp: There is a relationship between frequency of price deals of Sunsilk and brand

awareness/associations of Sunsilk,

Table 5.13: Structural model estimates of price dexls and brand

awareness/associations

Hypothesized relationship Parameter t Value Conclusion
Estimate
Price deals = Brand associations/ 0.00 0.11 Accept Ho
awareness
Results:
Hypothesis testing

The t-value that less than -1.96 or greater than +1.96 at a 0.05 leve] of
significance means that it will reject the null hypothesis (Fink, 1995).

The result from the test of the eleventh hypothesis in table 5.13 shows
that the t value is 0.11, which is lower than 1,96 at a 0.05 level of significance.
Therefore, the null hypothesis failed to reject, This means that there is no relationship
between frequency of price deals of Sunsilk and brand awareness/associations of

Sunsilk.
The measure of structural model

The parameters estimate, representing a regression relation between
frequency of price deals and brand awareness/associations, shows that the parameter

estimate is 0.00, which means that the influence of frequency of price deals on brand

awareness/associations is not significant.
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Figure 5.1:

Structural Equation Model: Marketing Mix Elements and the Dimensions of Brand Equity
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Chapter VI

Conclusions and Recommendations

This part aims to provide the conclusions and recommendations of the
study. The first section presents the summary of hypothesis tests. The second section
presents conclusions of the findings. The third section presents the recommendations

of the study and the last section presents suggestions for further studies.

6.1 The summary of hypothesis tests

This research is conducted in order to study the relationship befween
marketing mix clements and the dimensions of brand equity. The respondents of this
research are the buyers of Sunsilk in Bangkok. The researcher collected data by
interviewing through questionnaire from the respondents in supermarkets in Bangkok.

The researcher selected ten locations of supermarket to distribute the questionnaires.

In order to find the relationships between marketing mix elements and
the dimensions of brand equity, this study has eleven hypotheses. The LISREL 8.54
was used to identify the relationships between the constructs of interest and to test the

hypotheses in this study. The results of hypothesis testing are listed in table 6.1.
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Table 6.1: Summary of the hypothesis testing results

deals of Sunsilk and brand awareness/associations ol
Sunsilk.

Hypothesized Relationship Estimate | t Value | Conclusion

Hogp: There is no relationship between price of Sunsilk and 0.19 4.5 Reject Ho
perceived quality of Sunsilk.

Hoj: There is no relationship between store image of Sunsilk 0.53 9.89 Reject Ho
and perceived quality of Sunsilk.

Hos: There is no relationship between store image of Sunsilk 0,43 7.63 Reject Ho
and brand awareness/associations of Sunsilk.

Hos: There is no relationship between distribution intensity -0.03 -0.78 Accept Ho
of Sunsilk and perceived quality of Sunsilk.

Hos: There is no relationship between distribution intensity 0.17 322 Reject Ho
of Sunsilk and brand loyalty of Sunsilk.

Hog: There is no relationship between distribution intensity 0.01 0.25 Accept Ho
of Sunsilk and brand awareness/assoctations of
Sunsilk.

Hogs: There is no relationship between advertising spending 0.02 (.38 Accept Ho
of Sunsilk and perceived quality of Sunsilk. |

Hog: There is no relationship between advertising spending 0.13 243 Reject Ho
of Sunsilk and brand loyalty of Sunsilk.

Hog: There is no relationship between advertising spending 0.12 2.23 Reject Ho
of Sunsilk and brand awareness/associations of
Sunsilk.

Hojo: There is no relationship between frequency of price 0.09 279 Rejeet Ho
deals of Sunsilk and perceived quality of Sunsilk.

Hoqy: There is no relationship between frequency of price 0.00 0.11 Aceepr Ho

As can be seen, from table 6.1, seven of the null hypotheses are
rejected and four of the null hypotheses are accepted. The results indicate that there is

relationship between price, store image, frequency of price deals and perceived

quality.
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There is relationship between store image, advertising spending and
brand awareness/associations. There is relationship between distribution intensity,
advertising spending and brand loyalty. The result also indicated that there is no
relationship between distribution intensity, advertising spending and perceived
quality. There is no relationship between distribution intensity, frequency of price

deals and brand awareness/associations.

6.2 Conclusions
1) Relationships of marketing mix clements to brand equity dimensions

The first objective of this research “To examine the relationship
between the elements of matketing mix and the dimensions of brand cquity that are
perceived quality, brand loyalty. brand awarencss. and brapd associations of
Sunsilk.”. The resultsindicate that there is a relationship between five marketing mix

elements and brand equity dimensions.

2) The effect of marketing mix elements on brand equity dimensions.

According to the second objective of this research “To know how each
the marketing mix elements affect the dimensions of brand equity of Sunsilk”, the
findings can be interpreted as follows:

The effect of store image on perceived quality is much stronger than
the effect on other marketing mix elements with a parameter estimate value of 0.53, t-
value 8.98. The second strong effect is the effect of store image on brand
awareness/associations with a parameter estimate value of 0.43, t-value 7.63. While
the effect of price on perceived quality (a parameter estimate value of 0.19, t-value
4.15), distribution intensity on brand loyalty (a parameter estimate value of 0.17, t-
value 3.22), advertising spending on brand loyalty (a parameter estimate value of
0.13, t-value 2.13), advertising spending on brand awareness/associations (the
parameter estimate value is 0.12, t-value 2.23) are much weaker than the effect of
store image on pérceived quality and brand awareness/associations. The last ié the
elfect of price deals on perceived quality with a parameter estimate value of 0.09, -
value 2.79 which is the weakest effect.

However, thére are some marketing mix elements that have no

relationship with the dimensions of brand equity. Those are the relationships between
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distribution intensity and perceived quality, distribution intensity -and brand
awareness/associations, advertising spending and perceived quality, and, lastly, is the
relationship between price deals and brand awareness/associations, The result
indicated that these marketing mix elements do not have significant influence on

brand equity dimensions.

Table 6.2: The range relationship between five marketing mix elements and

brand equity dimensions

Relationship | Estimate | tValue |  Range
Slore inage e e Perecived quality (.53 9.89 I{Strongest)
Store image ——p Brand association/awareness 0.3 7.03 2
Price —-pp  Perceived quality 0.4 4.15 3
Distribution intensity — Brand loyalty 0.17 3.22 4
Advertising spending —» Brand loyalty 0.13 - 5
Advertising spending —» Brand association/awareness 0.12 i3 6
Price deals —P Perceived quality 0.09 2.79 7 (Weakest)

According to the third objective of this research “To know which
marketing mix elements have a major effect on brand equity which Sunsilk’s
company should give more attention in order to persuade their consumers in a more
effective way”, Table 6.2 shows the range effect of five marketing mix elementg on
brand equity dimensions. The marketing mix element that Sunsilk Company should
give more attention to is store image because the result indicated that it is a major

clfect on brand equity.
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6.3 Recommendations

This section provides some recommendations from the lindings in
order to provide benefits for Sunsilk Company. In Thailand, Sunsilk is the market
teader. To remain dominant, Sunsilk Company should hold competitive advantage
over its competitors. Creating brand equity can make the firm gain competitive
advantage. And enhancing equity depends on the suitability of all marketing mix
clements. The results ol hypotheses testing indicated that marketing mix elements are
related to brand equity. High advertising spending, high price, good store image, and
high distribution intensity are related to high brand equity. The results also show. that
among five marketing mix elements, store image has a major effect on brand equity.
However, even the other marketing mix has minor elfeet on brand equity so Sunsilk

Company should not neglect it.

Store Image

Store image is one channel of distribution policy. According to the
results, store image has a major effect on brand equity dimensions that are perceived
quality and brand association/awareness. Sunsilk Company should give more
attention to store image because consumer perceive that good image of a store implies
Sunsilk have good quality and create more positive brand association/awareness.
Therefore, Sunsilk Company should distribute Sunsilk shampoo through the outlet
with good image. Moreover, Sunsilk Company should give an advice to these outlets
about how to create display in order to attract their consumers. Good-image stores
attract more attention, contacts, and visits from potential customers. In addition, such
stores provide greater consumer satisfaction and stimulate active and positive word-

of-mouth communications among consumers.

Price

Price has been used as a major positioning tool to differentiate a
product. According to the findings, there is a relationship between price and perceived
quality. Which means that consumer uses price as an indicator for product quality.
Therefore, Sunsilk Company should try to maintain their price of Sunsilk. They

should also be careful in setting the price because consumers perceive high price to be
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high quality of product, while low price implies low product quality. Consumers may
perceive that a lower price is made by cutting costs and product quality to maintain
profit margins. if possible, managers should avoid frequent price cuts or a consistent
low-price strategy because they lower perecived quality and product image. While
maintaining the price level, managers can capitalize on technological progress,
managerial efficiency, and customer service to enhance the value of the product.
Combining an equal or higher price level with more advanced product features may

be the desirable pricing strategy from a brand equity perspective.

Distribution Intensity

From the lindings, intensive distribution influenees brand loyalty.
Therefore, Sunsilk Company should make Sunsilk shampoo available in as many
retail outlets as possible. Intensive distribution does not necessarily imean selling
through bad image stores, however. Making a product available in more stores affords
convenicnce, lime savings, speedy service, and service accessibility, thus increasing
customer satisfaction. , perceived quality, and brand loyalty and finally, greater brand

equity.

Advertising Spending

From the Tindings, advertising spending influences both brand loyalty
and brand association/awareness. Frequently advertising of Sunsilk shampoo may
make the consumers aware of the brand and reinforce them (o be loyal to the brand,
Therefore, Sunsilk Company should invest more on advertising and try to frequently
advertise Sunsilk shampoo through all media in order {o encourage Consumers.
Hence, as consumers are exposed to a brand's advertising more frequently, they
develop not only higher brand awareness and associations but also a more positive

perception of brand quality, which leads to strong brand equity.
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0.4 Further Study

This research studies the relationship between elements of marketing
mix and the dimensions of brand equity. Therefore the researcher recommends the

following items for future research:

1. This study investigates consumers' perceptions of five selected
strategic marketing clements: price, store image, distribution infensity, advertising
spending, and frequency of price promotions. The selected factors do not embrace all
types of marketing clements. Therefore, the results may not be identical for the other
marketing elements that are not included in this research. Thus, the future study
should examine the othier muarketing elements, such as, produet, design, packaging,

sales force and locations.

2. The target population in this study is only people who are shopping
in ten locations of supermarkets in Bangkok. Thus, the results may not be identical to
other studies undertaken in other areas. Thus, the future study should collect

information from consurmers in other supermarkets or other provinces.

3. The role of brand equity in the firm's success also needs to be
studied. Brand equity may generatelvalue not only to the firm and the customer but
also to the employees, the sharcholders, and management, because it is the only
common integrating factor with which the organization can succeed. When every
strategy and business decision is made to enhance brand equity, all stakcholders are

likely to win, This stream of thouph needs 1o be Turther elaborated,
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APPENDIX A:
QUESTIONNAIRE



St. Gabriel's Library, Au

T R R s o e

Questionnaire
The Relationship between the Elements of Marketing Mix and Brand
Equity of Sunsilk in Bangkok

Dear Respondents:

This questionnaire is the instrument used for gathering data for a Master thesis in the
MBA program at Assumption University. Your cooperation by filling in the questionnaire
will be highly appreciated. Please kindly answer all the questions. All information will be

kept confidential, Therelore, you can feel free torespond to every item honestly.

Thank vou

Sereening Question:

o Are you the buyers of Sunsilk in Bangkok?
O Yes O No (closed interview)

Listed below are a series of statements. Read each statement carefully and indicate

your agreement and disagreement with these statements by selecting the appropriate response.

= Strongly agree

= Agree

= Neutral

= Disagree

= Strongly disagree
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Part 1: Elements of marketing mix

No.

Statement

Strongly
Agree
)

Agree

)

Neutral

©)

| Disagree

)

Stl'(lhg]}‘_—E

Disagree

(1

Price

I think the price of Sunsilk is higher than other
brands

I think the price of Sunsilk is lower than other
brands.

Store image

I think Sunsilk is more expensive than other brands.

The stores where | can buy Sunsilk carry products
ol high guality.

The stores where | can buy Sumsith would be of
high quality.

0.

The stores where 1 can buy Swnsilk have well-
known brands.

Distribution intensity

More stores sell Sunsilk, as compared to its
competing brands.

The number of the stores that deal with Sansilk is
more than that of its competing brands.

Sunsilk is distributed through as many stores as
possible.

10.

Advertising spending

Sunsilk is intensively advertised.

1L

The ad campaigns for Sunsilk seem very expensive,
compared to campaigns {or competing brands.

12

The ad campaigns for Sunsilk are seen frequently.

Price deals

Price deals for Sunsilk are frequently offered.

Too many times price deals for Sunsilk are
presented.

Price deals for Sunsilk are emphasized more than
seems reasonable.




Part 2: Brand Equity

- - Strongly Agree Neutral "'Disagrcc blmng!)
No. Statement Agree Disagree
() “) &) 2 o
Perceived Quality
16. | Sunsilk is of high quality,
17. | The likely quality of Sunsilk is extremely high.
18. | The likelihood that Sunsilk would be functional is
very high. ‘
19, | The likelihood that Sunsitk is reliable is very high.
200 | Sunsilk must be of very good quality,
21. { Sunsilk appears to be of very poor quality,
Brand Loyalty
22. i 1 consider mysclf to be loyal to Sunsilk.
23. | Sunsifk would be my first choice.
24. | I will not buy other brands if Sunsilk is available at
the stores.
Brand Awareness/Association
25. | I know what Sunsilk looks like.
26. (1 can recognize Swunsilk among other competing
brands.
27. | I am aware of Sunsilk.
28. | Some characteristics of Sunsilk come to my mind
quickly.
29, |1 can quickly recall the symbol or logo of Sunsilk
30. | I have difficulty in imagining Sunsilk in my mind.

ve Thank Youw e
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APPENDIX B:
Thailand’s population 2002
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Population Year 2002

Declaration of Department of Provincial Administration Ministry of Interior

As 2002, December 31
No. Province Population
Male Female Total
Thatland 31,139,647 31,660,225 62,799,872
1 Bangkok 2,796,409 2,958,750 5,782,159-
2 Krabi 190,451 187,503 377,954
"""" 3 | 'KanchanaBuri 405,787 396,049 801,836
4 | Kalasin 494,537 495,675 990,212
5| KamphaengPhet 382,183 385,947 768,130
6 | KhonKaen 881,465 886,178 1,767,643
7 | ChanthaBuri 251,771 254,240 506,011
8 | Chachoengsao 320,365 329,393 649,758 -
9 | ChonBuri 566,350 563,536 1,129,886
10 | Chainat 170,261 180,286 350,547
I1 | ChaiyaPhum 566,480 570,028 1,136,508
12 [ Chumphon 237,894 235,924 473,818
13 | ChiangRai 634,959 639,255 1,274,214
14 | ChiangMai 787,591 808,264 1,595,855
15 | Trang 298,879 304,193 603,072
16 | Trat 113,794 111,501 225,295
17 | Tak 257,514 249,857 507,371
18 | NakhonNayok 124,790 126,274 251,064 _‘
19 | NakhonPathom 390,343 411,613 801,956
20 { NakhonPhanom 360,525 361,015 721,540
21 | NakhonRatchaSima 1,280,671 1,300,573 2,581,244
22 | NakhonSiThammaRat 764,615 769,279 1,533,894
23 | NakhonSawan 556,598 574,243 1,130,841
24 | NonthaBuri 432,712 472,485 905,197
25 | Narathiwat 347,870 352,081 699,951
26 | Nan 246,553 241,189 487,742
27 | Buriram 772,168 773,611 1,545,779
28 | PathumThani 344,149 364,760 708,909
29 i Prachuap 248,551 239,926 488,477
30 | PrachinBuri 227,012 225,810 452,822




No. Province Population
Male Female Total
31 | Pattani 310,043 317912 627955
32 | Ayuthaya 364,383 383,860 748,243
33 | Phayao 251,475 257,079 508,554
34 | PhangNga 121,147 118,254 293,401
35 | Phatthalung 248,702 258,752 504,454
36 | Phichit 290,810 301,143 591,953
37 | PhitsanuLok 430,049 437,636 867,685
38 | PhetBuri 224,942 236,397 461,339
39 | PhetchaBun 521,422 519,364 1,040,786
40 | Phrae 238,650 246,471 485,121
41| Phuket 131,187 139,251 | 270,438

42 | MahaSarakham 469,531 473,378 942,909
43 | Mukdahan 169,727 168,549 338,276
44 | MaeHongSon 124,295 115,719 240,014
45 | Yasothon 278,300 275,564 553,864
46 | Yala 229,862 229,797 459,659
47 | RoiEt 661,716 661,148 1,322,864
48 | Ranong 83,898 79,262 163,160
49 | Rayong 272,807 273,763 546,570
50 | RatchaBuri 408,255 422,020 830,275
51 | LopBuri 388,737 379,248 767,985
52 | Lampang 397,764 103,011 800,775
53 | Lamphun 199,571 207,631 407,202
54 | Loei 322,665 312,922 635,587
55 | SiSaket 729,186 729,783 1,458,969
56 | SakonNakhon 552,899 554,853 1,107,752
57 | Songkhla 624,363 646,704 1,271,067
58 | Satun 135,544 135,258 270,802
59 | SamutPrakan 499,011 528,708 1,027,719
60 | SamutSongkhram 99,454 105,681 205,135
61 | SamutSakhon 216,646 226,268 442,914
62 | Sakaeo 271,751 267,356 539,107
63 | SaraBuri 311,761 310,233 621,994
64 | SingBuri 107,772 115,580 223,352
65 | Sukhothai 305,488 319,611 625,099




No. Province Population

Male Female Total
66 | SuphanBuri 420,807 422,497 863,304
67 | SuratThani 458,729 461,554 920,283
68 | Surin 700,417 698,960 1,399,377
69 | NongKhai 457,870 451,673 909,543
70 | NongBuaLamphu 251,471 247,042 498,513
71 | AngThong 140,534 149,889 290,423
72 | AmnatCharoen 185,836 184,524 370,360
73 | UdonThani 771,441 765,030 1,535,471
74 | Uttaradit 240,480 244,504 484,948
75 | Uthailhani 165997 | 170,179 | 336,176
76 | UbonRatchaThani 899,005 893,769 1,792,774
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