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ABSTRACT

Most IT products are undifferentiated in their functional characteristics, making it
much more difficult for buyers to differentiate one brand from another and
correspondingly, difficult for marketers to establish brand preference.

This lack of

differentiation among IT related brands is particularly true for component or ingredient
brands in the IT industry, such as microprocessors. Without a microprocessor, a computer
brand such as IBM, Compaq, and Toshiba, is not equipped to perform the functions they
claim to offer. Hence, co-branding between computer manufacturer and microprocessor
manufacturer has been implemented as one means to induce computer brand choice. The
purpose of this research was to examine the relationships between marketing mix
elements, brand equity, and customer loyalty for the Intel microprocessor brand among
Bangkok consumers.
This

quantitative

study

involved

data

collectiqn

by

self-administered

questionnaires of a convenience sample of 384 Intel customers in Bangkok during May
and June 2006. The data collection sites included Intel booths located within four major
IT malls in Bangkok including Pantip Plaza, IT Mall Fortune, Seri Center, and Zeer
Rangsit.
The results of the analysis showed that the marketing mix elements of product,
price, place, and promotion had positive relationships with the brand equity elements of
perceived quality, brand loyalty, brand awareness and brand association and also with
customer loyalty. Additionally,

th~

strongest relationships were found between (1) brand

equity and loyalty, (2) product and customer loyalty, and (3) place and brand loyalty
while all other bivariate correlations were at a moderate level.
The impUcations from these findings suggest that investments in the marketing
mix elements of a.n ingredient brand are important in building not only brand equity, but
also customer loyalty. Therefore, ingredient branding may be a worthwhile undertaking
for industrial manufacturers and the marketing mix for such brands should be given
greater considerat10n.
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CHAPTER!

GENERALITIES OF STUDY

1.1

INTRODUCTION

A brand is a name, term, sign, symbol, or design, or a combination of them,
intended to identify the goods or services of one seller or group of sellers and to
differentiate them from those of competitors (Kotler, 2000). Effective branding produces
a valuable asset for the company and enhances trust and commitment from the consumer
which increases the likelihood of repurchase and brand loyalty (Aaker, 1996). The brand
highlights certain product attributes to the customer's mind and reminds them to return
and repurchase the same brand that has satisfied a particular need.

Branding helps

consumers differentiate products in terms of perceived benefits and quality levels, thus
enabling the firm to compete in the marketplace in order to gain more market share.
There is intense competition in the marketplace, with each brand marketer trying
to build brand reputation and create brand awareness among buyers. There are so many
brands that are undifferentiated in their functional characteristics and it has become much
more difficult for consumers to differentiate one competitor's brand from others, thus
making it difficult for consumers to establish a brand preference for the brands. Most
information technology (IT) products are undifferentiated in their functional
characteristics. Marketers of such brands try to compete by attempting to differentiate
and enhance the value of their products by adding tangible features or offering more
services.

Ingredient Branding

To differentiate brands, many manufacturer's have opted to engage in ingredient
branding.

Ingredient branding, a form of co-branding alliance, involves the joint

promotion of a 'host product' brand and a 'component or ingredient' brand (Norris,
1992). This strategy has been adopted in almost every product category (e.g. Toyota cars
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and Bridgestone tires; Pepsi soft drink and Nutrasweet; ComfortWear carpet cushions
and Stainmaster carpet fiber).

While in most cases of ingredient branding the 'host

brand' is more visible to buyers, marketers of the 'ingredient brand' must have made
prior investments in creating awareness and preference for its ingredient or component
product. If successful, the branded ingredient strategy induces consumers to 'pull' the
input product through the manufacturer of the 'host' product. Hence, the 'preferred'
ingredient brand not only helps distinguish manufacturer's of the 'host' product, but also
helps to contribute value to the 'host' brand.
This lack of differentiation among IT related brands is particularly true for
component or ingredient brands in the IT industry.

For instance, graphic cards are

products that are not typically purchased individually by consumers, but are obtained
through the purchase of the primary product, such as the computer. This component may
be sold under a brand name such as NVIDIA, Geforce, or ATI Radeon and may be used
as a selling point for well- known 'branded' computers and the more generic 'built-toorder' type computers. Graphic card manufacturers such as NVIDIA or ATI also try to
provide their computer business customers with a logo sticker or symbol to be placed on
a visible part of the computer as a means of adding value to the computer. This strategy
has become known as ingredient branding or co-branding.
This strategy is also applied in the case of computer microprocessors. Unlike the
example given earlier, microprocessors are the main component of the primary product,
the computer processing units (CPU). Without the microprocessor, computer brands
such as IBM, Compaq, and Toshiba, are not equipped to perform the functions they claim
to offer.

Hence, co-branding between computer manufacturer and microprocessor

manufacturer has been implemented as one means to induce computer brand choice.
However, little is known about how much the ingredient brand contributes to the
preference and purchase of a particular computer brand. This research aims to address
this issue.
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1.1.1

How Computers Work

To understand how computers work, a basic understanding of the components of
the computer system is needed. A computer system consists of the following essential
components:

• Central processing unit (CPU)
• Primary storage
• Secondary storage
• Input devices

• Output devices
• Communications devices
Regardless of the computer's size, computers operate and process data using the
same basic principles. The CPU manipulates raw data into a more useful form and
controls the other parts of the computer system. Primary storage temporarily stores data
and program instructions during processing, while secondary storage devices (magnetic
and optical disks, magnetic tape) store data and programs when they are not being used in
processing. Input devices, such as a keyboard or mouse, convert data and instructions
into electronic form for input into the computer. Output devices, such as printers and
video display terminals, convert electronic data produced by the computer system and
display it in a form that people can understand. Communications devices, such as a
modem provides connections between the computer and communications networks.
One of the most important components, however, is the microprocessor, which is
also known as the CPU itself. The microprocessor is a computation engine that is
fabricated on a single chip called an integrated circuit. Generally it is a small, thin piece
of silicon onto which the transistors making up the microprocessor have been etched. A
chip might be as large as an inch on a side and can contain tens of millions of transistors.
Simpler processors might consist of a few thousand transistors etched onto a chip just a
few millimeters square. A microprocessor executes a collection of machine instructions
that tell the processor what to do. Based on the instructions, a microprocessor does three
basic things: (1) mat_hematical operations like addition, subtraction, multiplication and
division; (2) move data from one memory location to another, and; (3) make decisions
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and jump to a new set of instructions based on those decisions. Modern microprocessors
contain complete floating point processors that can perform extremely sophisticated
operations on large floating point numbers. Without the microprocessor, a computer
cannot execute all the instruction that are needed to; the computer would be just a box,
hence, the microprocessor has been regarded as the key component for consumers to
think of when selecting a computer.

1.1.2 Thailand's IT Environment
The Association of the Thai Computer Industry (ATCI) stated that Thailand's IT
market has been enjoying steady growth since it has moved away from the high cost of
labor replaced by equipment as essential economic and competitive tools. Between 1997
and 2003, the compound growth rate of the Thailand IT market was at 6%, ranking only
behind China, India, and Taiwan within the Asia and Oceania region. With this
continuing trend, Gartner Asia-Pacific forecasts Thailand to achieve the highest IT
growth rate in the Asia Pacific for the next 5 years. Thailand's combined IT market value
in 2004 was estimated to be US$ 2.6 billion. Of this estimate, hardware accounted for
65%, services 18%, and software 17%. Notable is the increase in personal computer (PC)
shipments of overl.3 million units, a 12.3% increase over 2003. The PC segment enjoys
the highest growth due to the Thailand government's introduction of the Budget PC
pro gram in 2003.
Large corporations are spending money on business process outsourcing such as
managing of IT services, call centers, billing presentments, and printing and
documentation services. The Thailand government has begun to implement operation
centers prompting more money spent on software, data warehousing, geographic
information systems (GIS), and management information systems (MIS) integration. The
Smart card has been introduced for citizen identification and tied with e-services and
medical services. Small office and home office markets are creating more opportunities
for hardware and business software solutions in accounting, supply chain management;
from front office to back office; and contacts with outsider partners and customers.
Security services are being demanded by users, meaning greater opportunities for
suppliers of firewall, anti-virus and security consulting services. In trend are mobile
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computers. The notebook segment has grown above 30% along with low-price built-in
local area networks (LAN) to respond to the emerging needs such as those from an euniversity and those for user mobility. In summary, Thailand's IT market continues to
expand with positive signs in almost all segments despite the critical world economic
outlook, such as the record high oil price, the unpredictable situations in the Middle East,
and the volatile stock markets in most countries.

1.1.3 Thailand IT Segment
Tables 1.1 and 1.2 show that the total unit and value shipment by computer type
has steadily increased quarter by quarter, from 01 2005 to 03 2005. In 03 2005,
desktops gained 69% of the total PC market, with consumer desktops and commercial
desktops accounting for 29% and 40%, respectively. The tables also show that desktops
account for a larger share than notebooks in the Thai consumer market.
Table 1.1

Total Unit Shi,gment by Com,guter Ty,ge

Comeuter Tl'.ee
Consumer Desktop
Commercial Desktop
Consumer Notebook
Commercial Notebook
x86 Server
Total

lQ
2005

Units
%
Share

2Q
2005

91,688
31.7% 99,640
113,191
39.1% 141,422
49,302
17.0% 50,190
29,461
10.2% 31,526
2.0%
5,674
5,676
289,318 100.0% 328,452
Source : IDC Asia/Pacific, 03' 2005

%
Share

3Q
2005

30.3% 102,089
43.1% 139,790
15.3% 63,251
37,223
9.6%
6,445
1.7%
100.0% 348,798

%
Share

29.3%
40.1%
18.1%
10.7%
1.8%
100.0%

Table 1.2 Total Value of Shi,gment by Com,guter Ty,ge

Comeuter Tl'.ee
Consumer Desktop
Commercial Desktop
Consumer Notebook
Commercial Notebook
x86 Server
Total

End-user Revenue (US$M)
%
2Q
lQ
Share
2005
2005

53.4
21.6%
79.0
32.0%
22.4%
55.2
38.0
15.4%
21.2
8.6%
246.7 100.0%
Source : IDC Asia/Pacific, 03 '2005
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56.4
89.0
53.6
40.2
21.0
260.2

%
Share

21.7%
34.2%
20.6%
15.4%
8.1%
100.0%

3Q
2005
54.8
86.5
63.8
42.0
22.3
269.4

%
Share

20.3%
32.1%
23.7%
15.6%
8.3%
100.0%

Tables 1.3 and 1.4 show consumer desktop units and value of shipments by
vendor including major branded PCs and non-branded PCs. The 'Others' category is
considered as the non-branded PCs or built-to-order computer systems of which
consumer have the option of choosing their own components including things such as
CPU, ram, hard disk, and graphic cards. These two tables also show that the 'Others'
category or built-to-order computer systems gained the largest share of 40% of the total
consumer desktop market while branded PC Hewlett-Packard gained 20% followed by
Acer (11 %) and SVOA (10% ).
Table 1.3 Consumer Deskto12 Unit Shi12ments by Vendor
Units

lQ
2005

%

Share

Hewlett-Packard
11,957
13.0%
9,306
10.1%
Acer
7,151
7.8%
SVOA
Laser (V-Tech)
8,710
9.5%
6,033
6.6%
Belta
5,014
5.5%
ATEC
3,204
3.5%
Liberta
Apple
480
0.5%
43.4%
Others
39,833
91,688 100.0%
Total
Source : IDC Asia/Pacific, Q3 '2005

2Q
2005

Share

14,398
9,830
10,431
8,582
6,038
3,133
2,790
800
43,637
99,640

14.5%
9.9%
10.5%
8.6%
6.1%
3.1%
2.8%
0.8%
43.8%
100.0%

%

3Q
2005

%

Share

20,530
12,024
10,467
9,036
4,222
3,115
2,160
337
40,198
102,089

20.1%
11.8%
10.3%
8.9%
4.1%
3.1%
2.1%
0.3%
39.4%
100.0%

3Q
2005

Share

Table 1.4 Consumer Deskto12 Value of Shi12ment by Vendor
End-user Revenue (US$M)

lQ
2005

2Q
2005

%

Share

7.2
13.6%
Hewlett-Packard
10.0%
Acer
5.3
8.4%
SVOA
4.5
Laser (V-Tech)
9.4%
5.0
Belta
4.0
7.5%
4.3%
ATEC
2.3
Liberta
1.6
2.9%
Apple
0.5
1.0%
42.9%
Others
22.9
Total
100.0%
53.4
Source: IDC Asia/Pacific, Q3'2005

9.2
5.3
6.1
4.7
3.3
1.1
1.3
0.7
24.7
56.4
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%

Share
16.4%
9.4%
10.8%
8.4%
5.9%
2.0%
2.3%
1.2%
43.7%
100.0%

11.4
6.4
6.2
4.0
2.1
1.2
0.9
0.4
22.1
54.8

%
20.8%
11.7%
11.3%
7.2%
3.9%
2.2%
1.7%
0.8%
40.3%
100.0%

1.1.4 Intel Corporation 1
For over 35 years, Intel Corporation has developed technology enabling the
computer and Internet revolution that has changed the world. Founded in 1968, Intel
Corporation operates as a semiconductor chip maker that supplies technology solutions
for the computing and communications industries.

The company's products include

microprocessors; chipset; motherboards; flash memory; communications infrastructure
components, including network and embedded processors; wired and wireless
connectivity products; products for networked storage; application processors; and
cellular baseband chipsets. It sells its products to original equipment manufacturers and
original design manufacturers who manufacture computer systems, cellular handsets and
handheld computing devices, and telecommunications and networking communications
equipment.

Intel's

customers

also

include

personal

computer

and

network

communications products users, including individuals, large and small businesses, and
service providers, as well as manufacturers of a range of industrial and communications
equipment. It markets its products primarily in the Americas, Europe, Asia Pacific, and
Japan.
Today, Intel supplies the computing and communications industries with chips,
boards, systems, and software building blocks that are the "ingredients" of computers,
servers and networking and communications products. These products are used by
industry members to create advanced computing and communications systems as well as
personal use to improve consumer lifestyle in the digital world. Intel developed many
kinds of microprocessors to match consumer usage so consumer can select their own
microprocessor suitable for their work and lifestyle. Intel microprocessors in Thailand's
consumer market are described in Table 1.5.
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Table 1.5 Intel Microprocessors Available in Thailand
Type of
PC

Intel
Microprocessor

Intel®
Pentium®D
Processor

Benefit
• Delivers an extra powerful gear when you need it.
Accomplish more while running multiple applications
at the same time like editing videos, downloading
music or watching movies.
• Enable multiple people to access content on your PC
simultaneously
•Enjoy a movie while someone else listens to music
stored on the same PC with a stereo and digital media
adapter .

•
Desktop
Intel®
Pentium®4
Processor with
HT Technology

Intel®
Celeron®D
Processor

Intel®
Centrino®
Mobile
Notebook Technology

Intel®
Celeron®M
Processor

• Get multitasking capabilities for today's digital home
and digital lifestyle applications.
• Store and manage music or photos centrally on your
PC.
• Edit, create and share digital content.
• Play lifelike games with fast frame rates and smooth
animation.
• Browse the Internet; use e-mail to keep in touch.
• Use educational software to expand the learning
experience.
• Create word-processing and spreadsheet document.
• Play the latest games or watch movies from any room
in your home, or while away on vacation.
• Create, view, and edit photos or listen to music just
about anywhere.
• Connect easily to your home Wi-Fi network or check
e-mail and surf the internet at any of thousands of
wireless hotspot worldwide.
• Experience outstanding mobile performance.
• Compute longer with power-saving technologies that
enable great battery life.
• Access the Internet; e-mail friends and family.
• Use educational and word-processing software.
• Manage home finance.
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1.1.6 "Intel Inside" Campaign
Intel developed microprocessor chips which set the standard for personal
computing during the 1980s, beginning with the 8086 chip and then developing a series
of product improvements. Competitors rapidly adopted the same naming convention, and
Intel's product names - the 286, 386 and 486 could not be protected. Intel had found a
way to become distinctive by introducing the "Intel Inside" brand ingredient program in
1991. The program was launched with almost 200 OEM partners with the objective of
creating a consumer brand to make sense of the rapidly changing product cycles.
In 1991, Intel launched a successful co-op program in which they convinced
manufacturers to place the "Intel Inside" logo onto their advertising and other marketing
material. The name "Intel Inside" became the first trademark in the electrical component
industry. This campaign focused the entire Intel organization around the brand and
created a highly effective advertising campaign. The Intel Inside campaign aimed to
educate both the retail sales associates and the consumers about the value of Intel
microprocessors, and to explain the differences between microprocessors. Many
consumers were uncertain about the quality and reliability of microprocessors, and Intel
found a way of taking away the mystery of the product, gaining the confidence of the end
consumer that "Intel Inside" represented quality and reliability.
The "Intel Inside" campaign makes Intel one of the most recognized brand names
in the world. According to Table 1.6, among global brands, Intel has been ranked as the
5th

most valuable brands in the world (Business Week, 2004). Interbrand Corp., J.P.

Morgan Chase & Co. (2002) stated that Intel studies have shown the majority of U.S.
retail consumers were willing to pay from 9% to 16% more for systems with the
Pentium® family processors than systems based on competitive CPUs.
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Table 1.6 Top Global Brands in 2004

Rank Rank
2004
U.S.

U.S.
U.S.

U.S.

7
8

Nokia

-18%

Finland

9

11

To ota

22,673

20,784

9%

Ja an

10

9

Marlboro

22,128

22,183

0%

U.S.

Source : Business Week, Asian Edition, August 9 - 16, 2004.
1.1.6 Intel's Competitive Environment
Smith (2004) stated in the website of The Register that AMD is increasingly outselling Intel in the US desktop PC retail arena, and the pattern of sales throughout 2004
suggests it's going to be doing so rather more frequently than it has in the past. That's
the clear conclusion of the latest research numbers from market watcher Current Analysis
(CA). AMD-based desktops first outsold Intel-based machines this year in the week
ending 24 April 2004 - the first time they have done so far some years. AMD went on to
lead the market on five further occasions since then. According to Figure 1-1, as CA's
graph shows Intel desktop sales have been trending downward throughout the year.
Correspondingly, AMD desktop sales have been rising. It's too early to say for sure that
AMD will build a significant lead over its rival, but if it maintains this momentum, it will
certainly continue to outsell Intel far more frequently than it has to date.
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Retail Desktop Sales by CPU Manuiactu.rer
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Figure 1.1 Retail Desktop Sales by CPU Manufacturer
Source : http://www.theregister.co.uk/2004/09/09/amd_vs_intel_retail/

Teng (2005), from Gartner Group, presented desk-based volume trend data
showing that desktop sales of AMD based computers has been increasing steadily since
Ql 2004 through Q3 2005. Furthermore, if this trend were to continue, as many analysts
anticipate, AMD may certainly outsell Intel in the future.
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1.2

STATEMENT OF PROBLEM
Market analysts have indicated that microprocessor competition has intensified in

the world's largest market (U.S.) as AMD-based desktops have been outselling Intelbased machines, thus, Intel desktop sales have been showing a downward throughout
2005. Thailand's IT segment has shown that desktop computers are still the major
segment from all PC types. IDC Asia/Pacific (2005) indicated that the built-to-order
computer industry in Thailand was worth 22.1 (US$ M) and constituted 40 percent of the
microprocessor sales. These small and mid sized built-to-order computer producers do
not invest in building their own computer brand and rely mostly on the reputation of
component parts, such as the microprocessor. It is widely assumed that a reputable
ingredient brand helps to distinguish undifferentiated products (Aaker, 1996). However,
little is known about how much the ingredient brand contributes to the preference and
purchase of a particular built-to-order computer.

1.3

RESEARCH OBJECTIVES
The objective of this research was to study selected factors that influence

customer loyalty. More specifically, this research aimed to examine relationships
between Intel marketing mix elements, Intel brand equity, and customer loyalty among
built-to-order computer consumers in Bangkok. The examination is conducted through an
empirical test of a proposed conceptual model developed from an integration of several
brand equity frameworks found in the literature. Therefore, the research objective in this
study are:

"To study the relationships between consumer perceptions of Intel's marketing
mix elements and brand equity elements and customer loyalty to Intel, customer loyalty
to built-to-order computer brands, and customer loyalty to branded computers."
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More specifically, the research objective 1s stated by the following research
questions:
1. Do Intel marketing mix elements have any relationship with Intel brand equity
among Bangkok consumers?
2. Do Intel brand equity elements have a relationship with customer loyalty to
Intel, customer loyalty to built-to-order computers, and customer loyalty to
branded computers among Bangkok consumers?
3. Do marketing mix elements have a relationship with customer loyalty to Intel,
customer loyalty to built-to-order computers, and customer loyalty to branded
computers among Bangkok consumers?

1.4

SCOPE OF RESEARCH
The microprocessor was selected as the focal ingredient since it is the key

component of the computer and the Intel microprocessor served as the focal brand of
interest. The Intel brand served as the focal brand in this study. Intel's large investments
in a 'pull strategy' indicates that the company intended to create demand for its
'ingredient' product, making the brand highly visible in the marketplace. The target
population is consumers involved in the purchase of a built-to-order computer system
and select the boxed CPU themselves. This study was conducted among consumers in the
Bangkok area. Data was collected at major IT malls in Bangkok including Pantip Plaza,
IT Mall Fortune, Zeer Rangsit, and Seri Center during May 2006.

1.5

LIMITATIONS OF THE RESEARCH
There are several limitations to conducting this study. First, this study involves

only one ingredient brand, therefore the results of this study cannot be generalized to
other ingredient type products nor other microprocessor brands. Second, the study
expanded the work of several researchers and focuses on the selected variables of
marketing mix elements, brand equity elements, and loyalty. There are other potential
correlates of brand equity and loyalty that were not included in this study. Third, the
study was cross-sectional and confined to consumers in Bangkok, thus, the finding may
not be generalized across other time periods nor across consumer outside of Bangkok.
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1.6

SIGNIFICANCE OF THE STUDY
This research study makes several theoretical and practical contributions. From a

theoretical perspective, this study expands the work of Yoo, Donthu, and Lee (2000) and
Aaker (1991). By doing so, brand equity is examined for an ingredient brand and in a
non-western cultural context.
From a managerial perspective, the results of this research may be used to help
product and brand managers of Intel (as ingredient brand) to assess the marketing mix
correlates of brand equity and customer loyalty. Managers must make key decisions on
whether to brand their ingredient products and how much to invest in making the Intel
brand known and competitive. Also, product and brand managers may be able to develop
consumer loyalty programs in order to help increase the company's brand reputation and
market share.

1.7

DEFINITION OF TERMS
In this section, the key terms used in this study are defined; the definitions of

brand, brand equity, brand loyalty, perceived quality, brand awareness, brand association
and marketing mix element. The concept of each definition is further dismssed in chapter
two and three in detail.
Brand. Brand is a name, term, sign, symbol or design, or a combination of these

intended to identify the goods and services of one seller and group of sellers and to
--~!fferentiate

them from those competitors (Kotler, 2000).

Brand association.

Brand association is referred to as, "anything linked in

memory to a brand" (Aaker 1996).
Brand awareness. Brand awareness refers to the strength of a brand's presence

in the consumer's mind (Aaker, 1996).
Brand equity.

Brand equity is a set of assets and liabilities linked to a brand's

name and symbol that adds to (or subtracts from) the value provided by a product or
services to a firm and/or that firm's customers (Aaker, 1991).
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Brand equity. Brand equity is the added value provided by the brand name and

is comprised of name awareness, proprietary brand assets (e.g. trademarks, patents,
established channel relationships), brand associations, perceived quality, and brand
loyalty. These are the categories for measuring the assets and liabilities that make up
brand equity (Pettis, 1995).
Brand image. Brand image refers to "a set of brand associations usually in some

meaningful way" (Aaker 1996).
Brand loyalty.

The strongest measure of a brand's value is the loyalty (repeat

buying, word of mouth) it engenders among customers (Lehmann, 2003).
Build-to-order computer. Built-to-order computer refers to a 'tailor-made' type

computer that is comprised of component part (ie. microprocessor, mainboard, RAM,
Hard disk, etc) that have been specifically chosen by the individual customer.
Customer loyalty. Loyalty is one of the ways with which the consumer expresses

his/her satisfaction with the performance of the product or service received (Bloemer and
Kasper, 1995)
Customer satisfaction. Customer satisfaction refers to the extent to which a

product's perceived performance matches a buyer's expectations. If the product
performance fall short or expectations, the buyer is dissatisfied (Kotler & Armstrong,
1996).
Ingredient brand. A known brand of a component part or ingredient that is used

and promoted as a key part of a host brand (Norris, 1992).
Marketing mix.

Marketing mix refers to the tools managers use to achieve

offering the right product at the right price with the appropriate promotion and in the
right place. These tools have been commonly classified in the marketing management
literature into four categories including Product, Price, Distribution, and Promotion (i.e.
four P framework) (Buckley, 1993).
Perceived quality. Perceived quality refers to the consumer's perception about a

product's overall excellence or superiority in comparison to other products (Aaker and
Biel, 1993).
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Place refers to the set of interdependent organizations involved in the

Place.

process of making a product or service available for use or consumption (Kotler, 2000).
From a customer perspective, place is evaluated subjectively in terms of buyer's
perceptions of the brand's distribution intensity (e.g. the number of stores that the brand
is sold) and the image of the stores where the brand is sold (Yoo et al., 2000).
Price.

Price refers to the amount of money one must pay to obtain the right to

use the product (Hawkins, 2001) and is measured as the buyer's subjective evaluation of
whether the brand's price is high, low, or expensive (Olson, 1997; Yoo et al., 2000).
Product.

Product refers to anything that can be offered to a market to satisfy a

want or need (Kotler, 2000). From a customer perspective, a firm's product strategy is
evaluated in terms of the product's perceived quality, functionality, and reliability (Yoo
et al., 2000).
Promotion.

Promotion refers to all the activities the company undertakes to

communicate and promote its products to the target market (Kotler, 2000).

From a

customer perspective, a firm's promotion strategy is visible through its advertising
spending, which creates brand awareness in the market, and through the frequency of
price deals offered for the brand (Yoo et al., 2000).
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CHAPTER2

REVIEW OF RELATED LITERATURE AND STUDIES

This chapter is intended to review literature relevant to the topic of the study to
build up a research framework and is divided into two main sections. The first section
reviews the relevant theories to support the framework of this study, including definitions
and concepts of the independent and dependent variables. The second section emphasizes
previous empirical research relating to this study.

2.1 Theories Related to the Independent Variables

Marketing Mix

Kotler (2000) stated that branding is a major issue in product strategy.
Developing a branded product requires a great deal of long-term investment, especially
for advertising, promotion, and packaging.
Peter and Olson (2002) stated that a variety of product characteristics partially
account for the success or failure of products and brands. Though not strictly focused on
product characteristics, the quality of the marketing strategy employed also has an
important bearing on whether a product is successful and profitable. At the brand level,
the image or symbolism a brand carries is often the only competitive advantage a firm
has to offer, particularly when the brands offered are relatively homogeneous in their
functional utility to the consumer. In many cases a favorable image is created through
the other elements of the marketing mix, namely promotion, price, and distribution.
Promotion in the form of advertising is commonly used to create a favorable image for
the brand by linking it to a positively evaluated stimuli, such as attractive models.
Promotions tell consumers what attributes they should look for in the product class and
emphasizes the superiority of the brand in terms of those attributes. Price can also create
brand image as well as provide a functional competitive advantage. High price can be a
signal of high quality for some products and it is often stated that consumers perceive a
relationship between price and quality. Distribution tactics can be used to gain a relative
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advantage. For instance, intensive coverage by making a brand available in as many
outlets as possible, makes the brand more accessible to a larger number of potential
buyers, thus making it more difficult for later entrants to penetrate. Additionally, a variety
of in-store stimuli, such as displays, can offer products at least a temporary competitive
advantage.

Definition of Marketing Mix

Buckley (1993) stated that the marketing mix is one of the most fundamental
concepts associated with the marketing process. The theory underlying the 'four Ps'
concept is that, if one manages to achieve the right product at the right price with the
appropriate promotion and in the right place, the marketing program will be effective and
successful.

Product

Kotler (2004) stated that a product is anything that can be offered to a market for
attention, acquisition, use, or consumption that might satisfy a want or need. 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 upon which the company builds profitable relationships with
customers. The important decisions in the development and marketing of individual
products and services. Developing a product or service involves defining the benefits that
it will offer. These benefits are communicated and delivered by product attributes such
as quality, features, and style and design. We will focus on decisions about product
attributes, branding, packaging, labeling, and product support services.
Rio (2001) stated that for the product identified with a brand, consumer
evaluation can be broken down into two dimensions: evaluation related to product
attributes (tangible or physical attributes) and evaluation related to the brand name
(intangible attributes, or images added to the product due to its brand name).
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Murphy (1990) stated that consumers tend to perceive the products from an
overall perspective, associating with the brand name all the attributes and satisfactions
experienced by the purchase and use of the product.
de Chernatony & McDonald (1996) stated that it has long been recognized in the
literature that the consumer's evaluations of the brand can be characterized by functional
and symbolic dimensions. This dichotomous classification of the utility provided by the
brand has been revealed in research areas such as those related to branding, the needs and
motivations for consumption behavior, the individual's attitudes, and social psychology.
Bhat & Reddy (1998) and Mittal (1990) stated that the functional dimension
describes brand evaluation in a rational and practical manner. Consumers evaluate the
performance capabilities of the product, along with perceptions about usage
effectiveness, value for money, availability, and reliability of the brand. Therefore, this
dimension represents the more intrinsic advantages of the product and usually
corresponds to product-related attributes. The symbolic dimension describes brand
evaluation at a more emotional level. Consumers use personal or subjective criteria such
as taste, pride, and/or desire to reinforce their membership of a particular social group
and desire for expressing something about themselves in their consumption decisions.
These benefits are the more extrinsic advantages and usually correspond to brand name
related attributes

Price

Gerstner (1985) stated that for many products the relation between quality and
price is weak, therefore, for many products, higher prices appear to be poor signals of
higher quality. Quality-price relations are product-specific, with frequently purchased
items displaying weaker relations than infrequently purchased items. The weaker
relationship for frequently purchased products could be attributed to the fact that
infrequently purchased items usually are more expensive and markets for higher-priced
ticket-items are more likely to behave because the financial commitment of customers is
substantial. It has been shown that products with higher ticket prices display stronger
price-quality relationship than do frequently purchased items. The weaker price-quality
relationship could be caused by sizes variations across brands, which make price-quantity
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and price-quality comparisons more difficult. It has been shown that higher unit prices
may signal non-economical packages rather than higher quality.
Monroe (1979) and Winer (1986) stated that consumers establish a reference price
for a brand or product. The reference price reflects the expectations of the consumer,
which are shaped by the past pricing activity of the brand. The consumer then evaluates
the future price of the brand in relation to this reference point and his or her response is
related to the disparity between the two. Hence, consumer response to an unexpected
price decrease is greater than the response to an expected price decrease.
Olson (1977) suggested that people are more likely to use price as an indicator of
quality for relatively expensive products. As the price level of the product increases, the
consumer's risk of making an incorrect purchase decision increases and buyers often are
less familiar with the product because of the infrequency of purchases.
Rao & Monroe (1989) stated that when buyers infer a positive relationship
between price and product quality, they are likely to compare the price of the product
against another price (a reference price from his/her memory or price of an alternative
option). If the actual price is perceived as significantly different from this reference
price, the higher priced option is likely to be perceived as being of higher quality. The
key point is that judgments of quality based on price information are necessarily
comparative and perceived differences in prices lead to relative judgments that product
quality varies significantly

Place
Kotler (2000) stated that most producers do not sell their goods directly to the
final users. Producers use a set of intermediaries to perform a variety of functions to
efficiently distribute their product to a larger number of potential buyers.

These

intermediaries constitute a marketing channel (also called a trade channel or distribution
channel). Some intermediaries such as wholesalers and retailers buy, take title to, and
resell the merchandise, and are commonly referred to as merchants. Other intermediaries
such as brokers, manufacturers' representatives, and sales agents search for customers
and may negotiate on the producer's behalf but do not take title to the goods and are
called agents.

Still there are other intermediaries such as transportation companies,
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independent warehouses, banks, and advertising agencies that assist in the distribution
process but neither take title to goods nor negotiate purchase or sales. This last group are
called facilitators.
Companies have to decide on the number of intermediaries to use at each channel
level. Three strategies are available: exclusive distribution, selective distribution and
intensive distribution.

Exclusive distribution.

Exclusive distribution means severely limiting the number of

intermediaries. It is used when the producer wants to maintain control over the service
level and service outputs offered by the reseller. Often it involves exclusive dealing
arrangements, in which the resellers agree not to carry competing brands. By granting
exclusive distribution, the producer hopes to obtain more dedicated and knowledgeable
selling. It requires greater partnership between seller and reseller and is used in the
distribution of new automobiles, some major appliances, and some women's apparel
brands.

Selective distribution. Selective distribution involves the use of more than a few but less

than all of the intermediaries who are willing to carry a particular product. It is used by
established companies and by new companies seeking distributors. The company does
not have to spread its efforts over too many outlets. Thus, by being selective, the
producer gains adequate market coverage with more control and less cost than intensive
distribution.

Intensive distribution. Intensive distribution consists of the manufacturer placing the

goods or services in as many outlets as possible. This strategy is generally used for items
such as tobacco products, soap, snack foods, and gum, products for which the consumer
requires a great deal of location convenience.
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Yoo (2000) suggested that the importance of channel design and management as a
marketing tool of increasing brand equity is growing. In a distribution channel, retailers
encounter a firm's ultimate consumers. Selecting and managing retailers is therefore a
firm's major marketing task in satisfying consumers' needs.
Dodds (1991) stated that distributing through good image stores signals that a
brand is of good quality.

There are significant positive effects of store image on

perceived quality. The store name is a vital extrinsic cue to perceived quality. The
quality of a given brand is perceived differently depending on which retailer offers it.
Customer traffic will be greater in a store with a good image than in one with a bad
image.

Good-image store attract more attention, contacts, and visits from potential

customers. Such stores provide greater consumer satisfaction and stimulate active and
positive word-of-mouth communications among customers. Distributing a brand through
an outlet with a good image will create more positive brand associations than distributing
through an outlet with a bad image.
Yoo (2000) suggested that to enhance a product's image and get substantial
retailer support, firms tend to distribute exclusively or selectively rather than intensively.
Consumer will be more satisfied, however, when a product is available in a greater
number of stores because they will be offered the product where and when they want it.
Intensive distribution reduces the time consumers must spend searching the stores and
traveling to and form the stores, provides convenience in purchasing, and makes it easier
to get services related to the product.

As distribution intensity increases, therefore,

consumers have more time and place utility and perceive more value for the product. The
increased value results mostly from the reduction of the sacrifices the consumer must
make to acquire the product. Such increased value leads to greater consumer satisfaction,
perceived quality, and brand loyalty and consequently, greater brand equity.
Accordingly, positive brand associations will increase along with a consumer's
satisfaction with the product.
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Promotion

Mooy and Robben (2002) stated that when introducing new products, marketing
managers have to decide about the communication mix. Appropriate marketing
communications instruments have to be selected.

The product itself can have an

important place within this communication mix. When traditional communication
instruments like advertising have problems in reaching the target audience through the
overwhelming amount of communication messages consumers are confronted with the
product itself may be better able to reach and influence the prospective customer.
Product have a message to tell, and this message can best be told by the physical product
itself.

Therefore, integrated marketing communication campaigns should explicitly

feature the product as it occupies a distinct and important role in communicating those
attributes that cannot be effectively communicated through regular advertising.
Kotler (2000) stated that modem marketing calls for more than developing a good'
product, pricing it attractively, and making it accessible.

Companies must also

communicate with present and potential stakeholders, and the general public. Every
company is inevitably cast into the role of communicator and promoter.

For most

companies, the question is not whether to communicate but rather what to say, to whom,
and how often. The marketing communications mix consists of five major modes of
communication.

1. Advertising: any paid form of nonpet;sonal presentation and promotion of ideas,

goods, or services by an identified sponsor.
2. Sales promotion: a variety of short-term incentives to encourage trial or purchase
of a product or service.
3. Public relations and publicity : a variety of programs designed to promote or
protect a company's image or its individual products.
4. Personal selling: face-to-face interaction with one or more prospective purchasers
for the purpose of making presentations, answering questions, and procuring
orders.
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5. Direct marketing: the use of mail, telephone, fax, e-mail, or internet to
communicate directly with or solicit a direct response from specific customers
and prospects.

Papatla and Krishnamurthi (1996) stated that sales promotions constitute a larger
expenditure for packaged goods manufacturers than advertising does. Currently, the ratio
of sales promotions and advertising is approximately two to one. One reason for the
increase in the use of sales promotions is that the markets for most consumer products are
in a mature stage, with little or no growth in primary demand. There also is a lack of
product differentiation, which makes it difficult for advertising to influence consumers by
announcing unique product features.

Promotions have therefore become the key

influences in many product categories, because they are a mechanism to bring the product
to the attention of the consumers. Promotions are also designed to directly influence
behavior, which is immediately observable, whereas advertising is often considered to
affect attitudes, an antecedent of behavior. Promotions can have both negative and
positive dynamic effects. The negative effects we find are decreased loyalty for the
promoted brand and increased price sensitivity due to coupon purchases. We also find
that prior purchases made on display and feature promotions, as well as purchases made
when price cuts are paired with display or features improve subsequent response to such
promotions.
Kotler (1999) and Tellis (1998) stated that brand managers have a number of
consumer sales promotion tools at their disposal. 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 incentive-based, while others are generally communicative.
Lee (2002) stated that while a promotional tool's ability to meet marketing
objectives should have a positive influence on the manager's use of the tool, some tools
may be used primarily for their ability to meet short-term goals and other for their ability
to meet long-term objectives.

In particular, we would expect that price-oriented

promotions are used primarily for their ability to meet short-term objectives, while nonprice promotions are used mostly for achieving long-term results.
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Kendrick (1998) found that on the two dimensions of loyalty, purchase activity
over time and spending, customers who received ad specialties had greater purchase
activity in six or more of the eight months measured, had significantly higher spending
levels per month, and had higher overall spending than customers who were offered
discounts. If a definition of loyalty is adopted which includes the variables of purchase
frequency and amount spend per order or visit, then the results of the experiments suggest
that ad specialties result in greater customer loyalty than does price promotion. The
results in Kendrick's study indicate that ad specialties more effectively encourage
customer purchase activity in both the short and the longer terms.
Kirmani and Wright (1989) demonstrated that consumers sometimes use their
impression of the amount of money a company spends on advertising as a cue to the
quality of a new product. This inference comes from an individual encoding cost-related
information, either through direct observation of an ad campaign or through exposure to
external sources, such as media reports that may either directly mention campaign costs
or discuss cost-related elements, from which consumers must infer relative campaign
costs; and the cost perception evoking an inference about brand quality.
Kirmani (1990) stated that consumers use their impressions of advertising costs as
cues to brand quality under direct exposure to advertising for a new product. Ad size
affected perceptions of ad costs, indicating that people can assess relative advertising
costs. Perceived costs, in tum, affected perceptions of advertising effort and brand price,
as well as those of brand comfort and quality. More expensive ads were associated with
higher advertising effort and a more expensive brand. When content was uninformative,
cost perceptions affected brand perceptions in an inverted-U fashion. Although higher
costs indicated greater brand comfort and quality, extremely high costs were associated
with lower comfort and quality. Finally, perceived costs were not a predictor of brand
perceptions for which ad content was informative, this is, style.
Peter and Olson (2002) stated that the quality of the marketing strategy employed
also has an important bearing on whether a product is successful and profitable. At the
brand level, the image or symbolism a brand carries is often the only competitive
advantage a firm has to offer.
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In summary, the marketing mix including product, pnce, place

and

promotion/communication with the combination of all four can enhance the competitive
advantage for the company.

In order to create customer loyalty, marketers need to

develop the marketing mix to help create value to the brand through product strategy to
make consumers believe in a brand's quality and build more brand awareness through
promotion/communication plus price strategy and place strategy make purchases easier
for consumers to obtain the product. Hence, a well-developed mix can help enhance the
customer loyalty for the brand as well as the company.

BRAND

Brand is an identifying symbol, word or mark that distinguishes a product or
company from its competitors. Usually brands are registered under a trademark with a
regulatory authority and cannot be used freely by others. Temporal and Lee (2000) stated
that brand is a promise to the consumer of what the product, service, or company stands
for, and for the kind of experience they can get from it. If the promise is delivered,
customers will be satisfied and consequently keeps them coming back to a company's
brand.
Kotler (1997) stated that there are three clear advantages which brands offer to
consumers. Firstly, brands inform the consumer about the product quality. Buyers, who
consistently purchase the same brand are aware that they will get the same quality each
time they purchase the product. Secondly, brand names simplify shopping for consumers
where they are quick! y able to find the products that match their wants and needs, as
opposed to generic products.

Lastly, brand names allow consumers' attention to be

drawn to new products since the brand is the first form of recognition.
Pettis (1995) stated that a brand is the sensory, emotive, and cultural proprietary
image surrounding a company or product. Brand is an assurance of quality; making
selection worry-free, a significant source of competitive advantage and promise of
performance. Brand is the summary of a customer's expectations of a company or line of
products. It's all the value that they expect when they make a buying decision on the
product.
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Ambler (1992) takes a consumer-oriented approach in defining a brand as the
promise of the bundles of attributes that someone buys and provide satisfaction. The
attributes that make up a brand may be real or misleading, rational or emotional, tangible
or invisible. These attributes come from all elements of the marketing mix and all the
brand's product lines. The attributes of a brand are created using the marketing mix, and
are interpretated subjectively by the consumer.

BRAND EQUITY
Pettis (1995) stated that brand equity can be defined as the added value provided
to a product or company by its brand identity. It is the set of associations and behaviors
that increase or decrease the value of the brand (company or product) compared to its
financial value alone. Brand name awareness, proprietary brand assets (e.g. trademarks,
patents, established channel relationships), brand associations, perceived quality, and
brand loyalty are the categories for measuring the assets and liabilities that make up
brand equity.
Srivastava (1991) stated that 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.
Lehmann and Winer (2003) stated that brand equity is a set of assets (and
liabilities) linked to a brand's name and symbol that adds to (or subtracts from) the value
provided by the actual (physical) product or service to a firm and/or that firm's
customers.
Feldwick (1996) simplifies the variety of approaches by providing a classification
of three different meanings of brand equity. The first meaning is brand valuation or brand
value, which refers to the total value of a brand as a separable asset when it is sold, or
included on a balance sheet. Brand valuation/value is generally adopted by financial
accountants. The second meaning is brand strength, which refers to a measure of the
strength of consumers' attachment to a brand. The third meaning is brand image, which
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describes the associations and beliefs the consumer has about the brand. From a
marketing standpoint, the term brand equity is often meant as brand strength. Brand
strength is sometimes referred to as 'consumer brand equity' to make a distinction from
the asset valuation meaning. Brand description (or identity or image) is tailored to the
needs and wants of a target market using the marketing mix of product, price, place and
promotion. Ultimately, a brand's value is determined by the degree of brand loyalty,
since it implies a guarantee of future cash flows.
Keller (1993) takes the consumer-based brand strength approach to brand equity
and suggests that brand equity represents a condition where the consumer is familiar with
the brand and recalls some favorable, strong, and unique brand associations. Winters
(1991) suggested that brand equity involves the value added to a product by consumers'
associations and perception of a particular brand name. Leuthesser (1988) defined brand
equity as the set of associations and behavior on the part of a brand's customer, channel
members, and parent corporation that permits the brand to earn greater volume or greater
margins above and beyond what it could without the brand name.

Definition of Brand Equity

Aaker (1996) stated that brand equity is a set of assets so it involves investment to
create and enhance these assets. Each brand equity asset creates value in a variety of
very different ways. In order to manage brand equity effectively and to make informed
decisions about brand building activities, it is important to be sensitive to the ways in
which strong brand create value. Brand equity creates value for the customer as well as
the firm. For assets or liabilities to underlie brand equity, they must be linked to the
name and symbol of the brand. If the brand's name or symbols should change, some or
all of the assets or liabilities could be affected and even lost, although some might be
shifted to the new name or symbol.

Brand Awareness

Aaker (1996) stated that awareness refers to the strength of a brand's presence in
the consumer's mind. Awareness is measured according to the different ways in which
consumers remember a brand ranging from recognition to recall to "top-of-mind." Brand
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recognition indicates a consumer's familiarity that has been gained from past exposure.
Recognition does not necessarily involve remembering exactly where the brand was
encountered before, how it is different from other brands, or even what the brand's
product class is. Recognition involves simply remembering having been exposed to the
brand before. With brand recall, a brand is said to have recall if it comes to a consumer's
mind when its product class is mentioned.

Perceived quality

Aaker (1996) stated that perceived quality is a brand association that is elevated to
the status of a brand asset for several reasons:

• Among all brand associations, only perceived quality has been shown to drive
financial performance.

• Perceived quality is often a major strategic thrust of a business .
• Perceived quality is linked to and often drives other aspects of how a brand is
perceived.

Perceived quality drives financial performance since there is a desire for
marketers to show that the investments made to building brand equity will pay off.
Perceived quality is a key strategic variable for many firms and is often the key
positioning dimension for corporate brands and other brands that range over product
classes. This is because these brands cover a wide range of product classes and are less
likely to be driven by functional benefits, therefore, perceived quality is likely to play a
larger role. Perceived quality reflects a measure of goodness that spreads over all
elements of the brand. Even when the brand identity is defined by functional benefits,
most studies will show that perceptions about those benefits are closely related to
perceived quality. When perceived quality improves, so generally do other elements of
customer's perception of the brand.
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Brand Loyalty

Aaker (1996) stated that brand loyalty is a key consideration when placing a value
on a brand because having a highly loyal customer base can be expected to generate a
future sales and profit stream. Alternatively, a brand without a loyal customer base may
be vulnerable or has value only in its potential to create loyal customers. Further, the
impact of brand loyalty on marketing costs is often large and it is much less costly to
retain customers than to attract new ones.

The loyalty of existing customers also

represents a substantial entry barrier to competitors because the cost of persuading
customers to switch brands would require much effort and investment.

Brand Association

Aaker (1996) stated that brand associations may include those with product
attributes, a celebrity spokesperson, or a particular symbol. Brand associations are driven
by the brand identity or what the organization wants the brand to stand for in the
customer's mind.

Consequently, a key to building strong brands is to develop and

implement a brand identity.

Other Proprietary Brand Assets

Other proprietary brand assets represent customer perceptions and reactions to the
brand such as in the form of patents, trademarks, and channel relationships. Brand assets
are the most valuable if they prevent competitors from taking away a company's
customer base and decreasing their loyalty. For examples, a trademark may protect brand
equity from competitors who might want to confuse customers by using a similar name,
symbol, or package; a patent, if strong and relevant to customer choice, can prevent
direct competitors from producing the same product; and a distribution channel can be
controlled by a brand because the favorable history of a brand's performance encourages
channel members to continue carrying the brand.
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Providing Value to Customer

Brand equity assets generally add or subtract value for customers. These assets
help customers interpret, process, and store huge quantities of information about products
and brands. They can affect customer's confidence in the purchase decision from either
the customer's past-use experience or familiarity with the brand and is characteristics.
More important is the fact that both perceived quality and brand associations can enhance
customers' satisfaction with the use experience.

Providing Value to the Firm

As part of its role in adding value to the customer, brand equity has the potential
to add value for the firm by generating cash flow in many ways. Brand equity can
enhance programs to attract new customers or winback old ones.

For instance, a

promotion providing an incentive to try a new way of using a product will be more
effective if the brand is familiar and if there is no need to challenge a consumer's doubt
of the brand's equity.
In summary, building brand equity is considered an important part of brand

building (Keller, 1998). Brand equity is supposed to bring several advantages to a firm.
High brand equity levels are known to lead to higher consumer preferences and purchase
intention. From Aaker (1996), he defined the key elements of brand equity as: perceived
quality, brand loyalty, brand awareness, brand association and other proprietary assets.
From the consumer perspective, brand awareness, brand association, perceived quality
and brand loyalty are the four most important dimensions.

2.2 Theories Related to Dependent Variable

Loyalty

Oliver (1997) defined loyalty as a deeply held commitment to rebuy or
repatronize a preferred product or service consistently in the future, despite situational
influences and marketing efforts having the potential to cause switching behavior.
Selnes (1993) stated that customer loyalty expresses an intended behavior related
to the product of service. This includes the likelihood of future purchases or renewal of
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service contracts or, alternatively, how likely it is that the customer will switch to another
brand or service provider. Customers may be loyal, or continue to patron a company,
because of high switching barriers related to technical, economical or psychological
factors, which make it expensive or difficult for the customer to change supplier.
Customers may also be loyal because they are satisfied with the supplier or product brand
and want to continue the relationship. As most switching barriers tend to be of limited
durability, companies tend to approach customer satisfaction as the only practical strategy
for the long run. Moreover, another important element of loyalty is the intended support
of the product expressed in communicating a person's experiences with the brand, or in
other words, what a person says about the brand through 'word-of-mouth'. One of the
most powerful sources in persuading someone is through personal word-of-mouth. When
a company's customers recommend the product to others, this reflects a high degree of
loyalty.

Definition of Loyalty
Sheth and Mittal (2004) The concept of loyalty that marketers have developed for
brands applies equivalently to stores, service suppliers, and other vendors. To refer to all
these targets of loyalty, we can use the general term 'customer loyalty'. Thus, customer
loyalty is a customer's commitment to a brand based on a strong favorable attitude and
observed through the customer's consistent repatronage. The definition of loyalty
includes both behavior and attitude. These two components define four possible
situations, as shown in figure 2-1.

BEHAVIOR
STRONG

ATTITUDE STRONG
WEAK

WEAK

Loyalty

Latent Loyalty

Spurious Loyalty

No Loyalty

Figure 2.1 Loyalty as Attitude and Behavior
Source: Sheth J. & Mittal B. (2004). Customer Behavior: A Managerial Perspective. Ohio. South-Western.
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When both attitude and behaviors are weak, no loyalty exists. Weak attitude
means the customer does not have any liking or preference for the brand. Weak behavior
means purchase of the brand is irregular (i.e. the same brand is not purchased
consistently). When both attitude and behaviors are strong (i.e. attitude is very favorable
and the same brand is purchased consistently), strong loyalty exists. The remaining two
combinations of loyalty attitude and behaviors are more interesting. When behavior is
high but attitude is low, the customer has 'spurious loyalty' or loyalty that is minor and
not well founded. The customer buys the same brand again and again or shops at the
same store regularly, but he or she feels no preferential attitude toward it. Thus, the
choice of the brand or store is due to reasons of convenience or resistance to change since
the customer perceives all brands to be more or less the same. In such a case, given more
choice or a price deal on competitive brands, the consumer might switch. To move this
customer into the loyalty quadrant, the marketer would have to strengthen the customer's
perception of the brand's image. Finally, in the quadrant with high attitude and low
behavior, the customer has 'latent loyalty'. In this scenario, the customer likes the brand
but has been unable to buy it; perhaps the price is too high or the customer lacks access to
the brand or the store. Here, the marketer needs to tap into this hidden potential market
by bringing down the switching barriers.
Delgado-Ballester and Munuera-Aleman (2001) conducted research on brand trust
in the context of consumer loyalty which the existing literature of brand loyalty had been
essentially focused on the roles of perceived quality, brand reputation and especially
satisfaction, due to the fact that these summarize consumers' knowledge and experiences,
which eventually guide the consumer's subsequent actions. These antecedents of brand
loyalty are presented in figure 2.2.
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Overall
Satisfaction
Customer Commitment

Brand

Perceived
Quality

Brand repurchase intention

I

Figure 2.2 Antecedents of Brand Loyalty
Sources: Delgado-Ballester, E. and Munuera-Aleman J. L.(2001). Brand Trust in the Context of Consumer
Loyalty. European Journal of Marketing, 35 (11/12), 1238 - 1258.

Loyalty is one of the ways that consumers express their satisfaction with the performance
of the product or service received. To extend Delgado-Ballester and Munuera-Aleman'
(2001) framework, Anderson and Sullivan (1993) and Cronin and Taylor (1992) added
perceived quality as a determinant of satisfaction, and Sandvik and Duhan (1996) and
Selnes (1993) included brand reputation as a mediating variable between satisfaction and
loyalty. There are relationships among brand trust, satisfaction and loyalty, and many
studies have focused on analyzing satisfaction as the main determinant of brand loyalty
without including brand trust in the model.
Brand trust creates a feeling of security in the consumer and that the brand will
meet his/her expectations. Findings from these previous studies suggest that brand trust
has a significant effect on customer commitment, which in turns increases a customer's
willingness to pay a higher price for the brand. Moreover, the more involved a customer
involvement is in the purchase decision, the relationship between brand trust and
customer commitment is moderated. Alternatively, brand trust has a moderating effect of
the relationship between customer involvement and overall satisfaction with the brand.
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Hence, overall satisfaction and brand trust play different roles in influencing customer
commitment, depending on the level of involvement.

2.3 Previous Studies
Mela (1997) studied the long-term impact of promotion and advertising on
consumer brand choice and found that advertising helps a brand in the long-run by
making consumers (especially nonloyal ones) less price sensitive, thereby reducing the
size of the nonloyal segment. In the long run, price promotions make both loyal and
nonloyal consumers more sensitive to price. An increased use of such promotions tends
to condition consumers (especially nonloyal ones) to look for deals being offered. Mela
determined that these effects were almost four times larger for nonloyal consumers than
for relatively loyal consumers. Non-price promotions have different effects for loyal and
nonloyal consumers.

Non-price promotions reduce the price sensitivity of loyal

consumers but significantly increase the price sensitivity of nonloyal consumers. Thenprice promotion effects on nonloyals were almost 12 times larger than the effects for
loyals. In the long run, advertising has 'good' effects and promotions have 'bad' effects
on consumers' brand choice behavior.

However, that these results are based on the

analysis of only one product category in one market.
Yoo et. al. (2000) studied an examination of selected marketing mix elements and
brand equity. The results revealed two types of marketing managerial efforts from a
long-term perspective of brand management: brand-building activity and brand-harming
activity. According to their analysis, frequent use of price promotions is an example of a
brand-harming activity.

High advertising spending, high price, distribution through

retailers with good store images, and high distribution intensity are examples of brandbuilding activity. A detailed discussion of Yoo et al.' s findings and strategic implications
for each marketing mix element examined are presented next.
Price. Price has been often used as a key positioning tool to differentiate brands.
However, it is likely that brand equity may decrease when consumers strongly relate
price to product quality and use price as a signal for quality. For lower prices, consumers
may perceive that a lower price is made by the manufacturer cutting costs and product
quality in order to maintain an adequate profit margin. Hence, frequent price cuts or a
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consistent low-price strategy should be avoided because it may eventually lead to lower
perceived quality and product image. As an alternative to lowering a price, the price
level can be maintained while the firm focuses on other value-adding aspects, such as
technological progress, managerial efficiency, and customer service. From a brand equity
perspective, the combining of more advanced product features for a brand that is offered
at an equal or relatively higher price level, may be the more desirable pricing strategy.
Store Image. Consumers infer the quality of products and brands from the image

and reputation of the store in which they are sold. In building brand equity, a brand
should be distributed through outlets or retailers that are considered to have a 'good'
image because retail reputation is an important signal of product quality. Word-of-mouth
and the store's promotional activity also enhance brand associations.
Distribution Intensity.

The intensity of a brands distribution is also highly

correlated with brand equity (Kotler & Keller, 2006; Yoo et al. 2001). Making a product
available in more stores provides to buyers greater convenience, time savings, speedy
service, and service accessibility, thereby increasing their satisfaction.
Advertising. Investments in advertising to attain greater reach and frequency to

expose more consumers to a brand's advertising more frequently, develops not only
higher brand awareness and associations, but also a more positive perceptions of brand
equity, which ultimately leads to strong brand equity.
Price Promotions.

Frequent use of price promotions, such as price deals,

coupons, refunds, and rebates, results in consumers inferring low product quality. Heavy
price promotions lead consumers to focus primarily on deals being offered rather than the
utility provided by the brand. Hence, price promotions do not enhance the strength of
brand associations.
Taylor, Celuch and Goodwin (2004) examined the importance of brand equity on
customer loyalty among 457 industrial customers across the U.S. representing a wide
range of industries. The six independent variables are satisfaction, value, resistance to
change, affect, trust, and brand equity and the two dependent variables are brand loyalty
and attitudinal loyalty. The results of their study suggest that behavioral loyalty is mostly
influenced by brand equity and trust and less influenced by affect, resistance to change,
and value. Moreover, attitudinal loyalty is largely influenced by brand equity and trust,
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and less influenced by affect and satisfaction. When both attitudinal and behavioral
measures were combined, all of the identified independent variables contribute to
customer loyalty, however, brand equity and trust are the major influences. Therefore,
brand equity and trust appear the two most influential influences on both behavioral and
attitudinal loyalty.
Villarejo-Ramos and Sanchez-Franco (2005) studied the impact of marketing
communication and price promotion on brand equity for washing machines, a durable
good, among 268 Spanish households.

The results indicate that the respondent's

perceptions of higher advertising spending influences three of the four dimensions of
brand equity including the better the quality of the product as perceived by the consumer,
the higher the level of brand awareness, and the more associations linked to the product,
forming its brand image. Price deals as incentives to increase sales was found to have a
negative effect on brand equity, although they are useful as a short-term benefit to the
consumer. These effects can affect the perceived quality of the product adversely, since
benefits gained through price promotions are not long-lasting and do not convey security
or confidence that a brand should instill with regard to its expected utility.
McCarthy and Norris (1999) studied the improving competitive position using
brand ingredients. Their research assessed how branded ingredients affect consumer
product quality perceptions, confidence in product quality perceptions, product
evaluations, taste perceptions, purchase likelihoods, and reservation prices of host brands
of varying quality. In two experiments, they found that branded ingredients consistently
and positively affected moderate-quality host brands, but only occasionally positively
affected higher-quality host brands.

Their finding suggest that managers of both

moderate and higher-quality host brands consider implementing branded ingredient
strategies, although for different reasons.

While moderate-quality host brands can

improve their competitive position by using branded ingredients, higher-quality host
brands generally do not.

However, higher-quality host brands may benefit most by

securing the most desirable branded ingredients for their own use, thereby blocking
moderate-quality host brands from using a branded ingredient strategy to improve their
competitive position.
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Rodrigue and Biswas (2004) examined the effects of resource dependency and
contract exclusivity on the attitudes and intentions of consumers in brand alliances.
Findings indicate that attitudes of the brands before the alliance (pre-attitudes) have a
positive effect on the attitude toward the alliance, which has a positive effect on
perceived quality of the alliance, willingness to pay a premium price and purchase
intention. Moreover, attitudes toward the brands after the alliance (post-attitudes) reveal
a positive spillover effect for both the host and ally brands. Interestingly, the moderating
effects of dependency and exclusivity differ based on whether the brand serves as the
host or the ally brand in the alliance.
In summary, this review of literature shows that the marketing mix can help create

brand equity and that brand equity enhances customer loyalty. Keller (1993) has posited
that brand equity enhances customer loyalty, yet there still lacks studies on the
relationship between marketing mix and customer loyalty, particularly for high
involvement products, such as computer, or ingredient products, such as the
microprocessor. Consequently, further research is needed to examine such relationships
between marketing mix including of product, price, place, promotion with brand equity in
the case of high involvement product such as computer or ingredient product such as
microprocessor.

Furthermore, the relationship between the marketing mix elements

elements and brand equity of an ingredient brand and customer loyalty for the main
product has not been examined.
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CHAPTER3

CONCEPTUAL FRAMEWORK

This chapter discusses the theoretical framework that has been adopted in this
study and serves as the basis for the research model to be empirically examined. The
conceptualization and operationalization of constructs is presented followed by the
hypotheses to be tested.

3.1 Theoretical Framework
The theoretical framework adopted in this study is Keller's (1998) brand equity
framework. Brand equity is defined in terms of the marketing effects uniquely
attributable to the brand. Brand equity relates to the fact that different outcomes result
from the marketing of a product or service because of its brand name or some other brand
element, as compared to outcomes if that same product or service did not have that brand
identification. Build brand equity requires creating a brand that consumers are aware of
and with which consumers have strong, favorable, and unique brand associations.
According to figure 3.1, this knowledge-building of the brand will depend on three
factors:

• The initial choices for the brand elements or identities making up the brand;
• The supporting marketing program and the manner by which the brand is
integrated into it, and;

• Other associations indirectly transferred to the brand by linking it to some other
equity (e.g. the company, country of origin, channel of distribution, or another
brand)
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Brand Elements
-Brand name
-Logo
-Symbol
- Character
-Packaging
- Slogan

Marketing Program
- Product
- Price
- Distribution channel
- Communication

Brand Awareness
Depth

-

- Recall
- Recognition

_____.
Breadth

-

- Purchase
- Consumption

r----.

Brand Associations
Strong

- Relevance
- Consistency

f--+

Secondary Association
-Company
- Country of origin
- Channel of distribution
- Other brands
-Endorsor
- Event

~

Outcomes
- Greater loyalty
- Less vulnerability to
competitive marketing
actions and crises
- Larger margins
- More elastic response
to price decrease
- More inelastic
response to price
increase
- Increased marketing
communieation
efficiency and
effectiveness
- Possible licensing
opportunities
- More favorable brand
extension evaluation

Favorable - Desirable
- Deliverable

~

Unique

- Point-of-parity
- Point-ofdifference

Figure 3.1 Keller's Customer-Based Brand Equity Framework
Source: Keller, K.L. (1998). Strategic Brand Management : Building, Measuring. and Managing Brand
Equity. NJ: Prentice Hall.

Aaker ( 1991) defined brand equity as a set of brand assets and liabilities linked to
a brand, its name and symbol, that add to or subtract from the value provided by a
product or service to a firm and/or to that firm's customers. Aaker conceptualized brand
equity as a set of assets (or liabilities). Brand awareness, brand associations, perceived
quality, brand loyalty and other proprietary assets were the five assets of brand equity he
proposed.

Cobb-Walgrend, Beal and Donthu (1995) pioneered empirical research to

measure consumer-based brand equity based on the conceptualization of Aaker (1991)
and Keller (1993). These researchers treated consumer-based brand equity as a set of
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four dimensions, namely brand awareness, brand association, perceived quality and brand
loyalty.
Figure 3.2 illustrates Yoo et al.' s (2000) model of the relationship among
marketing mix elements and brand equity dimensions. The results from their study
revealed that any marketing effort will be positively related to brand equity when it leads
to a more favorable behavioral response to the focal product than to the equivalent
unbranded product. To create, manage, and exploit brand equity, the relationships of
marketing efforts to the dimensions of brand equity must be

determ~ned.

In this study,

consumer perceptions of the ingredient brand Intel, in terms of five selected strategic
marketing elements including price, store image, distribution intensity, advertising
spending, and frequency of price promotions and their relationships with brand equity
and customer loyalty are examined. Though these five selected factors are not exhaustive
of all types of marketing efforts, they are sufficient to demonstrate the relationships
between marketing efforts and the formation of brand equity.

Store
Image

~
~
Advertising
Spending

Price
Deal '

Figure 3.2 Relationships Among Marketing Mix Elements and Brand Equity
Source: Yoo, B., Donthu, N. & Lee S. (2000). An Examination of Selected Marketing Mix Elements and
Brand Equity. Journal of the Academy of Marketing Science. 28 (2). 195 - 211.

41

3.2 Conceptual Model
Based on the selected literature encompassing several theoretical frameworks and
research models, an integrated conceptual model was developed for this study. Figure 3.3
presents the conceptual model, including major independent and dependent variables.

Dependent

Independent Variables

Variables
Marketing Mix Elements
Product
- Usage Effectiveness
- Value of money
- Availability
- Reliabilitv of the brand

Price
- Price perceived quality

r. . . .

Brand Equity

II
---~!

Place
- Distribution intensity
- Store image

I
Il
I

Perceived Quality
Brand loyalty
Brand awareness
Brand association

c~-~-;~~~-~""L~;~1;

. . .1

1

I : • I r-i--S-a-t~-s;-a:-:1-.0-n----,
1

l

1-

'

..-1--c-omm--itm_e_n_t- - ,

: ..... •············-··················

.........•............................:

:..............................................................................;.

Promotion
- Advertising spending
- Sales promotion
:.•................................................................................•..;

Figure 3.3

Conceptual Model

The conceptual model is an integration from several studies discussed in the
literature review. Firstly, Keller (1998) posited that building brand equity requires
creating a brand that consumers are aware of and have strong, favorable and unique brand
associations. Thus, brand equity depends on three factors including brand elements,
marketing program support, and other associations indirectly transferred to the brand.
However, brand element and secondary associations are excluded from the conceptual
model because Keller indicated that these aspects are only indirectly transferred to the
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brand. Moreover, Kotler (2000) stated that branding is a major issue in product strategy
so the brand element can be a subset of product strategy.
Secondly, Aaker (1991) conceptualized brand equity as a set of assets (or
liabilities). Brand awareness, brand associations, perceived quality, brand loyalty and
other proprietary assets were the five assets of brand equity he proposed. From the
consumer perspective, brand awareness, brand association, perceived quality and brand
loyalty are the four most important dimensions.
Thirdly, Yoo et al. (2000) show that marketing efforts are positively related to
brand equity. Thus, the marketing element variables from Yoo et al.'s study including
price, store image, distribution intensity, advertising spending, and frequency of price
promotions represent the 4Ps managed by the firm, and the variables of brand equity and
loyalty as well.
Fourthly, Bloemer and Kaspar (1995) suggest that behavioral loyalty and its
outcomes are complex but argue that consumer loyalty is based largely on a customer's
satisfaction of the brand.

3.3 Research Hypotheses
The main purpose of this study was to investigate the relationship between
marketing mix and brand equity, brand equity and customer loyalty, as well as the
relationship between marketing mix and customer loyalty. Based on the 'conceptual
model shown in figure 3.3, 23 hypotheses are tested. The hypothesis statements are given
below.

Hypothesis 1:

Hlo:

There is no relationship between product and perceived quality of the Intel
microprocessor for built-to-order computer systems.

Hla:

There is relationship between product and perceived quality of the Intel
microprocessor for built-to-order computer systems.
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Hypothesis 2:

H2o:

There is no relationship between product and brand loyalty of the Intel
microprocessor for built-to-order computer systems.

H2a:

There is relationship between brand product and brand loyalty of the Intel
microprocessor for built-to-order computer systems.

Hypothesis 3:

H3o:

There is no relationship between product and brand awareness of the Intel
microprocessor for built-to-order computer systems.

H3a:

There is relationship between product and brand awareness of the Intel
microprocessor for built-to-order computer systems.

Hypothesis 4:

H4o:

There is no relationship between product and brand association of the Intel
microprocessor for built-to-order computer systems.

H4a:

There is relationship between product and brand association of the Intel
microprocessor for built-to-order computer systems.

Hypothesis 5:

H5o:

There is no relationship between price and perceived quality in purchase of the
Intel microprocessor for built-to-order computer systems.

H5a:

There is relationship between price and perceived quality in purchase of the Intel
microprocessor for built-to-order computer systems.

Hypothesis 6 :

H6o:

There is no relationship between place and perceived quality of the Intel
microprocessor for built-to-order computer systems.

H6a:

There is relationship between place and perceived quality of the Intel
microprocessor for built-to-order computer systems.
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Hypothesis 7:

H7o:

There is no relationship between place and brand loyalty of the Intel
microprocessor for built-to-order computer systems.

H7a:

There is relationship between place and brand loyalty of the Intel microprocessor
for built-to-order computer systems.

Hypothesis 8:

H8o:

There is no relationship between place and brand awareness in purchase Intel
microprocessor for build to order computer system

H8a:

There is relationship between place and brand awareness in purchase Intel
microprocessor for build to order computer system

Hypothesis 9:

H9o:

There is no relationship between place and brand association of the Intel
microprocessor for built-to-order computer systems.

H9a:

There is relationship between place and brand association of the Intel
microprocessor for built-to-order computer systems.

Hypothesis 10:

HlOo: There is no relationship between promotion and perceived quality of the Intel
microprocessor for built-to-order computer systems.
HlOa: There is relationship between promotion and perceived quality of the Intel
microprocessor for built-to-order computer systems.

Hypothesis 11:

Hllo: There is no relationship between promotion and brand loyalty in purchase of the
Intel microprocessor for built-to-order computer systems.
Hl la: There is relationship between promotion and brand loyalty in purchase of the Intel
microprocessor for built-to-order computer systems.
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Hypothesis 12:

H12o: There is no relationship between promotion and brand awareness in purchase of
the Intel microprocessor for built-to-order computer systems.
H12a: There is relationship between promotion and brand awareness in purchase of the
Intel microprocessor for built-to-order computer systems.

Hypothesis 13:

Hl3o: There is no relationship between promotion and brand association of the Intel
microprocessor for built-to-order computer systems.
Hl3a: There is relationship between promotion and brand association of the Intel
microprocessor for built-to-order computer systems.

Hypothesis 14:

H14o: There is no relationship between perceived quality and customer loyalty m
purchase of the Intel microprocessor for built-to-order computer systems.
Hl 4a: There is relationship between perceived quality and customer loyalty in purchase
of the Intel microprocessor for built-to-order computer systems.

Hypothesis 15:

H15o: There is no relationship between brand loyalty and customer loyalty in purchase
of the Intel microprocessor for built-to-order computer systems.
H15a: There is relationship between brand loyalty and customer loyalty in purchase of
the Intel microprocessor for built-to-order computer systems.

Hypothesis 16:

H16o: There is no relationship between brand awareness and customer loyalty of the
Intel microprocessor for built-to-order computer systems.
H16a: There is relationship between brand awareness and customer loyalty of the Intel
microprocessor for built-to-order computer systems.
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Hypothesis 17:

Hl 7o: There is no relationship between brand association and customer loyalty m
purchase of the Intel microprocessor for built-to-order computer systems.
Hl 7a: There is relationship between brand association and customer loyalty in purchase
of the Intel microprocessor for built-to-order computer systems.

Hypothesis 18:

H18o: There is no relationship between brand equity and customer loyalty in purchase of
the Intel microprocessor for built-to-order computer systems.
H18a: There is relationship between brand equity and customer loyalty in purchase of
the Intel microprocessor for built-to-order computer systems.

Hypothesis 19:

H19o: There is no relationship between product and customer loyalty in purchase of the
Intel microprocessor for built-to-order computer systems.
H19a: There is relationship between product and customer loyalty in purchase of the
Intel microprocessor for built-to-order computer systems.

Hypothesis 20:

H20o: There is no relationship between price and customer loyalty in purchase of the
Intel microprocessor for built-to-order computer systems.
H20a: There is relationship between price and customer loyalty in purchase of the Intel
microprocessor for built-to-order computer systems.

Hypothesis 21:

H21o: There is no relationship between place and customer loyalty in purchase of the
Intel microprocessor for built-to-order computer systems.
H21a:

There is relationship between place and customer loyalty in purchase of the Intel
microprocessor for built-to-order computer systems.
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Hypothesis 22:

H22o: There is no relationship between promotion and customer loyalty in purchase of
the Intel microprocessor for built-to-order computer systems.
H22a: There is relationship between promotion and customer loyalty in purchase of the
Intel microprocessor for built-to-order computer systems.

Hypothesis 23:

H23o: There is no relationship between marketing mix including of product, price, place,
promotion and customer loyalty of the Intel microprocessor for built-to-order
computer systems.
H23a: There is relationship between marketing mix including of product, price, place,
promotion and customer loyalty of the Intel microprocessor for built-to-order
computer systems.

3.4 OPERATIONALIZATION OF THE INDEPENDENT AND DEPENDENT
VARIABLES

In this research, the main dependent variable is customer loyalty and the main
independent variables are brand equity (perceived quality, brand loyalty, brand
awareness, brand association) and marketing mix elements (product, price, place,
promotion). Table 3.1

shows the conceptual and operational definitions of each

component for those variables.
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Table 3.1 Conceptualization and Operationalization of Variables
Variable

Conceptual Definition

Operationalization

Customer
Loyalty

Loyalty is one of the ways with which
the consumer express his/her
satisfaction with the performance of
the product or service received.
(Bloemer and Kasper, 1995)

- Overall satisfaction as a
general evaluation based on total
purchase and consumption
experience with brand.

Brand
Equity

Brand Equity is defined as a set of
assets and liabilities linked to the
brand, which add value to or subtract
value from a product in its
relationship with customers. (Aaker,
1991)

- Perceived Quality

Perceived quality as the consumer's
judgment about a product's overall
excellence or superiority. (Zeitharnl,
1988)

- High perceived quality mean
long-term experience related to
the brand.

Brand loyalty as a deeply held
commitment to rebuy or repatronize a
preferred product or service
consistently in the future. (Oliver,
1997)

- Consumer purchase a brand
routinely.

Perceived
Quality

Brand
Loyalty

Level of
Measurement
Interval

Interval

- Brand Loyalty
- Brand Awareness
- Brand Association
Interval

- Consumer recognizes the
differentiation and superiority of
the brand.
Interval

- Resist switching to another
brand.
(Yoo, 2000)

Brand
Awareness

strength of a brand's presence in the
consumer's mind (Aaker, 1996)

- Known brand

Interval

- Recognition of brand name
- Familiarity with the brand
(Sauer, 2005)

Brand
Association

Brand association as "anything linked
in memory to a brand" and brand
image as "a set of brand associations
usually in some meaningful way".
(Aaker, 1996)

- Differentiating the brand from
competitors
- Creating positive attitude
toward the brand
- Helping consumer to retrieve
brand information. (Aaker,
1991)
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Interval

Table 3.1 Conceptualization and Operationalization of Variables (continued)
Level of
Variable
Marketing
Mix

Product

Price

Place

Promotion

Operationalization

Conceptual Definition
Marketing Mix is one of the most
fundamental concepts associated with
the marketing process. The theory
underlying the four Ps concept is that,
if one managers to achieve the right
product at the right price with the
appropriate promotion and in the right
place, the marketing program will be
effective and successful (Buckley,
1993).
Product refers to anything that can be
offered to a market to satisfy a want or
need (Kotler, 2000). Consumers tend
to perceive the products from an
overall perspective (Murphy, 1990),
and a firm's brand strategy is
evaluated in terms of the product's
perceived quality, functionality, and
reliability (Yoo et al., 2000).

l. Product

Interval

2. Price
3. Place
4. Promotion and communication

- Capability of the product

Interval

- Usage Effectiveness
- Value of money
- Availability
- Reliability of brand
(Rio, 2001).

Price refers to the amount of money
one must pay to obtain the right to use
the product (Hawkins, 2001) as people
are more likely to use price as an
indicator of quality for relatively
expensive products. (Olson, 1977;
Yoo et al., 2000)

- High priced brands are often
perceived to be higher quality.
(Yoo et al., 2000)

Place refers to the set of
interdependent organizations involved
in the process of making a product or
service available for use or
consumption (Kotler, 2000) and can
be evaluated subjectively in terms of
buyer's perceptions of the brand's
distribution intensity (eg. the number
of stores that the brand is sold) and the
image of the stores where the brand is
sold (Yoo et al., 2000).

- Good image store signal that a
brand is of good quality

Promotion refers to all the activities
the company undertakes to
communicate and promote its
products to the target market (Kotlet,
2000) and is visible through its
advertising spending, which creates
brand awareness in the market, and
through the frequency of price deals
offered for the brand (Yoo et al.,
2000).

- Heavy advertising spending
show superior quality
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Measurement

Interval

- Price is positively related to
perceived quality. (Rao and
Momoe, 1989)
Interval

- Intensive distribution provides
convenience in purchasing and
easier to get services.
(Yoo, 2000)

- Sale promotion enhances shortterm performance by
encouraging sale and momentary
brand switching (Gupta, 1988).

Interval

CHAPTER4

RESEARCH METHODOLOGY

The purpose of this chapter is to provide details of the research methodology
applied in order to test the previously stated hypotheses. Also discussed are the sampling
procedures, questionnaire design, and pretest results.

4.1 Research Method Used
The research method of this study is descriptive. The purpose of descriptive
research is to describe characteristics of a population or phenomenon (Malhotra, 2000).
Descriptive research seeks to determine the answers to who, what, when, where and how
questions. Descriptive studies are based on some previous understanding of the nature of
the research problem.

(Zikmund, 2003). As part of the descriptive research,

questionnaires were used to survey a sample of the target population.

4.2 Target Population and Sampling Procedures
The target population of this research is people who live in Bangkok area, are
familiar with Intel, and make the decision to purchase a built-to-order computer. The data
were collected by surveying respondents at major IT malls established in Bangkok
including Pantip Plaza, Seri Center, Zeer Rangsit, and IT Mall Fortune. More
specifically, the intercept site was the promotional Intel booth located within the mall.2
People who visited and/or redeemed their purchase receipts for the gift at the Intel booth
were considered potential respondents and were approached for participation.

2

Intel always has booths in IT malls to highlight their newest technologies in the market to the consumer as
well as to offer promotional bundles for the Intel CPU. For each purchase of an Intel CPU, customers can
redeem a gift at the Intel booth.
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4.2.1

Sampling Plan

Sample Size. Sample size is the number of elements from the target population
to be included in a study. Since this research involved the distribution of questionnaires
in major IT malls in Bangkok, the four IT malls have an approximate number of traffic of
around 100,000 people per day. Based on the theoretical sample sizes for different sizes
of population and a 95 percent level of certainty, as shown in table 4.1, for a population
more than 100,000 people, a sample size of at least 384 respondents is sufficient.
Therefore, the sample size for this study was 384 respondents who are Intel
Microprocessor users in Bangkok.

Table 4.1 Theoretical Sample Sizes for Different Sizes of Population and a 95 Percent
Level of Certainty

Size of Population
(Sampling Frame)

Reguired Samele for Tolerable Error
5%

4%

3%

2%

100
500

79
217

85
272

91
340

96
413

1,000

277

375

516

705

5,000

356

535

897

1,622

50,000

381

593

1,044

2,290

100,000

382

596

1,055

2,344

2,344
1,065
1,067
2,400
25,000,000
384
600
1
Source: Anderson, G. (1996). Fundamentals of Educational Research, 1• Ed., London: Falmer Press.
1,000,000

Sampling Procedure.

384

599

Nonprobability convenience sampling technique was

used for this study. In nonprobability sampling, 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 or convenience. (Zikmund, 2003). The selection of sampling units is left
primarily to the interviewer. The sampling units are accessible, easy to measure, and
cooperative (Malhotra, 2000).
The sample survey method of obtaining information was used as a means for data
collection. Four trained field researchers who were briefed on the objective of this study
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and given detailed procedures to administer the questionnaire conducted the field work.
Those four staff helped distribute the questionnaire to respondents who visited the futel
booth at Pantip Plaza, Seri Center, Zeer Rangsit and IT Mall Fortune.

4.3 Research Instruments I Questionnaire

Self-administered questionnaires were designed as the data collection instrument.
The questionnaire was divided into three main parts including the screening questions;
consumer perceptions on marketing mix (product, price, place, promotion) and brand
equity (perceived quality, brand loyalty, brand awareness, brand association and loyalty;
and personal data. Each is discussed in detail next.
Part I: Screening question. Two screening questions were necessary in order

to assess whether the potential respondent fit the target population characteristics. The
first question is related to whether he/she participates in the purchase of a built-to-order
computer system. The second question is related to whether he/she selected an Intel
microprocessor for his/her built-to-order computer. If the individual answered 'Yes' to
both questions, he/she was asked for further participation. Those that answered 'No' were
asked to merely provide personal data.
Part II: Perceptual data. Consumer perceptions regarding the main constructs

(i.e. marketing mix: product, price, place, promotion; brand equity: perceived quality,
brand loyalty, brand awareness, brand association; and customer loyalty) were in Part II
of the questionnaire and included items number 5 through 14. Perceptual data were
measured using the five-point Likert-scale. Likert-scales were used to indicate the extent
to which the respondent agreed with a given statement, with 1 being strongly disagree
and 5 being strongly agree.
An open-ended question asked for the respondent's opinion about the prices of

branded computers that had an futel microprocessor inside versus a built-to-order
computer that had an futel microprocessor inside.
Part III: Personal data. Part III pertained to questions about the respondent's

personal characteristics and computer usage.
The questionnaire was initially drafted in English and translated to Thai using the
forward translation method involving a translation from the source language (English) to
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the target language (Thai) (Craig & Douglas, 2005). Therefore, two bilingual translators
translated the English questionnaire and their versions were compared and reconciled.
The clarity of the Thai translation was further evaluated through a pretest of the
questionnaire.

Pretesting

Zikmund (2003) stated that the pretesting process allows the researchers to
determine if the respondents have any difficulty understanding the questionnaire and
whether there are any ambiguous or biased questions. Malhotra (2000) stated that in order
to conduct the pretest, the number respondents should be at least 15 - 30. /rhus, the
questionnaire was distributed to a convenience sample of 30 people. The characteristics
of the pretest respondents were not too divergent from the actual respondents.
Reliability is the degree to which measures are free from error and therefore yield
consistent results. The Cronbach's coefficient alpha (Cohen, West, Cohen and Aiken,
2003) to test the reliability of the questionnaires was used in this study. Malhotra (1999)
indicated that if the reliability value is at least 0.60, it is satisfactory internal consistency
reliability/The internal reliability analysis for the 10 multi-item constructs was conducted
by using the Statistical Package for Social Science (SPSS) program version 13.0. Seven
of the ten constructs had a coefficient alpha greater than 0.60, however, three of the
constructs generated unacceptable reliability. Consequently, the questionnaire was
evaluated by a bilingual scholar and necessary modifications to the wording were made.
The procedure used in the first pretest was adopted for the second pretest, however, a
pretest sample size of 50 was used. The second pretest provided more reliable results,
with coefficient alphas ranging from 0.6525 to 0.8648. The pretest Cronbach alphas for
the major constructs is presented in table 4.2.
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Table 4.2 Pretest Reliability Coefficients (Cronbach's Alpha) Results

Cronbach's Alpha
0.6729

Dependent Variable
Loyalty

Cronbach's Alpha
0.8404
0.8648
0.8371
0.6525
0.6976
0.7925
0.7976
0.8485
0.7930

Independent Variable
Brand Equity
Perceived Quality
Brand Loyalty
Brand Awareness
Brand Association
Product
Price
Place
Promotion

Data Collection Procedures
Data were collected by self-administered questionnaires. The self-administered
questionnaire would minimize potential interviewer bias and the respondent can provide
data with more neutral information. It is also a means to minimize cost since data
collection did not require the hiring of a skilled interviewer. At each of the four major IT
Malls including Pantip Plaza, IT Mall Fortune, Zeer Rangsit and Seri Center, respondents
were asked to complete a copy of the questionnaire at a table set up close to the Intel
booth. The questionnaire took approximately 15 to 25 minutes for a respondent to
complete. Data were collected during May 2006 covering different days of the week and
times of the day throughout a three-week time period.

4.4 Statistical Treatment of Data
After collecting the data, responses were input and analyzed using SPSS 13.0.
Zikmund (2003) stated that in most situations, it cannot be assumed that data are metric
(interval or ratio scaled) and a nonparametric correlation technique may be utilized as a
substitute for the Pearson correlation technique. A group of correlation measures deals
with rank-order data. Suppose two groups of consumers were asked to rank, in order of
preference, the brands of a product class. In this study, the relationships between element
of brand equity, marketing mix and brand loyalty were the primary objectives and the
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hypotheses to be tested. The appropriate statistics to accomplish these purposes is the
Pearson correlation statistic.
Burns and Bush (2005) stated that the correlation coefficient is an index number,
constrained to fall between the range of -1.0 and +1.0, which communicates both the
strength and the direction of association between two variables. The Pearson product
moment correlation measures the linear relationship between two interval - and/or ratioscaled variables. The sign of the correlation coefficient indicates the direction of the
relationship. Negative correlation coefficients reveal that the relationship is inverse: as
one variable increases, the other variable decreases. Positive correlation coefficients
reveal that the relationship is increasing: larger quantities of one variable are associated
with larger quantities of another variable.
Burns and Bush (2005) provide a means to interpret magnitude of the correlation
coefficient. As shown in table 4.3, correlation coefficients that fall between +1.00 and
+.81 or between -1.00 and -.81 are generally considered to be "high".

That is, the

association between the two variables is strong. Those correlations that fall between +.80
and +.61 or -.80 and -.61 generally indicate a "moderate" association. Those that fall
between +.60 and +.41 or -.60 and -.41 are typically considered to be "low", and they
denote a weak association. Finally, any correlation that falls between the range of +.21
and +.40 or -.21 and -.40 is usually considered a very weak association between the
variables. Next, any correlation that is equal to or less than +.20 or -.20 is typically
uninteresting because it rarely identifies a meaningful association between two variables.

Table 4.3 Correlation Coefficient Size

Coefficient Range

Strength of Association

± .81to±1.00

Strong

± .61 to± .80

Moderate

± .41 to± .60

Weak

± .21 to± .40

Very weak

± .00 to± .20

None

Source : Bums & Bush (2005). Marketing Research.
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CHAPTERS

PRESENTATION AND CRITICAL DISCUSSION OF RESULTS

This chapter discusses the analysis of the results. The first part presents the
descriptive statistics including the sample characteristics and computer usage. The second
part presents the hypotheses testing results from an examination of the correlation
coefficients.

5.1. Descriptive Statistics
Descriptive statistics used to describe or summanze information about a
population or sample (Zikmund, 2003).

Descriptive analysis used by marketing

researchers to describe the sample data matrix in such a way as to portray the typical
respondent and to reveal the general pattern of responses.

Descriptive measures are

typically used early in the analysis process and become foundations for subsequent
analysis (Burns & Bush, 2005). In this research, descriptive statistics is used to describe
the demographic characteristics of the sample of 384 respondents.

Table 5.1 shows the frequency the sample's purpose in using a built-to-order
computer. Over three-fourths of the sample, or 78.6% of 384 respondents use the builtto-order computer for Home use whereas 21.1 % or 81 respondents use it for business use.

Table 5.1 Purpose in Using a Built-to-order Computer

Valid

Business use
Home use
Others
Total

Freguency
81
302
1
384
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Percent
21.1
78.6
.3
100.0

Valid Percent
21.1
78.6
.3
100.0

Cumulative
Percent
21.1
99.7
100.0

Table 5.2 shows the gender proportions of the sample. Males represent 66.4% or
255 respondents while females represent 33.6% or 129 respondents.

This majority

proportion of males computer shoppers is consistent with those reported by Intel retailers
in Thailand.

Table 5.2 Gender

Freguenc~

Valid

Male
Female

255
129

Total

384

Percent
66.4

Valid Percent
66.4

Cumulative
Percent
66.4

33.6

33.6

100.0

100.0

100.0

Table 5.3 shows the proportions of age groups of the sample. Respondents aged
between 21 - 30 years constitutes 64.6% of the sample, which is the largest group of
respondents. Respondents aged between 31-40 years represents 19.3%, those aged less
than 20 years old represents 11.7%, and those aged between 41- 50 years old represent
4.4%.

Table 5.3

Age Group

Freguenc~

Valid

Less than 20 years
21-30 years
31-40 years
41-50 years
Total

45
248
74
17
384

Percent
11.7
64.6
19.3
4.4
100.0

Valid Percent
11.7
64.6
19.3
4.4
100.0

Cumulative
Percent
11.7
76.3
95.6
100.0

Table 5.4 shows the proportions of marital status of the sample. A majority,
68.5% or 263, of the sample is single. Only 31 % of the sample or 119 respondents are
married.
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Table 5.4

Marital Status

Valid

Single
Married
Divorced/Widowed
Separated
Total

Freguency
263
119
1
1
384

Percent
68.5
31.0
.3
.3
100.0

Valid Percent
68.5
31.0
.3
.3
100.0

Cumulative
Percent
68.5
99.5
99.7
100.0

Table 5 .5 shows the proportion of education level completed of the sample.
Respondents who have completed a bachelors degree represents 65.6% of the sample,
vocational degree represents 16.9%, Mathayom 6 represents 9.4%, and master degree
represents 7.8%.

Table 5.5 Education Level Completed

Valid

Mathayom 6
Vocational degree
Bachelors degree
Master degree
Doctoral degree
Total

Freguency
36
65
252
30
1
384

Percent
9.4
16.9
65.6
7.8
.3
100.0

Valid Percent
9.4
16.9
65.6
7.8
.3
100.0

Cumulative
Percent
9.4
26.3
91.9
99.7
100.0

Table 5.6 shows the proportions of occupation of the sample. Respondents who
are a company employee represents 32.6%, which is the largest group of respondents.
Students represent 32%, self-employed or business owner represents 18.8%, government
officer represent 13%, and manager or supervisor represents 2.6%.
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Table 5.6

Valid

OccuQation

Company employee
Manager/Supervisor
Government officer
Self -employed/ Business owner
Student
Others
Total

Freguency
125
10
50
72
123
4
384

Percent
32.6
2.6
13.0
18.8
32.0
1.0
100.0

Valid Percent
32.6
2.6
13.0
18.8
32.0
1.0
100.0

Cumulative
Percent
32.6
35.2
48.2
66.9
99.0
100.0

Table 5.7 shows the proportions of personal monthly income level groups of the
sample. Respondents earning a personal monthly income between 10,001 - 20,000 baht
represent 41.7% of the sample. Respondents earning personal monthly income of less
than 10,000 baht represent 32.3%,

between 20,001 - 30,000 baht represent 16.4%,

between 30,001- 40,000 baht represent 4.2%, less than 50,000 baht represent 3.1 %, and
between 40,001 - 50,000 baht represent 2.3%.

Table 5.7 Personal Monthly Income

Valid

Less than 10,000 baht
10,001 - 20,000 baht
20,001 - 30,000 baht
30,001 - 40,000 baht
40,001 - 50,000 baht
More than 50,000 baht
Total

Freguenc:y
124
160
63
16
9
12
384

Percent
32.3
41.7
16.4
4.2
2.3
3.1
100.0

Valid Percent
32.3
41.7
16.4
4.2
2.3
3.1
100.0

Cumulative
Percent
32.3
74.0
90.4
94.5
96.9
100.0

Table 5.8 shows that from total 384 respondent, 218 respondents or 56.8% has
agree that for built-to-order computer, they would prefer one that has an Intel
microprocessor inside.

Ninety-one respondents or 23.7% indicated neutral, 64

respondents or 16.7% strongly agree with the statement, and only 11 respondents or 2.9%
disagree with the statement.
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Table 5.8

Preference for Intel Microprocessor Inside Build-to-order Computer

Valid

Disagree
Neutral
Agree
Strongly Agree
Total

Percent
2.9
23.7
56.8
16.7
100.0

Freguency
11
91
218
64
384

Valid Percent
2.9
23.7
56.8
16.7
100.0

Cumulative
Percent
2.9
26.6
83.3
100.0

Table 5.9 shows that from the total of 384 respondents, 222 or 57.8% agree that
they prefer built-to-order computer with Intel inside over a built-to-order computer that
has a different but equivalent quality microprocessor. Ninety-nine respondents or 25.8%
are neutral, 56 respondents or 14.6% strongly agree with the statement, and only 7
respondents or 1.8% disagree.

Table 5.9

Preference for Intel Microprocessor Over a Different Equivalent Quality

Microprocessor

Valid

Disagree
Neutral
Agree
Strongly Agree
Total

Freguency
7
99
222
56
384

Percent
1.8
25.8
57.8
14.6
100.0

Valid Percent
1.8
25.8
57.8
14.6
100.0

Cumulative
Percent
1.8
27.6'
85.4
100.0

Table 5.10 shows that from the total of 384 respondents, 230 or 59.9% agree that
a built-to-order computer with Intel inside is of higher quality than a built-to-order
computer with another microprocessor brand. Eighty-five respondents or 22.1 % are
neutral, 57 respondents or 14.8% strongly agree with the statement, and only 12
respondents or 3.1 % has disagree.
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Table 5.10

Opinion That a Built-to-order Computer with Intel Inside is of Higher

Quality than a Built-to-order Computer with Another Microprocessor Brand

Valid

Disagree
Neutral
Agree
Strongly Agree
Total

Freguency
12
85
230
57
384

Percent
3.1
22.l
59.9
14.8
100.0

Valid Percent
3.1
22.1
59.9
14.8
100.0

Cumulative
Percent
3.1
25.3
85.2
100.0

Table 5.11 shows that from a total of 384 respondents, 203 respondents or 52.9%
agree that built-to-order computer with Intel inside is of equivalent quality than a branded
computer (eg. Acer, HP) with another brand microprocessor. Ninety-seven respondents
or 25.3% are neutral, 67 respondents or 17.4% strongly agree with the statement, 15
respondents or 3.9% disagree with the statement, and only 2 respondents or 0.5%
strongly disagree.

Table 5.11

Opinion That a Built-to-order Computer with Intel inside is of Equivalent

Quality with a Branded Computer

Valid

Strongly Disagree
Disagree
Neutral
Agree
Strongly Agree
Total

Freguencl
2
15
97
203
67
384

Percent
.5
3.9
25.3
52.9
17.4
100.0

Valid Percent
.5
3.9
25.3
52.9
17.4
100.0

Cumulative
Percent
.5
4.4
29.7
82.6
100.0

Table 5.12 shows that from a total of 384 respondents, 196 respondents or 51 %
agree that when choosing a computer, the computer brand is more important than the
microprocessor brand. Ninety-two respondents or 24% are neutral, 56 respondents or
14.6% strongly agree with the statement, 34 respondents or 8.9% disagree with the
statement, and only 6 respondents or 1.6% strongly disagree.
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Table 5.12

Opinion That the Computer Brand is More Important than the

Microprocessor Brand

Valid

Strongly Disagree
Disagree
Neutral
Agree
Strongly Agree
Total

Fre9uency
6
34
92
196
56
384

Percent
1.6
8.9
24.0
51.0
14.6
100.0

Valid Percent
1.6
8.9
24.0
51.0
14.6
100.0

Cumulative
Percent
1.6
10.4
34.4
85.4
100.0

Table 5.13 shows that from a total of 384 respondents, 233 respondents or 60.7%
agree that among branded computers (eg. Acer, HP), they would prefer a branded
computer that has an Intel microprocessor inside. Eighty-eight respondents or 22.9% are
neutral, 51 respondents or 13.3% strongly agree with the statement, and 12 respondents
or 3.1% disagree.

Table 5.13 Preference for a Branded Computer that has an Intel Microprocessor Inside

Valid

Disagree
Neutral
Agree
Strongly Agree
Total

Frequency
12
88
233
51
384

Percent
3.1
22.9
60.7
13.3
100.0

Valid Percent
3.1
22.9
60.7
13.3
100.0

Cumulative
Percent
3.1
26.0
86.7
100.0

Table 5.14 shows that from a total of 384 respondents, 229 respondents or 59.6% agree
that they would prefer a branded computer with Intel inside over a branded computer that
has a different but equivalent quality microprocessor. Ninety-five respondents or 24.7%
are neutral, 49 respondents or 12.8% strongly agree with the statement, and only 11
respondents or 2.9% disagree.
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Table 5.14

Preference for a Branded Computer with Intel Inside Over a Branded

Computer with a Different Equivalent Quality Microprocessor

Valid

Disagree
Neutral
Agree
Strongly Agree
Total

Percent
2.9
24.7
59.6
12.8
100.0

Freguency
11
95
229
49
384

Valid Percent
2.9
24.7
59.6
12.8
100.0

Cumulative
Percent
2.9
27.6
87.2
100.0

Table 5.15 shows that from a total of 384 respondents, 221 respondents or 57.6%
agree that a branded computer with Intel inside is of higher quality than a built-to-order
computer with Intel inside. Eighty-nine or 23.2% are neutral, 57 respondents or 14.8%
strongly agree with the statement, 14 respondents or 3.6% disagree with the statement,
and only 3 respondents or 0.8% strongly disagree.

Table 5.15

Opinion that a Branded Computer with Intel Inside is of Higher Quality

than a Built-to-order Computer with Intel Inside

Valid

Strongly Disagree
Disagree
Neutral
Agree
Strongly Agree
Total

Freguency
3
14
89
221
57
384

Percent
.8
3.6
23.2
57.6
14.8
100.0

Valid Percent
.8
3.6
23.2
57.6
14.8
100.0

Cumulative
Percent
.8
4.4
27.6
85.2
100.0

Table 5.16 shows that from a total of 384 respondents, 227 respondents or 59.1 %
agree that a branded computer with Intel inside is of equivalent quality to a built-to-order
computer with Intel inside. Ninety-two respondents or 24% are neutral, 54 respondents
or 14.l % strongly agree with the statement, 10 respondents or 2.6% disagree with the
statement, and only 1 respondent or 0.3% strongly disagree.
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Table 5.16 Opinion that a Branded Computer with Intel Inside is Equivalent to a Build-

to-order Computer with Intel Inside

Valid

Strongly Disagree
Disagree
Neutral
Agree
Strongly Agree
Total

Freguency
1
10
92
227
54
384

Percent
.3

2.6
24.0
59.1
14.1
100.0

Valid Percent
.3
2.6
24.0
59.1
14.1
100.0

Cumulative
Percent
.3

2.9
26.8
85.9
100.0

For the open-ended question asking the respondent for his/her opinion about the
price of a built-to-order computer that does not have an Intel microprocessor inside, the
responses range from 10,000 to 50,000 baht. A majority of respondents indicated a price
of 20,000 baht.
For the open-ended question asking the respondent for his/her opinion about the
price of a built-to-order computer that does have an Intel microprocessor inside, the
responses range from 12,000 to 55,000 baht. A majority of respondents indicated the
price of 25,000 baht.
For the open-ended question asking the respondent for his/her opinion about the
price of a branded computer (e.g. HP, Acer) that does not have an Intel microprocessor,
inside, the responses range from 10,000 to 53,000 baht. A majority of respondents
indicated the price of 20,000 baht.
For the open-ended question asking the respondent for his/her opinion about the
price of a Branded computer that does have an Intel microprocessor inside, the responses
range from 16,000 to 70,000 baht. A majority of respondents indicated the price of
25,000 baht.
Respondents were also asked to rank the importance of factors that influence their
decision to purchase a computer. In the order of their ranking, the factors are "feature of
the computer," "latest technology," "design of the system," "promotion," and "price."
Respondents were also asked to rank the importance of different sources of
information that help them make the purchase decision for a computer. In the order of
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their ranking, the sources of information are "computer magazine," "technical expert,"
"colleagues," "advertisement," "family members," and information is "salesperson."
Respondents were asked to rank the frequency of using their computer for
different tasks. In the order of their ranking, the uses are "work/office application,"
"Internet communication," "Internet information search," "games," and "graphic design."

5.2 Hypothesis Testing

Hypothesis 1:

Hlo:

There is no relationship between product and perceived quality of the Intel
microprocessor for built-to-order computer systems.

Hla:

There is relationship between product and perceived quality of the Intel
microprocessor for built-to-order computer systems.

The correlation coefficient in table 5 .17 indicates that there is a statistically
positive relationship between product and perceived quality for Intel (r

= .587, p = .000).

The null hypothesis is rejected. In addition, the value of the Pearson correlation is 0.587,
which is considered a weak relationship.

Table S.17 Correlation Coefficient Between Product and Perceived Quality
Product
Perceived Quality

Pearson Correlation

.587(**)

Sig. (2-tailed)

.000

N

384

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

Hypothesis 2:

H2o:

There is no relationship between product and brand loyalty of the Intel
microprocessor for built-to-order computer systems.

H2a:

There is relationship between brand product and brand loyalty of the Intel
microprocessor for built-to-order computer systems.
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The correlation coefficient in table 5.18 indicates that there is a statistically
positive relationship between product and brand loyalty for Intel (r

= .516, p = .000).

The null hypothesis is rejected. In addition, the value of the Pearson correlation is 0.516,
which is considered a weak relationship.

Table 5.18 Correlation Coefficient Between Product and Brand Loyalty

Brand Loyalty

Pearson Correlation

Product
.516(**)

Sig. (2-tailed)

.000

N

384

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

Hypothesis 3 :

H3o:

There is no relationship between product and brand awareness of the Intel
microprocessor for built-to-order computer systems.

H3a:

There is relationship between product and brand awareness of the Intel
microprocessor for built-to-order computer systems.

The correlation coefficient in table 5.19 indicates that there is a statistically
positive relationship between product and brand awareness for Intel (r = .481, p = .000).
The null hypothesis is rejected. In addition, the value of the Pearson correlation is 0.481,
which is considered a weak relationship.

Table 5.19 Correlation Coefficient Between Product and Brand Awareness
Product
Brand Awareness

Pearson Correlation

.481(**)

Sig. (2-tailed)

.000

N

384

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

67

Hypothesis 4:
H4o:

There is no relationship between product and brand association of the Intel
microprocessor for built-to-order computer systems.

H4a:

There is relationship between product and brand association of the Intel
microprocessor for built-to-order computer systems.

The correlation coefficient in table 5.20 indicates that there is a statistically
positive relationship between product and brand association for Intel (r = .538, p

= .000).

The null hypothesis is rejected. In addition, the value of the Pearson correlation is 0.538,
which is considered a weak relationship.

Table 5.20 Correlation Coefficient Between Product and Brand Association

Brand Association

Pearson Correlation
Sig. (2-tailed)

Product
.538(**)

N

.000

384

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

Hypothesis 5:
H5o:

There is no relationship between price and perceived quality in purchase of the
Intel microprocessor for built-to-order computer systems.

H5a:

There is relationship between price and perceived quality in purchase of the Intel
microprocessor for built-to-order computer systems.

The correlation coefficient in table 5.21 indicates that there is a statistically
positive relationship between price and perceived quality for Intel (r

= .482, p = .000).

The null hypothesis is rejected. In addition, the value of the Pearson correlation is 0.482,
which is considered a weak relationship.
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Table 5.21 Correlation Coefficient Between Price and Perceived Quality
Price
Perceived Quality

Pearson Correlation

.482(**)

Sig. (2-tailed)

.000

N

384

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

Hypothesis 6:
H6o:

There is no relationship between place and perceived quality of the Intel
microprocessor for built-to-order computer systems.

H6a:

There is relationship between place and perceived quality of the Intel
microprocessor for built-to-order computer systems.

The correlation coefficient in table 5.22 indicates that there is a statistically
positive relationship between place and perceived quality for Intel (r

= .594, p = .000).

The null hypothesis is rejected. In addition, the value of the Pearson correlation is 0.594,
which is considered a weak relationship.

Table 5.22 Correlation Coefficient Between Place and Perceived Quality

Perceived Quality

Pearson Correlation

Place
.594(**)

Sig. (2-tailed)

.000

N

384

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

Hypothesis 7 :
H7o:

There is no relationship between place and brand loyalty of the Intel
microprocessor for built-to-order computer systems.

H7a:

There is relationship between brand place and brand loyalty of the Intel
microprocessor for built-to-order computer systems.
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The correlation coefficient in table 5.23 indicates that there is a statistically
positive relationship between place and brand loyalty for Intel (r = .615, p = .000). The
null hypothesis is rejected. In addition, the value of the Pearson correlation is 0.615,
which is considered a moderate relationship.

Table 5.23 Correlation Coefficient Between Place and Brand Loyalty

Brand Loyalty

Pearson Correlation

Place
.615(**)

Sig. (2-tailed)

.000

N

384

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

Hypothesis 8 :
H8o:

There is no relationship between Place and Brand Awareness in purchase Intel
microprocessor for build to order computer system

H8a:

There is relationship between Place and Brand Awareness in purchase Intel
microprocessor for build to order computer system

The correlation coefficient in table 5.24 indicates that there is a statistically
positive relationship between place and brand awareness for Intel (r

= .557, p = .000).

The null hypothesis is rejected. In addition, the value of the Pearson correlation is 0.557,
which is considered a weak relationship.

Table 5.24

Correlation Coefficient Between Place and Brand Awareness
Place
Brand Awareness

Pearson Correlation

.557(**)

Sig. (2-tailed)

.000

N

384

* * Correlation is significant at the 0.01 level (2-tailed).
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Hypothesis 9 :
H9o:

There is no relationship between place and brand association of the Intel
microprocessor for built-to-order computer systems.

H9a:

There is relationship between place and brand association of the Intel
microprocessor for built-to-order computer systems.

The correlation coefficient in table 5.25 indicates that there is a statistically
positive relationship between place and brand association for Intel (r

= .591, p = .000).

The null hypothesis is rejected. In addition, the value of the Pearson correlation is 0.591,
which is considered a weak relationship.

Table 5.25

Correlation Coefficient Between Place and Brand Association

Brand Association

Pearson Correlation

Place
.591(**)

Sig. (2-tailed)

.000

N

384

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

Hypothesis 10:
HlOo: There is no relationship between promotion and perceived quality of the Intel
microprocessor for built-to-order computer systems.
HlOa: There is relationship between promotion and perceived quality of the Intel
microprocessor for built-to-order computer systems.

The correlation coefficient in table 5.26 indicates that there is a statistically
positive relationship between promotion and perceived quality for Intel (r = .570, p

=

.000). The null hypothesis is rejected. In addition, the value of the Pearson correlation is
0.570, which is considered a weak relationship.
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Table 5.26

Correlation Coefficient Between Promotion and Perceived Quality
Promotion
Perceived Quality

Pearson Correlation

.570(**)

Sig. (2-tailed)

.000

N

384

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

Hypothesis 11:

Hllo: There is no relationship between promotion and brand loyalty in purchase of the
Intel microprocessor for built-to-order computer systems.
Hlla: There is relationship between brand promotion and brand loyalty in purchase of
the Intel microprocessor for built-to-order computer systems.

The correlation coefficient in table 5.27 indicates that there is a statistically
positive relationship between promotion and brand loyalty for Intel (r

= .559, p = .000).

The null hypothesis is rejected. In addition, the value of the Pearson correlation is 0.559,
which is considered a weak relationship.

Table 5.27

Correlation Coefficient Between Promotion and Brand Loyalty
Promotion
Brand Loyalty

Pearson Correlation

.559(**)

Sig. (2-tailed)

.000

N

384

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

Hypothesis 12:

H12o: There is no relationship between promotion and brand awareness in purchase of
the Intel microprocessor for built-to-order computer systems.
H12a: There is relationship between promotion and brand awareness in purchase of the
Intel microprocessor for built-to-order computer systems.

72

The correlation coefficient in table 5.28 indicates that there is a statistically
positive relationship between promotion and brand awareness for Intel (r

= .539, p =

.000). The null hypothesis is rejected. In addition, the value of the Pearson correlation is
0.539, which is considered a weak relationship.

Table 5.28 Correlation Coefficient Between Promotion and Brand Awareness
Promotion
Brand Awareness

Pearson Correlation

.539(**)

Sig. (2-tailed)

.000

N

384

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

Hypothesis 13:

H13o: There is no relationship between promotion and brand association of the Intel
microprocessor for built-to-order computer systems.
H13a: There is relationship between promotion and brand association of the Intel
microprocessor for built-to-order computer systems.

The correlation coefficient in table 5.29 indicates that there is a statistically
positive relationship between promotion and brand association for Intel (r

= .561, p =

.000). The null hypothesis is rejected. In addition, the value of the Pearson correlation is
0.561, which is considered a weak relationship.

Table 5.29 Correlation Coefficient Between Promotion and Brand Association
Promotion
Brand Association

Pearson Correlation

.561(**)

Sig. (2-tailed)

.000

N

384

* * Correlation is significant at the 0.01 level (2-tailed).
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Hypothesis 14:

H14o: There is no relationship between perceived quality and loyalty in purchase of the
Intel microprocessor for built-to-order computer systems.
H14a: There is relationship between perceived quality and loyalty in purchase of the
Intel microprocessor for built-to-order computer systems.

The correlation coefficient in table 5.30 indicates that there is a statistically
positive relationship between perceived quality and customer loyalty for Intel (r = .570, p

= .000). The null hypothesis is rejected.

In addition, the value of the Pearson correlation

is 0.570, which is considered a weak relationship.

Table 5.30 Correlation Coefficient Between Perceived Quality and Customer Loyalty
Perceived Quality
Customer Loyalty

Pearson Correlation

.570(**)

Sig. (2-tailed)

.000

N

384

** Correlation is significant at the 0.01 level (2-tailed).
Hypothesis 15:

H15o: There is no relationship between brand loyalty and loyalty in purchase of the Intel
microprocessor for built-to-order computer systems.
H15a: There is relationship between brand loyalty and loyalty in purchase of the Intel
microprocessor for built-to-order computer systems.

The correlation coefficient in table 5.31 indicates that there is a statistically
positive relationship between perceived quality and customer loyalty for Intel (r = .511,
p

= .000).

The null hypothesis is rejected.

In addition, the value of the Pearson

correlation is 0.11, which is considered a weak relationship.
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Table 5.31

Correlation Coefficient Between Brand Loyalty and Customer Loyalty
Brand Loyalty
Customer Loyalty

Pearson Correlation

.511(**)

Sig. (2-tailed)

.ODO

N

384

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

Hypothesis 16:

H16o: There is no relationship between brand awareness and loyalty of the Intel
microprocessor for built-to-order computer systems.
H16a: There is relationship between brand awareness and loyalty of the Intel
microprocessor for built-to-order computer systems.

The correlation coefficient in table 5.32 indicates that there is a statistically
positive relationship between brand awareness and customer loyalty for Intel (r = .454,
p

= .000). The null hypothesis is rejected.

In addition, the value of the Pearson

correlation is 0.454, which is considered a weak relationship.

Table 5.32

Correlation Coefficient Between Brand Awareness and Customer Loyalty
Brand Awareness
Customer Loyalty

Pearson Correlation

.454(**)

Sig. (2-tailed)

.000

N

384

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

Hypothesis 17:

Hl 7o: There is no relationship between brand association and loyalty in purchase of the
Intel microprocessor for built-to-order computer systems.
Hl 7a: There is relationship between brand association and loyalty in purchase of the
Intel microprocessor for built-to-order computer systems.
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The correlation coefficient in table 5.33 indicates that there is a statistically
positive relationship between brand association and customer loyalty for Intel (r

= .498,

p = .000). The null hypothesis is rejected. In addition, the value of the Pearson

correlation is 0.498, which is considered a weak relationship

Table 5.33

Correlation Coefficient Between Brand Association and Customer Loyalty
Brand Association
Customer Loyalty

Pearson Correlation

.498(**)

Sig. (2-tailed)

.000

N

384

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

Hypothesis 18:
H18o: There is no relationship between brand equity and loyalty in purchase of the Intel
microprocessor for built-to-order computer systems.
H18a: There is relationship between brand equity and loyalty in purchase of the Intel
microprocessor for built-to-order computer systems.

The correlation coefficient in table 5.34 indicates that there is a statistically
positive relationship between brand equity and customer loyalty for Intel (r = .630, p =
.000). The null hypothesis is rejected. In addition, the value of the Pearson correlation is
0.630, which is considered a moderate relationship.

Table 5.34

Correlation Coefficient Between Brand Equity and Customer Loyalty

Customer Loyalty

Pearson Correlation

Brand Equity
.630(**)

Sig. (2-tailed)

.000

N

384

** Correlation is significant at the 0.01 level (2-tailed).
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Hypothesis 19:

H19o: There is no relationship between product and loyalty in purchase of the Intel
microprocessor for built-to-order computer systems.
H19a: There is relationship between product and loyalty m purchase of the Intel
microprocessor for built-to-order computer systems.

The correlation coefficient in table 5.35 indicates that there is a statistically
positive relationship between perceived quality and customer loyalty for Intel (r
p

= .000).

The null hypothesis is rejected.

= .755,

In addition, the value of the Pearson

correlation is 0.755, which is considered a weak relationship.

Table 5.35 Correlation Coefficient Between Product and Customer Loyalty
Product
Customer Loyalty

Pearson Correlation

.755(**)

Sig. (2-tailed)

.000

N

384

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

Hypothesis 20 :

H20o: There is no relationship between price and loyalty m purchase of the Intel
microprocessor for built-to-order computer systems.
H20a: There is relationship between price and loyalty m purchase of the Intel
microprocessor for built-to-order computer systems.

The correlation coefficient in table 5.36 indicates that there is a statistically
positive relationship between perceived quality and customer loyalty for Intel (r
p

= .000).

The null hypothesis is rejected.

In addition, the value of the Pearson

correlation is 0.408, which is considered a weak relationship.
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= .408,

Table 5.36

Correlation Coefficient Between Price and Customer Loyalty
Price
Customer Loyalty

Pearson Correlation

.408(**)

Sig. (2-tailed)

.000

N

384

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

Hypothesis 21:
H21o: There is no relationship between place and loyalty in purchase of the Intel
microprocessor for built-to-order computer systems.
H21a:

There is relationship between place and loyalty in purchase of the Intel
microprocessor for built-to-order computer systems.

The correlation coefficient in table 5.37 indicates that there is a statistically
positive relationship between perceived quality and customer loyalty for Intel (r
p

= .000). The null hypothesis is rejected.

= .546,

In addition, the value of the Pearson

correlation is 0.546, which is considered a weak relationship.

Table 5.37 Correlation Coefficient Between Place and Customer Loyalty
Place
Customer Loyalty

Pearson Correlation

.546(**)

Sig. (2-tailed)

.000

N

384

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

Hypothesis 22 :
H22o: There is no relationship between promotion and loyalty in purchase of the Intel
microprocessor for built-to-order computer systems.
H22a: There is relationship between promotion and loyalty in purchase of the Intel
microprocessor for built-to-order computer systems.
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The correlation coefficient in table 5.38 indicates that there is a statistically
positive relationship between perceived quality and customer loyalty for Intel (r = .558,
p

= .000). The null hypothesis is rejected.

In addition, the value of the Pearson

correlation is 0.558, which is considered a weak relationship.

Table 5.38 Correlation Coefficient Between Promotion and Customer Loyalty
Promotion
Customer Loyalty

Pearson Correlation

.558(**)

Sig. (2-tailed)

.000

N

384

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

Hypothesis 23 :

H23o: There is no relationship between marketing mix including of product, price, place,
promotion and loyalty of the Intel microprocessor for built-to-order computer
systems.
H23a: There is relationship between marketing mix including of product, price, place,
promotion and loyalty of the Intel microprocessor for built-to-order computer
systems.

The correlation coefficient in table 5.39 indicates that there is a statistically
positive relationship between perceived quality and customer loyalty for Intel (r
p

= .000). The null hypothesis is rejected.

= .671,

In addition, the value of the Pearson

correlation is 0.671, which is considered a moderate relationship.

Table 5.39 Correlation Coefficient Between Marketing Mix and Customer Loyalty
Marketing Mix
Customer Loyalty

Pearson Correlation

.671(**)

Sig. (2-tailed)

.000

N

384

** Correlation is significant at the 0.01 level (2-tailed).
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5.3 Summary of Hypothesis Testing
From the hypothesis testing, all null hypotheses are rejected. A summary of the
results is provided in table 5.40.

Table 5.40 Summary Hypothesis Testing
Hypothesis

Pearson

Significance

Correlation

Level

Result

0.587**

0.000

Reject Ho

0.516**

0.000

Reject Ho

0.481 **

0.000

Reject Ho

0.538**

0.000

Reject Ho

0.482**

0.000

Reject Ho

0.594**

0.000

Reject Ho

0.615**

0.000

Reject Ho

0.557**

0.000

Reject Ho

0.591 **

0.000

Reject Ho

Hlo: There is no relationship between Product and
Perceived quality in purchase Intel microprocessor
for build to order computer system
H2o : There is no relationship between Product and
Brand Loyalty in purchase Intel microprocessor for
build to order computer system
H3o : There is no relationship between Product and
Brand Awareness in purchase Intel microprocessor
for build to order computer system
H4o : There is no relationship between Product and
Brand Association in purchase Intel microprocessor
for build to order computer system
H5o: There is no relationship between Price and
Perceived quality in purchase Intel microprocessor
for build to order computer system
H6o: There is no relationship between Place and
Perceived quality in purchase Intel microprocessor
for build to order computer system
H7o: There is no relationship between Place and
Brand Loyalty in purchase Intel microprocessor for
build to order computer system
H8o: There is no relationship between Place and
Brand Awareness in purchase Intel microprocessor
for build to order computer system
H9o: There is no relationship between Place and
Brand Association in purchase Intel microprocessor
for build to order computer system
** Correlation is significant at the 0.01 level (2-tailed).
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Table 5.40 Summary Hypothesis Testing (continued)
Hypothesis

Pearson

Significance

Correlation

Level

Result

0.570**

0.000

Reject Ho

0.559**

0.000

Reject Ho

0.539**

0.000

Reject Ho

0.561 **

0.000

Reject Ho

0.579**

0.000

Reject Ho

0.511 **

0.000

Reject Ho

0.454**

0.000

Reject Ho

0.498**

0.000

Reject Ho

0.630**

0.000

Reject Ho

0.755**

0.000

Reject Ho

HlOo: There is no relationship between Promotion
and

Perceived

quality

in

purchase

Intel

microprocessor for build to order computer system
Hllo : There is no relationship between Promotion
and Brand Loyalty in purchase Intel microprocessor
for build to order computer system
H12o : There is no relationship between Promotion
and Brand Awareness in purchase Intel
microprocessor for build to order computer system
H13o : There is no relationship between Promotion
and

Brand

Association

in

purchase

Intel

microprocessor for build to order computer system
Hl 4o : There is no relationship between Perceived
Quality and Loyalty in purchase Intel
microprocessor for build to order computer system
Hl5o : There is no relationship between Brand
Loyalty and Loyalty in purchase Intel
microprocessor for build to order computer system
Hl6o : There is no relationship between Brand
Awareness and Loyalty in purchase Intel
microprocessor for build to order computer system
Hl 7o : There is no relationship between Brand
Association and Loyalty in purchase Intel
microprocessor for build to order computer system
H18o : There is no relationship between Brand
Equity and Loyalty in purchase Intel microprocessor
for build to order computer system
Hl9o : There is no relationship between Product
and Loyalty in purchase Intel microprocessor for
build to order computer system
* * Correlation is significant at the 0.01 level (2-tailed).
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Table 5.40 Summary Hypothesis Testing (continued)
Hypothesis

Pearson

Significance

Correlation

Level

Result

0.408**

0.000

Reject Ho

0.546**

0.000

Reject Ho

0.558**

0.000

Reject Ho

0.671 **

0.000

Reject Ho

H20o : There is no relationship between Price and
Loyalty in purchase Intel microprocessor for build
to order computer system
H21o : There is no relationship between Place and
Loyalty in purchase Intel microprocessor for build
to order computer system
H22o : There is no relationship between Promotion
and Loyalty in purchase Intel microprocessor for
build to order computer system
H23o : There is no relationship between Marketing
mix including of product, price, place, promotion
and Loyalty in purchase Intel microprocessor for
build to order computer system
** Correlation is significant at the 0.01 level (2-tailed).
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CHAYfER6

SUMMARY FINDINGS, CONCLUSIONS AND
RECOMMENDATIONS

This chapter is divided into four sections.

The first section is the summary

hypothesis testing and interpretation of the findings. The second section is the conclusion
of the findings, which are used to answer the statement of problem. The third section
discusses recommendations and suggestions from this research.

The fourth section

presents suggestions for future studies.

6.1 Summary of the Finding
This research targeted the respondents who live in Bangkok and visited an Intel
promotional booth at one of four IT Malls selected as data collection sites. From a total
of 384 respondents, 302, or 78.6%, use their built-to-order computer for home use while
only 81, or 21.1 %, use their built-to-order computer for business use.
The demographic profile of the sample includes a majority of males, or 255
respondents (66.4%). The largest age group in the sample is 21 - 30 years, with 248
respondents accounting for 64.6%. The majority of the sample is single, with 263
respondents accounting for 68.5%. The largest education group is bachelor degree, with
125 respondents or about one-third (32.6%) of the sample. The largest personal monthly
income group is 10,001 - 20,000 baht, with 160 respondents accounting for 41.7%. The
largest occupation group is company employee, with 125 respondents accounting for
about one-third (32.6%) of the sample.
More than half of the respondents (218 or 56.8%) agree that among built-to-order
computer, they would prefer one that has an Intel microprocessor inside. More than half
of the respondents (222 or 57.8%) agree that they prefer a built-to-order computer with
Intel inside over a built-to-order computer that has a different but equivalent quality
microprocessor. More than half of the respondents (230 or 59.9%) agree that a built-toorder computer with Intel inside is of higher quality than a built-to-order computer with
another brand microprocessor. More than half of the respondents (203 or 52.9%) agree
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that a built-to-order computer with Intel inside is of equivalent quality compared to a
branded computer (e.g. Acer, HP) with another brand microprocessor.
More than 50% of the respondents agree that the Intel microprocessor is the
ingredient brand that influences them to purchase a particular built-to-order computer.
Consequently, as small and mid sized built-to-order computer producers do not invest in
building their own computer brand and rely mostly on the reputation of component parts,
such as the microprocessor. Thus, an Intel microprocessor appears to be an ingredient
brand that contributes to building preference and influences consumers to select and
purchase a no-name or unknown brand of built-to-order computer. This is consistent
with the widely accepted assumption that a reputable ingredient brand helps to
distinguish undifferentiated products (Aaker, 1996).
From consumer opinions about branded computers (e.g. Acer, HP), slightly more
than half of the respondents, 196 or 51 % of the total sample, agree that when choosing a
computer, the computer brand is more important than the microprocessor brand. This is
because the branded computer the finished good of which all component parts have
already been assembled in the host computer. Thus, the prospective buyer cannot modify
any components and he/she is left to rely largely on their trust in the host computer brand.
Over half of the respondents, 233 or 60.7% of the total sample, agree that among
branded computer (e.g. Acer, HP), they would prefer a branded computer that has an Intel
microprocessor inside. Similarly, more than half of the respondents, 299 or 59.6% of the
total sample, agree that they would prefer a branded computer with Intel inside over a
branded computer that has a different but equivalent quality microprocessor. However,
more than half of the respondents, 221 or 57.6% of the total sample, agree that a branded
computer with Intel inside is of higher quality than a built-to-order computer with Intel
inside. Moreover, more than half of the respondents, 227 or 59.1 % of the total sample,
agree that a branded computer with Intel inside is of equivalent quality to a built-to-order
computer with Intel inside. Also, more than half of the respondents, 211 or 55% of the
total sample, who prefer to purchase a branded computer would prefer to purchase one
with an Intel microprocessor inside.
Consumers in the sample indicated higher value prices for built-to-order
computers with Intel inside. From consumer opinions, a built-to-order computer without
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an Intel microprocessor should be priced between 10,000 to 50,000 baht, with a majority
of respondents indicating a specific price of 20,000 baht. For a built-to-order computer
with an Intel microprocessor, prices range between 12,000 and 55,000 baht, with a
majority of respondents indicating 25 ,000 baht.
The higher value prices for Intel inside were also found for opinion of branded
computer. A branded computer (e.g. Acer, HP) without an Intel microprocessor should
be priced between 10,000 and 53,000 baht, with a majority of respondents indicating a
specific price of 20,000 baht. For a branded computer with an Intel microprocessor,
prices range between 16,000 and 70,000 baht, with a majority selected indicating a
specific price of 25,000 baht. (see table 6.1 for a summary of these results)

Table 6.1 : Opinions of Price Ranges for Computers

Computer Characteristics

Price Mode

Lowest Price

Higher Price

Built-to-order without Intel inside

20,000 baht

10,000 baht

50,000 baht

Built-to-order with Intel inside

25,000 baht

12,000 baht

55,000 baht

Branded computer without Intel inside

20,000 baht

10,000 baht

53,000 baht

Branded computer with Intel inside

25,000 baht

16,000 baht

70,000 baht

Summary of Hypothesis Testing

The initial research objective was to examine consumer perceptions about the
marketing mix elements and brand equity of an ingredient brand, namely Intel, and
perceptions of customer loyalty towards the ingredient brand and the host brand. The
research problem was stated as :
1. Do marketing mix elements including of product, price, place, promotion have
any relationship with brand equity element including of perceived quality,
brand loyalty, brand awareness, brand association in the purchase of the Intel
microprocessor? (Hypothesis 1-13).
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2. Do brand equity elements including of perceived quality, brand loyalty, brand
awareness, brand association have any relationship with customer loyalty in
the purchase of the Intel microprocessor? (Hypothesis 14 -18).
3. Do marketing mix elements including of product, price, place, promotion have
any relationship with customer loyalty in the purchase of the Intel
microprocessor? (Hypothesis 19 - 23).

The results are intended to help marketers develop marketing strategies that could
influence consumers to be more loyal to brands. The summary of results and their
corresponding interpretation is shown in table 6.2.

Table 6.2 Summary Result of Hypothesis Testing

Correlation
Hypothesis
1

Statistical Test
Pearson

Coefficient

Hypothesis

Weak positive relationship between

0.587**

Product and Perceived quality in purchase

correlation

Intel microprocessor for built-to-order
computer system
2

Pearson

Weak positive relationship between

0.516**

Product and Brand Loyalty in purchase

correlation

Intel microprocessor for built-to-order
computer system
3

Pearson

Weak positive relationship between

0.481 **

Product and Brand Awareness in purchase

correlation

Intel microprocessor for built-to-order
computer system
4

Pearson

Weak positive relationship between

0.538**

Product and Brand A<>sociation in

correlation

purchase Intel microprocessor for built-toorder computer system
** Correlation is significant at the 0.01 level (2-tailed).
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Table 6.2 Summary Result of Hypothesis Testing (continued)
Correlation
Hypothesis
5

Statistical Test
Pearson

Coefficient

Hypothesis

0.482**

Weak positive relationship between Price
and Perceived quality in purchase Intel

correlation

microprocessor for built-to-order
computer system
6

Pearson

Weak positive relationship between

0.594**

Place and Perceived quality in purchase

correlation

Intel microprocessor for built-to-order
computer system
7

Pearson

Moderate positive relationship between

0.615**

Place and Brand Loyalty in purchase Intel

correlation

microprocessor for built-to-order
computer system
8

Pearson

Weak positive relationship between

0.557**

Place and Brand Awareness in purchase

correlation

Intel microprocessor for built-to-order
computer system
9

Pearson

Weak positive relationship between

0.591 **

Place and Brand Association in purchase

correlation

Intel microprocessor for built-to-order
computer system
10

Pearson

Weak positive relationship between

0.570**

Promotion and Perceived quality in

correlation

purchase Intel microprocessor for built-toorder computer system
11

Pearson

Weak positive relationship between

0.559**

correlation

Promotion and Brand Loyalty in purchase
Intel microprocessor for built-to-order
computer system

12

Pearson

Weak positive relationship between

0.539**

correlation

Promotion and Brand Awareness in
purchase Intel microprocessor for builtto- order computer system

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

87

Table 6.2 Summary Result of Hypothesis Testing (continued)
Correlation
Hypothesis
13

Statistical Test
Pearson

Coefficient

Hypothesis

Weak positive relationship between

0.561 **

Promotion and Brand Association in

correlation

purchase Intel microprocessor for built-toorder computer system
14

Pearson

Weak positive relationship between

0.579**

Perceived Quality and Loyalty in purchase

correlation

Intel microprocessor for built-to-order
computer system
15

Pearson

Weak positive relationship between

0.511 **

Brand Loyalty and Loyalty in purchase

correlation

Intel microprocessor for built-to-order
computer system
16

Pearson

Weak positive relationship between

0.454**

Brand Awareness and Loyalty in purchase

correlation

Intel microprocessor for built-to-order
computer system
17

Pearson

Weak positive relationship between

0.498**

Brand Association and Loyalty in

correlation

purchase Intel microprocessor for built-toorder computer system
18

Pearson

Moderate positive relationship between

0.630**

correlation

Brand Equity and Loyalty in purchase
Intel microprocessor for built-to-order
computer system

19

Pearson

0.755**

Moderate positive relationship between

correlation

Product and Loyalty in purchase Intel
microprocessor for built-to-order
computer system

20

Pearson

0.408**

Very weak positive relationship between

correlation

Price and Loyalty in purchase Intel
microprocessor for built-to-order
computer system

** Correlation is significant at the 0.01 level (2-tailed).
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Table 6.2 Summary Result of Hypothesis Testing (continued)
Correlation
Hypothesis
21

Statistical Test

Coefficient

Pearson

Hypothesis

Weak positive relationship between

0.546**

Place and Loyalty in purchase Intel

correlation

microprocessor for built-to-order
computer system
22

Pearson

Weak positive relationship between

0.558**

correlation

Promotion and Loyalty in purchase Intel
microprocessor for built-to-order
computer system

23

Pearson

Moderate positive relationship between

0.671 **

correlation

Marketing mix including of product,
price, place, promotion and Loyalty in
purchase Intel microprocessor for builtto-order computer system

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

6.2 Conclusion

From the correlation results presented, it can be concluded that the marketing mix
elements of product, price, place, and promotion have positive relationships with brand
equity elements of perceived quality, brand loyalty, brand awareness, and brand
association. Additionally, brand equity elements of perceived quality, brand loyalty,
brand awareness, and brand association have positive relationships with customer loyalty.
Lastly, all four marketing mix elements of product, price, place, promotion have positive
relationships with customer loyalty.
Among all relationships, the strongest relationship was found between product
and customer loyalty (r = 0.755). Therefore, convincing consumers about the product's
usage effectiveness, value of money, and reliability. The second strongest correlation
was found between marketing mix elements as a whole and customer loyalty (r = 0.671).
Therefore, proper strategic planning of a brand's marketing mix may lead to consumers
forming positive opinions toward Intel.

The third strongest correlation was found

between brand equity for Intel and customer loyalty (r
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= 0.630).

Brand equity appears to

be an important factors, thus, building higher consumer brand equity may strengthen
customer loyalty toward Intel microprocessor.

Marketing Mix Elements and Brand Equity Elements.
Table 6.3 summarizes the relationships between product, price, place and
promotion and perceived quality, brand loyalty, brand awareness, brand association.

Table 6.3 Correlation Between Marketing Mix and Brand Equity

Brand Equity

Marketing Mix
Perceived quality

Brand loyalty

Brand awareness

Brand association

Product

0.587**

0.516**

0.481 **

0.538**

Price

0.482**

0.457**

0.472**

0.458**

Place

0.594**

0.615**

0.557**

0.591**

Promotion

0.570**

0.559**

0.539**

0.561 **

**

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

Place, compared to the other three marketing mix elements, appears to have the
strongest positive relationship with all four brand equity elements of perceived quality

=0.594), brand loyalty (r = 0.615), brand awareness (r = 0.557), and brand association
(r =0.591). Intel's place strategies were determined in part by consumer's perceptions of

(r

store image where Intel was sold and distribution availability. The results found in this
study highlight the importance of proper selection of distributors/resellers who have
'good' images and market coverage that offers buyers greater shopping convenience and
time savings. Such initiatives in a distribution strategy may lead to greater consumer
brand equity.
Promotion has the second strongest relationships with perceived quality

= 0.570), brand loyalty (r = 0.559), brand awareness (r = 0.539) and brand association
(r = 0.561). Intel's promotion strategies were determined by consumer perceptions of

(r

Intel's advertising intensity and frequency of price deals. These findings suggest that
investments in visible promotional activities and even frequent price reductions, may
increase consumer's brand equity for Intel.
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Product has the third strongest positive relationships with brand equity elements.
Product is most strongly correlated with perceived quality (r

= 0.587), followed by brand

association (r =0.538), brand loyalty (r =0.516) and brand awareness (0.481).
Price, compared to the other three marketing mix elements, has the least strongest

= 0.482), brand loyalty
(r = 0.457), brand awareness (r = 0.472), and brand association (r = 0.458). These results

relationships with brand equity elements of perceived quality (r

are consistent with those found by Yoo and colleagues (2000) where the effects of price,
as a determinant of perceived quality and brand equity, were significant but the lowest
compared to other marketing mix elements of store image, distribution intensity,
advertising spending, and frequency of price deals.

Brand Equity Elements and Customer Loyalty
Table 6.4 summarizes the correlation between brand equity elements and
customer loyalty.

Brand equity, as a whole, has a strong positive relationship with

customer loyalty (r

= 0.630).

Also, each element of brand equity has significant positive

relationships with customer loyalty, with the strongest relationship with perceived quality
(r

= 0.561), followed

by brand loyalty (r

= 0.511),

brand association (r

brand awareness (r = 0.454).

Table 6.4 : Correlation Between Brand Equity and Customer Loyalty
Brand Equity element

Customer Loyalty

Perceived quality

0.561 **

Brand loyalty

0.511 **

Brand awareness

0.454**

Brand association

0.498**

Brand Equity

0.630**

** Correlation is significant at the 0.01 level (2-tailed).
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= 0.498),

and

Marketing Mix Elements and Customer Loyalty
Table 6.5 summarizes the correlation between marketing mix and its elements.
As already mentioned, marketing mix, as a whole, has strong positive relationship with
customer loyalty (r

= 0.671).

Also, each marketing mix element has a positive

relationship with customer loyalty, with the strongest relationship with product
(r = 0.755), followed by promotion (r = 0.558), place (r = 0.546), and price (r = 0.408).

Table 6.5 : Correlation Between Marketing Mix and Customer Loyalty
Marketing Mix element

Customer Loyalty

Product

0.755**

Price

0.408**

Place

0.546**

Promotion

0.558**

Marketing Mix

0.671**

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

6.3 Recommendation
There is intense competition in the marketplace, with most firm's investing to
build the reputations of its brands and creating brand awareness among buyers. There are
so many brands that are undifferentiated in their functional characteristics and it has
become much more difficult for consumers to evaluate and distinguish one competitor's
brand preferences. The results of this research help marketers to build stronger brand
equity and enhance customer loyalty.

In addition, the results of this research help

marketers understand customer perceptions toward the Intel microprocessor brand and
provide valuable information in developing appropriate customer loyalty programs.
Hence, the following recommendations are offered.
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Marketing Mix and Brand Equity
Srivastava (1991) stated that 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. So in order to gain differential
competitive advantage, marketers should build strong brand equity among customer.
Based on the results from this study, the marketing mix elements of product, price, place
and promotion are important and valuable tools that should be used to increase consumer
brand equity in terms of enhancing consumer's perceived quality of the brand, increasing
consumers brand loyalty toward the brand, heightening consumer's brand awareness of
the brand, and reinforcing consumer's brand associations.
Since Thailand's economic slowdown in 1997, consumers have spent less and
saved more of their money. Spending has been mostly restricted to staple goods and
other necessities. With this in mind, computers have been regarded by consumers as an
unnecessary or luxury product since the average price of a computer system is around
12,000 baht. When consumers consider purchasing a computer, they tend to seek value
for their money and a brand that can be trusted. Consequently, perceptions of quality are
a key consideration in their computer purchase decision.

Marketing mix strategies

around the place, promotion, product, and price are important factors that influence
consumers perceived quality of a brand.

Create Intel Brand as Technology Leader with the Highest Quality

Intel has been the microprocessor industry leader.

With over 30 years of

experience, Intel can be regarded as the most experienced microprocessor company in the
world. Intel marketers should use promotion and advertising tools e.g. prints ad, TV ads
or integrate marketing communication to help improve brand perceptions and increase
brand equity of Intel among computer users.

Thus, promotions should be used to

reinforce Intel's product quality while reminding consumers that Intel is a brand that is
effective and reliable in use and value for the money. Also, an emphasis on product
innovation would show that Intel is committed to continuously updating the product to
match computer users' needs and lifestyle.
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Place Strategies to Help Enhance Loyalty

Place has a strong positive relationship with brand and customer loyalty. Having
Intel available through stores with a good image is a signal of Intel's quality and also
makes Intel more visible and accessible in the marketplace. Easy-to-find stores that sell
Intel products facilitates consumer acceptance of the brand.

Furthermore, service

provided by the store may be another factor that enhances brand loyalty. Hence, Intel's
notable reputation and likelihood of being the brand of choice is only improved by
making it available in stores with a 'good' image.

Brand Equity and Customer Loyalty
Brand equity has a strong positive relationship with customer loyalty.

Brand

equity is an important factor to enhance customer's satisfaction with the product. This is
of significant important because highly satisfied customers are more likely to repeat
purchase and establish longer profitable relationships with the seller. Therefore, if Intel
marketers can build stronger customer brand equity, this may eventually lead to greater
customer loyalty toward the Intel microprocessor brand.

An emphasis on the brand

equity element of perceived quality should be given, as it showed strong relationship with
customer loyalty more than others factor.

Invest on Educating Consumers About Intel microprocessor Benefits

Intel as an ingredient, is a product that consumers are not usually given the
opportunity to see or hold, thereby making it difficult for them to

ev~luate.

To facilitate

consumer understanding of the Intel microprocessor, its functions, and its quality,
marketers need to educate consumers about the major benefits from using Intel. This
could be done through product 'roadshows' or by establishing 'experience zones' where
consumers can handle the Intel product, see it as an important part of the computer
system, and experience for themselves what Intel can do for a computer and the user.
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Marketing Mix and Customer Loyalty

Though the marketing mix as a whole has a significant relationship with customer
loyalty, greater emphasis and strategic planning should be on the product strategy to
create favorable perceptions of Intel's value for money, availability, reliability and usage
effectiveness. These favorable perceptions may eventually lead to greater customer
loyalty and satisfaction. Promotional investments should be given second consideration.
Advertising intensity and frequency of price deals reminds customer of Intel's quality and
price deals appear to act as a 'reward' for Intel customers.

Create Loyalty Program

A loyalty program is a marketing program that is designed to build customer
loyalty by providing incentives to profitable customers. A loyalty program is often based
on several propositions, such as customers may want a more involving relationship with
products that they purchase, a proportion of these customers show a tendency to be loyal,
they are a profitable group (20/80 law) and it is possible to reinforce these customers'
loyalty through loyalty programs (Dowling and Uncles, 1997).
The Intel microprocessor is considered as a high-involvement. Consequently, a
direct rewards program would be more appropriate than an indirect rewards program (Yi
and Jeon, 2003). Direct rewards are rewards that directly support the value proposition of
a given product, whereas indirect rewards refer to incentives that are not relevant to a
given product. Therefore, direct reward programs for Intel may include price deals, free
or discounted software upgrades, free or discounted computer software training, free or
discounted computer maintenance training, and free troubleshooting consultation.
O' Brien and Jones (1995) suggested that five elements of the loyalty program
determine the value of the loyalty program: (1) cash value of redemption reward (cash
value), (2) the range of choice of these rewards (redemption choice), (3) the aspirational
value of rewards (aspirational value), (4) the perceived likelihood of achieving rewards
(relevance), and (5) the scheme's ease of use (convenience).
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Word-of-Mouth to Strengthen Customer Loyalty

Selnes (1993) stated that an important element of loyalty is the support the
product gains from how people express their experiences with the product.

This

communication is referred to as word-of-mouth, which is regarded as one of the most
powerful sources in persuasion. When a company's customers recommend the product to
others, this reflects a high degree of loyalty. Word-of-mouth is a good strategy to create
favorable perceptions of a brand's quality. A company can foster word-of-mouth by
using advertising testimonials aimed to potential customers.

In addition to current

customers, IT experts can be used to endorse Intel microprocessors.

6.4 Suggestions for Future Study

This research focuses on the relationship between traditional marketing mix
elements, brand equity elements, and customer loyalty. Since the research model is based
on several developed brand equity frameworks, other variables that may be related to
brand equity and customer loyalty have been omitted. Future research may build upon
the model examined here by including other marketing tools (e.g. customer relationship
marketing, customer service, new product introductions) and other outcomes (e.g.
customer trust and customer commitment). Because of time constraints, this study was a
cross-sectional one, confined to a specific time period. Thus, the findings may not be
generalized to other time periods. Future research is needed to apply a longitudinal
approach to examine potential changes in consumer perceptions that may transpire over
time. The target population is Bangkok consumers who visit IT Mall and pass by Intel
booth or redeem the promotion at Intel booth. This was necessary in order to ensure that
the potential respondent was aware of the Intel brand and could therefore provide
responses to questions regarding their opinion of Intel. Future research should involve a
broader target population and other data collection sites. Consumer perceptions toward
Intel may vary in different regions and consequently may identify opportunity for Intel to
develop more 'localized' marketing programs for these geographic segments.
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Loyalty program can be effective tools building customer loyalty. Future research
may be needed to study the effects of an ingredient brand's loyalty programs on
preference and purchase likelihood of the ingredient brand.
This study involved examining the phenomenon of marketing mix, brand equity,
and customer loyalty for one ingredient brand from one product category.

Future

research is needed to replicate this study in other ingredient-host brand contexts (e.g. the
ingredient product-service context such as airplane-airline). The model may also be used
to examine cross-cultural differences on the relationships among constructs in this study.
Replications of and extensions to the model would be valuable in enhancing our
understanding of brand perceptions and customer behaviors.
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This survey is being conducted in order to assess computer users' opinions about microprocessors
available in the market. Your responses will be kept confidential and no individual response nor identity will
be disclosed for public information.
Please read each question carefully and answer each of the following questions by marking an "X" to
the choice that best describes your opinion. Some of the questions may appear to be similar, but they do
address somewhat different issues.

Part I : Screening questions
1. Do you participate in purchase Build-to-Order computer?
_yes

_

no (go to Part III)

2. Do you use ,Build-to-Order computer yourself?
_yes

_no (go to Part III)

3. Do you purchase Build-to-Order computer for which purpose?
Business use

Home use

_Other (specify) ..................... .

4. Which brand of Microprocessor (CPU) you will buy for your Build-to-Order computer?
_

Intel (go to Part II)
Transmeta

AMD
_Others (specify) ............ .

Gi11~rh,,~s11l¥#f/aia
Part II: Please indicate the extent to which you agree or disagree with the following statements.
Strongly
Disagree

5.1
5.2
5.3
6.1
6.2
6.3
7.1
7.2
7.3
8.1
8.2
8.3
8.4
8.5
8.6
9.1
9.2
9.3
9.4
10.1
10.2
10.3

Intel offers me a product with a constant quality level.
Intel offers me new products I may need.
Considering all my consumption experience with Intel I
am very satisfied.
Intel is the most effective product.
Intel is worth value of money.
Intel is reliable brand.
Price of Intel is hicli.
Intel is expensive.
Intel's price is fair compared with competing brand.
The stores where I can buy Intel carry products of high
qualitv.
The stores where I can buy Intel have well-known brands.
The stores that sell Intel are reputable.
More stores sell Intel as compared to its competing
brands.
Intel is sold through as many stores as possible.
The number of stores that sell Intel is more than those of
competing brands.
Intel is intensively advertised.
The ad campaign for Intel seems to have more investments
than those of competing brands.
The ads for Intel is seen frequently.
Sales promotions for Intel are frequently offered.
Even if another brand has the same features as Intel, I
would prefer to buy Intel.
If there is another brand as good as Intel, I prefer to buy
Intel.
If another brand is not different from Intel in any way, it
seems smarter to purchase Intel.

Disagree

Neutral

Agree

Strongly
A!!ree

Part II (continued): Please indicate the extent to which you agree or disagree with the following
statements.
Strongly
Disagree

10.4
11.l
11.2
11.3
12. l
12.2
12.3
12.4
13.l
13.2
13.3
14.1
14.2
14.3
15.l

15.2
15.3

15.4
16.1
16.2

16.3

16.4
16.5

Disagree

Neutral

When choosing a computer, the microprocessor brand is
more important than the CPU brand.
Intel is of high quality.
Intel is hi!!hly functional.
Intel is very reliable.
I consider myself to be loyal to Intel.
Intel would be my first choice.
I will not buy other brands if Intel is available at the store.
Even when another brand is on sale, I would prefer the
Intel brand.
I know what Intel is.
I can recognize Intel among other competing brands.
I am aware of Intel.
Some characteristics of Intel come to my mind easily.
I can quickly recall the symbol or logo of Intel.
The intangible attributes of Intel brand are reasonable
enou!!h to buy it.
Among Build-to-Order computer, I would prefer one that
has an Intel microprocessor inside.
I prefer Build-to-Order computer with Intel inside over
Build-to-Order computer that have a different but
equivalent quality microprocessor.
A Build-to-Order computer with Intel inside is of higher
quality than a Build-to-Order computer with another brand
microprocessor.
A Build-to-Order computer with Intel inside is of
equivalent quality than a branded computer (e.g. Acer,
HP) with another brand microprocessor.
When choosing a computer, the computer brand is more
important than the microprocessor brand.
Among branded computer (e.g. Acer, HP), I would prefer
a branded computer that has an Intel microprocessor
inside.
I would prefer a branded computer with Intel inside over a
branded computer that has a different but equivalent
qualitv microprocessor.
A branded computer with Intel inside is of higher quality
than a Build-to-Order computer with Intel inside.
A branded computer with Intel inside is of equivalent
qualitv than a Build-to-Order computer with Intel inside.

For the following items, how much would you be willing to pay?
l. Build-to-Order computer without Intel inside.

2. Build-to-Order computer with Intel inside.
3. Branded computer (e.g. Acer, HP) without Intel inside. _ _ _ _ _ _ _ _ _ _ _ baht
4. Branded computer (e.g. Acer, HP) with Intel inside.

baht

Agree

Strongly
Ae:ree

5. Please rank these factors based on how important they are when you are choosing a computer to purchase,
with 1 being most important, 2 being 2nd most important, and so on.
Design
Feature of the computer
Latest Technology
Price
Promotion
Other (please specific) _ _ _ _ _ _ _ _ _ _ __

Part III: Personal Characteristics
1. Gender
D Male

D Female

2. Age in years
D Less than 20

D 21-30

D 31-40

3. Marital Status
D Single

D Married

D Divorced/Widowed

4. Education level completed
D Mathayom 6 or lower
D Masters degree

D 41-50

D Vocational degree
D Doctoral degree

D 51 or more

D Separated

D Bachelors degree

5. Current position
D Company employee
D Government officer
D Student/housewife

D Manager/Supervisor
D Self Employed/Business owner
D Other (please specific) _ _ _ _ _ _ __

6. Personal monthly income
D Less than 10,000 baht
D 20,001 - 30,000 baht
D 40,001 - 50,000 baht

D 10,001-20,000 baht
D 30,001 - 40,000 baht
D more than 50,000 baht

7. Please rank which sources of information, you refer the most in purchasing a computer, with l being most
important, 2 being 2nd most important, and so on.
Family members

Close friends

Colleagues

Technical experts

Advertisements

Salespeople

Computer magazine

Other (please specify) _ _ _ _ _ _ __

8. Please rank which applications you use the most with your computer, with 1 being most important, 2
being 2nd most important, and so on.
Work/office applications

Internet communications (e.g. email, chatting, etc.)

Games

Graphic design

Internet information search

Other (please specify) _ _ _ _ _ _ __

Thank you very much for your cooperation
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