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ABSTRACT

In the Thai home appliance market, there are many players who produce the
same category products launched into the market and also all players distribute their
product through the same channels distribution, whether department stores or discount
stores or shop houses. Requirements for each brand of electrical appliance to maintain
its strength in market include good relationship to retailers and that products are well
accepted by retailers. As retailers are the intermediate agents to distribute products to
consumers, the study of retailer perception toward brands, both before and after plan
execution, is very important. Since many brands produce the same products, retailers
have many alternatives to select products. Moreover, they also have high bargaining
power in purchasing their product and in generating income and profit for department
stores and discount stores.

One of the key players in the home appliance market is Matsushita Electric
Industrial Co. Ltd., the parent company of National and Panasonic global products.
National brands was very strong in the market and also well recognized by all retailers
for 40 years in Thailand, and according to the National change to Panasonic would
directly affect the retailer. Because the National brand carried trustworthiness for the
retailers. Transferring this perception to the new brand name will be a big concern for
Panasonic.

Hence, the researcher decided to conduct the study of the Panasonic home
appliance brand which makeover from National to understand the perception of
retailers toward the Panasonic brand. The researcher identifies and examines
relationship between marketing mix and brand equity as elements of brand loyalty and
brand associated in additional to evaluate the strategies issue involved of Marketing
mix decision in getting the Panasonic Home Appliance retailer to accept the new
brand. The population point for research were retailers of Panasonic Home Appliance
with coverage of both department stores and discount stores in Bangkok Thailand.
Census survey was used since population quota only 129 retailers. Questionnaires
were distributed by self-administered. Hypotheses were set to determine the
relationship between each factor, namely product, price, promotion, positioning,

brand loyalty and brand association. Spearman rank-order correlation was used for the
data analysis

The descriptive analysis reveled that most respondents agree that Panasonic
looks more modern than National. The test of eight hypotheses can be indicated that
marketing mix as element of product, promotion and positioning have a relationship
with brand loyalty but price there is no relationship. With brand association, there is a
relationship between product and positioning but there is no relationship between
price and promotion.

Therefore, major recommendations for makeover National to Panasonic in a
study of Panasonic Home Appliance retailer's perceptions of department stores and
discount stores in the Bangkok Thailand are provide the important factor to build up
brand loyalty of Panasonic. The company should invest its in product in elements of
name, logo, feature, design and quality. Panasonic should be more concerned with
producing a high technology product, like black block core technology and serviced
quality since retailer are not purchase product only from the brand but also product.
And other general recommendations also on proving and discussed in the study.

12 August 2006
Piyaporn Chumvangvapee
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CHAPTER I

BACKGROUND TO THE RESEARCH

1.1 Introduction of the Study

The Historical Background of Electric Home Appliances in the world.

In 1879, Thomas A. Edison (1847-1931) invented the electric light bulb, and
soon after he helped build the first electricity generating plant in New York City. As
electricity began to find its way into American homes, inventors began to create new
uses for it, and American consumers were ready to try new inventions
(http:!/en. wikipedia.org/wiki/Home_appliance, Feb,2006)
In 1908, janitor James M. Spangler invented the first electric vacuum cleaner.
By 1919, the Eureka Vacuum Company was producing two thousand vacuum
(http://en.wikipedia.org/wiki/Home_ appliance, Feb, 2006).
In 1913, the home refrigerator was invented. By 1931, over one million
refrigerators were manufactured and sold. Everyone wanted to own one of the new
washing machines. In the 1920s, the refrigerator revolutionized food storage
capabilities in a fashion that dramatically altered American life. In 1941, 52 per cent
of American families owned refrigerators; ten years later, this proportion had
risen

to

80

percent

and

by

1980

refrigeration

was

almost

universal.

(http://en.wikipedia.org/wiki/Home_ appliance, Feb, 2006).
In the 1920s, washing machines to be filled and emptied by hand and the
clothes fed, piece by piece, into the wringer on top. The fully automatic washer was
not developed until the 1940s (http://en.wikipedia.org/wiki/Home_ appliance,
Feb,2006).
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In the 1980s, electronic components such as microprocessors made electric
appliances even "smarter," with programmable timers and more variety of features
American-Made (1980) (http://en.wikipedia.org/wiki/Home_ appliance, Feb,2006).
Home technology after World War II was based mostly around labor-saving
devices. Increased electrification, especially spurred by New Deal policies, offered
the power source, and a new ideal of the American housewife offered suitable
rationale. During these years, the growing middle class raised the national ideal of a
standard of living to include the trappings of affluence that included electric kitchen
appliances, washing machines, and televisions. In the late twentieth century, the
cultural imperative for each American to own his or her own home was extended to
shape expectations for the contents of the typical home. The re-formed cultural ideals
identified the home as a self-sufficient support mechanism. The modern middle-class
home became a facilitator that should ease the pressures of everyday life through the
application of modern technology. Whereas domestic servants had aided many
homemakers previously, the modern American housewife relied predominantly on the
assistance of electric appliances (Laura , 1998).

At present, the global business environment for home electrical appliances
has been affected by the concept of globalization for all players to achieve utmost
competitiveness, not only gaining greater profitability but also higher cost efficiency.
Many tend to view to global market as one single market with different sets of
marketing requirements according to different group of consumers that influence
different rules and regulatory requirements, beliefs expectations, and preferences
toward their purchase decision making for products to satisfy their needs.

A brand name is the tool of differentiating products of any business enterprise.
The brand name is used as a starting point in the formulation of company strategy via
communicating what its products can satisfy in consumers unmet needs and are an
important precondition for which a new direction brand orientation is created.
Established brands have a great potential for increasing the ability of companies to
compete as well as generating their growth and profitability. Awareness of this
potential will make brands important in the formulation of company strategies as a

2

source for sustainable competitive advantage (Urde, 1994). It is common that the
qualification of the products be communicated throughout the world in the same
manner with single brand. This is also supported by the advancement of global
communication as a result of improving infrastructure and cost efficiency that
facilitate the communication to reach its markets effectively and efficiently. Major
global events and news broadcasting via satellite through television sets and the
internet also allow opportunity for business communication. These help constitute a
strong approach for a global brand strategy. Many companies have pursued a global
brand communication strategy aggressively to establish a strong communication
platform and leverage for a global brand strength, resulting in stronger global brand
identity, profitability, and cost efficiency.

Amongst Electric Home Appliances the global air conditioner market, in 2005,
is a large market with a size of 50 million units of home air conditioners and 11
million units of industrial air conditioners (GFK,2005). There is an environment
where the air conditioner business changes have significantly resulted in intensifying
competition. Large companies of the European Union , the United States of America
and Japan face fierce competition from South Korea and China. They have quickly
adopted to production migrations to countries with lower labor costs, especially China.
Some of those companies have invested for production in Thailand.

The Background and Current Situation of The Electric Home Appliances in
Thailand

Thailand's home appliance industry has a rather high competitiveness in the
global arena. There many companies select Thailand as a production hub for export.
The products also require more local raw materials when compared to electronic
products and other electrical products. Thus the industry benefits as well.

3

Table: 1.1 The market size of electric home appliances

Home Appliance products (Billion Baht)

Major Domestic

2004

2005

2006

29.2

33.4

36.4

5.5

6.2

6.6

Home Appliance
Small Domestic
Home Appliance

Source: GFK Marketing Service (Thailand) Ltd.: Annual Conference : Prachachart
Turakij ( 29-31/08/05)

The market size of electric home appliances are still growing at an increasing
rate, in particular with refrigerator products and air conditioners. GFK expects total
value of this market will be 43 billion baht. There are 2 groups of products. One of
them is the major domestic appliance, mainly air conditioner products, washing
machines, refrigerators, microwaves, totaling 85 per cent; while 15 per cent are small
domestic appliances consisting mainly of electric fans, rice cookers, irons, vacuum
cleaners and others (Prachachart Turakij 29-31/08/05).

In 2006, the home appliance product group is expected to grow by 11 per cent
in terms of units and 14 per cent in terms of value. The market situation is that players
are facing cost increase while being unable to raise price. In the second half of year,
there will be many brands launching new product models. The prices of those
products range from medium to high price. Although consumers still possess
purchasing power, they spend more carefully. Consumer are becoming more cautious
in their spending. They tend to buy brands they trust. People buy replacements. The
replacements must not only function but also embody good design because they are
part of the household furnishings. Thai market shows continued growth for the Thai
economy, and predictions reflect a rising demand for electrical appliances.
Furthermore, consumer purchasing power will likely be enhanced as the upcoming
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general election sparks a mini-boom. Moreover, many product categories such as airconditioners and washing machines offer good potential for increased sales because
household penetration rates are still low, at only 20 percent and 50 percent
respectively. In addition, the market for replacements in some product categories such
as refrigerators is growing. Due to better living standards, purchasing behavior with
regards to electrical appliances has been rapidly changing as consumers seek the
added convenience of products offering more advanced technology. (Prachachart
Turakij 29-31/08/05).

Electric Home Appliance classified by players is a direct competitor to Panasonic
in Thailand Market

The players of home electric appliances are strongly biased by the brand and
country of origin, For this study the researcher has selected key players who have a
complete line up of product such as Panasonic, including air conditioners, washers,
refrigerators, microwaves and others, a well know brand was also selected who is a
direct competitor of Panasonic. A brand, such as Mitsubishi, was also selected as part
of the research because although Mitsubishi does not have a complete line up of
products its main focus is air conditioners. Mitsubishi has the highest market for are
conditioners amongst home appliance products. In the Thai market there are many
brands such Sharp, Sanyo, Toshiba, Whirlpool, Haier, Siemens etc. but they are not
completely a direct competitor to Panasonic, Thus their products were not interpreted
in the research. Before directly discussing Panasonic as a competitor, Panasonic is
background is addressed.

5

Panasonic Background

One of the key large players in the home appliance market is Matsushita
Electric Industrial Co. Ltd., the parent company National and Panasonic global
products. National was created by Matsushita's founder, Konosuke Matsushita. It was
launched in Japan about 85 years ago.
In order to strengthen brand competitiveness worldwide Matsushita Electric
Industrial Co, Ltd. announced its intention to build a new global brand strategy by
unifying the top two brands, National and Panasonic, under the one name of
Panasonic, with a new brand slogan, "ideas for life," which reflects the customerfocused strategy behind the development of Panasonic products. With this new brand
name, Panasonic hopes to be recognized as a melting pot of creative ideas that truly
enrich people's lives. Through Panasonic breakthrough technologies and quality
products, Panasonic offers practical and ingenious ideas that make a difference.
Panasonic became a main global brand in April 2002. A new slogan, " Panasonic
Ideas for Life" links products to people's lifestyles. The National brand will disappear
from all home appliance products in Southeast Asia, the Middle East and China by the
end of March 2004 (Bangkok Post, June 2003).

In Thailand, Electrical home appliances, under the "National" brand name,
were introduced to the market over 40 years ago. Thailand is the only country in
which audio-visual products and white goods have been marketed independently by
two companies. One to two will be handled by Siew National, a joint venture of
Matsushita and the Kanjanajaree family. It will look after brown goods or audio visual
products while A.P. National Sales Co. Ltd, a joint venture of Matsushita and the
Apipunya family, will look after the sales and marketing of white goods or home
appliance products. Matsushita, the world's second largest consumer electronics
maker holds a 49 per cent stake in each firm, with its partner taking the rest (The
Nation, June 2003). A.P. National Sales Co., Ltd. has become Panasonic A.P. Sales
Co., Ltd., since end of year 2003. Its key products merchandised in Thailand are air
conditioners, refrigerators, washing machines, electric fans, rice cookers, and other
6

small home appliances. All its products were re-branded to Panasonic with rebranding communication to both consumer and retailer. To be in line with the brand
communication for total business, not only the brand but also its logo and slogan have
been adopted to achieve synergistic sets of communication (Panasonic announcement
letter, March 2003). Panasonic's products have been highly recognized and well
accepted among Thai customers. With the brand consolidation to a single global
brand of "Panasonic" and its new brand slogan, "Ideas for Life", Panasonic believes it
can bring excellent quality of home appliances and services with modern design,
highly advanced technology, and unique features based on valuable ideas. Panasonic
believes its products can enrich modern lifestyles of people and further advance Thai
society as a whole. It is dedicated to maintain utmost customer satisfaction by
developing and manufacturing products which truly respond to the diversified needs
of the customers, using today's advanced digital technology which is playing more
important roles in daily lives.

Through the National brand makeover to Panasonic, the company has brought
a serious focus to consumer awareness of the change. The company hired Dentsu
(Thailand) Ltd. to conduct a consumer study called "Post Brand Change Consumer
Survey" in March 2004 to check the brand change awareness of consumers. The
research revealed that consumers gradually became aware of the change from mass
media communication and exposure to the brand on the shop floor. The leanings from
the research also include the consumer's attitude toward the brand name, Panasonic in
association with its home appliances. Despite the finding that their memory of the
brand is much more associated with Audio and Visual products, it shows that most
consumers knowing of the re-branding feel positive towards the brand. Though rebrand or makeover for National to Panasonic not only was the consumer side affected
in perception of the new brand but also the retailers were directly affected since they
were the distribution channel who purchased the Panasonic products and deliver them
to the customers. Without them, the product would not be able to sell well, despite the
product good quality or good brand reputation. In addition, this group also strongly
presents the goods to the consumers. At present, not only department stores but also
discount store chains have become increasingly important for the electrical appliance
industry with their growth in sales. The electrical appliance has become another key
product that discount stores use as a promotional item rather than choosing only
7

consumer products as before. This increases the importance of the discount store for
the electrical appliance suppliers because of its fast-moving sales and large amount
orders. Apart from price promotion, there are also installment payment program with
financial companies. The reason discount store chains focus more on electrical
appliance is that they want to extend their reach to consumers needs thoroughly,
considering the advantage of having more outlets and sales potential enabling them to
have strong bargaining power. These lead the company to a deeper understanding of
Panasonic home appliance retailers' perception after the company makeover of
National to Panasonic. The researcher is also interested because if the retailers have a
positive perception they will purchase the product with confidence, but if they have a
negative perception, this may create a big problem for Panasonic since they may not
purchase the product and the consumer would not have an opportunity to use the
products. In other words, Panasonic is the one of large player in the home appliance
market with total market share in 2006 company has predicted by product such as air
conditioners 19 per cent, Refrigerators, 17 per cent, Washing Machine, 12 per cent,
Electric showers 54 per cent, Microwave oven 18 per cent and other products also
affected to market. (Panasonic sales forecasting in 2006). Hence to maintain market
share, the retailers are the one of factors that interests to be discussed.

Direct Competitor of Panasonic

Electrolux, the Sweden based home appliance manufacturer, plans to set up a
new factory in Thailand to make commercial laundry equipment. New investment
would allow the laundry service unit to better respond to market change and be cost
competitive. 95 per cent of new products in Thailand will be exported to the United
States, Britain and Asia Pacific while the rest will be sold in Thailand.( Bangkok Post
117/05).Electrolux was the market leader for cooking products in all European
markets but in Asia it had strong brand leadership only in Malaysia. Thailand is the
key market for Electrolux. It is in the top 10 for refrigerators and the top five for
cooking units. Electrolux has a investment of 500 million baht for its front-load
machine manufacturing base with a 200,000 unit annual capacity at Rayong (Bangkok
Post, 20/5/05). Electrolux puts its investment at 1,64 7 million baht in 2004 for the
refrigerator production plant with annual capacity of 500,000 units, expecting to
create 945 job positions (Bangkok Post, 20/5/05).

8

Hitachi: Technology and Image driven. Hitachi Sales (Thailand) Co, Ltd.
shows refrigerator sales of 1.1 million with 14 per cent of the market share, Washing
Machines, 85,000 number of sold with 15 per cent market share; Air conditioners,
60,000 with 5 per cent market share, televisions 2 million 4 per cent market share,
Plasma TVs 4000 units with

5 per cent market share; Vacuum Cleaners, 235,000

with 15 per cent market share. Hitachi will adopt a new marketing campaign to
enhance its brand image by emphasizing its high-tech product line. All the new
products will be developed in line with Hitachi's three-front marketing strategy,
which is centered around technology, cleanliness and comfort.(Bangkok Post 15/2/05)

Hitachi has prepared a 400 million baht budget to shape up its brand image
under the concept "Triple Change" to demonstrate itself as a technological leader by
developing a variety of new HA products with Nano technology to market in Thailand.
These include washing machines, refrigerators, and air conditioners. For the next year,
Hitachi plans to launch 100 new HA products with focus on high potential categories,
air conditioner and washing machine. Refrigerator will be a flagship product of the
company. The focus will be on the 2-door refrigerator, which accounts for 90 per cent
of total refrigerator sales, as an alternative for a second refrigerator in house. In the
meantime, a study of side-by-side marketing is ongoing. From now on, Hitachi's
marketing plan will conform to the main strategy of the managing director, Mr.
Masaaki Hayashi. The purpose is to improve its brand after a long history in Thailand
of more than 37 years. Most consumers view Hitachi as old and obsolete (Bangkok
Post 15/2/05). Most importantly, consumers think of Hitachi as an electrical appliance
seller. As Hitachi does not want to be just an electrical appliance seller, the company
plans to bring in Nano technology to help develop Hitachi products. There is also
proof of its being a world technology leader: leader in Plasma Television in the global
market with more than 13 per cent market share. Moreover, it is the leader m
industrial products, elevators, and escalators that will help improve its image.

9

LG the South Korea Electronics Inc. This company has put in an initial
investment of 400 million baht to beef up production at its Rayong plant in an effort
to increase competitiveness and avoid having to pay the 50 per cent duty on imports.
(The Nation 20.12.05). Its main manufacturing base surpasses Indonesia. It will build
on operations at its Rayong manufacturing campus and also export to Russia, Europe,
Australia and New Zealand. (The Nation 23.6.05). LG Be premium brand, plans to
move away from Chinese brands. LG is prepared to approach the air conditioner
market in 2006. It targets to be a market leader with its budget of 400 million baht.
Sales and operation of LG air conditioner in Thailand during the past 2 years has been
only a market test with LG Art Cool, and the result is rather good. From the fully
offensive plan of this year, LG believes it will bring in its air conditioner into the
market successfully and be competitive. Since LG has its manufacturing base in
Thailand, with the production line of motors, compressors, and air conditioners in the
same factory, overall cost will be reduced.

In 2006 the company will focus on

restructuring its organization to be able to reach its customer better. It will attempt to
increase its distribution channel by increasing the retailer channel from 320 to 400.
the modern trade channel will be expanded to 100 outlets.

However, the wave of Chinese products invading Thailand in 2006 as a result
of the Free Trade Area agreement, will compete directly with local brands the key
competitive factor is price. International brands of electrical appliances will fight in a
higher market by premium positioning and competition with technology. LG overall
growth in the past year is approximately 40 per cent. For investment LG Electronics
adds more than a 788 million baht investment in 2004 to expand the capacity from
700,000 units per year to 1.2 million with a plan to expand to 2.2 million in 2005. It
also plans to invest 1.36 billion baht to manufacture compressors for its air
conditioner and invest in its partner to manufacture components to supply its
compressor assembly line.

10
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Mitsubishi Electrical Kang Yong Watana Co, is part of the Mitsubishi

Electric corporation. Air-conditioners account for 55 per cent of its sales, followed by
refrigerators 20 per cent, water pumps 10 per cent, electric fans 9 per cent, ventilation
fans 3 per cent, and others 3 per cent ( Bangkok Post 14111105). Key factors driving
its success include offering a competitive product, an extensive sale and service
network, a focus on activities involving key accounts and a strong product image
through the Mitsubishi brand. Mitsubishi Heavy Industries terminates home air
conditioner production in Japan in 2003 and assign Thailand as a key production
center ( Bangkok post, 14/11/05).

Philips Electronics (Thailand) Ltd, the Netherlands based manufacturer of

electronic and medical products has restructured its manufacturing strategy in
Thailand to focus on outsourcing rather than more new investments. Fifteen years ago
Philips worldwide had 12 divisions. Now it has five: consumer electronics, domestic
appliances and personal care, lighting, medical systems and semiconductors of the
company total sales, 30 per cent are lighting products, 27 per cent consumer
electronics, 13 per cent semiconductors, 11 per cent medical systems and 9 per cent
domestic appliances and personal care items.(The Nation 9.01.05) Small domestic
appliances are a key market. Philips Electronics (Thailand) Ltd has vowed to make its
products more users friendly and tailored to consumer life styles. This is part of its
first global brand repositioning plan in ten years. It is also making the repositioning a
turning point of its corporate cultures telling its staff to design products that are more
consumer-focused rather than technology -focused. Philips is spending 80 million
euros to tell consumers worldwide that its brand's positioning is based on "Sense and
Simplicity' the catchphrase for the brand's promise to deliver user friendly products
with trendy designs and advanced technology. (Bangkok post 15.04.05)

Samsung, the Korean home appliance manufacturer in Thailand has built

up their image to Premium brand, an ambitious plan to be among the top three global
electronics giants by doubling sales to around US$ 110 billion (Bt4.4 trillion) in the
next four years to 2010. Their strategy to focus on reinforcing the brand and
expanding a high-end product line up through technology and design leadership is
paying off. Strong consumer acceptance of its products ranging from consumer
electronics to home appliances has helped the company double its consumer
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electronics business in Thailand. Samsung has already introduced a program with
trade partners to provide prestige customer service and elegance on premise displays.
Their marketing will become more segmented, focusing target consumer discerning
needs and lifestyles. Sales of Samsung consumer electronics, including televisions, air
conditioners, refrigerators, automatic washing machines and camcorders ( The Nation,
5 Feb 2005). Samsung categorizes its products into three major segments: high-end,
middle and mass marketing. Refrigerators priced between 40,000 and 200,000 baht,
while those priced between 10,000 and 40,000 baht fall in the middle segment. Highend washing machines are priced between 20,000 and 60,000 baht while the middle
segment sells for 10,000-20,000 baht. The Thai Samsung Electronics plant in
Chonburi is now a major manufacturing hub for the company's appliance business. It
manufactures washing machines, refrigerators, air conditioners and microwave ovens,
more than half of which are exported (Bangkok post 13.5.05)

Total home electric appliances in the first half of the year has small growth.
But in the second half of the year it may face a slight downtrend due to increasing
product price and cost of living while consumer income stays the same. Thus many
manufacturers try to implement new marketing support strategies including other
marketing tools to maintain their market share.

The Historical Background of Retailers, both department stores and discount
stores in Thailand

Department Stores The first major step in the modernization of Thai retailing

emerged nearly 40 years ago with the opening, in 1956, of the country's first
department store, Central Department Store, in Bangkok's Chinatown area. The most
significant innovation was that it was the first large store to offer its range of products
at fixed prices. This was unusual for Thai people who were accustomed to bargaining
with retailers about the price of all their goods. (Feeny, Vongpatanasin and
Soonsatham , 1996). The first entry of a foreign department store was in 1964 when
the Japanese retailing group Daimaru opened the Thai Daimaru store in downtown
Bangkok. This was followed by a succession of foreign department stores hoping to
cash in on the growth of the Thai economy including Yaohan , Isetan, Sago and in
1994, Printemps . In 1967 came the first shopping centre in Bangkok combining a
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department store, restaurants and small shops , starting a shopping centre trend which
eventually developed into a boom. The department stores themselves have been
moderately successful in positioning themselves in a market where segmentation is
only just emerging: for example, Central and the Japanese stores have appealed to the
higher-end customers, Robinson since 1979 to the middle end and a host of local
stores such as the Mall, Imperial, Tang Hua Seng and Pata to the bottom end (Feeny,
Vongpatanasin and Soonsatham , 1996).

Discount store CP was behind the establishment of the next major innovation

and success story in Thai Retailing, Siam Makro, a joint venture with the Netherlands
-based Makro Group, Since the first Makro bulk discount store was established in
1989 in has become one of the most spectacular business successes in the country and
synonymous with this type of retailing. The major retailing group in Thailand , the
Central-Robinson Group has set up Big C along the same lines as Makro but with no
membership requirement , and is planning an expansion of up to ten branches a year .
CP is also establishing an additional chain of super stores called Lotus Super center
modeled on Wal-Mart Super centers in the United state (Feeny, Vongpatanasin and
Soonsatham , 1996).

For both department store and discount stores, the largest retail group in
Thailand is Ek-Chai Distribution System Co Ltd, which operates Tesco Lotus Super
center and Lotus Express gas marts, generating Bt57 ,040 million in retail turnover in
2003. Other major retailers include, Siam Makro with turnover of Bt39,500 million in
the same year; Central Group (Bt27,960 million); The Mall Group (Bt27,175 million);
and Cencar, which operates Carrefour outlets (Btl6,520 million) respectively.

13

Panasonic sales toward retailers both department stores and discount stores.

Panasonic dealers : A large portion of Panasonic sales is from the department
store and discount store channel, in particular the Bangkok area with a growth trend
from improving performance and increasing the number of its outlets.

Table 1.2 The department stores and discount stores sales turnover of Panasonic

Company
Name

Power Buy
The Mall
Central
Robinson
Lotus
BigC
Carrefour
Horne Pro
Siam Cement
Tanghuaseng
Isetan
Tokyu
Thai Daimaru
Tota l

Panasonic % Sales
Turnover

No. of Branch

2003
49

2004
60

2005
74

6
14
18
53
20
18
16
30
3
1
1
2
231

7
15
18
65
20
21
18
50
3
I

8
15
19
79
45
22
20
150
2
1

I

I

I

I

280

43 7

% Panasonic

10%
8%
10%
15%
33%
10%
5%
14%
45 %
8%
25%
35%
18%
13%

The department stores and discount stores sales turnover of Panasonic in 2003-2005
(Panasonic sales report as of 2005)

As table 1.1 has shown, there are many Panasonic retailers in Thailand. For this study
the researcher has selected to interpreted for key retailer (measured by side of
branches .Other retailers such Siam Cement does not address in detail because
Panasonic classify as project sales, and for Isetan, Tokyu, Thai Daimaru there is only
1 branch therefore Panasonic does not classify as a key retailer. Below, will draw on
to interpret each retailers as follows
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Retailer by department store by side number of branches in the Bangkok area.

Power buy is the dominant specialty electronics retailer in Thailand. Less than
10 years old, the company already has over 60 stores. Most sell a full range of
audio/visual, large appliances, and computers, plus the newest in digital cameras and
mobile phones. About half the Power Buy branches are located in Central or
Robinson department stores; the other half are stand alone stores in Bangkok and
other urban markets. Power Buy will be responsible for the electrical appliance
business in Central and Robinson and its stand-alone shops, so-called Category Killer,
under the trade name of "Power Buy, Electronic City". At the present, Power Buy has
74 braches in Thailand. (28 branches in Bangkok and 46 in upcountry)
(http://www.powerbuy.co.th June, 2006)

Table 1.3 Power Buy branches in Bangkok only
No.

Dealer Name

Branch Name

Location

1

POWERBUY

CENTRAL POWER CENTER

6 FL HUAMARK BANGKAPI
5 FL RAMINTRA

2

POWE RB UY

CENTRAL

3

POWE RB UY

CENTRAL

G FL PINKLAO BANGKOKNOI

4

POWE RB UY

CENTRAL

4 FL BANGNA BANGNA

5

POWE RB UY

BIC C

1 FL BANGPLEE

6

POWE RB UY

CENTRAL

4 FL SILOM
5 FL SILOM COMPLEX

7

POWE RB UY

CENTRAL

8

POWER BUY

ROBINSON

2 FL BANGRAK

9

POWER BUY

ROBINSON

4 FL LUMPINEE

10

POWER BUY

BIC C

2 FL WONGSAWANG

11

POWERBUY

ROBINSON

3 FL RATCHADA

12

POWER BUY

CENTRAL

5 FL LADPRAO

13

POWE RB UY

ROBINSON

3 FL FASHION ISLAND

14

POWER BUY

CENTRAL POWER CENTER

G FL FASHION ISLAND

15

POWERBUY

ROBINSON

6 FL LADYA KLONGSAN

16

POWE RB UY

ROBINSON

2 FL BANGKAE PASEECHAROEN

17

POWE RB UY

NETWORK

1 FL SRIYAN

18

POWE RB UY

NETWORK

CHARUN35BANGKOKNOI
BANG KAP I

19

POWE RB UY

NETWORK

20

POW ERB UY

NETWORK

BANG BON

21

POWE RB UY

NETWORK

PRACHAUTIT
4 FL ZEN

22

POWE RB UY

ZEN

23

POWE RB UY

CENTRAL

5 FL CHITLOM

24

POWERBUY

ROBINSON

B FL SILOM

25

POWE RB UY

NETWORK

RATCHAWITEE

26

POWE RB UY

SIC C

BIG C RATCHBURANA

27

POWERBUY

NETWORK

CHOKCHAI 4

28

POWE RB UY

CENTRAL

5 FL RAMA 3
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Home Product Center PLC was founded on June 27th, 1995 with initial registered
capital of 150 million baht. The company is a joint venture between Land and House
Groups, the American International Assurance Co., Ltd. and the Sarasin Family. The
company was registered with the Stock Exchange of Thailand in December 31st In
2005. Currently, Home Pro has registered capital of 987.5 million baht, with the total
of 947.3 lmilion. The company's objective is to operate as a retail business entity
supplying products and services to building construction, repairs, home decoration,
home renovation, with all-round services, under the trade name "HOMEPRO" which
is the company's trade mark. There are a total of 16 branches.(15 in Bangkok,! m
upcountry (http://www.homepro.co. th/en/company profile/history .asp,June, 2006).

Table 1.4 Home Pro branches in Bangkok only
No.

Dealer Name

Branch Name

Location

1
2
3
4
5
6
7
8
9
10
11
12
13
14

HOME PRO

Ran as it

Near Future Park Ranasit

HOME PRO
HOME PRO

Rattanathibeth
Fashion Island

At Fashion Island

HOME PRO
HOME PRO

Futuremart Rama Ill

At Futuremart Rama Ill

Seri Center

At Seri Center

HOME PRO

The Mall Banokae

At The Mall Banokae

HOME PRO

Rat ch ad a

At Carrefour Ratchada

HOME PRO

Ploenchit

At Waveolace Blda. Ploenchit

HOME PRO

Ramkhamhaena

Near Carrefour Sukhaphiban Ill

HOME PRO

Rama II

Near Bio C Rama II

HOME PRO

Prachachuen

HOME PRO

Ladprao

Ponaohet Intersection
At Carrefour Ladprao
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Near Banovai, Rattanathibeth Intersection

HOME PRO

Chanawatthana

Near Carrefour Chanawatthana

HOME PRO

Ratchaoruk

At Ratchaoruk - Nakhon-in Road

HOME PRO

Bangna

At Bangna - Trat Road 12th (Kinokaew)

Central is Thailand's number one department store in both sales and consumer
popularity. Central Department Stores have been established for more than 57 years
and has more customers than all other department stores combined, more outstanding
product selection, visual merchandising, store environment, and service. Central has
12 Bangkok and 3 upcountry branches, catering to the most affluent third of the
country's population.
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Its 12 Bangkok stores are joined by branches in the largest northern city,
Chiangmai; the largest southern city, Haadyai; and a new store in Thailand's
wealthiest tourist destination, Phuket. (http://ww\¥. central. co.th/web/index.html June,
2006)

Table 1.5 Central branches in Bangkok only
No.

Dealer Name

Branch Name

1

CENTRAL DEPARTMENT STORE

SILOM

2

CENTRAL DEPARTMENT STORE

CHIDLOM

3

CENTRAL DEPARTMENT STORE

4

CENTRAL DEPARTMENT STORE

WANGBURAPA
LADPRAO

5
6
7
8
9
10

CENTRAL DEPARTMENT STORE

SILOM COMPLEX

CENTRAL DEPARTMENT STORE

RAMINDRA

CENTRAL DEPARTMENT STORE

BANGNA

CENTRAL DEPARTMENT STORE

PINKLAO

CENTRAL DEPARTMENT STORE

RAMA3

CENTRAL DEPARTMENT STORE

RAMA2

11

CENTRAL DEPARTMENT STORE

FUTURE PARK RANGIST

12

CENTRAL DEPARTMENT STORE

WORLD TRADE (ZEN)

Robinson Department Store was introduced in 1979 and merged with Central Retail
in 1995. With 19 branches (10 branches in Bangkok, 9 branches in upcountry) it has
the most extensive network of any department store in Thailand. Robinson's pricing
and merchandising strategies make fashion and style more accessible to middle
income consumers, in a shopping environment that most find more enjoyable than
hyper centers(http://www.robinson.eo.th/June, 2006).

Table 1.6 Robinson Branches in Bangkok only
No .
1
2
3
4

Dealer Name

Branch Name

ROBINSON DEPARTMENT STORE

RATCHADAPISEK

ROBINSON DEPARTMENT STORE
ROBINSON DEPARTMENT STORE

SUKHUMVIT

ROBINSON DEPARTMENT STORE

BANGRAK

SILOM

5
6
7

ROBINSON DEPARTMENT STORE
ROBINSON DEPARTMENT STORE

SRINAKARIN

ROBINSON DEPARTMENT STORE

RAMINDRA

8

ROBINSON DEPARTMENT STORE

LADYA

9

ROBINSON DEPARTMENT STORE

RATTANATIBATE

10

ROBINSON DEPARTMENT STORE

RANGSIT

BANGKAE
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The Mall is known as one of the most progressive shopping Centre developers in
Thailand. They own a chain of eight modern multi-purpose shopping centres
operating under the name "The Mall," it opened its first hypermarket in Nakhon
Ratchasima province. There are 7 branches in Bangkok and 1 branch in Karat,
upcountry. Siam Paragon is a joint venture between The Mall Group and BHIC
(Bangkok Intercontinental Hotels Co.) Besides The Mall Department Stores, The Mall
Group also operates Emporium Shopping Complex, Siam Discovery Center. Siam
Paragon. Their spacious walkways and many expensive brand name shops offer little
to the budget conscious. Even those looking for brand name goods may find shopping
elsewhere, like in Singapore better as fashion. It also may be a little behind and pricier
than Malaysia or Singapore ( http ://www.themallgro up.com/June, 2006)

Table 1.7 The Mall branches in Bangkok only

No .

Dealer Name

Branch Name

1
2

THE MALL

NGAMWONGWAN

THE MALL

BANGKAE

3

THE MALL

BANG KAP I

4

THE MALL

EMPORIUM

5

THE MALL

HUAMARK

6

THE MALL

TAPRA

7

THE MALL

SIAM PARAGON

Tang Hua Seng the 42 years old retail company which is 100 percent Thai owned
aims to compete with other department stores and discount outlets that have taken
advantage of current market trends. The company's new business concept will focus
on customer lifestyles under the community theme by dividing its shopping space into
three section : super market ; mother care , beauty and fashion and living lifestyle and
home electronics. Business concepts focus on middle to upper market consumers aged
between 20 and 40 years. At the present Tanghuaseng has 2 braches in Bangkok
area.(Nation 23/2/05)

Table 1.8 Tanghuaseng branches in Bangkok only
Dealer Name

Branch Name

1

TANGHUASENG DEPARTMENT STORE

TALADYOD

2

TANGHUASENG DEPARTMENT STORE

THONBURI

No.
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Retailer by discount store by side number of branches in Bangkok area.

Big C Super Center, the leading retailer in Thailand, operates modern retail business

with more than 100,000 items of consumer goods sold at competitive price in order to
serve the needs of customers with better goods and services. The Big C Super Center
Public Company Limited now operates 45 Big C stores all over Thailand, with more
than 11,500 employees.
Big C is a large-sized and modern retail outlet for everyone in the family. It
distributes a wide variety of quality products ranging from fresh food, dry food,
personal items and clothing to household appliances. Most of them are purchased
from leading domestic manufacturers. (http://www.bi gc.co.tb/en/profile/profile.as p
June, 2006)
Table 1.9 Big C branches in Bangkok only
No.

1
2
3
4
5
6
7
8
9
10
11
12
13
14
15
16
17
18
19
20

Dealer Name

Branch Name

BIG C SUPER CENTER

Ratdumri

BIG C SUPER CENTER

Saoarnkvai

BIG C SUPER CENTER

Banaolee

BIG C SUPER CENTER

Samutprakarn

BIG C SUPER CENTER

Bam~na

BIG C SUPER CENTER

Sumrona

BIG C SUPER CENTER
BIG C SUPER CENTER

Ladphrao

Hu am ark

BIG C SUPER CENTER

Fashion Island

BIG C SUPER CENTER

Ratburana

BIG C SUPER CENTER
BIG C SUPER CENTER

Suksawat
Thonburi-Paktor

BIG C SUPER CENTER

Dao-Khanono

BIG C SUPER CENTER

Chanciwattana

BIG C SUPER CENTER
BIG C SUPER CENTER

Donmuana
Rang sit

BIG C SUPER CENTER

Wonosawanq

BIG C SUPER CENTER

Rattanalibet

BIG C SUPER CENTER

Tiwanon

BIG C SUPER CENTER

Pechkasem

Carrefour The first Carrefour store was opened in 1963 at a crossroad (translated as

"Carrefour" in French) in St. Genevieve de Bois, a town close to Paris with a total
space of 2,500 square meter12 checkouts and 400 parking spaces. The hypermarket
concept" turned out to be a tremendous success from the start.
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In 2005, Carrefour was the number one retailing group in Asia and Europe
and the second largest retailing group worldwide. With variety of business
format of retail industry Carrefour is active in all types of retail distribution. Currently
there are 21 branched in Thailand, 18 branches in Bangkok and 3 branches m
upcountry ( http://www.carrefour.co.th/english/company.php June, 2006).

Table 1.10 Carrefour branches in Bangkok only
No.

Dealer Name

Branch Name

1

CARREFOUR

SRINAKARIN

2
3
4
5
6
7
8

CARREFOUR

SUWINTAWONG

CARREFOUR

BANGYAI

9

10
11
12
13
14
15
16
17
18

CARREFOUR

RANG SIT

CARREFOUR

PETCHKASEM

CARREFOUR
CARREFOUR

RAM INTRA
CHAENGWATTANA

CARREFOUR

RATTANATIBET

CARREFOUR

RAMIV

CARREFOUR

BANGKAE

CARREFOUR

RA TCHADAPISEK

CARREFOUR

BANG BON

CARREFOUR

BANGPAKOK

CARREFOUR

ONNUCH

CARREFOUR

SAMRONG

CARREFOUR
CARREFOUR

LSSARAPHAP

CARREFOUR

SUKAPIBAN

LADPRAO

Tesco Lotus with branches all over the country, and has customers of more than 13
million. Thai vendors are the cornerstone of the company's development. Since 1998
Tesco Lotus has trebled the number of its food and non-food vendors to its current
level of 1,900. Of these vendors, 97 per cent are Thai. In 2001, Tesco Lotus purchased
38 billion baht worth of goods for resale with the amount of business conducted
through each of these vendors ranging from 1 million to over 1 billion baht annually.
Currently there are 79 branches ( 17 in Bangkok and 62 in upcountry ) and lotus
express 189 branches.(http://www.tescolotus.net/company/ourteam.asp June, 2006)
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Table 1.11 Tesco Lotus branches in Bangkok only
No.
1
2
3
4
5

Dealer Name
TESCO LOTUS SUPERCENTER
TESCO LOTUS SUPERCENTER
TESCO LOTUS SUPERCENTER

Branch Name
Sukhumvit 50
Laksi
Rattanatibet
Rama3

10
11

TESCOLOTUSSUPERCENTER
TESCO LOTUS SUPERCENTER
TESCOLOTUSSUPERCENTER
TESCO LOTUS SUPERCENTER
TESCOLOTUSSUPERCENTER
TESCO LOTUS SUPERCENTER
TESCOLOTUSSUPERCENTER
TESCO LOTUS SUPERCENTER

12
13
14
15

TESCOLOTUSSUPERCENTER
TESCO LOTUS SUPERCENTER
TESCO LOTUS SUPERCENTER
TESCO LOTUS SUPERCENTER

16

TESCOLOTUSSUPERCENTER

Rama4

17

TESCO LOTUS SUPERCENTER

Chaengwattana

6
7

8
9

Prachachuen
Bananakok
Bangkapi
Ladprao
Seacon Square
Rama 2
Minburi
Sukhaoiban 1
Fortune Town
Ramindra
Bangkhae

The Thai retail market is very dynamic and there is still much potential for
further growth with branches expanding continuously from 2003-2005 . Additional
branches of retailers are growing thus retailers have a high degree of importance in
the electrical appliance business. It is imperative that trade perception and thinking
about major change in branding is understood to allow the company to effectively
manage its customers.
1.2 Statement of the problems

In the Thai home appliance market, there are many players who produce the
same products category launched to the market and also all players distribute their
products to the same channel distribution, whether department store or discount store
or shop house which are called retailers ' channels such Robinson, Central , Big C,
The Mall, Carrefour, Power Buy, Lotus, and others in order to reach their consumers.
Since many brands produce the same products, retailers would have many alternatives
to select products for their channels. Moreover, they also have high bargaining power
in purchasing their products.

The statement of the problem began with Matsushita Electric Industrial Co.Ltd.
(the parent name of Panasonic brand) and it has 2 brands of products , National and
Panasonic, thus to strengthen brand competitiveness. Matsushita has announced its
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intention to position Panasonic as it's main global brand. A.P. National Sales Co., Ltd.
has become Panasonic A.P. Sales Co., Ltd., since the end of year 2003. Panasonic A.P.
Sales had been to migrate the brand to consumers from National to Panasonic for its
home appliance products. Since National brand was very strong in the market and also
well recognized by all retailers for 40 years. The National brand carried
trustworthiness for the retailer.

Thus to gauge the retailer's perception transferring the new brand, Panasonic
the researcher will use a factor of marketing mix measures to ensure retailers still
have confidence in keeping everything the same as in the old brand, National. Or what
do they feel about the marketing strategy? Moreover, does the retailer perceive a
more modern image of Panasonic? The researcher will examine eight problems, to
support the research objectives, in the area of brand equity after the makeover from
National to Panasonic. Focusing "What is the relationship between the marketing mix
and the brand equity as elements of brand loyalty and brand association toward
Panasonic home appliances in Thailand?"

1) Is there any relationship between brand product and brand loyalty of
Panasonic home appliance products?
2) Is there any relationship between price and brand loyalty of Panasonic home
appliance products?
3) Is there any relationship between promotion and brand loyalty of Panasonic
home appliance products?
4) Is there any relationship between brand positioning and brand loyalty of
Panasonic home appliance products?
5) Is there any relationship between brand product and brand association of
Panasonic home appliance products?
6) Is there any relationship between price and brand association of Panasonic
home appliance products?
7) Is there any relationship between promotion and brand association of
Panasonic home appliance products?
8) Is there any relationship between brand positioning and brand association of
Panasonic home appliance products?
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1.3 Research Objectives

The purpose of this study is to examine the Panasonic Home Appliance
retailers' perceptions about brand equity in the area of brand loyalty and brand
association of National to Panasonic this is necessary in order to understand the
Panasonic retailer and to better manage the retailers who distribute the company's
products to the consumer. Hence, the researcher states the research objectives as
follows:
•

Identify the relationship between marketing mix and brand equity m
element of brand loyalty and brand associate.

•

To identify the retailer's perceptions toward the Panasonic brand after the
makeover from National brand.

•

To identify the strategies issue involved in the Marketing mix decision in
getting the Panasonic Home Appliance retailers to accept the new brand.

1.4 Scope of the Research

The focus of this study is on the marketing mix and brand equity element. The
target population of this study is the retailers because they are important Whenever
everything relevant in the company has been changed especially the brand, since they
are its distributor. Without the good perception of the product by the distributor, the
product will not be available to the consumer. The research has selected study
Panasonic A.P. Sales Co., Ltd. which has Home Appliance products only. It does not
include audio visual products. The bigger sales portion of Panasonic is based in the
Bangkok area thus. The researcher has selected to study only Bangkok in order to
calculate total sales or the retailer results as a whole.
The coverage of the study will be those retailers m the Bangkok area of
department stores and discount stores. There are only 129 retail stores. The
questionnaires were distributed to store managers or front-line employees of each
retail. And hence the population does not include other types of retailer or shophouses as a whole and a self -administration method was used to interpret the
questionnaires, in the period of May- June 2006. All questionnaires were distributed
and collect data at beginning of July 2006.
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1.5 Limitations of the Research

a) The researcher intends to study the marketing mix and brand equity element of
Panasonic Home Appliance's retailer only. The results of the study may not be
applicable to other types of retailer or shop-house as a whole since the target
respondents are retailer of a specific type of department store and discount
store only in the Bangkok area

b) With the time limitation of the research, the survey is a finding of one point in
time, so the study should be used with caution after a certain period of time.

c) The coverage of the survey is limited by the extent of resource availability
including budget, expense necessary for conducting the research, and amount
of time required.

1.6 Significance of the Study

The result of the research will be useful for marketing professionals as a tool
to evaluate the performance of brand change over brand equity element and marketing
mix. Also, Panasonic A.P. Sales will benefit from understanding the effect of rebranding and the elements that provide an increased value of the brand and can be
used as a conceptual groundwork for formulating brand communication platform.

The findings from this research will be useful to be incorporated into the
communication strategy that, in the long run, will convey the message of brand
personality and value to retailers. Finally, the success of the communication strategy
will lead to the creation of an association of the Panasonic brand toward home
appliance products.
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1.7 Definition of Terms

Brand Equity: Derives from the image that the public has of the brand. Can be traced
back to four sources, brand awareness, brand loyalty, the perceived quality of the
brand and the impact of brand association on consumers' buying patterns(Boyle,
2002).

Brand Loyalty: As a deeply held commitment to re-buy or re-patronize a preferred
product or service in the future despite situational influences and marketing efforts
having the potential to cause switching behavior (Oliver, 1997).

Brand associate: Are the category of a brand's assets and liabilities that include
anything "linked" in memory to brand (Aaker, 1991).

Product : Is anything that can be offered to a market to satisfy a want or need
( Kotler, 1997).

Name : A good brand name enjoys a high level of consumer brand awareness and
commands strong consumer preference. It then obviously adds greatly to the success
of a product (Kotler and Armstrong , 1997).

Logo: Act as facilitators to speed up recognition of a company or brand (Peter, 1989).

Feature: Are characteristics that supplement the product's basic function. Feature
differentiation is a stripped-down or bare bones version of the product (Kotler , 1997).

Design : Is the arrangement of elements that collectively form a good or service.
(Etzel, Walker and Stanton, 2001). Includes converting the ideas into a physical and
psychological entity through engineering, advertising and marketing (Urban and
Hauser,1993).

Quality : Is totality of features and characteristics of a product or service that bear on
its ability to satisfy stated or implied needs (Kotler, 2003).
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Price : is the value that one puts on the utility that one receives for goods and services

(Kinnear and Bernhardt, 1983) .

Promotion : The various communications to inform and persuade people that a firm

directs toward its market targets, channel organization, and the public at large
( Cravens , 1982).

Sales promotion : Marketing activities that stimulate consumer purchasing and dealer

effectiveness such displays, coupons, contests, exhibitions , demonstrations (Kinnear
and Bernhardt, 1983).

Advertising : Any paid form of non personal presentation and promotion of ideas

goods or services by an identified sponsor (Kinnear and Bernhardt, 1983).

Public relation: The message gets to the buyers as news rather than as a sales -

directed communication (Kotler, 1997).

Positioning : The coherence between the brand's vision and core values and the

brand positioning next needs to be examined. A brand's positioning sets out what the
brand is, who it is for and what it offers (Rositer and Percy, 1996).

Slogan: Slogans are short expressions associated with commercial or political

advertising meant to express ideas, aims, or the nature of an individual or organization
in ways that are simple and easy to remember and to communicate (Sharkansky,
2002).

Distribution: Entity consisting of marketing in situations and their interrelationships

responsible for the physical and title flow of goods and services form producer to
consumer or industrial user ( Boone and Kurtz , 1992).

Marketing mix: The blending of the four strategy elements of marketing decision

making including product, price, promotion and positioning to satisfy chosen
consumer segments (Boone and Kurtz, 1992).
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Makeover: Is a term applied to changing one's appearance. Makeovers can range

from something as simple as a new haircut, to the extreme of cosmetic surgery
(http:llen.wikipedia.orglwikilmakeover).

Home Appliance:

Are electrical mechanical appliances which accomplish some

household functions such as cooking or cleaning (http:llen.wikipedia.orglwiki/Home_
appliance).

Brown goods : Are typically household electrical entertainment appliances such as

CD

and

DVD

player,

Television,

camcorders,

HiFi

and

Home

cinema

(hhtp:llen.wikipedia.org/wiki/Major_appliance).

White good : Comprise major household electrical appliances including air

conditioner, bread maker, dishwasher, dryer, freezer and refrigerator, furnace, stove,
vacuum cleaner, water heater, washing machine
(hhtp :IIen. wikipedia. orglwiki/Maj or_appliance).

27

CHAPTER2

REVIEW OF RELATED LITERATURE AND STUDIES

This chapter discusses studies related to this research which support the
conceptual framework. The findings of those studies lay the groundwork of
understanding the relationship between marketing mix, product, price, promotion,
positioning related to the measure of brand equity. The topics to be discussed in
details are as follows:

2.1 Definition and Features of the Independent Variable

Products
Armstrong, Kotler and Silva (2005) state that product is a key element in the
market offering. Marketing-mix planning begins with formulating an offering that
brings value to target customers and satisfies their needs. This offering becomes the
basis on which the company build profitable relationships with customers.

Augmented Product

Actual
Product

Delivery
And Credit

After Sale
Service

Brand
Name

Features

(

Installation

J

Warranty

Source : Armstrong, G., Kotler, P. & Silva, G.(2005). Marketing: An Introduction An
ASIAN Perspective. New Jersey: Pearson Prentice Hall.
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Core benefit: In greater perspective a firm can discover its real market position that
is why it is in business and just what real benefit it purports to offer to its customers.

Actual product: Companies are constantly striving to differentiate using better feature,
quality and brand. The actual product is an important dimension for differentiation. It
is increasingly becoming difficult for the marketing firm to defend it position. Firms
need to do more than just producing the actual product.

Augmented product: Customers today are buying and staying loyal to brands based
on value added services, brand image and other less tangible factor. Marketers today
can stay ahead of the game by offering better value-added services.

Babbar, Behara and White (2002) state that products are designed and
manufactured with the needs of target consumers in mind. The very purpose of design
is to take a set of needs and to transform it into full instruction for manufacturing a
product or implementing a processes.

Kotler (2003) states that products can be classified into three groups according
to durability and tangibility 1.Nondurale goods are tangible goods normally consumed
in one or a few uses, like beer and soap.2.Durable goods are tangible goods that
normally survive many uses. Durable products normally require more personal selling
and service, command a higher margin, and require more seller guarantees.3.Services
are intangible, inseparable, variable and perishable products normally require more
quality control, supplier credibility and adaptability.

Zhang and Doll (2001) state that the product definition involves assessment of
customer needs, of competitive product offerings, and of technological rises and
opportunities. The creation of a robust product definition typically requires
information and feedback for outside environment and a number of corporate function,
including engineering, research and development, marketing and manufacturing such
shared information helps the team come up with the clear and realistic target and
perfect strategic fit of project, and further achieve success of new product.
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Keller (2003) states that the product is the foundation of brand equity. In the
design, manufacturing, and servicing of products, it is important that favorable brand
associations are created by convincing consumers that the brand possesses relevant
attributes and benefits that satisfy their needs and wants such that they for a positive
overall brand attitude. These may be more functional in nature related to actual
product performance or more symbolic in nature and not directly related to product
such as with user or usage imagery.

Govers and Schoormans (2005) state that products have a significance that
goes beyond their functional utility. This significance stems from the ability of
products to communicate meaning. Products are symbols by which people convey
something about themselves to themselves ad to others. This symbolic meaning is
known to influence consumer preference.

Brand names

Peters ( 1997) states that a brand name is a signifier, a shorthand explanation of
what we are and do, how we do business, and what benefits will accrue to consumer.
It is an instant, word/picture summary of what a skilled copywriter might be able to

deliver in a full page of text.

Williams (1999) states that when people think of a brand, the first thing they
typically think of is the logo "as long as we have got a good logo, we're in good
shape." But brand identity is much more than a logo. A brand is the name, personality
and defining attributes that represent your company and your product. Name and logo
are the two most visible elements of a brand, and it helps to have memorable ones.

Chan and Huang (1997) state that branding is the identification of a particular
product or service. Brand names play a crucial role in the marketing of products and
services and in their acceptance by the public. A good brand name "can save millions
of dollars over the product's life because it carries its own meaning, describes the
product's advantages, in instantly recognized and serves to differentiate the product
significantly from other competition".
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Upshaw (1995) states that the identity of the brand is largely formed from the
confluence of its positioning and strategic personality, that is, from the singular way
in which those two core components stream together, and outward toward the
prospect. A particular set of brand elements, blended in a unique way, which
determines how that brand will be perceived in the marketplace.

Schroeder (2005) states that brands are inherently visual brand logos product
design, packaging, brand identity, and brand marketing campaigns each draw upon
visual materials to create distinctive brand images.

Fing (2004) states that brand name was found to have important decision
variables for customization in terms of getting a better preference match. Brand name
still holds an important role on consumer communication, as was expected. Therefore,
it is reasonable to believe that customization would not commoditize brand but rather
increase the effect of brand name in purchase decision making.

Nandan (2005) states that brands are intangible assets that can build
shareholder value. Brand an asset that does not have physical existence and the value
of which cannot be determined exactly unless it becomes the subject of a specific
business transaction of sale and acquisition. Intangible assets such as brands closely
reflect a firm's true value and are a source of sustained competitive advantage. Brands
provide added value, both to the firm and the consumer. This added value can be
conceptualized in terms of brand equity.

Brand in its current marketplace meaning embodies the tangible and intangible
aspects of a product, service or entity. Then, public relations, marketing, and
advertising define the brand externally. The brand will not thrive if the internal and
external attributes are not in sync (http://www.haworthpress.com/store/articleabstract).
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Logos

Henderson and Cote (1998) state that logos can only have added value if two
preconditions are fulfilled. First, stakeholders must remember seeing the logo. Second,
logos must remind stakeholders of the brand or company name (recall). Ultimately,
companies want their name recalled, so the logo serves as shorthand for the company.

Zajonc (1968) states that familiar-looking stimuli tend to be perceived and
processed faster, which is particularly important for logos. The result from a logo
evoking a familiar meaning or from the design being similar to well know logos. A
familiar meaning can be maximized (without reducing distinctiveness) by selecting a
unique, but easily interpreted, design of a familiar object.

Cees and Anouschka (2001) state that a set of so-called intrinsic properties and
as a set of extrinsic properties will affect an individuals understanding and
interpretation of a logo:
1. Intrinsic properties of a logo are properties resulting directly from a
confrontation with the logo itself divided into:
•

A perception of the graphical parts

•

Perceptions of the referential parts

2. Extrinsic properties are properties originating from the associations with the
company behind the logo. These associations, in return, are partly defined by the
behavior of an organization in the past, and by the intensity of the communication in
which they express their values to external and internal audiences.

Dubberly (1995) states that the logo is an arduous task for companies and
includes the difficulties distinguishing which logo would be remembered the best, be
most liked, or create the strongest sense of familiarity on initial exposure. In addition,
it is possible that desired responses are not achieved because the selected logo has a
design that is difficult to store or access in memory, is not likable, or fails to evoke
any sense of meaning.
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Features

Czinkota and Kotabe (2001) state that product feature is a unique selling point
that may be based on physical or intangible product features associated with the
product, ranging from what it actually does to the quality of the support services.
Most advertising follows this route, and admit it is particularly easy to target,
communicate and monitor messages of the type.

Kotler and Armstrong (2004) state that features are a competitive tool for
differentiating the company's product from competitor's product. Being the first
producer to introduce needed and valued new features is one of the most effective
ways to compete. The company can assess each feature's value to customers versus its
cost to the company. Features that customers value little in relation to costs should be
dropped; those that customers value highly in relation to costs should be added.

Designs

Urban and Hauser (1993) state that design includes converting the ideas into a
physical and psychological entity through engineering, advertising and marketing.
These new ideas are evaluated and refined to produce a product that indicate a high
probability of success in the market. Creative research and development engineering
occur as well as the identification of a strategic positioning and marketing plan for the
new product.

Kotler and Armstrong (2004) state another way to add customer value is
through distinctive product style and design. Design is a larger concept than style and
simply describes that appearance of a product. Styles can be eye catching or yawn
producing. Design is more than skin deep. It goes to the very heart of a product. Good
design contributes to a product's usefulness as well as to its looks. Good style and
design can attract attention, improve product performance, cut production costs, and
give the product strong competitive advantage in the target market.
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Baker and Hart (1999) state that design is not a cosmetic addition but a means
of expressing corporate identity m the marketplace and establishing products
synonymous with quality. This is achieved by designing products that are:
aesthetically appealing, safe and pleasing to touch and use, immediately intelligible
and easy to operate, easy to install, handle, store , clean and maintain, easy and
economical to manufacture.

Qualities

Gummesson (2002) states that quality was defined by the 'knowledgeable'
expert in the design and engineering department, not by the 'ignorant' user and
customers. Quality was an issue for operations management, not for marketing and
sales. Quality was handled on the shop floor, not by top management. Quality is an
inherent property of every function of a company, including marketing. IS09000 has
taught companies in business to business that they must be able to pass a minimum
quality level in their processes and operations and become certified.

Pryor and Brodie (1998) state that quality may abstract a concept and has less
of an influence than more tangible category attributes such as nutrition or spice. An
alternative explanation is that quality may not have as strong an influence when
dealing with similar product categories, as opposed to product categories that are
dissimilar.

Garvin (1987) states that quality is a means of pleasing customers not just
protecting from annoyance. A strategic approach is based on a combination of eight
quality dimensions including product performance, features, reliability, conformity,
durability, serviceability, aesthetics, and perceived quality.
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Prices

Boone and Kurtz (1992) state that price is the exchange value of a good or
service, meaning what can be exchanged in the marketplace.

Hart and Tzokas (2000) state that the price reflects its competitive positioning
and for consumers it may be a measure of the product's quality. It is of course a key
factor, along with sales volume, in the financial performance of the new product
launch. The pricing decision for a new product not only involves the launch price,
with its embedded discounts and promotional devices but extends to the choice
between skimming and penetrating which is by nature a long term choice.

Suri, Manchanda and Kohli (2000) state that a fixed price offer suggests to a
customer that the price is 'non -negotiable' or will remain the same whenever they
decide to purchase the product. In other words, a fixed price offer implies that the
product is excluded from consumer promotion or price discount. Fixed price offers
differ conceptually from the popular discounted price offers where consumers are
informed about both the regular and the sales price of a product. More often than not,
such discounted prices are associated with an explicit or an implicit stipulation of the
time during which these promotion are valid.

Keller (2003) states that the pricing policy for brand often creates strong
associations in consumer's minds to the relevant price tier or level for the brand in the
category, as well as to its corresponding price volatility or variance. Consumers will
also often have associations to perceived value of the tradeoff between price and
quality that will be an important factor in their decisions. Consequently, in terms of
the optimal pricing policy for the brand, it is important that marketers fully understand
consumer perceptions of value for their own brand as well as for those of competitors.

George and Jakki (2000) state that pnce 1s associated with the relative
allocation to advertising or sales promotion. Higher -price products may support
larger allocations to advertising. When a product has a high price relative to
competing brand, it is likely to receive more brands -building media advertising to
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support its higher-price position. On the other hand, when a product has lower relative
price, it is more likely to receive a greater allocation to sales promotions. Using sales
promotions too frequently may reduce consumers 'reference prices, a risky
consequence for high-price brands. Consumers need to be continuously reminded of a
high-price product's superior image, quality, or prestige, a task ideally achieved by
spending proportionately more on adverting.

Monroe (1990) states that price plays a dual role. Consumers may use price
information to determine the quality of a product and also to determine the monetary
sacrifice associated with its purchase. Specifically, it has been suggested that when
product information is not thoroughly processed price is used more as a heuristic cue
to determine the quality of a product, i.e. high price indicates high product quality
an vice versa.

Promotions

Etzel, Walker and Stanton (2001) state that promotion is the element in an
organization's marketing mix that serves to inform, persuade, and remind the market
of a product and /or the organization selling it in the hope of influencing the recipients
feelings, beliefs, or behavior.

Graeff (1995) states that promotion strategies have varying objectives from
informing and creating interest in a new product, to creating and maintaining positive
brand attitudes and purchase intentions, to persuading consumers to behave in a
desired way. The promotion strategies should be to relate the product to the
consumer's self-concept. If the promotional strategy successfully connects the product
information to consumer's personal goals and values as well as desired self-relevant
consequences within the context of personal situations, it will be perceived as
personally relevant.

Boone and Kurtz (1992) states that sales promotion is marketing activities
other than personal selling, advertising, and publicity that stimulate consumer
purchasing and dealer effectiveness includes displays, trade shows and expositions,
demonstrations and various no recurrent selling efforts.
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Blattberg and Neslin(l 990) state that sales promotion may be seen as the most
convenient and effective way to beat the competition by sending a succinct message
to the intended public. At the same time, given evidence that unmatched promotion
can lead to an increase in a competitor's market share. Firms should have strong
incentives to match or preempt competition's promotions.

Aaker ( 1991) states that sales promotions are made by way of newspaper
advertisements. It is timely to find out whether brand managers believe that the
increased sales promotion spending through newspaper advertising would meet
marketing objectives. Price-oriented promotions include price discounts, coupons and
rebates. Non-price-oriented promotions include free samples, sweepstakes, contests,
premiums and frequent user programs. Some promotions are primarily incentivebased. Price-Oriented promotion are praised for the ability to achieve short-term
results such as increasing market share, encouraging brand switching and including
product trial usage. Non price promotions are adopted primarily for ability to meet
such longer term objectives as enhancing brand image, strengthening brand
associations, or increasing brand loyalty.

Armstrong, Kotler, Silva (2005) state that sales promotion includes a wide
assortment of tools coupons, contests, cents-off deals, premiums and other all of
which have many unique qualities. Sales promotion effects are often short-lived
however and often are not as effective as advertising or personal selling in building
long-run brand preference.

Advertisings

Meenaghan and Shipley (1999) state that the role of advertising brand image
development is complex and whilst alternative perspectives continue to be held this
role and indeed in the capacity of advertising to create and influence perceptions of
the brand, it is possible to suggest that in driving brand imagery advertising fulfils two
broad functions. Firstly, it encourages beliefs about the functional/intrinsic attributes
of the brand and secondly it seeks to add symbolic, emotional or extrinsic values to
brand.
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Armstrong, Kotler, Silva (2005) state that advertising can reach masses of
geographically dispersed buyers at a low cost per exposure, and it enables the seller to
repeat a message many times. In addition to its reach, large-scale advertising says
something positive about the seller's size, popularity, and success. Because of the
advertising's public nature, consumers then view the advertised product as more
legitimate. Adverting is also very expressive as it allows the company to dramatize its
products through the artful use of visuals, print, sound and color.

Martin (1989) states that the power of advertising in building a strong brand
has been proposed by marketing practitioners and academics. Most advertising dollars
are directed at consumers and typically are accompanied by specific objectives to
improve consumer attitudes. By building a strong position in the market, advertising
allows a firm to command higher prices for its products and thus increase profits.

Vakratsas, Demetrios and Ambler (1999) state that advertising can induce
brand switching through either raising awareness or improving consumer attitude.
Although there is ample evidence that advertising influences awareness and attitudes,
there is less evidence that it exerts a significant effect on brand switching. And
advertising helps small or new brands, presumably by attracting new user.

Public Relations

Kotler (2003) states that public relations involves a variety of programs
designed to promote or protect a company's image or its individual products. Public
relations has often been treated as a minor element in the promotion mix. Kotler
(2003) recommends five functions of public relations: 1. Press relations: presenting
news and information about the organization in the most positive light. 2. Product
publicity: Sponsoring efforts to publicize 3. Corporate communication: promoting
organization through internal and external communications. 4. Lobbying

5.

Counseling.
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Kinnear and Bernhardt (1983) state that public relations is non-personal
stimulation of demand for a product, service or business unit by generating
commercially significant news about it in published media or obtaining favorable
presentation of it on radio, television or stage. Unlike advertising this form of
promotion is not paid for by the sponsor.

Boone

and Kurtz

(1992) state that public relations

are

a firm's

communications and relationships with its various publics. These publics include
customers, supplier, stockholders, employees, the government, the general public and
the society in which the organization operated. Public relations programs can be either
formal or informal.

Etzel, Walker and Stanton (2001) state that public relations encompasses a
wide variety of communication efforts to contribute to generally favorable attitudes
and opinions toward and organization and its products. Unlike most advertising and
personal selling, it does not include a specific sales message.

Positionings :Monroe (1990) states that positioning is a theory that was born out of

the intense competition let loose by a great proliferation of brands. This makes it
necessary to understand who our closest competitors are and how we should seek to
be unique among the similar. The definition of positioning concept:
I. Product class or the structure of the market in which our brand will
complete.
2. Consumer Segmentation
3. Consumer perception of our brand in relation to competitors, which
leads to perceptual mapping.
4. The benefits offered by the brand. These benefits may also be
expressed as attributes or dimensions along which brands are fitted to
represent consumer judgments.
These four components of the positioning concept are so closely interwoven that they
must be taken together when we consider the positioning of a brand.
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Marsden (2002) states that positioning can be critical to brand success.
Positioning may be simply defined in terms of how a brand is positioned in the mind
of consumer with respect to the values with which it is differentially associated or
which it "owns".

Upshaw (1995) states that brand positioning is the strategic genesis of the
marketing mix. Freudians might call it positioning the "ego" of a brand and like the
human ego, it's not created by the individual brand itself, but how others perceive it.
A brand is positioned by consumers in their own lives based on their own perceptions
of the brand, including how it performs compared to other brands and other purchase
alternatives that compete for their affections.

Position is vital. It communicates the entire set of value propositions for the
brand that the buyer associates with. It is that degree of differentiability that any brand
charges in price. Positioning places a brand in the consumer mindset, this enables the
consumer to recognize brands distinctly as separate offerings. A right position can and
does convey powerful signals about the brand and can clearly help the consumer to
associate properties, which are distinguishable
(http ://www.indiainfo line.com/nevi/mare .html).

Davis (2002) states that a brand's positioning is the place in the consumers'
minds that you want your brand to own-the benefit you want them to think of when
they think of your brand. It has to be externally driven and relevant. It has to be
differentiated from the competition and, most importantly, it has to be valued. A good
positioning is a single idea to be communicated to your customers. Some companies
have a brand positioning that is easily understood and can be articulated by most
everyone.

Slogans

Pham and Johar (1997) state that with multiple competing brands, slogan
within the same product category end share similar semantic and associative features
to some extent. Familiarity with slogans therefore does not necessarily mean that
consumers can attribute them correctly to brands
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Boush (1993) states that different versions of a brand slogan were presented to
each of three treatment groups. One slogan primed "Nutrition" one primed "spiciness"
and third primed "high quality" as product attribute. Brand slogan can prime attributes
of a brand in such a way as to make some products better potential brand extensions
than others.

Boyle, Fullerton and Wood (1995) states that a slogan leads organizations to
use management techniques thorough understanding of strengths and weaknesses. As
slogan typically presents a simplified and unrealistic portrayal. This simplified view
may lead organizations to cut down on essential components.

Dahlen and Rosengren (2005) state that slogans may work as carriers of brand
equity. Slogan learning is biased by the brand's equity so that slogans for strong
brands are generally better liked than slogans for weak brands; however, by way of
competitive interference, this equity may be incorrectly attributed to a competing
brand. Slogans for strong brands are more liked than slogans for weak brands because
of biased encoding. This advantage is expected to be enhanced at retrieval if
consumers are able to match the slogans with the brand. This is, matching a slogan for
a strong brand with the correct brand has effect on slogan.

Lievens (2001) states that slogans are often used to persuade consumers to
purchase a particular product or brand. The same is true for political campaigns where
slogans aim to succinctly convey the main message of a politician or party. However,
the use of slogans is not restricted to advertising and politics, as discourse, slogan and
common beliefs also play an important role to diffuse new management fads or to
promote existing management practices.

Distributions

Etzel, Walker and Stanton ( 2001) state that distribution is strategies related to
the channel(s) by which ownership of products is transferred from producer to
customer and, in many cases, the means by which goods are moved from where they
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are produced to where they are purchased by the final customer. In addition, strategies
applicable to any middlemen, such as wholesalers and retailers must be designed.

Rau (2005) states that companies spend most of their money getting their
product and services into the hands of their customers. The distribution seeks ubiquity.
Product innovation is not key to strategy, however, pricing is a key strategic weapon
and these giants with their massive distribution networks are frequently price
discounter. Distribution drives shareholder value through mass marketing, keeping up
to the minute on sales production and running a tight financial ship.
Hart and Tzokas (2000) state that distribution is crucial m the eventual
acceptance and sales of a new product in the market as it determines the availability
of a new product to customers. The distribution channels chosen must reflect the
target market's buying behaviors and allow for the maximum availability to the target
market.

2.2 Discussion of the Dependent Variable

Brand Equities

Wood (1999) states that when marketing practitioners use the term 'brand
equity' they tend to mean brand description or brand strength referred to as 'customer
brand equity' to distinguish it from the asset valuation meaning. The customer-based
brand equity definitions approach the subject from the perspective of the consumer
whether it is an individual or an organization. They contend that for a brand to have
value it must be valued by consumers. Then, the power of a brand lien in what
customers have learned, felt, seen and heard about the brand as a result of their
experiences over time.

Winters (1991) state that brand equity involves the value added to a product
by consumers' association and perceptions of a particular brand name. It is unclear in
what way added value is being used, but brand equity fits the categories of brand
description and brand strength.
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Keller (1993) states that brand equity represents a condition in which the
consumer is familiar with the brand and recalls some favorable strong and unique
brand associations. From a customer perspective, where equity is viewed as the
difference in a customer's response to a branded product compared with his/her
response to a similar product not identified by a brand name, customer-based brand
equity occurs when the consumer is familiar with the brand.

Upshaw (1995) states that Brand equity is divided into two regions: "brand
valuation" and "brand identity."
1. Brand valuation refers to those factors that have a direct bearing on the
worth of the brand, including its financial assets both tangible and "goodwill" that the
brand contributes to its parent. The valuation side of equity is directed toward the
company's stakeholders and other parties interested in the financial worth of the
company, such as shareholders, vested employees financial analysts.
2. Brand identity, on the other hand, refers to that part of the equity that
reaches outward to offer benefits that make it more attractive as the object of a
possible purchase. Brand identity is a product of the melding of a brand's positioning
and personality, and is played out in the product/service performance, the brand name,
its logo and graphic system, the brand's marketing communications, and in other
ways in which the brand comes into contact with its constituencies.
The identity facets of the brand and directed toward its customers and
prospects. The parent company's employees are also important audiences who can
have a significant ef The department stores and discount stores sales turnover of
Panasonic ct on a brand's identity, particularly in service industries.

Figure 2.1 Total Brand Equity
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Brand equity subsumes brand strength and brand value. Brand strength is the
set of associations and behaviors on the part of a brand's customers, channel members,
and parent corporation that permits the brand to enjoy sustainable and differentiated
competitive advantages, Brand value is the financial outcome of management's ability
to leverage brand strength via tactical and strategic actions in providing superior
current and future profits and lowered risks. Brand equity is the willingness for
someone to continue to purchase your brand or not. Thus, the measure of brand equity
is strongly related to loyalty and measures segments on a continuum form entrenched
users of the brand to convertible users. Brand with equity provides "an own able,
trustworthy, relevant, distinctive promise to consumers.

Keller (2003) states that brand equity involves reinforcing brands. 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 rand makes those products superior
and which strong, favorable and unique brand associations exist in the minds of
consumers.

Brand Loyalties

Schoenbachler, Gordon and Aurand (2004) state brand loyalty refers not only
to one's tendency to repurchase the same brand time after time, but also to have a
psychological commitment or attitudinal bias toward the brand. Thus, the brand loyal
customer not only buys the brand, but refuses to switch even when a better offer
comes along. Building brand loyalty has taken numerous forms over time. Initially,
mass awareness advertising campaigns were used almost exclusively to build a
brand's image, with hopes that a strong brand image would be enough to establish
brand loyal customers.

Javalgi and Moberg (1997) define brand loyalty according to behavioral,
attitudinal and choice perspectives. While behavioral perspective is based on the
amount of purchased for a particular brand, attitudinal perspective incorporates
consumer preferences and dispositions towards brands. Definitions regarding the
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choice perspective focus on the reasons for purchase or the factors that may influence
choices.

Solomon (1992) states that purchase decisions based on loyalty may become
simplified and even habitual in nature and this may be a result of satisfaction with the
current brand(s). A base of loyal customers will be advantageous for an organization
as it reduces the marketing cost of doing business. In addition, loyalty can be
capitalized through strategies such as brand extension and market penetration.

Yoo and Kim (2000) state that brand loyalty has been undertaken as a concept
primarily determined by the customer's attitudinal evaluation regarding product or
service with little thought rendered to consumer's response to marketing mix
variables such as advertising or promotional efforts.

LeClerc and Little (1997) state that repeat purchase behavior for involvement
product was an indicator of brand loyalty, whereas repeat purchase for a lowinvolvement product was simply habitual purchase behavior, without elaborating
clearly on the relationship between these constructs.

Aaker (1992) states that brand loyalty implies both a consistent pattern of
purchase of a specific brand over time a favorable attitude towards a brand. Brand
loyalty develops when the brand fits the personality or self-image of the consumer or
when the brand offers gratifying and unique benefits that the consumer seeks. In both
instances, personal attachment develops towards the brand and there are two
alternative approaches to the construct of brand loyalty. The first one is concerned
with "a consistent purchase behavior of a specific

brand over time." This is a

behavioral approach to brand loyalty and has been widely used to define the construct.
The second one relies on" a favorable attitude towards a brand".

Lee and Feick (2001) state that the measures developed in customer loyalty
are repurchase intent, resistance to switching to a competitor's product that is superior
to the preferred vendor's product and willingness to recommend preferred vendor's
product to friends and associates.
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Brand Associates

Davis (2002) states that brand associations are part of a laddering approach
that allows you to determine the power of the benefits your brand offers and,
ultimately, how valued your brand is. Laddering has been used by advertising
agencies for years to develop creative ads.

Chen (2001) states that a brand association is 'anything linked in memory to a
brand. Brand associations may be seen in all forms and reflect characteristics of the
product or aspects independent of the product itself. The importance of brand name
associations for instance, is emphasized in obtaining differential advantages. Product
associations and organization are taken as the two mostly referred categories
according to brand association typology.

Keller (2003) states that brand associations are the other informational nodes
linked to the brand node in memory and contain the meaning of the brand of
consumers. Associations come in all forms and may reflect characteristics of the
product or aspects independent of the product itself.

Pettis (1995) states that there are two types of associations: Concrete and
Abstract. Concrete associations are benefit and feature oriented and are the most
typical associations currently being used in the high-tech world. They are usually
being used by default, i.e., a company hasn't identified them as its associations, but
sees them as benefits or features. Abstract associations are intangible (emotional) and
usually related to images customer regard as positive or pleasing . These are symbols
and slogan, logos , and attitudes that act as memory shorthand for the company or
product. Market leaders that introduce and sustain abstract associations over a five to
ten year period will have a significant advantage over their competitors.

Rio, Vazquez and Iglesias (2001) state that brand association is a key element
in brand equity formation and management. In this respect, high brand equity implies
that consumer have strong positive association with respect to the brand.
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Keller (1993) states that associations can be characterized by the strength of
connection to the brand node. The strength of associations depends on how the
information enters consumer memory and how it is maintained as part of the brand
image. Strength is a function of both the amount and quantity of processing the
information received at encoding and the nature or quality of the processing the
information receives at ending. Uniqueness of brand associations may or may not be
shared with other competing brand. The essence of brand positioning is that the brand
has a sustainable competitive advantage or 'unique selling proposition' that gives
consumers a compelling reason for buying that particular brand. These differences
may be communicated explicitly by marking direct comparisons with competitions or
may be highlighted implicitly without stating a competitive point of reference.

2.3 Relationship of the Independent Variable (s) to the Dependent Variable (s)

Empirical research has addressed which marketing activities build brand
equity (Barwise 1993). The focus has been on the exploration of brand equity, not its
sources and development. Shocker, Srivastava, and ruekert (1994) indicated that they
believe more attention is needed in the development of more of a systems view of
brands and products to include how intangibles created by the pricing, promotional,
service, and distribution decisions of the brand manager combine with the product
itself to created brand equity and affect buyer decision making.

Brand equity can be created, maintained and expanded by strengthening the
dimensions of brand equity. There are several antecedents of brand equity dimensions.
Any marketing action has the potential to affect brand equity because it represents the
effect of accumulated marketing investments into the brand. Brand name recognition
with strong associations perceived quality of product and brand loyalty can be
developed through careful long-term investment. Thus brand should be managed over
time by maintaining the brand consistency, protecting the sources of brand equity,
making appropriate decisions between fortifying and leveraging the brand and finetuning the supporting marketing program (Keller 1998). When making a decision
about marketing actions, managers need to consider their potential impact on brand
equity. Brand name investments should be directed to enhance the reputation and
image of brand name, brand loyalty and brand association.
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2.4 Theoretical Review

The content of theoretical review is about 3 main journal articles which draw
on the conceptual framework of this study, of the 3 main journals, Yoo and Lee (2000)
has been applied as the main journal of the conceptual framework and the other 2 also
support the conceptual framework. Each journal is discussed as follows:

Yoo (2000). states that the objective of study as An Examination of Selected
Marketing Mix Elements and Brand Equity. This study explores the relationships
between the creations of brand equity and selected marketing mix elements in
particular price, store image, distribution intensity, advertising expenditures, and price
promotions or price deals from the traditional 4P marketing activities as a
representative set of marketing programs. The conceptual framework, studied in
selective marketing mix elements including price, store image, distribution intensity,
advertising spending, price deals are related to the dimensions of brand equity that is
perceived quality, brand loyalty, and brand associations combined with brand
awareness
Finding that frequent price promotions such as price deals are related to low
brand equity whereas high advertising spending, high price good store image, and
high distribution intensity are related to high brand equity.

Relating this framework to the makeover National to Panasonic brand Yoo
(2000) studies the marketing mix toward perceived quality, brand loyalty, brand
association to come up a with brand equity. In terms of Yoo (2000) there are 3
selective elements of brand equity as the same direction of study which the researcher
has select 2 elements of brand equity and explores the relationship how a selective
marketing mix toward to selective element brand equity in area of loyalty and brand
associations. According to Yoo (2000) conceptual frame work, it can imply the
retailer's perceptions about Panasonic brand after brand had been changed from
National.
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Atilgan, Aksoy and Akinci (2005). state the purpose of research about
Determinants of the brand equity. A verification approach in the beverage industry in
Turkey was to examine the practicality and application of a customer-based brand
equity model, based on Aaker's well-know conceptual framework of brand equity.
The study employed a structural equation modeling to investigate the causal
relationship between the dimensions of brand equity and brand equity itself. It
specifically measured the way in which a consumer's perceptions of dimensions of
the brand equity affected the overall brand equity evaluations. A direct approach tries
to identify potential sources of customer- base brand equity distribution channels, the
effectiveness of marketing communications and the success of brand and the direct
approach focused on consumer response to different element of the firm's marketing
program. The finding concluded that brand loyalty is a most influential dimension of
brand equity. Weak support is found for the brand awareness and perceived quality
dimensions. This study is in line with the Makeover brand National to Panasonic via
a solid supported dependent variable in area of brand equity that was brand loyalty, a
most effective brand equity element which could be influenced by consumers'
perceptions

toward to

the brand. Since the researcher studied the retailer's

perceptions after brand changed, this study was useful and valuable at a theoretical.

Melewar and Saunders (2000). state the objectives to study Corporate Visual
Identity Systems (CVIS) to widen the communications mix. The methodology
approach of British multinational corporations with subsidiaries in Malaysia
investigated the relationship between CVIS and business communications using name,
symbol and /or logo, typography, color and slogan. A CVIS helps transmit a
company's visual identity through fixed assets, such as buildings, vehicles and other
business collateral. This wider view of business communications adds an eighth P,
publications, to the seven Ps of service marketing: product, price, place, promotion,
participants, physical evidence and process.

Finding a significant relationship between the degrees of CVIS standardization
applies to a promotional tool and a belief in their effectiveness as a means of
projecting their identity. For all products but clothing, there are significant
relationships between the degree of CVIS standardization and their belief in the tools
as a means of projecting their identity: interior and exterior, stationery, publications,
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vehicles, signs, forms, advertising and promotion, packaging, giveaways and product .
These results apply equally to the CVIS components within the traditional 4Ps and
those that are not. This suggests that firms standardizing their CVIS see the benefits
of moving in two directions at once. Besides benefiting from standardizing their
marketing mix, they see the benefits of moving beyond the usual domain of the four
Ps to communicate many other forms of visual communications. Companies using
varies CVIS within countries across the globe. The degree of CVIS standardization is
pivotal to the design and implementation of global CVIS. Overall the finding reveal
strong evidence to suggest that a high CVIS standardization provides greater
effectiveness in projecting a uniform and consistent corporate visual identity.

This journal is in line with Make over National to Panasonic where the
researcher has selected independent variable, marketing mix 4 Ps along the under
Product element. The researcher has selected name logo and slogan under positioning
towards a brand from CVIS, and studied it. It could be implied that marketing mix
can influence the brand thus it making useful to be referenced for study.

2.5 Previous Studies

The previous studies are about journal references which are relevant to the
topic of this study the makeover of National to Panasonic, There are 2 journals which
are most relevant. Each journal is as the follows.

Helen and Muzellec (2004) state the objectives of this study of corporate
makeover: Can a hyena be re-branded was to be understood and discussed. a) Key
reasons and factors influencing the re-branding decision making. Despite the possible
substantial investment required. b) The concept of re-branding. c) Main issues in
corporate re-branding in relation to re-branding the Name, logo, and slogan. d) The
evaluation of effectiveness of corporate re-branding as a corporate strategy. The study
reveals several aspects of re-branding to be considered if the re-branding decision is
to be made. It includes the necessity of the re-branding to match the organizational
objectives despite substantial resources required for investment. Key reasons for rebranding are that company goes through merger or acquisition, shifts in the
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marketplace, outdated company image, new focus or vision of the company, and to
present a more socially responsible image. Also included are the permutation
alternatives, a result of re-branding elements combination. They are:

Figure 2.2 Makeover Hyena be re-branded framework

Name plus logo
Name plus logo plus slogan
Logo only

Brand Equity

Logo plus slogan

Brand Image

Slogan only

Source: Stuart and

Muzellec (2004) Corporate Makeovers: Can a Hyena be re-

branded. Journal of Brand Management; 11, 472.

From the findings in the study there are various upsides and pitfalls. With the
lack of thorough planning, however, re-branding needs to be investigated thoroughly
before the implementation. First of all it must be clear that the re-branding, no matter
with any three elements, must represent the stance and direction the company plan to
pursue. It must not only try to communicate according to the positioning of the
company brand but must also communicate in the way that stakeholder perceive and
understand what the company is trying to tell. When the re-branding decision sticks
solidly to company positioning strategy as a goal, it must be evaluated against the
goal also. If the cost of re-branding is a key concern it is necessary to be aware that
not only communication cost occurs in the re-branding but also the cost of burying
the old brand and opportunity cost of scarifying employees' man-hour to operate the
re-branding. However if the goal is to focus only on the effectiveness like the case of
McDonald's logo, cost may be of less concerned that even with huge spending can
still be determined as successful. The decision of re-branding must be with thorough
thinking of the necessity of it related to the expected improvement from re-branding
versus cost, the need of company, influence from stakeholder, and foreseeing
competitive movement during the re-branding period.
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In line with the makeover of National to Panasonic, the research studies on
brand changing by using Name Logo Slogan were be ingredients of Marketing Mix
programs as independent variables. It implies that once brand has been changed Name
Logo Slogan is supposed to have a relationship. And hence the researcher's
conceptual framework of Name Logo Slogan has to be examined.

Jack G. K. and Andrew M. K.(2003) conducted the study, "A rose by any
other name: rebranding campaigns that work". The objectives of this study were to
understand and discuss the importance of the brand in term of marketing and financial
value to business and the need of maintaining brand health. Another alternative to
maintain or enhance the strength of a brand is re-branding. Also included are pitfalls
and strategic options of re-branding. The study is developed as a literature work based
on the author's understanding of the concept and examples with implications relevant
to the development of this literature. It is organized by: discussing the value of brand,
the reason for re-branding, the analysis of re-branding campaign pitfalls, strategic
options for re-branding campaign.

The study explains brand as an asset possessing marketing and financial value.
It is the added value a given brand name provides to a product beyond the functional

benefits provided. The value of this asset is often referred to as brand equity. There
are four major elements underlying brand equity: brand name, brand loyalty,
perceived brand quality, and brand associations.

Finding: re branding campaign must also be supported by top management.
Also, the brand change must ascertain that a new logo has the intended impact. It is
also important to consider color factor of logo as some perceptions or believes,
positive or negative, have association with colors. Finally, the corporate executives
should also retain the services of a reputable brand consultancy in legal aspect and
potential cultural sensitivities and native pronunciation of the local country to avoid
unforeseen blunders. And hence for this journal to be relevant with this study, when
company is going to re-brand the elements that should be considered as brand equity,
brand name, brand loyalty, perceived brand quality, and brand associations which is
almost the same as the major element of this study. But this journal did not study in
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the area of marketing mix thus the researcher adds more study. It will be of more
benefit to a company if any company is going to re-brand.

Keller (1993) states that the goal of Conceptualizing, Measurign, and
Managing Customer-Based Brand Equity is to assist manager and researchers who
are interested in the strategic aspects of brand equity. Specifically, brand equity is
conceptualized from the perspective for the individual consumer and a conceptual
framework is provided of what consumers know about brands and what such
knowledge implies for marketing strategies. This is consumers' reactions to an
element of the marketing mix for the brand in comparison with their reactions to the
same marketing mix element attributed to fictitiously named or unnamed version of
the product or service. Customers based brand equity occurs when the consumers is
familiar with the brand and holds some favorable, strong and unique brand as
associations in memory.

There are two basic approaches to measuring customer base brand equity. The
indirect approach attempts to assess potential sources of customer based brand equity
by measuring brand knowledge. The direct approach attempts to measure customer
based brand equity more directly by assessing the impact of brand knowledge on
consumer response to different elements of the firm's marketing program. Indirect
approach measuring brand knowledge requires measuring brand awareness and the
characteristics and relationships among brand associations. Direct approach to
measuring the effects of brand knowledge on consumer response to marketing for the
brand

requires experiments tin which one group of consumers responses to an

element f marketing program.

The explores some specific aspects of this conceptualization by considering
how customer base brand equity is built, measured and managed. Building brand
equity requires creation a familiar brand name and a positive brand image that is
favorable strong and unique brand associations. Strategies to build customer based
brand equity are discussed in terms of both the initial choice of the brand identities
(brand name logo and symbol) and how the brand identities are supported by and
integrated into the marketing program. These emphasize the importance of taking a
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broad and long term view of marketing a brand: considering a wide range for
traditional and nontraditional advertising, promotion and other marketing options.

Atillgan, Aksoy & Akinci (2005) state that the purpose to research
Determinants of the brand equity: A verification approach in the beverage industry in
turkey aims to examine the practicality and application of a customers based brand
equity model, based on Aaker's well-know conceptual framework of brand equity.
This study employed structural equation modeling to investigate the causal
relationships between the dimensions of brand equity and brand equity itself. It
specifically measured the way in which consumer' s perceptions of he dimensions of
brand equity affected the overall brand equity evaluations. Data were collected from a
sample of university students in Turkey.

The study concludes that brand loyalty was found to have a dominant effect on
brand equity. Furthermore brand awareness and brand association dimensions were
not clearly dispersed. Brand loyalty has several important strategic benefits t the firms
such as gaining high market share and new customs, supporting brand extensions ,
reducing marketing costs and strengthening brand to the competitive threats .
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CHAPTER3

RESEARCH FRAMEWORKS

This chapter contains the discussion of the research framework. It consists of
the theoretical framework on which the research is based; the conceptual framework
as the specific map of ideas of the study; research hypothesis as drawn from the
conceptual framework; and the operationalization of the variables of the study.

3.1 Theoretical Framework

A theoretical framework is a conceptual model of how one theorizes the
relationship among several factors that have been identified as important to the
problems. It discusses the relationship among the variables that are deemed to be
integral to dynamics of the situation being investigated (Sekaran, 1992).

Figure 3.1 Marketing Mix Elements and Brand Equity Framework

Brand Equity

Marketing Mix

•
•
•
•
•

Price
Store Image
Distribution Intensity
Advertising
Price Deals

>

•
•
•

Perceived Quality
Brand Loyalty
Brand Awareness/
Brand Associations

Source: Yoo, B., Donthu, N., Lee, S. (2000). An examination of selected marketing
mix elements and brand equity, Academy of Marketing Science Journal ,28,2 pp195.
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3.2 Conceptual Framework

A concept is a generalized idea about a class of objects, an abstraction of
reality that is the basic unit for theory development. Concepts are the basic building
blocks of scientific investigation. A conceptual model is any high-formalized
representation of a theoretical framework, usually designed through the use of
symbols or other such physical analogues. The models can be examined, analyzed and
tested as a theoretical system (Zikmund, 2003). From the study of Yoo (2000), the
researcher uses their concept as a useful practice for modifying this research. Then,
the researcher applies it by using independent variables Product, Price, Promotion and
Positioning toward brand equity in area of Brand Loyalty and Brand Association
elements.

Modified conceptual framework is exhibited in figure 3.2 Investigating of the
relationship between Marketing Mix, and Brand Equity.

Figure 3.2 Modified Conceptual Framework of Makeover

Independent variable

Dependent variable

Marking Mix
Product
• Name
• Logo
• Feature
• Design
• Quality
Price
Promotion
• Sales Promotion
• Adverting
• Public Relation

Brand Equity

•
•

Brand Loyalty
Brand Association

Positioning
• Slogan
• Distribution
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The components of the conceptual model

According to Yoo (2000) the conceptual framework, studied in selective
marketing mix elements including price, store image, distribution intensity,
advertising spending, price deals are related to the dimensions of brand equity that is
perceived quality, brand loyalty, and brand associations combined with brand
awareness. The researcher has developed this research. Since the methodology and
variable relevant to this study about the relationship between marketing mix to brand
equity in area both brand loyalty and brand association but the researcher not
including perceived quality in element of brand equity as Yoo (2000) because Elena
and Jose (2001) state that perceived quality have a relationships with brand loyalty,
perceived quality was began in previous brand loyalty. Thus the researcher has
developed quality under product elements variable to link relationship to brand
loyalty in order benefit more for this research since the research objective was to find
out the retailers 's perception of marketing mix towards brand loyalty and brand
association. This method implies the same as Yoo (2000). And in order to support it
as a reliable framework, all ingredients independent and dependent, have been
reference supported.
Moreover, the makeover of National to Panasonic from this framework is
useful because it suggests both specific guidelines for marketing tactic strategies and
areas where research can be useful in assisting to know Panasonic's retailers'
perception on vital parts of the relationship between marketing mix toward brand
equity with the element of brand loyalty and

brand associate to measure future

performance after changing from National Brand to Panasonic Brand.

First, the researcher takes as independent marketing mix for the product, as
Armstrong, Kotler and Silve (2005) state product components are delivery and credit,
installation, warranty, after sales service, quality level, design, features packaging,
brand name. The researcher has selected product components by applying name ,
logo , feature, design and quality as related to research objectives focusing on brand
changing these components will be more relevant and useful to study.
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Product : Kotler (1997) stated that product is defined as "a distinct unit within a

brand or product line that is distinguishable by size, price or appearance" whereas a
brand is defined as " the name, associated with one or more items in the product line
that used to identify the source or character of the items".

Name: Selnes (1993) stated that brand name has been defined as an extrinsic cue, that

is, as an attribute related to the product but not part of the physical product itself. A
brand will thus have apperception of overall quality not necessarily based on
knowledge of detailed specifications associated with it.

Logo: Haigh and Knowles (2004) stated that a logo and associated visual elements

this, the most focused of the definitions, sees a brand as simply the trade names, trade
symbols and trademarks that a company created and legally protects as a way of
differentiating itself from its competitors within the marketplace. A logo becomes a
brand when it becomes associated with positive values through the extensive
provision of good products and good services.

Feature: Supplementary characteristics of a product (Rosenthal, 1992).

Design: Kotler ( 1997) stated that design is the totality of features that affect how a

product looks and functions in terms of customer requirements.

Quality: Juran( 1992) stated that quality as fitness for use where products possess

customer-desired product features and are free of deficiencies. Johnson and Chvala
(1996) stated that quality as conformance to requirements not as goodness. Quality is
created by a system of prevention not appraisal where the performance standard is
zero defects or meeting specifications I 00 percent of the time.

Price: Researcher uses price as the ingredient of marketing mix formula.(Booms and

Bitner , 1981 ). Armstrong, Kotler and Silva (2005) stated that price is the amount of
money charged for a product or service. Price is the sum of all the values that
consumers exchange for the benefits of having or using the product or service. Price
has been the major factor affecting buyer choice.
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Promotion:

Kinnear

and

Bernhardt

(1983)

stated

that

promotion

is

the

communication mechanism of marketing. It involves the exchanges of information
between buyers and seller. Its task is to inform and persuade consumers to respond to
the product or services being offered. The desired response may take many forms, all
the way from awareness of the product or service to actual purchase. The researcher
select promotion components is sales promotion , advertising , public relations as
three mass promotion tools in addition to personal selling to inform consumer and
dealer about product benefits Kotler and Armstrong (2004).

Sales promotion: Gupta (1988) stated that sales promotion increased usage of
consumer promotion. Consumer promotion increase unit sales and market share of the
promoted brand. Consumer promotion typically take the form of price reduction,
coupons have a greater impact on sales that and equivalent reduction in price.

Advertising : Kotler (2003) stated that advertising is any paid form of non personal
presentation and promotion of ideas, goods, or services by an identified sponsor.
Advertisers include not only business firms, but also museums, charitable
organizations and government agencies that direct messages to target publics. Ads are
a cons-effective way to disseminate messages, whether to build brand preference.

Public Relation: Kotler and Armstrong (2004) stated that public relations is very
believable news stories, features, sponsorships, and events which seem more real and
believable to the reader than ads do. Public relations can also reach many prospects
who avoid salespeople and advertising the message gets to the buyer as news rather
than as a sales directed communication. Public relations campaign used with other
promotion mix elements can be very effective and economical.

Positioning: is the technique by which marketers try to create an image or identity for
a product, brand, or organization. It is the place a product occupies in a given market
as perceived by the target market. Position is something that is done in the minds of
the target market. Product positing is how potential buyers see the product. The
positioning components researcher select slogan and distribution to be place in
consumer' mind Trout and Rivkin (1996).
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Slogan: Sarah (2003) stated that slogans composed of a descriptive given tendency to
allude to the product's function or characteristics. Slogan should meet a higher
standard than the standard required for product names in order to be registered. The
touchstone is whether the slogan can fulfill the function of distinguishing one
company's products from another.

Distribution: Kinnear and Bernhardt (1983) stated that distribution is defined as any
firm or individual who participates in the flow of goods and services and they move
form a producer to an ultimate consumer or industrial user. The channel always
includes the producer ad the ultimate user as well as intermediaries.

Secondly according to conceptual framework of Yoo and Lee (2000) in which brand
equity elements are perceived quality, brand loyalty, brand awareness and brand
associations the researcher selected only 2 elements as dependent variable which is
brand loyalty and brand association to mach with this research objectives, focusing on
brand changed. It will be more useful than also selecting perceived quality.

Brand Equity: Aaker (1991) stated that brand equity is a set of brand assets and
liabilities linked to a brand through its name and symbol. Which adds or subtracts
from the value provided by a product or service to a firm and /or to that firm's
customers. Marling and Strannegard (2004) stated that brand equity the concept
denoted the portion of firm equity that stems from the brand, is an asset that needs to
be carefully managed in order not to depreciate in value or in the worst case, be
transformed into a liability. Brand equity consists of four major asset categories.
1. Brand name awareness
2. Brand loyalty
3. Perceived quality
4. Brand associations.
5. Other proprietary brand assents

Brand Associations: Pettis (1995) stated that brand associations are what your public
knows about your brand and how they feel about buying it. Associations are more
than company/product features, benefits, or attributes. They are the essence of how
we order what we know about a company or product. That order, which is a
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rational/emotional construct, can be changed. It can be enhanced or diminished, and
the order of importance of that knowledge can be altered. To the extent that people
who would never consider themselves prospects could tum into clients.

Brand Loyalty: Oliver (1999) stated that this concept is a deeply held commitment to

re-buy or re-patronize a preferred product/service consistently in the future, thereby
causing repetitive same-brand or same brand-set purchasing, despite situational
influences and marketing efforts having the potential to cause switching behavior.

3.3 Research Hypotheses

Zikmund (2003) stated that the hypothesis is an unproven proposition or
supposition that tentatively explains certain facts or phenomena; a proposition that is
empirically testable, a probable answer to a research question.

Hypotheses were developed through an evolutionary procedure, beginning
with a literature review the main purpose of this study is to examine the relationship
between marketing mix and brand equity in the elements of brand loyalty and brand
association to investigate Panasonic's dealers perception about changing brand
National to Panasonic. The research selected 4Ps marketing elements : product, price,
promotion and positioning. The selected factors do not embrace all types of brand
equity but are representative enough for this study to demonstrate the relationship
between marketing mix efforts and the formation of brand equity. The researcher
scrutinized eight hypotheses through the theoretical or conceptual framework. In this
research, the hypothesis statements are as following:

Hlo

: There is no relationship between product and brand loyalty of Panasonic
home appliance products.

Hla

: There is a relationship between product and brand loyalty of Panasonic home
appliance products.

H2 0

:

There is no relationship between price and brand loyalty of Panasonic home
appliance products.
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H2a

: There is a relationship between price and brand loyalty of Panasonic home
appliance products.

H3 0

There is no relationship between promotion and brand loyalty of Panasonic

:

home appliance products.
H3a

: There is a relationship between promotion and brand loyalty of Panasonic
home appliance products.

H40

There is no relationship between positioning and brand loyalty of Panasonic

:

home appliance products.
H4a

: There is a relationship between positioning and brand loyalty of Panasonic
home appliance products.

Retailer views of brand loyalty adopted occurs when favorable beliefs and
attitudes for the brand are manifested in repeat buying behavior. Some may reflect
objective reality of the product, price, promotion and positioning (Keller, 1993). It
shows the 4ps are related positively to brand loyalty

H5o

: There is no relationship between product and brand association of Panasonic
home appliance products.

HS a

: There is a relationship between product and brand association of Panasonic
home appliance products.

H6 0

:

There is no relationship between price and brand association of Panasonic
home appliance products .

.H6a

: There is a relationship between price and brand association of Panasonic
home appliance products.

H7o

: There is no relationship between promotion and brand association of
Panasonic home appliance products.

H7 a

: There is a relationship between promotion and brand

association of

Panasonic home appliance products.
H8 0

There is no relationship between positioning and brand association of
Panasonic home appliance products.
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H8a

: There is a relationship between positioning and brand association of
Panasonic home appliance products.

The marketing program is reflected in the creation of favorable brand
associations that is the retailer believes the brand has attributes and benefits that
satisfy their needs and wants. This association may facilitate brand recognition or lead
to inferences about product price promotion and positioning. It may consider a
meaningful factor in purchased decision (Aaker, 1991 ). Therefore makeover of
National to Panasonic is enhanced by creating a favorable response to product price
promotion and positioning toward to brand loyalty and brand association.

3.4 Operationalization of the Independent and Dependent Variables

Zikmund (2003), stated that an operational definition gives meanmg to a
concept by specifying the activities or operations necessary to measure it.

This section will describe the operation definition of independent variables
which are brand name, logo, slogan; and dependent variables which are brand equity
and brand loyalty. The following table is show to clarify the operational definitions of
each component for those variables.
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Table 3.3: Operation definition of influencing variables.

Concept

Conceptua I Definition

Operational

Level

Components

Of
Measurement.

Product

A distinct unit within a brand or product line that is

I. Name

distinguishable by size, price or appearance

2. Logo

Interval Scale

3. Feature
4. Design
5. Quality
Price

The amount of money charged for a product or service.

Strategy

Price has been the major factor affecting buyer choice

Determinants

Interval Scale

Price Levels
Promotion

Positioning

A wide assortment of tools coupons, contests, cents-off

I .Sales promotion

deals, premiums and other all of which have many

2. Advertising

unique qualities

3.Public relations

How a brand is positioned in the mind of consumer with

I. Slogan

respect to the values with which it is differentially

2. Distribution

Interval Scale

Interval Scale

associated or which it "owns".

Brand

Defined in terms of the marketing effects uniquely

I .Brand Loyalty

Equity

attributable to the brand. That is brand equity relates to

2. Brand Association

the

Interval Scale

fact that different outcomes result from the

marketing ofa product

Brand

a deeply held commitment to re-buy or re-patronize

Loyalty

a preferred product or service in the future despite

I. First choice of

Interval Scale

Selection.

situational influences and marketing efforts having

2. Intention to Purchase

the potential to cause switching behavior

3. Recommendation to
other.

Brand

Part of a laddering approach that allows you to determine

I .Attitude

Association

the power of the benefits your brand offers and,

2.Brand Image

ultimately, how valued your brand is.

3 .Brand Trustworthiness

Interval Scale
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CHAPTER4

RESEARCH METHODOLGY

This chapter contains the overview of the research methodology of this
research, separated into 6 sections. The first section describes the research method
used. The second is Respondents and Sampling Procedures about target population
and sampling size and the geographical-area extent of which they cover and the
sampling method. The third describes the research instrument, namely the
questionnaire, and its structure. The fourth is a collection of data and gathering
procedure explanation. The fifth is Statistical Treatment of Data which are separated
into Descriptive analysis and inferential analysis The last section will be pre-testing in
order to measured reliability of questionnaires.

4.1 Research Methods Used

Quantitative methods were used as most useful to test deferent hypotheses
which were arrived at and quantitative methods allowed to accept or reject these
hypotheses in a logical and consistent manner. (Ghauri and Gronhaug ,2002)

Descriptive research is used because a survey provides a quick, inexpensive,
efficient, and accurate means of assessing information about respondents. This
method to describe characteristics of a population and survey research technique was
used to collect the primary data. Information is gathered from a sample of people by
using a questionnaire, a method of data collection based on communication with a
representative sample of target population. (Zikmund ,2003)

Census survey is used for investigation which involves a complete
enumeration of the elements of a population. The populations parameters can be
calculate directly in a straightforward way after the census is enumerated. A census is
unrealistic if the population is large as it is for most consumer products. However, the
population is small, making a census feasible as well as desirable.( Malhotra ,2004)
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4.2 Respondent and Sampling procedures

Target Population

Malhota (2004) stated that target population is the collection of elements or
objects that possess the information sought by the researcher and about which
inference are to be made. The target population must be defined precisely. Imprecise
definition of the target population will result in research that is ineffective at best and
misleading at worst. Defining the target population involves translating the problem
definition into a precise statement of who should and should not be included in the
sample.

The target population for this research focused on Panasonic home appliance
retailers who have familiarity with experienced a problem or need of Panasonic Home
appliance product. The researcher collected data by surveying respondents at
department store and discount store channels in the Bangkok area. There are a total of
only 129 retail stores available in Bangkok. Each retailer focused on store managers
or front-line employees that the organization culture empowers. For instance,
decentralized decision making, suppliers ship merchandise (Stephen, 2002).

Determining Sample Size

Ghauri and Gronhaug (2002) stated that determining sample size depends on
the desired precision from the estimate. Precision is the size of the estimated interval
when the problem is one of estimating a population parameter. Since there are only
129 retailers in the Bangkok area with specific department stores and discount stores
the research must use this number as a whole for the respondents of this research. The
names of retailer are the following:
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Panasonic's retailers
In department stores and discount stores

Respondents

Department stores
Power buy

28

Home pro

15

Central

12

Robinson

IO

The mall

7

Tang Hua Seng

2

Discount stores
BigC

20

Lotus

17

Carrefour

18

Total

129

Sampling Procedures

Non probability

The researcher uses non probability where the probability of any particular
member of the population being chosen is unknown. The selection of sampling units
in nonprobability sampling is quite arbitrary, as researchers rely heavily on personal
judgment (Zikmund,2003).

Malhota (2004) stated that non probability sampling relies on the personal
judgment of the researcher rather than chance to select sample element. The
researcher can arbitrarily or consciously decide what elements to include in the
sample. Non probability samples may between estimated of the population
characteristics. Commonly used non probability sampling techniques include
convenience sampling, judgmental sampling, quota sampling, and snowball sampling.
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Quota Sampling

Since the researcher selected a sample of Panasonic home appliance's retailer
only the quota sampling is used in order to ensure the various subgroups in a
population are represented on pertinent sample characteristics to the exact extent that
the investigators desire (Zikmund,2003).

Malhota (2004) stated that Quota sampling may be viewed as two stage
restricted judgmental sampling. The first stage consists of developing control
categories, or quotas, of population elements. The second stage, sample elements are
selected based on convenience or judgment. Once the quotas have been assigned,
there is considerable freedom in selecting the elements to be included in the sample.
The only requirement is that the elements selected fit the control characteristics.

Zikmund (2003) Quota sampling is a non probability sampling procedure that
ensures that certain characteristics of a population sample will be represented to the
exact extent that the investigator desires.

4.3 Research instrument I Structured

Self -administered questionnaire is used for investigation and as a mode of a
communication instrument to gain several aspects of the respondents. (Zikmund, 2003)
stated that a self -administered questionnaire is filled in by the respondents rather
than the interviewer. The researcher can distribute questionnaires to respondents in
many ways. Self-administered questionnaires present a challenge to the business
researcher because they rely on clarity of the written word rather than on the skills of
the interviewer. The nature of self-administered questionnaires is best illustrated by
explaining mail questionnaires. The respondents are asked to answer questions using
the five point Likert Scale indicator which is provided. This is a more accurate
collecting data in terms of the degree of agreement or disagreement: 5 means Strongly
agree,4 means Agree, 3 means Neutral, 2 means Disagree,1 means Strongly disagree
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Ghauri and Gronhaug (2002) stated that questionnaires are most popular data
collection method in business studies, and the major types of questionnaire are
descriptive and or analytical. The questionnaires are concerned with particular
characteristics of as specific population of subjects, either at a fixed point in time or at
varying times for comparative purpose.

The questionnaire consists of five parts as follows:

Independent variables, Product Price Promotion and Positioning. The
measured part of the product comes from the conceptual framework of Yoo (2000)
and Kotler & Sive(2005). The measured part of the price comes from the conceptual
framework of Yoo (2000), Booms & Bitner (1981), Kater & Silva (2005).The
measured part of promotion come from the conceptual framework of Yoo (2000) and
Kotler & Armstrong (2004 ). The measured part of positioning comes from Trout&
Rivkin (1996).

Part I: Product:The respondents were asked, on the Likert Type scale, to give
their opinion and identify the important level of each component of product such as
name, logo, feature, design and quality of Panasonic Home Appliance product. In this
part, 10 questions were grouped and the questions were developed by the researcher
with a realized reliability test since pre-testing.

Part II: Price: The respondents were asked on the Likert Type scale, to give
their opinion and identify the important levels of price of Panasonic Home Appliance
products. In this par, 2 questions were grouped and adapted from Yoo (2000).

Part III: Promotion :The respondents were asked, on the Likert Type scale, to
give their opinion and identify the important levels of each component of promotion
such sales promotion, advertising and public relations of Panasonic Home Appliance
activity. In this part, 6 questions were grouped and 2 of sales promotion questions and
2 of public relations questions were developed by the researcher with a realized by
reliability test since pre-testing. the remaining 2 questions on advertising were
adapted from Yoo (2005).
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Part IV: Positioning: The respondents were asked, on Likert Type scale, to
give their opinion and identify the important levels of each component of positioning
such slogan and distribution of Panasonic Home Appliance products . In this part, 4
questions were grouped. 2 questions of slogan were developed by the researcher with
a realized reliability test since pre-testing. The remaining 2 questions of distribution
were adapted from Yoo (2005).

Dependent variables Brand Equity: Brand association and Brand Loyalty with
the measured part of brand association and brand loyalty comes from the conceptual
framework of Yoo (2000)

Part V: Brand Equity :The respondents were asked on the Likert Type scale to
give their opinion and identify the important levels of each component of Brand
Equity the in area of brand loyalty and brand association

of Panasonic Home

Appliance. In this part 6, questions were grouped. In the part on brand loyalty, 2
questions ( I do prefer to purchase Panasonic and first choice of selection) were
adapted from Yoo (2005). One other question( recommendation to other people) was
developed by the researcher with realized reliability test since pre-testing. In the part
about brand awareness 2 questions (good attitude and serve customer utmost needs)
were developed by the researcher with a realized reliability test since pre-testing. And
one other question (recognition) was adapted from Yoo (2005).

4.4 Collection of Data/Gathering Procedure

Both primary data and secondary data are collected for the conduct of this
research. Primary data will be from 129 sets of questionnaire to be distributed to
Panasonic home appliance's retailers in Bangkok area by email, fax.

Secondary data, in addition, shall also be collected from vanous sources
including journals, textbooks, websites, and previous study containing pertinent data
to this research. The benefits of the secondary data are that it can be quickly located
and relatively inexpensive.
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4.5 Statistical Treatment of Data

All the questionnaires were collected and interpreted by the Statistical Package
for Social Science (SPSS) .The statistical manipulation of the data was summarized in
accordance with the statement of problems and hypotheses. All the statistical
procedures are to be proceeded by a computer software package in order to attain the
accuracy of the output and cost efficiency. The analysis was separate into sections,
Descriptive analysis and Inferential analysis or Hypothesis testing. The statistical
procedures applied in this research shall be described in the following.

4.5.1 Descriptive Analysis

Zikmund (2003) stated that descriptive analysis refers to transformation of the
raw data into a form that will make them easy to understand, and interpret. Describing
responses of observations is typically the first form of analysis. The calculation of the
average, frequency distribution, and the percentage distribution is the most common
form of summarizing data.

4.5.2 Inferential Statistic I Hypothesis Testing

Zikmund (2000) Spearman's rank correlation coefficient is the appropriate
measure of correlation when the data for one of the variables are expressed. It is thus
appropriate when the data represent a nominal scale.(although it may be used with
interval data). The statistics appropriate for nominal data are referred to as nonparametric statistics. As hypothesis have been tested to finding the relationship of
certain variable those are based on the scale of interval or nominal in the
questionnaire.

Zikmund (2003) nonparametric statistical procedures are used when data are
either ordinal or nominal. It is generaJly inappropriate to make the assumption. Data
analysis of both nominal and ordinal scales typically uses nonparametric statistical
tests. The population or sampling distribution is normally distributed, if it is normal,
71

the error associated with making inferences about the population from sample data
can be estimated but if its is not normal, the error may be large and cannot be
estimated. It is therefore valuable to know some tests for which such a strong
assumption as normality does not need to be made about that population distribution.
These are called nonparametric testes.
4.6 Pre-testing of questionnaire

The measurement of reliability of the questionnaire was conducted in May
2006 in order to test group consistency questions. Pre-testing refers to the testing of
the questionnaire on a small sample of respondents to identify and eliminate potential
problems. All aspects of the questionnaire should be tested, including question
content, wording, sequence, form and layout, question difficulty and instructions. The
respondents in the pretest should be similar to those who will be included in the actual
survey in terms of background characteristics, familiarity with the topic, and attitudes
and behaviors of interest. In other words, respondents for the pretest and for the actual
survey should be drawn from the same population (Malhota 2004).

Zikmund (2003) state that pre-test is a trial run with a group of respondents
used to screen out problems in the design of a questionnaire. The pre testing process
enables the researcher to check whether the questionnaire is difficult to understand or
contains any ambitious or biased question. The strong benefit of the process is that the
tabulating of pretest result helps determine whether the questionnaire will meet
research objective. A preliminary tabulation proves that although the respondent can
understand the question well and answer it, it is an unsuitable question as it does not
solve the business problem. Pre-testing also generates the means to test the sampling
procedure. It may also determine if interviews follow the sampling instructions
appropriately and if the procedure is efficient so that preventive action can be taken to
regulate the sampling instructions correctly.

Ordinarily, the pretest sample size is small, varying from 15-30 respondents for
the initial testing, depending on the heterogeneity of the target population. Malhota
(2004) for this research since total population is 129 respondents as explain in
determining sample size part. The questionnaires were distributed by Panasonic
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promoters via email, fax with total 15 sets. The target pre-testing of questionnaires
including Panasonic dealers at Central 5 respondents, Robinson 5 respondents, Lotus
5 respondents. When finish of gathering data, questionnaires were code and analyzed
with SPSS program by using Cronbach's alpha test which is the average of all
possible split-half coefficients resulting form different way of splitting the scale items,.
This coefficient varies form 0 to 1, and a value of 0.6 or less generally indicates
unsatisfactory internal consistency reliability Malhota (2004).

Table 4.1: Reliability Analysis -Scale ( Cronbach's Alpha)

Operational Dimensions

Reliability ( a )

Product

.7630

Price

.8711

Promotion

.8139

Positioning

.8224

Brand Loyalty

.7166

Brand Association

.8204

Total Reliability

.8977

Salkind (2000) identify the degree of relationship between variable as following:

Correlation between

Are said to be

0.81 and 1.00

Very Strong

0.61 and 0.80

Strong

0.40 and 0.60

Moderate

0.21 and 0.40

Weak

0.00 and 0.20

Very Weak

The reliability test result has shown more than 0.6 it means the questionnaire was
reliable.
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CHAPTERS

PRESENTATION OF DATA AND CRITICAL DISCUSSION OF RESULTS

This chapter draws on the data analysis and presents the research findings
from the questionnaire and research hypothesis to find out the correlated factors to
marketing mix element and brand equity in area of brand loyalty and brand
association to Panasonic retailers in channel department store and discount stores of
only the Bangkok area. Thus the primary data from 129 questionnaires collected are
analyzed by using the SPSS program. The analysis output will be interpreted in two
sections one for descriptive statistics in terms of feedback of respondents. Section
two's inferential statistics includes hypothesis testing to measure the association
between independent variables and dependent variables; and finally, the explanation
of the hypothesis output.

5.1 Descriptive statistics

Descriptive statistics enable the researcher to summarize and organize data in
an effective and meaningful way ( Ghauri and Gronhaug 2002). Similarly descriptive
analysis refers to the transformation of raw data into a form that makes it easy to
understand and interpret (Zikmund, 2003). For the objectives of analyzing includes:

•

Frequency distribution of responses to each question corresponding to
each independent and dependent variable

•

Cross tabulation among certain variables for clearer understanding
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5.1.2 Frequency Distribution

Frequency distribution or frequency table is a set on data organized by
summarizing the number oftimes with value of a variable occurs (Zikmund,2003)

Table 5.1.1 Frequency distribution of responses to Panasonic is an Electric Home
Appliance Product.

Statistics
Pansonic is an Electric Home Aopliance Products.
N
Valid
129
Missing
Mean

o
4.13

Pansonic is an Electric Home Appliance Products.

Valid

Disagree
Neutral
Agree
Strongly Agree
Total

Frequency
4

Percent
3.1

Valid Percent
3.1

Cumulative
Percent
3.1

4.7
68.2

76.0
100.0

6

4.7

88

68.2

31
129

24.0

24.0

100.0

100.0

7.8

Table 5.1.1 reveals that from a total of N 129 respondents with mean 4.13,
there are 88 respondents or 68.2% who agree that Panasonic products Electric Home
Appliance products, followed by 31 respondents (24%) who strongly agree with the
statement, 6 respondents (4.7%) have neutral opinion toward the statement and only 4
respondents (3.1 %) disagree with the statement.
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Table 5.1.2 Frequency distribution of responses to Panasonic name looks more
modern than National name.

Statistics
Panasonic Name looks more modern than National name
N
Valid
129
O
Missing
Mean

3.88

Panasonic Name looks more modern than National name

Valid

Cumulative
Percent
4.7

Frequency
6

Percent
4.7

Valid Percent
4.7

Neutral
Agree

18
91

14.0
70.5

14.0

18.6

70.5

89.1

Strongly Agree

14

10.9

10.9

100.0

129

100.0

100.0

Disagree

Total

Table 5.1.2 reveals that from a total of N 129 respondents with mean 3.88,
there are 91 respondents or 70.5% who agree that the Panasonic name looks more
modern than the National name, followed by 18 respondents (14%) who have neutral
opinion toward the statement, 14 respondents (10.9%) strongly agree with the
statement, 6 respondents (4. 7%) disagree with the statement.
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Table 5.1.3 Frequency distribution of responses to whenever I see the
Panasonic's logo, it always catches my recognitions.

Statistics
Whenever I see the Panasonic's logo.
It alwa s catches m reco nitions.
Valid
129
N
O
Missing
Mean
3.81

Whenever I see the Panasonic's logo. It always catches my recognitions.

Valid

Disagree
Neutral
Agree
Strongly Agree
Total

Frequency
2
32
83
12
129

Percent
1.6
24.8
64.3
9.3
100.0

Valid Percent
1.6
24.8
64.3
9.3
100.0

Cumulative
Percent
1.6
26.4
90.7
100.0

Table 5.1.3 reveals that from a total of N 129 respondents with mean 3 .81,
there are 83 respondents or 64.3% who agree that whenever they see the Panasonic's
logo, it always catches their recognition, followed by 32 respondents (24.8%) who
have a neutral opinion toward the statement, 12 respondents (9.3%) strongly agree
with the statement, 2 respondents (1.6%) disagree with the statement.
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Table 5.1.4 Frequency distribution of responses to I can quickly recall the
symbol "P" in blue color of Panasonic

Statistics
I can quickly recall the symbol "P" in blue color of Panasonic.
N
Valid
129
O
Missing
Mean

3.67

I can quickly recall the symbol "P" in blue color of Panasonic.

Valid

Disagree
Neutral
Agree
Strongly Agree
Total

Frequency
8
30
87
4
129

Percent
6.2
23.3
67.4
3.1
100.0

Valid Percent
6.2

Cumulative
Percent
6.2

23.3
67.4
3.1
100.0

29.5
96.9
100.0

Table 5.1.4 reveals that from a total of N 129 respondents with mean 3.67,
there are 87 respondents or 67.4% who agree that I can quickly recall the symbol in
color of "P" blue color of Panasonic, follow by 30 respondents (23.3%) who have
neutral opinion toward the statement, 8 respondents (6.2%) disagree with the
statement, 4 respondents (3.1 %) strongly agree with the statement.
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Table 5.1.5 Frequency distribution of responses to Panasonic has an outstanding
and unique selling point

Statistics

o

Missing
Mean

3.67

Outstanding of Unique Selling point

Valid

Disagree

Frequency
7

Percent

Valid Percent

Cumulative
Percent

5.4

5.4

5.4

Neutral

32

24.8

24.8

30.2

Agree

86

66.7

66.7

96.9
100.0

Strongly Agree
Total

4

3.1

3.1

129

100.0

100.0

Table 5.1.5 reveals that from a total of N 129 respondents with mean 3.67, there are
86 respondents or 66. 7% who agree that Panasonic has outstanding unique selling
point, followed by 32 respondents (24.8%) who have a neutral opinion toward the
statement, 7 respondents (5.4%) disagree with the statement, 4 respondents (3.1 %)
strongly agree with the statement.
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Table 5.1.6 Frequency distribution of responses to Panasonic uses high
technology.

Statistics

Missing
Mean

129
O
3.56

High Tecnology

Valid

Disagree
Neutral
Agree
Strongly Agree
Total

Frequency
13
33
81
2
129

Percent
10.1
25.6
62.8
1.6
100.0

Valid Percent
10.1
25.6
62.8
1.6
100.0

Cumulative
Percent
10.1
35 .7
98.4
100.0

Table 5.1.6 reveals that from a total of N 129 respondents with mean 3.56, there are
81 respondents or 62.8% who agree that Panasonic has high technology, followed by
33 respondents (25.6%) who have neutral opinion toward the statement, 13
respondents (10.1%) disagree with the statement, 2 respondents (1.6%) strongly agree
with the statement.
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Table 5.1. 7 Frequency distribution of responses to Panasonic always a Japanese
looking design.

Statistics
Alwavs a Jaoanese looking design.
Valid
129
N
O
Missing
Mean

3.70

Always a Japanese looking design.

Valid

Disagree
Neutral
Agree
Strongly Agree
Total

Frequency
6
41
68
14
129

Percent
4.7
31.8
52.7

Valid Percent
4.7

10.9
100.0

10.9
100.0

31.8
52.7

Cumulative
Percent
4.7
36.4
89.1
100.0

Table 5.1.7 reveals that from a total ofN 129 respondents with mean 3.70, there are
68 respondents or 52.7% who agree that Panasonic has Japanese looks design,
followed by 41 respondents (31.8%) who have neutral opinion toward the statement,
14 respondents (10.9%) strongly agree with the statement, 6 respondents (4.7%)

disagree with the statement.
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Table 5.1.8 Frequency distribution of responses to Panasonic has a high class
appearance.

Statistics

Hl
N
Missing
Mean

129
0
3.83
High Class appearance.
Frequency

Valid

Strongly Disagree
Disagree
Neutral
Agree
Strongly Agree
Total

2
2
28
81
16
129

Percent

1.6
1.6
21.7
62.8
12.4
100.0

Valid Percent

1.6
1.6
21.7
62.8
12.4
100.0

Cumulative
Percent

1.6
3.1
24.8
87.6
100.0

Table 5.1.8 reveals that from a total of N 129 respondents with mean 3.83, there are
81 respondents or 62.8% who agree that Panasonic has a high class appearance,
followed by 28 respondents (21.7%) who have neutral opinion toward the statement,
16 respondents (12.4%) strongly agree with the statement, 2 respondents (1.6%)
disagree with the statement and 2 respondents (1.6%) strongly disagree with the
statement.
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Table 5.1.9 Frequency distribution of responses to Panasonic is durable and long
lasting

Statistics
Durable and long lasting
N
Valid
129
o
Missing
Mean

3.70

Durable and long lasting

Valid

Disagree
Neutral
Agree
Strongly Agree
Total

Freauencv
6
42
66
15
129

Percent
4.7
32.6
51.2
11.6
100.0

Valid Percent
4.7
32.6
51.2
11.6
100.0

Cumulative
Percent
4.7
37.2

88.4
100.0

Table 5.1.9 reveals that a from total of N 129 respondents with mean 3.70, there are
66 respondents or 51.2% who agree that Panasonic has durable and long lasting,
followed by 42 respondents (32.6%) who have neutral opinion toward the statement,
15 respondents (11.6%) strongly agree with the statement, 6 respondents (1.6%)
disagree with the statement.
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Table 5.1.10 Frequency distribution of responses to Panasonic is easy
maintenance.

Statistics
Easv maintenance.
Valid
N
Missing
Mean

129
O
3.73

Easy maintenance.

Valid

Disagree
Neutral
Agree
Strongly Agree
Total

Frequency
2
44
70
13
129

Percent

Valid Percent

Cumulative
Percent

1.6

1.6

1.6

34.1
54.3
10.1
100.0

34.1
54.3
10.1

35.7
89.9
100.0

100.0

Table 5.1.10 reveals that from a total ofN 129 respondents with mean 3.73, there are
70 respondents or 54.3% who agree that Panasonic is easy to maintain, followed by
44 respondents (34.1 %) who have neutral opinion toward the statement, 13
respondents (10.1%) strongly agree with the statement, 2 respondents (1.6%) disagree
with the statement.
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Table 5.1.11 Frequency distribution of responses to Panasonic is expensive
Statistics
Expensive.
N
Valid
Missing
Mean

129
O
3.35

Expensive.

Valid

Strongly Disagree
Disagree
Neutral
Agree
Strongly Agree
Total

Frequency
3
14
56
47
9
129

Percent
2.3
10.9
43.4
36.4
7.0
100.0

Valid Percent
2.3
10.9
43.4
36.4
7.0
100.0

Cumulative
Percent
2.3
13.2
56.6
93.0
100.0

Table 5.1.11 reveals that from a total ofN 129 respondents with mean 3.35, there are
56 respondents or 43.4% who have a neutral opinion toward the statement that
Panasonic is expensive, followed by 47 respondents (36.4%) who agree with the
statement, 14 respondents (10.9%) disagree with the statement, 9 respondents (7%)
strongly agree with the statement and 3 respondents (2.3%) strongly disagree with the
statement.
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Table 5.1.12 Frequency distribution of responses to Panasonic sets reasonable
price

Statistics
Reasonable Price.
Valid
N
Missing
Mean

129
O
3.49

Reasonable Price.

Valid

Strongly Disagree
Disagree
Neutral
Agree
Strongly Agree
Total

Frequency
3
10
45
63
8
129

Percent
2.3
7.8
34.9
48.8
6.2
100.0

Valid Percent
2.3
7.8
34.9
48.8
6.2
100.0

Cumulative
Percent
2.3
10.1
45.0
93.8
100.0

Table 5.1.12 reveals that from a total ofN 129 respondents with mean 3.49, there are
63 respondents or 48.8% who agree that Panasonic sets reasonable price, followed by
45 respondents (34.9%)who have neutral opinion toward the statement, 10
respondents (7.8%) disagree with the statement, 8 respondents (6.2%) strongly agree
with the statement and 3 respondents (2.3%) strongly disagree with the statement.
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Table 5.1.13 Frequency distribution of responses to Panasonic always gives an
interest premium.

Statistics
Panasonic always gives an interest premium
Valid
129
N
O
Missing
Mean

3.53

Panasonic always gives an interest premium

Valid

Strongly Disagree
Disagree
Neutral
Agree
Strongly Agree
Total

Frequencv
10
3
28
84
4
129

Percent
7.8
2.3
21.7
65.1
3.1
100.0

Valid Percent
7.8
2.3
21.7
65.1
3.1
100.0

Cumulative
Percent
7.8
10.1
31.8
96.9
100.0

Table 5.1.13 reveals that from a total ofN 129 respondents with mean 3.53, there are
84 respondents or 65 .1 % who agree that Panasonic always gives an interest premium,
followed by 28 respondents (21.7%) who have neutral opinion toward the statement,
10 respondents (7.8%) strongly disagree with the statement, 4 respondents (3.1 %)
strongly agree with the statement and 3 respondents (2.3%) disagree with the
statement.
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Table 5.1.14 Frequency distribution of responses to Promotion has a highly
impact for influencing decision making of retailers to buy more.

Statistics
Promotion has a highly impact for influencing
decision making of retailers to buy more.
Valid
129
N
O
Missing
Mean
3.78

Promotion has a highly impact for influencing decision making of retailers to
buy more.

Valid

Strongly Disagree
Disagree
Neutral
Agree
Strongly Agree
Total

Frequency
2
10
15
89
13
129

Percent
1.6
7.8
11.6
69.0
10.1
100.0

Valid Percent
1.6
7.8
11.6
69.0
10.1
100.0

Cumulative
Percent
1.6
9.3
20.9
89.9
100.0

Table 5.1.14 reveals that from a total ofN 129 respondents with mean 3.78, there are
89 respondents or 69% who agree that Promotion is highly impact for influencing
decision making retailer to buy more, follow by 15 respondents (1 l.6%)who have
neutral opinion toward the statement, 13 respondents (10.1 %) strongly disagree with
the statement, 10 respondents (7.8%) disagree with the statement and 2 respondents
(1.6%) strongly disagree with the statement.
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Table 5.1.15 Frequency distribution of responses to seen advertising every where
and every kind of advertising.

Statistics
Advertisinq seen every where and every kind of advertising.
N
Valid
129
o
Missing
Mean

3.80

Advertising seen every where and every kind of advertising.

Valid

Cumulative
Percent
1.6

Frequency
2

Percent
1.6

Valid Percent
1.6

Neutral

26

21.7

97

20.2
75.2

20.2

Agree

75.2

96.9
100.0

Disagree

Strongly Agree
Total

4

3.1

3.1

129

100.0

100.0

Table 5.1.15 reveals that from a total ofN 129 respondents with mean 3.80, there are
97 respondents or 75.2% who agree that they have seen Panasonic's advertising
everywhere and every kind of advertising, follow by 26 respondents (20.2%) who
have neutral opinion toward the statement, 4 respondents (3 .1%) strongly disagree
with the statement, 2 respondents (1.6%) disagree with the statement.
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Table 5.1.16 Frequency distribution of responses to Panasonic bas high
investment in advertising compared among competitors.

Statistics

Missing
Mean

3.82
Panasonic has high investment in advertising compare among
competitors
Frequency

Valid

Disagree
Agree

2
30
86

Strongly Agree

11

Neutral

Total

129

Percent

1.6
23.3
66.7
8.5
100.0

Valid Percent

1.6
23.3
66.7
8.5
100.0

Cumulative
Percent

1.6
24.8
91.5
100.0

Table 5.1.16 reveals that from a total ofN 129 respondents with mean 3.82, there are
86 respondents or 66.7% who agree that Panasonic has high investment of advertising
compared among competitors, followed by 30 respondents (23.3%) who have neutral
opinion toward the statement, 11 respondents (8.5%) strongly disagree with the
statement, 2 respondents (1.6%) disagree with the statement.
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Table 5.1.17 Frequency distribution of responses to I have seen Panasonic
information continually in public.

Statistics
I have seen Panasonic information continually in public.
N
Valid
129
O
Missing
Mean
3.76

I have seen Panasonic information continually in public.

Valid

Disagree
Neutral
Agree
Strongly Agree
Total

Frequency
3
35
81
10
129

Percent
2.3
27.1
62.8
7.8
100.0

Valid Percent
2.3
27.1
62.8
7.8

Cumulative
Percent
2.3
29.5
92.2
100.0

100.0

Table 5.1.17 reveals that from a total of N 129 respondents with mean 3.76, there are
81 respondents or 62.8% who agree that they seen Panasonic information continually
over the public, followed by 35 respondents (27.1 %) who have neutral opinion toward
the statement, 10 respondents (7.8%) strongly disagree with the statement, 3
respondents (2.3%) disagree with the statement.
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Table 5.1.18 Frequency distribution of responses to I acknowledge National re branded to Panasonic since the initial brand changed.

Statistics
I acknowledge National re branded to
Panasonic since the initial brand changed
N
Valid
129
O
Missing
Mean
3.73

I acknowledge National re branded to Panasonic since the initial brand
changed

Valid

Disagree
Neutral
Agree
Strongly Agree
Total

Freouencv
11
25
81
12
129

Percent
8.5
19.4
62.8
9.3
100.0

Valid Percent
8.5
19.4
62.8
9.3
100.0

Cumulative
Percent
8.5
27.9
90.7
100.0

Table 5.1.18 reveals that from a total ofN 129 respondents with mean 3.73, there are
81 respondents or 62.8% who agree that National rebranded to Panasonic since the
initial brand change followed by 25 respondents ( 19 .4%) who have neutral opinion
toward the statement, 12 respondents (9.3%) strongly agree with the statement, 11
respondents (8.5%) disagree with the statement.
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Table 5.1.19 Frequency distribution of responses to Panasonic brand would be
able to truly enrich people's lives.

Statistics
Panasonic brand would be able to truly enrich people's lives.
N
Valid
129
O
Missing
Mean
3.87

Panasonic brand would be able to truly enrich people's lives.

Valid

Disagree
Neutral
Agree
Strongly Agree
Total

Frequency
4
19

96
10
129

7.8

Valid Percent
3.1
14.7
74.4
7.8

100.0

100.0

Percent
3.1
14.7
74.4

Cumulative
Percent
3.1
17.8
92.2

100.0

Table 5.1.19 reveals that from a total ofN 129 respondents with mean 3.87, there are
96 respondents or 74.4% who agree that Panasonic brand would be able to truly
enrich people's lives, followed by 19 respondents (14.7%) who have neutral opinion
toward the statement, 10 respondents (7.8%) strongly agree with the statement, 4
respondents (3.1 %) disagree with the statement.
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Table 5.1.20 Frequency distribution of responses to Panasonic has various
choices of products.

Statistics
Various choices of products.
Valid
129
N
O
Missing
Mean
3.94

Various choices of products.
freauencv
Valid

Strongly Disagree
Disagree
Neutral
Agree
Strongly Agree
Total

2
4
8
101
14
129

Percent
1.6
3.1
6.2
78.3
10.9
100.0

Valid Percent
1.6
3.1
6.2
78.3
10.9
100.0

Cumulative
Percent
1.6
4.7
10.9
89.1
100.0

Table 5.1.20 reveals that from a total of N 129 respondents with mean 3.94, there are
101 respondents or 78.3% who agree that Panasonic has various choices of products,
followed by 14 respondents (10.9%) who strongly agree with the statement, 8
respondents (6.2%) who hasve neutral opinion toward the statement, 4 respondents
(3.1 %) disagree with the statement, 2 respondents (l.6%) strongly disagree with the
statement.
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Table 5.1.21 Frequency distribution of responses to Panasonic is distributed
through as many stores as possible, every channels.

Statistics
Panasonic is distributed through as many
stores as possible, every channels.
N
Valid
129
O
Missing
Mean

3.88

Panasonic is distributed through as many stores as possible, every
channels.

Valid

Disagree
Neutral
Agree
Strongly Agree
Total

Cumulative
Percent
3.1
17.8

Frequency
4

Percent
3.1

Valid Percent
3.1

19

14.7

14.7

95

73.6

73.6

91.5

11
129

8.5

8.5

100.0

100.0

100.0

Table 5.1.21 reveals that from a total ofN 129 respondents with mean 3.88, there are
95 respondents or 73.6% who agree that Panasonic is distributed through as many
stores as possible, every channel, followed by 19 respondents (14.7%) who have
neutral opinion toward the statement, 11 respondents (8.5%) strongly agree, 4
respondents (3 .1 %) disagree with the statement.
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Table 5.1.22 Frequency distribution of responses to seen number of Panasonic
more than its competing brands.

Statistics
Seen number of the store of Panasonic
more than its competing brands
N
Valid
129
Missing
Mean

O
3.75

Seen number of the store of Panasonic more than its competing brands
Frequency
Valid

Disagree

5

Percent
3.9

Valid Percent
3.9

Cumulative
Percent
3.9

Neutral

30

23.3

23.3

27.1

Agree

86

66.7

66.7

93.8

8

6.2

6.2

100.0

129

100.0

100.0

Strongly Agree
Total

Table 5.1.22 reveals that from a total of N 129 respondents with mean 3.75, there are
86 respondents or 66. 7% who agree that they have seen more Panasonic stores than
its competing brands, follow by 30 respondents (23.3%) with neutral opinion toward
the statement, 8 respondents (6.2%) strongly agree, 5 respondents (3.9%) disagree
with the statement.
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Table 5.1.23 Frequency distribution of responses to I would recommend
Panasonic Home Appliance to others

Statistics
I would recommend Panasonic Home Appliance to others
Valid
129
N
O
Missing
Mean

3.68

I would recommend Panasonic Home Appliance to others

Valid

Disagree
Neutral
Agree
Strongly Agree
Total

Frequency
5
37
81
6
129

Percent
3.9
28.7
62.8

Valid Percent
3.9
28.7
62.8

Cumulative
Percent
3.9
32.6
95.3

4.7

4.7

100.0

100.0

100.0

Table 5 .1.23 reveals that from a total of N 129 respondents with mean 3 .68, there are
81 respondents or 62.8% who agree that they would recommend Panasonic Home
Appliances to others, followed by 37 respondents (28.7%) who have neutral opinion
toward the statement, 6 respondents (4.7%) strongly agree, 5 respondents (3.9%)
disagree with the statement.
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Table 5.1.24 Frequency distribution of responses to if there is another brand as
good as Panasonic Home Appliance product, I do prefer to purchase Panasonic.

Statistics
If there is another brand as good as Panasonic Home
a liance roduct I do refer to purchase Panasonic.
N
Valid
129
Missing
O
Mean
3.51

If there is another brand as good as Panasonic Home appliance product, I
do prefer to purchase Panasonic.

Valid

Disagree
Neutral
Agree
Strongly Agree
Total

Frequency
11
45
69
4
129

Percent
8.5
34.9
53.5
3.1
100.0

Valid Percent
8.5
34.9
53.5
3.1
100.0

Cumulative
Percent
8.5
43.4
96.9
100.0

Table 5.1.24 reveals that from a total ofN 129 respondents with mean 3.51, there are
69 respondents or 53.5% who agree that ifthere is another brand as good as Panasonic
Home Appliance product, They do prefer to purchase Panasonic, followed by 45
respondents (34.9%) with a neutral opinion toward the statement, 11 respondents
(8.5%) disagree, 4 respondents (3.1 %) strongly agree with the statement.
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Table 5.1.25 Frequency distribution of responses to Panasonic logo is always the
first choice of selection.

Statistics
Panasonic loqo is always the first choice of selection
Valid
129
N
O
Missing
Mean

3.40

Panasonic logo is always the first choice of selection

Valid

Strongly Disagree
Disagree
Neutral
Agree
Strongly Agree
Total

Frequency
4
16
40
63

Percent
3.1
12.4
31.0
48.8

Valid Percent
3.1
12.4
31.0
48.8

6
129

4.7
100.0

4.7
100.0

Cumulative
Percent
3.1
15.5
46.5
95.3
100.0

Table 5.1.25 reveals that from a total ofN 129 respondents with mean 3.40, there are
63 respondents or 48.8% who agree that a Panasonic logo is always the first choice of
selection, followed by 40 respondents (31 % ) who have neutral opinion toward the
statement, 16 respondents (12.4%) disagree, 6 respondents (4.7%) strongly agree with
the statement, 4 respondents (3.1 %) strongly agree with the statement.
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Table 5.1.26 Frequency distribution of responses to I can recognize Panasonic
Home Appliances among Korean brands.

Statistics
I can recognize Panasonic Home
Appliances amon Korean brands
N
Valid
129
O
Missing
Mean

3.59

I can recognize Panasonic Home Appliances among Korean brands

Valid

Disagree
Neutral
Agree
Strongly Agree
Total

Frequency
15
33
71
10
129

Percent
11.6
25.6
55.0
7.8
100.0

Valid Percent
11.6
25.6
55.0
7.8
100.0

Cumulative
Percent
11.6
37.2
92.2
100.0

Table 5.1.26 reveals that from a total ofN 129 respondents with mean 3.59, there are
71 respondents or 55% who agree that they can recognize Panasonic Home Appliance
among other competing brands, followed by 33 respondents (25.6%) who have a
neutral opinion toward the statement, 15 respondents ( 11. 6%) disagree, 10
respondents (7.8%) strongly agree with the statement.
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Table 5.1.27 Frequency distribution of responses to I have a good attitude
toward Panasonic Home Appliance products.

Statistics
I have a good attitude toward
Panasonic Home A Hance roducts
Valid
129
N
O
Missing
Mean
3.68

I have a good attitude toward Panasonic Home Appliance products

Valid

Disagree
Neutral
Agree
Strongly Agree
Total

Frequency
9
26
91

Percent
7.0
20.2
70.5

Valid Percent
7.0
20.2
70.5

Cumulative
Percent
7.0
27.1
97.7

3

2.3

2.3

100.0

129

100.0

100.0

Table 5.1.27 reveals that from a total of N 129 respondents with mean 3.68, there are
91 respondents or 70.5% who agree that they have a good attitude toward Panasonic
Home Appliance products, followed by 26 respondents (20.2%) with neutral opinion
toward the statement, 9 respondents (7%) disagree, 3 respondents (2.3%) strongly
agree with the statement.
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Table 5.1.28 Frequency distribution of responses to I know Panasonic Home
Appliance can serve customer utmost needs.

Statistics
I know Panasonic Home Appliance
can serve customer utmost needs
N
Valid
129
Missing
Mean

O
3.71

I know Panasonic Home Appliance can serve customer utmost needs

Valid

Cumulative
Percent
4.7

Frequency
6

Percent
4.7

Valid Percent
4.7

Neutral

28
92

21.7
71.3

21.7

Agree

71.3

26.4
97.7

3

2.3

2.3

100.0

129

100.0

100.0

Disagree

Strongly Agree
Total

Table 5.1.28 reveals that from a total ofN 129 respondents with mean 3.71, there are
92 respondents or 71.3% who agree that they know Panasonic Home Appliance can
serve customer utmost needs, followed by 28 respondents (21. 7%) with a neutral
opinion toward the statement, 6 respondents (4.7%) disagree, 3 respondents (2.3%)
strongly agree with the statement.
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5.1.3 Cross Tabulations

Cross Tabulation is one commonly used method of analysis. In its simplest
form only two variables are involved so the table becomes a simple two-way table.
The categories f, the dependent variable, are assigned to the rows of the cross
tabulation while the categories of the independent variables are assigned to the
columns. Since tabulation can be interpreted by analyzing the pattern of percentages
across each row ( Ghauri and Gronhaug 2002). For the indebted analysis, cross
tabulation was performed between two variables, retailers and main questions. In the
study, the main questions are image after brand change and retailer toward brand
loyalty and brand association. The result was interpreted as follows .

Table 5.1.29 Panasonic Name looks modern than National name

* Retail Store Cross tabulation

Big C
Panasonic
Name
looks more
modern
than
National
name
Total

Disagree
Neutral
Agree
Strongly
Agree

Robin
son

Cen
tral

2
5
13

0
1

0
0

11

0
20

Power
Buy

Retail Store
Tanghua
seng

The
Mall

Tesco

Carref
our

Home
Pro

Total

6

0
1
15

3
4
8

0
2
13

18
91

0

0

1

3

0

14

2

7

17

18

15

129

10

1
4
13

0
0
2

0

0

10

12

10

28

0
1

The results from Table 5 .1.29 shows hat from 129 respondents most respondents are
positive that Panasonic Name looks more modem than National name with

91

respondents agree, 18 respondents neutral, 14 respondents strongly agree but there are
6 respondents disagree
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Table 5.1.30 If there is another brand as good as Panasonic Home appliance
product, I do prefer to purchase Panasonic.

* Retail Store Crosstabulation
Count

If there is
another
brand as
good as
Panasonic
Home
appliance
product, I
do prefer to
purchase
Panasonic.
Total

Disagree
Neutral
Agree
Strongly
Agree

Retail Store
Tanghu
The
asenq
Mall
0
0
0
1
2
6

Biq C
4
10
6

Centr
al
0
3
9

Robin
son
0
4
6

Power
Buy
1
6
18

0

0

0

3

0

20

12

10

28

2

Tesco
0
6
11

Carref
our
5
6
6

Home
Pro
1
9
5

Total
11
45
69

0

0

1

0

4

7

17

18

15

129

The results from Table 5.1.30 shows that from 129 respondents most respondents are
positive in the area of brand loyalty in terms of It there is another brand as good as
Panasonic Home appliance product, they do prefer to purchase Panasonic with 69
respondents agree, 45 respondents neutral, 11 respondents disagree and 4 respondents
strongly agree
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Table 5.1.31
I can recognize Panasonic Home Appliance among Korea brands
* Retail Store Crosstabulation
Count

I can
recognize
Panasonic
Home
Appliance
among
Korean
brands
Total

Disagree
Neutral
Agree
Strongly
Agree

Retail Store
Tanghu
The
asenq
Mall
0
0
0
0
2
7

Biq C
5
11
4

Centr
al
0
0
12

Robin
son
0
1
9

Power
Buy
2
5
14

0

0

0

7

0

20

12

10

28

2

Tesco
0
2
15

Carref
our
6
7
2

Home
Pro
2
7
6

0

0

3

0

10

7

17

18

15

129

Total

15
33
71

The results from Table 5.1.31 shows that from 129 respondents most respondents are
positive in the area of brand association in terms of they can recognize Panasonic
Home Appliance among Korean brands Panasonic with 71 respondents agree, 33
respondents neutral, 15 respondents disagree and 10 respondents strongly agree

5.2 Hypothesis Testing

Hypothesis Testing assigns the symbol H 0 to null hypothesis and the symbol
H

1

to the alternative hypothesis. The purpose of hypothesis testing is to determine

which of the hypothesis is corrected (Zikmund 2003).

This study, eight hypotheses will be tested to determine the relationship
between several factors in marketing mix to brand equity in the area of brand loyalty
and brand association. The bivariate correlation is used to investigate the relationship
between independent variables and dependent variable. Spearman rank-order
correlation coefficient is used to determine the correlation between two variables.
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Hypothesis 1

Hlo

: There is no relationship between product and brand loyalty of Panasonic

home appliance products.
Hla

: There is a relationship between product and brand loyalty of Panasonic home

appliance products.

Table 5.2.1 : analysis of relationship between product and brand loyalty

Correlations

I
Spearman's rho

MPRODUCT

I

MPRODUCT
Correlation
Coefficient
Sig. (2-tailed)

N

MLOYALTY

Correlation
Coefficient
Sig. (2-tailed)

N

1.000

MLOYALTY
.638(**)
.000

129

129

.638(**)

1.000

.000
129

129

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

The Spearman's Rho analysis in table 5.1.1 indicated that the significant
level (two-tailed teset) of 0.000 is less than 0.01 (.000 < .001). It means that the null
hypothesis is rejected; therefore there is a relationship between product and brand
loyalty at the 0.01 significant levels.

And the value of correlation coefficient is

positive and equal to 0.638 which mean there is strong positive relationship.
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Hypothesis 2

H2 0

:

There is no relationship between price and brand loyalty of Panasonic home
appliance products.

H2a

: There is a relationship between price and brand loyalty of Panasonic home
appliance products.

Table 5.2.2 : analysis of relationship between price and brand loyalty
Correlations

I
Spearman's rho

I
MPRICE

MLOYALTY

MPRICE
Correlation
Coefficient
Sig. (2-tailed)
N
Correlation
Coefficient
Sig. (2-tailed)
N

MLOYALTY

1.000

.011

129

.898
129

.011

1.000

.898
129

129

The Spearman's Rho analysis in table 5.1.2 indicated that the significant level (twotailed teset) of 0.898 is more than 0.01 (.898 > .001).

It means that the null

hypothesis is accepted; therefore there is no relationship between price and brand
loyalty at the 0.01 significant levels.

And the value of correlation coefficient is

positive and equal to 0.011 which mean there is very weak negative relationship.
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Hypothesis 3

H3 0

:

There is no relationship between promotion and brand loyalty of Panasonic
home appliance products.

H3a

: There is a relationship between promotion and brand loyalty of Panasonic
home appliance products.

Table 5.2.3 : analysis of relationship between promotion and brand loyalty

Correlations

I
Spearman's rho

I
MPROMO

MPROMO
Correlation
Coefficient
Sig. (2-tailed)

1.000

Correlation
Coefficient
Sig. (2-tailed)

.297(**)
.001

N
MLOYALTY

MLOYALTY

129

129

.297(**)

1.000

N

.001
129

129

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

The Spearman's Rho

analysis

in table 5.1.3 indicated that the significant level (two-

tailed teset) of 0.001 is less than 0.01 (.001 < .001). It means that the null hypothesis
is rejected; therefore there is relationship between promotion and brand loyalty at the
0.01 significant levels. And the value of correlation coefficient is positive and equal
to 0.297 which mean there is weak positive relationship.
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Hypothesis 4

H4 0

:

There is no relationship between positioning and brand loyalty of Panasonic
home appliance products.

H4a

: There is a relationship between positioning and brand loyalty of Panasonic
home appliance products.

Table 5.2.4 : analysis of relationship between positioning and brand loyalty

Correlations

I
Spearman's rho

I
MPOSITIO

MPosmo
Correlation
Coefficient
Sig. (2-tailed)

1.000

Correlation
Coefficient
Sig. (2-tailed)

.626(**)
.000

N
MLOYALlY

MLOYALlY

129

129

.626(**)

1.000

N

.000
129

129

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

The Spearman's Rho analysis in table 5.1.4 indicated that the significant level (twotailed teset) of 0.000 is less than 0.01 (.000 < .001). It means that the null hypothesis
is rejected; therefore there is relationship between positioning and brand loyalty at the
0.01 significant levels. And the value of correlation coefficient is positive and equal
to 0.626 which mean there is strong positive relationship.
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Hypothesis 5

H5 0

:

There is no relationship between product and brand association of Panasonic
home appliance products.

H5a

: There is a relationship between product and brand association of Panasonic
home appliance products.

Table 5.2.5 : analysis of relationship between product and brand association
Correlations

I
Spearman's rho

I
MPRODUCT

MASSO

MPRODUCT
Correlation
Coefficient
Sig. (2-tailed)
N
Correlation
Coefficient
Sig. (2-tailed)
N

1.000

MASSO
.645(**)
.000

129

129

.645(**)

1.000

.000
129

129

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

The Spearman's Rho analysis in table 5.1.5 indicated that the significant level (twotailed teset) of 0.000 is less than 0.01 (.000 < .001). It means that the null hypothesis
is rejected; therefore there is relationship between positioning and brand loyalty at
the 0.01 significant levels. And the value of correlation coefficient is positive and
equal to 0.645 which mean there is strong positive relationship.
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Hypothesis 6

H6o

: There is no relationship between price and brand association of Panasonic
home appliance products .

.H6a

: There is a relationship between price and brand association of Panasonic
home appliance products.

Table 5.2.6 : analysis of relationship between price and association loyalty
Correlations

I
Spearman's rho

I
MPRICE

MASSO

MPRICE
Correlation
Coefficient
Sig. (2-tailed)
N
Correlation
Coefficient
Sig. (2-tailed)
N

The Spearman's Rho

analysis

MASSO

1.000

-.029

129

.747
129

-.029

1.000

.747
129

129

in table 5.1.6 indicated that the significant level (two-

tailed teset) of 0.747 is more than 0.01 (.747 > .001).

It means that the null

hypothesis is accepted; therefore there is no relationship between price and brand
association at the 0.01 significant levels. And the value of correlation coefficient is
negative and equal to -.029 which mean there is weak negative relationship.
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Hypothesis 7

H7o

: There is no relationship between promotion and brand association of
Panasonic home appliance products.

H7 a

: There is a relationship between promotion and brand

association of

Panasonic home appliance products.

Table 5.2.7: analysis of relationship between promotion and brand association

Correlations

I
Spearman's rho

I
MPROMO

MPROMO
Correlation
Coefficient
Sig. (2-tailed)

1.000

Correlation
Coefficient
Sig. (2-tailed)

129

129

.221(*)

1.000

.012

N

*

.221(*)
.012

N
MASSO

MASSO

129

129

Correlation is significant at the 0.05 level (2-tailed).

The Spearman's Rho analysis in table 5.1.7 indicated that the significant level (twotailed teset) of 0.012 is more than 0.05 (.012 > .005).

It means that the null

hypothesis is accepted; therefore there is no relationship between promotion and
brand association at the 0.05 significant levels.
coefficient is positive and equal to .221

And the value of correlation

which mean there is weak

positive

relationship.
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Hypothesis 8

H8o

;There

no relationship between positioning and brand association of

IS

Panasonic home appliance products.

H8a

There

IS

a relationship between positioning and brand association of

Panasonic home appliance products.

Table 5.2.8 : analysis of relationship between positioning and brand association

Correlations

I
Spearman's rho

I
MPOSITIO

MPOSITIO
Correlation
Coefficient
Sig. (2-tailed)

N
MASSO

Correlation
Coefficient
Sig. (2-tailed)

N

1.000

MASSO
.457(**)
.000

129

129

.457(**)

1.000

.000
129

129

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

The Spearman's Rho analysis in table 5.1.8 indicated that the significant level (twotailed teset) of 0.000 is less than 0.01 (.000 < .001). It means that the null hypothesis
is rejected; therefore there is relationship between positioning and brand association
at the 0.01 significant levels. And the value of correlation coefficient is positive and
equal to 0.457 which mean there is moderate positive relationship.
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CHAPTER6

SUMMARY FINDINGS, CONCLUSIONS AND RECOMMENDATIONS

This chapter consists of summaries and further discussion of the findings from
the analysis of the previous chapter, based on the statistical results and the objectives
stated for this research, conclusions are drawn, recommendations are provided for
further study.

6.1 Summary of Findings

The objective of this study was to identify retailer's perceptions toward
Panasonic brand after makeover from National brand. To answer this objective,
statistical analysis was conducted in terms of descriptive and inferential statistics
based on 129 respondents of Panasonic retailer in department store and discount store
in the Bangkok area only.

6.1.1 Summary of Descriptive Statistics

In the area of descriptive statistics, the researcher determined frequency
distribution of respondent's retailer information to each question was investigated
from 129 questionnaires with 28 questions which determined all retailers, The
researcher has found that overall for each question more than 50% of retailers agreed
and top 3 questions of various choice of product 78.3% agree, see advertising every
where and every kind of advertising 75.2 % agree, Panasonic brand would be able o
truly enrich people's lives 74.4% but agree but there are 3 among 28 questions that
found agree less than 50% - 36.4% agree on question price expensive, 48.8% agree on
reasonable price 48.8% Panasonic logo is always the first choice of selection 48.8%
agree.
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Cross tabulation was conducted between variable of 3 questions that the
Panasonic Name looks more modern than National name; If there is another brand as
good as Panasonic Home appliance product, I do prefer to purchase Panasonic, I can
recognize Panasonic Home Appliance among Korea brands. The cross tabulation
revealed that respondents of retailers including Big C, Central, Robinson, Power buy,
Tanghuaseng, The Mall, Tesco Lotus, Carrefour and Home Pro. The highest
percentage is of those who agree to statements and questions. The investigation by use
cross tabulation in order to provide better analysis since each retailer store channel
has a different of target thus their perception may have different opinion

6.1.2 Summary of Hypothesis Testing

Hypotheses were tested in order to examine the relationship between selective
marketing as independent (product price promotion positioning) and both of brand
loyalty and brand association as dependent to investigate Panasonic's retailers'
perception toward brand National to Panasonic. The hypotheses were tested by using
Spearman rank-order correlation coefficient. The outcome shows Hypothesis H 7 was
tested at the 0.05 level of significance, while all remaining hypotheses were tested at
the level of significance of 0.01 the summarized results in the following table.
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Table 6.1: Summary of Hypothesis Testing

Hypothesis

Statistics

Level of

Correlation

Test

Significance

Coefficient

Result

(2-tailed)
Hl 0 :Thereis no relationship

Spearman

between product and brand loyalty

rank-order

of Panasonic home appliance

correlation

products

coefficient

H2 0 : There is no relationship

Spearman

between price and brand loyalty of

rank-order

Panasonic home appliance

correlation

products.

coefficient

H3 0 : There is no relationship

Spearman

between promotion and brand

rank-order

loyalty of Panasonic home

correlation

appliance products

coefficient

H4 0 : There is no relationship

Spearman

between positioning and brand

rank-order

loyalty of Panasonic home

correlation

appliance products

coefficient

H5 0 : There is no relationship

Spearman

between product and brand

rank-order

association of Panasonic home

correlation

appliance products.

coefficient

H6 0 : There is no relationship

Spearman

between price and brand

rank-order

association of Panasonic home

correlation

appliance products.

coefficient

H7 0 : There is no relationship

Spearman

between promotion and brand

rank-order

association of Panasonic home

correlation

appliance products.

coefficient

H8 0 :There is no relationship

Spearman

between positioning and brand

rank-order

association of Panasonic home

correlation

appliance products.

coefficient

.000

.638(**)

Rejected H0

.898

.011

Accepted H0

.001

.297(**)

Rejected H0

.000

.626(**)

Rejected H0

.000

.645(**)

Rejected H0

.747

-.029

Accepted H0

.012

.221(*)

Accepted H0

.000

.457(**)

Rejected H0
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The result of the hypothesis testing product shows a relationship between
brand loyalty and brand association, promotion has a relationship with brand loyalty,
positioning has a relationship with brand loyalty and brand association but other
variables, including price did not have a relation with brand loyalty and brand
association. Also promotion did not have a relation with brand association.

6.2 Conclusions

This research achieved its objective of revealing retailers' perceptions toward
the Panasonic brand after makeover from National brand and also identifying and
examining the relationship between the dependent and independent variables.
Gathering all the results and evaluating the strategy issues involved of marketing mix
decision in getting the Panasonic Home Appliance retailers to accept the new brand
was achieved. Hence all the results it can be concluded of marketing mix including
product price promotion and positioning toward to brand loyalty and brand
association which is the element of brand equity.

From the testing of H 1 finding, there is strong a relationship between product
and brand loyalty in a positive way. Elena and Jose (2001) stated that perceived
quality have a relationship with brand loyalty and from this result it shows that
elements of the product including name, logo, feature, design and quality can
influence retailer loyalty to Panasonic brand. Customers today are buying product and
will staying loyal to brands based on value added services, brand image and other less
tangible factor (Armstrong, Kotler and Silva, 2005).

From the testing of H 2 finding, there is no relationship with a very weak
relationship between price and brand loyalty in a positive way. It implies that whether
price was expensive or reasonable it cannot influence a retailer's perception in the
area of loyalty to Panasonic brand. When price reduced from a regular price is
associated with that sale price is a special price, consumer chose not always to buy at
the current sales price, may wait because the price may not be the lasted price (Suri
and Monroe , 1999).
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From the testing of H 3 finding, despite weak relationship but there is still a
relationship between promotion. A and brand loyalty in a positive way. Kusum,
Donald and Scott (2001) stated that promotion can be used to shape brand loyalty thus,
increasing repeat rates in a competitive environment because they preempt current
users from taking advantage for other brands' promotion and therefore increase
purchase probabilities not only among new tries but among current user as well It
implies that promotion with includes sales promotion, advertising, public relation can
influence retailer loyalty to Panasonic brand.

From the testing of H 4 finding there is a strong relationship between
positioning and brand loyalty in a positive way. Positioning in area of distribution
Yoo (2000) stated that intensive distribution reduces the time consumers must sped
searching the stores and traveling to and from the stores provides convenience in
purchasing therefore, consumer have more time and place utility and perceive more
value for the product. And brand loyalty will increase along with a consumer's
satisfaction with the product. It shows that elements of the positioning including
slogan and distribution can influence retailer loyalty to Panasonic brand

From the testing of H 5 finding, there is strong relationship between product
and brand association in a positive way. A product also a set of associations that
include specific beliefs about any member in the category in addition to overall
attitudes toward all members in the category (Keller, 1993). It implies in terms of
product including name, logo, feature, design and quality can influence brand
association to retailer's perception.

From the testing of H 6 finding, there is no relationship with a very weak
relationship between price and brand association in a negative way. Price promotion
such as price deals, coupons, refunds and rebates causes consumes to infer low
product quality. Because they lead consumers to think primarily about deals and not
about the utility provided by the brand. Price promotions do not enhance the strength
of brand associations. It implies that whether price was expensive or reasonable price
it cannot influence brand association to retailer's perception (Yoo, 2000)
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From the testing of H7 finding there is no relationship with a weak relationship
between promotion and brand association in a positive way. Association are created is
on the basis of direct experience with the product or service. A second way is by
information about the product or service communicated by the company, other
commercial sources, or word of mount. Of the two, direct experience may create
stronger associations in memory given its inherent self -relevance ( Hertel, 1982).
It implies that the promotion including sale promotion, advertising and public relation

cannot influence retailer perception in brand association.

From testing of H 8 finding there is moderate relationship between positioning
and brand association in a positive way. As Yoo (2000) finding when product are
placed in a large number of stores to cover the market. To enhance a product's image
and get substantial retailer support. The positive brand associations will increase
along with consumer's satisfaction with the product same as finding result of brand
loyalty. It implies in terms of positioning including slogan and distribution can
influence brand association to retailers' perception.

6.3 Recommendations

This research would benefit any brand or marketing and also any student who
would like to study brand changing. But it would most benefit Panasonic A.P. sales
(Thailand) to know in depth their retailer perception after makeover National brand to
Panasonic. In order to created a solid marketing strategy to keep and expand market
shares and to maintain a long relationship with all retailers, the positive perception of
retailer to brand should be considered together with right investment. The researcher
would like to recommend, via use data support, the results of this research.

Product : Since there is strong relationship between product and brand loyalty

thus product is the first priority influential factor to build up brand loyalty of
Panasonic. Thus the company should invest its in product in elements of name , logo,
feature , design and quality. To encourage the successful makeover of National to
Panasonic, the result of 91 respondents from 129 respondents agree that Panasonic
looks more modern than National brand. Therefore in completing function in product
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Panasonic should be concerned more with producing a high technology product, like
black block core technology and service quality, because nowadays high technology
leads recognition in the market. Despite this research focus was only on Panasonic
retailer perception, but customers of retailers are all consumers. Thus how the trend
of consumers utmost needs will be, the retailer also will expect to buy from the
supplier, Panasonic. Thus the product should also consider quality durability and be
easy to maintain as Evert (2002) state that design and a unique selling point to
overcome competitors. The relevance of product from the fact that brands often
feature product variants in a great variety of appearances and thus create
differentiation within a brand. As consequence consumers do not only choose for a
brand they also choose for a specific product variant. Moreover, companies not only
have to make marketing decision at the level bran s they also have to decide at the
level of product variants (Govers and Schoormans, 2005).

There is also a strong relationship between product and brand association.
Thus to build retailer perception in brand association, the product should be able to
gain more recognition more than Korean products and foster a good attitude toward
the brand, Also the product should be developed to serve the consumer's utmost needs

Price: Since there is no relationship between price and both brand loyalty and

brand association, it will waste money if the Panasonic plans to build loyalty and
brand association through a pricing strategy. It is more recommended that if
Panasonic sets up price at an expensive rate or a reasonable, it does not affect the area
of brand loyalty such the retailer will not recommend Panasonic to others also if there
is another brand as good as Panasonic the retailer will not prefer to purchase
Panasonic. Also the Panasonic logo does not always the first choice of selection.
Brand association whether the price of the product is an expensive or reasonable price
it does not gain more recognition than Korean brands. And attitude also is the same
and cannot overcome service of customers 'needs. Buy if Panasonic will use pricing
strategy should run together with promotion because without price promotion is more
desirable, it leads to consistency between the expected and the actual prices and
implies high product quality. In stead of offering price promotion Panasonic should
invest in advertising to develop brand equity (Yoo, 2000).
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Promotion: Since there is a very weak relationship between promotion and

brand loyalty. Thus to build a brand loyalty the promotion strategy is one of the
marketing tools that should be considered but the degree of achievement is less than
product strategy.

Promotion is defined in terms of sales promotion, advertising,

public relation. Therefore whether premium giveaway, promotion for example buy I 0
get 1 or investment in continuous advertising or provides information of Panasonic to
retailers, such as brand change, organization change or new product launch. These of
factors will build up brand loyalty of Panasonic to their retailers in a very weak
affected as advertising enhances beliefs but does not immediately persuade consumers
but does predispose them toward a favorable consumption experience (Gedenk and
Neslin, 1999). Even company investment in promotion strategy, does not mean in
area of brand association the retailer will recognize the Panasonic brand more than a
Korean brand. And attitude or perception of a Panasonic product cannot serve a
customers' utmost needs since there is no relationship between promotion and brand
association. But anyhow Panasonic can turnaround to gain brand association by using
a strong continuous promotion strategy which is an effective strategies for integrating
marketing communications in terms of advertising, promotion and publicity are
required to enhance and strengthen brand associations (Pryor and Brodie, 1998). Also
if there is no promotion support after retailer purchase, loyalty from retailers in the
term will not be gained.

Positioning: There is a strong relationship between positioning and brand

loyalty. Also positioning has a moderate relationship with brand association. Hence, if
a company would like to build brand loyalty positioning strategies is the second most
important strategy. The third one is promotion as interpreted about in the promotion
area. Positioning consists of slogan (idea for life) which implies that retailers perceive
the Panasonic brand would be able to truly enrich people's lives and various choices
of products. The company should select from their good perceptions to build loyalty
and also do a continuously expanding distribution to every store together with
building brand association. Since creating brand association via expanding
distribution is of more benefit than advertising, the results prove, there is no
relationship between promotion and brand association as interpreted in promotion
area. This shows that promotions through advertising such television commercial,
magazine advertising or newspaper are not more effective than at a retailer store.
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6.4 Further Study

The research studied the Marketing Mix and brand equity element. The target
was the retailers of Panasonic A.P. Sales Co., Ltd., Home Appliance products only,
not including audio visual. The coverage of the study is those retailers in the Bangkok
area department stores and discount stores. Therefore, the researcher recommends the
following items for future research.

•

For Panasonic company to do a similar research but including both home
appliance and audio visual. Also coverage of all Thailand and all channels.

•

For non Panasonic, or even Panasonic, do the same research but change from
brand to product

•

Finally, further study should use marketing mix towards to other dependent
variables to gain new aspect of perception toward marketing mix.
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Appendix

Questionnaire of Respondents
This research is a part of the requirements for the degree of Master of Business
Administration Assumption University. A research study about the dealer's
perceptions of Marketing mix toward brand equity in area of brand loyalty and brand
association of National to Panasonic. Your information will be very useful for this
research. Please answer all questions to reflect your opinion. Thank you very much
for your precious time and afford in answering this questionnaire.

Part I: Product
Please indicate the level of your opinion toward to Panasonic Brand which you agree
or disagree as the following statements.
5 =Strongly agree 4 =Agree 3 =Neutral 2 = Disagreel =Strongly disagree

•

Name

Strongly

Agree

Neutral Disagree

Disagree

Agree
1. Panasonic is an Electric home appliance

Strongly

5

4

3

2

1

5

4

3

2

1

products.
2. Panasonic Name looks more modern
than Nation Name

•

Logo

Strongly

Agree

Neutral Disagree Strongly
Disagree

Agree
3. Whenever I see the Panasonic's logo. It

5

4

3

2

1

5

4

3

2

1

always catches my recognitions.
4. I can quickly recall the symbol "P" in
blue color of Panasonic.

•

Feature

Strongly

Agree

Neutral Disagree Strongly
Disagree

Agree
5. Outstanding of Unique Selling Point

5

4

3

2

6. High Technology

5

4

3

2

1

a

•

Design

Strongly

Agree

Neutral Disagree

Agree

Strongly
Disagree

7. Always a Japanese looking design.

5

4

3

2

1

8. High Class Appearance.

5

4

3

2

1

Strongly

Agree

Neutral

•

Quality

Disagree Strongly

Agree

Disagree

9. Durable and long lasting

5

4

3

2

1

10. Easy maintenance.

5

4

3

2

1

Part II: Price

•

Price

Strongly

Agree

N eutralDisagree Strongly

Agree

Disagree

11. Expensive.

5

4

3

2

1

12. Reasonable Price.

5

4

3

2

1

Part III: Promotion

•

Sales Promotion

Strongly

Agree

Neutral Disagree Strongly

Agree
13. Panasonic always gives an interest

Disagree

5

4

3

2

5

4

3

2

1

premmm
14. Promotion has a highly impact for
influencing decision making of retailers
to buy more.

•

Advertising

Strongly

Agree

Neutral Disagree Strongly

Agree
15. Advertising seen every where and

Disagree

5

4

3

2

1

5

4

3

2

1

every kind of advertising.
16. Panasonic has high investment in

Advertising compared among
competitors.

•

Public Relation

Strongly

Agree

NeutralDisagree Strongly
Disagree

Agree
17. I have seen Panasonic information

5

4

3

2

1

continually in public.

b

5

18. I acknowledge National re branded to

4

3

1

2

Panasonic since the initial brand changed

Part IV: Positioning

•

Slogan (Idea for life )

Strongly

Agree

Neutral Disagree Strongly

Agree
19. Panasonic brand would be able to truly

Disagree

5

4

3

2

1

5

4

3

2

1

enrich people's lives.
20. Various choices of products.

•

Distribution

Strongly

Agree

Neutral Disagree Strongly

Agree
21. Panasonic is distributed through as

Disagree

5

4

3

2

1

5

4

3

2

1

many stores as possible, every channels
22. Seen number of the store of Panasonic
more than its competing brands

Part V: Brand Equity

•

Brand Loyalty

Strongly

Agree

NeutralDisagree Strongly

Agree
23. I would recommend Panasonic Home

Disagree

5

4

3

2

1

5

4

3

2

1

5

4

3

2

1

Appliances to others.
24. lfthere is another brand as good as
Panasonic Home appliances product,
I do prefer to purchase Panasonic.
25. Panasonic logo is always the first
choice of selection.

•

Brand Association

Strongly

Agree

NeutralDisagree Strongly

Agree
26. I can recognize Panasonic Home

Disagree

5

4

3

2

5

4

3

2

1

5

4

3

2

1

Appliances among Korean brands.
27. I have a good attitude toward
Panasonic Home Appliance products
28. I know Panasonic Home Appliance
can serve customer utmost needs.

c
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