THE IMPACT OF BRAND CREDIBILITY AND COMMITMENT TOWARD
BUYING DECISION: A CASE STUDY OF OLAY FACIAL SKIN CARE BRAND

By

KORNVIPA CHAICHITAMORN

A Thesis submitted in partial fulfillment
of the requirement for the degree of

Master of Business Administration

Examination Committee :
1. Dr. Sirion Chaipoopirutana

(Advisor)

Examined on:
Approved for Graduation on:

Graduate School of Business
Assumption University
Bangkok, Thailand
May, 2006

………………………….

Jru-ti""o'tJ"1~1/

135.9G5

St. Gabriel's Libr2ln'..- Aw

A8 Ae.
1) 000 -

THE IMPACT OF BRAND CREDIBILITY AND COMMITMENT TOWARD
BUYING DECISION:
A CASE STUDY OF OLAY FACIAL SKIN CARE BRAND

By

KORNVIPA CHAICHITAMORN

A Thesis submitted in partial fulfillment
of the requirement for the degree of

Master of Business Administration

Examination Committee :
1.

Dr. Sirion Chaipoopirutana

(Advisor)

2.

Dr. Jakarin Srimoon

(Member)

3.

Dr. loan Voicu

(Member)

4.

Dr. Thongdee Kijboonchoo

(Member)

5.

Assoc.Prof. Wirat Sanguanwongwan

Examined on: 22 November 2006
Approved for Graduation on :

Graduate School of Business
Assumption University
Bangkok, Thailand
November

2006

~A~'

. ~.IJ.!....... ... .... .. .

>Jl~n&

ABSTRACT

Nowadays female consumers in Thailand are concerned with their beauty more than
in the past. Therefore facial skin care has an important role in their life. Market value of
facial skin care has increased from 300-400 million baht in year 2000 to 5,000-6,000
million baht in year 2006. Brands are important for the consumer market. They are the
interface between consumers and the company and consumers may develop commitment
and buying decision on brands. The relationship between a brand and the consumers can
be seen as a type of bond or pact. Brands are the means of differentiating a company’s
product from its competitors and they have a great potential for increasing the ability of a
company to compete as well as generating their growth and profitability.

The main aim of the research is to find the impact of brand credibility and
commitment toward buying decision of OLAY facial skin care brand. This research
explores and explains the relationship between brand characteristic, customer
characteristics and product performance to the brand credibility. The brand characteristic
consists of brand reputation. The customer characteristics consist of customer’s selfconcept and customer satisfaction. Similarly the relationship of brand credibility with the
personal and functional connection is also explained. It also studies the relationship of
personal and functional connection and commitment with buying decision. The research
is conducted with the OLAY facial skin care female consumers aged from 18 to more
than 35 years old who currently use the OLAY products more than one month and reside
in Bangkok. The research data is acquired from 400 respondent questionnaires and
analyze by using the Statistical Package for Social Science (SPSS). This study applies
Pearson Product Moment Correlation as a statistic tool to test the hypothesis.

The analysis result indicates that brand reputation, customer’s self-concept,
customer satisfaction and product performance have a positive relationship with brand
credibility. Brand credibility has a positive relationship with personal and functional
2

connections. Personal and functional connections have positive relationships with
commitment. The commitment is strongly and positively related to buying decision. The
most important factor which is related to buying decision is product performance, brand
credibility, personal connection and commitment.

Based on these findings, the researcher recommends that P&G Company should
improve product’s ingredient and create marketing communication such as advertising to
support brand credibility. They should use experiential marketing and relationship
marketing for developing customer’s commitment leading to the buying decision.
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CHAPTER I
GENERALITIES OF THE STUDY

1.1. Introduction of the study

Thailand is in the tropical zone that leads to a very long hot season. The sunlight
affects the skin, causing premature aging, early wrinkles, gradual darkening and some
forms of skin cancer. Several factories located around Bangkok and other provinces in
Thailand release CFC chemicals, which have affected the environment for several years.
As a result, the Ozone layers have been damaged and have a big hole in it. This generates
ultraviolet rays on our earth. Ultraviolet rays from the sun can stimulate more melanin
growth than normal. This can gradually lead to darkening and blemishing the skin as well
as the facial skin appearance of black spots or wrinkle on people’s faces (Scheibner and
Adrianna, 1999). To solve this problem, Facial Whitening and Anti-aging cream can
control melanin and adjust their facial skin to be whiter, reduce wrinkle, softer and be
more natural and moist (The Nation, April 20, 2005). Currently, whitening and anti-aging
skin care takes an important role in people’s daily lives, especially those females who
care about their beauty and appearance. They try to find and select the best products and
brand for protecting and improving their skin for a healthier, whiter, and always younger
look.

Today brands play an integral part in a marketing strategy. This is because brands
have become important marketing components to the manufacturer and a rich source of
information for the consumer (Shahrokhi, 1998). For the manufacturer, brands provide a
means of identification for ease of handling and tracing, a means of legal protection of
unique features, and of endowing products with unique associations. Furthermore, brands
signal quality levels to consumers, and can be effectively used to gain a competitive
advantage and secure financial returns. To the consumer, a brand identifies the source of
the product, which in turn, assigns responsibility to the product maker, and provides a
10

promise or bond with the maker of the product. In addition, brands reduce consumer
search costs and the consumer’s perceived level of risk, and signal the quality of the
product. The brand, therefore, becomes the purveyor of advantage to the consumer, in
terms of both economic and symbolic value (Osselaer, 2000).

Oilvy (1995) stated that a brand is a complex symbol. It is the intangible sum of
product’s attribute, its name and price, its history, reputation, and the way it’s advertised.
It is also defined by consumer’s impressions of the people who use it, as well as their
own experience. Branding and brand-based differentiation are powerful means for
creating and sustaining competitive advantage. Consumers perceive and evaluate brands
through investigating brand credibility (Keller, 1993). Consumers differ not only in how
they perceive brands but also in how they relate to brands (O’Guinn, 2001). People
sometimes form relationships with brands in much the same way in which they form
relationships with each other in a social context.

Kapoor (2000) mentioned that consumers buy brands because they believe in them.
This is true for a branded product or a branded service. When consumers don’t trust a
brand, they do not buy or consume it. One of the biggest reasons for people buying a
brand repeatedly is the credibility the brand has among the consumers. In brand building,
credibility is vital to the success of any brand. Today consumers are focusing on trusted
brands. Trust comes from through credibility and efficacy. It comes by performing in a
consistent and regular manner. There are many brands which claim to provide various
benefits. However, consumers do not believe these claims easily. They need credibility.
With the market being flooded with brands, consumers are anxious to gauge the
authenticity of the claims made by companies. Many companies have taken consumers
for a ride by making false claims or misleading them. This has led to an atmosphere of
suspicion at the consumer level, be it a corporate consumer, a child, a housewife or a
senior citizen. This makes it all more important for a brand to make honest and correct
claims so that people believe in it.
11

Brand credibility has been conceptualized as the believability of the product position
information contained in a brand (Foley and Deighton, 1993). It affects buying decision
rather than comparing product’s attribute. Credibility creation is a fundamental goal of
brand design. One of the major aims of building brand credibility is to achieve a
sustainable competitive advantage and thereby enhancing the business performance. It
may be expressed as a function of brand-customer relationships. Relationships are hard to
measure and still harder to value financially. They can be expressed in both behavioural
and emotional components (Gronroos, 1994). If the customer wishes a greater association
with the brand, it would seem reasonable that he/ she should want to be associated with it
more often (buying decision, greater purchase and usage) and/ or be prepared to pay more
for it. Therefore, this research was conducted to study the impact of brand credibility,
commitment toward buying decision for OLAY facial skin care brand.

1.1.1 Skin Care Industry
Statistical data reveals that worldwide skin care sales are about $28.7 billion,
accounting for over 15 percent of total cosmetics sales. A look at the regional global
markets reveal that Europe leads to the way with a 31 percent ($8.9 billion) slice of the
global skin care market, with Japan occupying 20 percent and the US on 19 percent
(www.cosmeticdesign.com-January 3, 2006). Of the international players, Procter
&Gamble (P&G) has kept ahead of rival L’OREAL in the all important skin care
category, with sales of its OLAY brand helping to buoy its position. This gave P&G a
13.4 per share of the mass market skin care category. Although competition is likely to
remain fierce for the mid-term, it seems that the purchasing power of the multinationals,
combined with strategies such as buying domestic brands, is likely to see them playing an
increasingly dominant role in the skin care market.
Products in the personal-care group include hair removal, sun care, facial cleansing
and moisturizing, body cleansing and moisturizing, dental care, hair care, cosmetics, and
baby care products. The competition in the personal-care market was likely to intensify
12

since the overall market was growing slowly. Worldwide, the growth rate of the market
from 2003 to 2004 was only 3 percent. Regionally, the Asia-Pacific personal-care market
grew by only 1 percent. In this region, the markets for certain product categories that are
expanding, even at a single-digit rate, are hair removal (1 percent), facial cleansing and
moisturizing (9 percent), body cleansing and moisturizing (3 percent), dental care
(3 percent) and cosmetics (5 percent). The hair care market has been stagnant, but
shrinking were the markets for sun care (-3 percent) and baby care products (-2 percent).
Thailand's personal-care market, meanwhile, grew by 5 percent, much higher than in
other countries. Currently, women over 30 are the key market for anti-aging and firming
products. The government's population projection from 1990 to 2012 shows this group is
increasing. (AcNielson, October 20, 2005).
Skin care is one type of cosmetics (Food and Drug Administration, Cosmetic
Control Division, 2001). Now Thai consumers’ behavior increasingly concerns the
cosmetic product as the important part in daily life. It covers from teenagers, working
women until gentlemen which have been using skin care, make-up, hair cosmetics, bath
care and deodorant. The cosmetic products in Thailand have the total market value of
more than 20,000 million baht. Cosmetic products in year 2006 tend to be stable as in the
previous year; it has the growth rate in 8 to 10 percent. Stable products are soap, shampoo
and conditions and growth products are sun protection cream, anti-aging cream and
whitening cream. In using skin care products, it was found that most people apply skin
care as a treatment mostly on their faces, followed by other parts of their bodies because
the face is the first part which should be concerned whenever they have to contact with
other people. Facial skin care is expected to grow more than 20% in year 2006. Female
use skin care products more than males. Most consumers purchase skin care products at
supermarket or superstore. (Kasikornthai Research Institute, April 26, 2006).
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Distribution channels of cosmetics in Thailand are distributed through three major
channels:
1. Counter Sale in Department Store: cosmetics and skin care products sold counter
sale are high-end or premium product, usually with foreign brands or imported
foreign products. Their target groups are medium to high and high income
consumer groups. It is divided into three segments: make-up, skin care and
perfume. The brands in this channel, for example, are Shiseido, Estee Lauder,
Lancome, etc. They will emphasize on introducing the product at the point of sale
by using a sale staff as a beauty consultant to customers and have the advertising
in the lady magazine.
2. Hanging Sale for mass market: This channel is distributed toward young buyers,
mass market for medium and low-end customers. Products distributed via this
channel are mostly facial cream and skin care cream. Major players in this sector
are POND’S, BSC, OLAY, NIVEA, L’OREAL,etc. It is sold through
supermarkets and superstores such as Tops Supermarket, Home Fresh Mart,
Tesco Lotus, Makro, Carrefour, and Big C. They use integrated marketing
communication through media, or event marketing.
3. Direct Sale: Direct selling has been very popular. It is divided into two systems-single level and multi level. In the single level market leaders are Mistene and
Avon and the multilevel market leader is ARTISTRY (Amway). Other players are
NUSCREEN, GIFFARINE, and AVIVON. This channel is effective because it
covers all consumers and uses a two-way communication. The weakness of this
channel, it disturbs to the customers.

14

Figure 1.1: Market share of facial skin care by brand (market value 6,000 million baht)

OLAY, 36%

Others, 37%

OLAY
POND 'S
Others
POND 'S, 27%

Source: Positioning Magazine, April, 2006

OLAY brand is the market leader in facial skin care in 36%, POND’s is 27% and others
(L’OREAL and NIVEA) are 37%.

Figure 1.2: Market Share of facial skin care by segment

Anti-aging, 40%
Whitening
Anti-aging
Whitening, 60%

Source: Positioning Magazine, April,2006

Facial skin care has two major categories which are whitening and anti-aging. The
whitening has more market share (60%) than the anti-aging segment (40%). Now the
anti-aging segment has the market growth continuously while the whiting segment is
stable.
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1.1.2 OLAY Brand

OLAY brand origined by African Chemical naming Graham Wulff in year 1950. In
year 1985, the Procter and Gamble Company (P&G) significantly expanded its over-thecounter and personal health care business worldwide with the acquisition of RichardsonVicks, owners of Vicks respiratory care and Oil of OLAY product lines. P&G changed its
name from Oil of OLAY to OLAY because they wanted to keep the name “OLAY” so
that women around the world have come to trust. Since some of products do not contain
oil, the words “oil of” no longer seemed to fit. The other reason was to make it consistent
around the globe so consumers can find it when they travel. P&G opened the General
Officers Tower Building, the expansion of Procter and Gamble’s world headquarter in
Cincinnati, Ohio. Now OLAY brand has 30 product lines and distributed in 140
countries. OLAY has facial skin care, cleansing, soap and body care such as OLAY
Regenerist, OLAY Total Effects, OLAY Moisturizing Bar, OLAY White Cream, etc.
(www.olay/products/indexs.jsp).

P&G Company Limited is established in Thailand since 1987. There are about 900
employees. In Thailand, Procter and Gamble (Thailand) Company Limited has used
different products for different brands. Now they have product categories of totally 13
brands such as Pantense Pro-V, Rejoice, Head&Shoulder, Clairol Herbal Essence,
Safeguard, Pringles, OLAY, Pamper, etc. If some brands have low sales volume, it won’t
affect other brands. But P&G must pay more money for promotion or advertising for
each brand. Procter and Gamble (Thailand) Company Limited is the manufacturer and
distributor of OLAY facial skin care products. They sell them through superstores and
supermarkets and they try to launch new products and market more in an effort to
increase its share of Baht 6 billion facial skincare market. The target is based on three
groups of female high schools, university students and working women aged 25 and up.
They distribute them to the mass market through reducing the price and size such as 20
grams of OLAY Total White Cream at 65 baht and also emphasize on the small retailers
16

to cover all areas. Currently, they distribute to the modern trades for 56% and retailers for
44%. P&G is preparing to expand its manufacture to be the biggest exporting beauty
products in Asia because it is found that Thai women are concerned with their beauty
more than other countries in Asia (Brandage Magazine, May 2006). The company would
like to raise the OLAY share in the local facial skincare market from 33 percent to 45
percent in year 2006. OLAY facial skin care in Thailand consists of two major products
groups: whitening brands such as White Radiance and Total White and anti-ageing
brands such as Total Effects and Regenerist. The facial skincare market grew by 29
percent in year 2005 in sales value and 23 percent in sales volume (The Nation, May 15,
2006).

Figure 1.3: OLAY brand market share comparing between year 2004 and year 2005
OLAY brand market share

33.70%
34%
33%
32%
30%

31%
30%
29%
28%
2004

2005
Year

Source: Positioning Magazine, April 2006

The market share for the whitening market (by brand) is shown in Figure 1.4
1. POND’S and others (85%)
2. OLAY White Radiance and Total White (15%)
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Figure 1.4: The market share for the whitening market by brand

OLAY White
Radiance and Total
White, 15%
POND's and others
OLAY White Radiance and
Total White
POND's and
others, 85%

Source: Positioning Magazine, April 2006

The market share for the anti-aging market (by brand) is shown in Figure 1.5
1. OLAY Total Effect & Regenerist (19%)
2. POND’S and others (81%)

Figure 1.5: The market share for the anti-aging market by brand

OLAY Total Effect
&Regenerist
19%
OLAY Total Effect &Regenerist
POND'S and others
POND'S and others
81%

Source: Positioning Magazine, April 2006

The OLAY brand is the market leader in the facial skin care segment because of they try
to introduce the new innovation for developing the products in order to satisfy
consumer‘s need (Brandage Magazine, May 2006).
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1.2 Statement of the Problem

Nowadays, skincare market trend in Thailand is highly competitive. There are many
brands in the market and each brand has the strengths and weaknesses in itself. They use
several appropriate marketing activities to boost up their sales volume and growth.
Therefore, it is quite hard for each brand to maintain a steady growth in the highly
competitive market. Branding is a major issue in the product strategy. A brand is much
more than a name, logo, colors and symbol. It is essentially a marketer’s promise to
deliver a specific set of benefits and features until customers trust and commit to the
brand. Furthermore, studying brand and customer relationship provides clues for
developing relationship marketing which lead to the buying decision. Therefore, this
research was conducted to study how brand credibility, commitment influence the
customer’s buying decision of OLAY brand.

The research questions of this study are as follows:

1. Is there a relationship between brand characteristics and brand credibility?
2. Is there a relationship between customer characteristics and brand credibility?
3. Is there a relationship between product performance and brand credibility?
4. Is there a relationship between brand credibility and commitment?
5. Is there a relationship between commitment and buying decision?

1.3 Research Objectives

The purpose of this research was to study the brand credibility, commitment and
their relationships to the buying decision. Therefore, the objectives of the research are as
follows:
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1. To investigate the relationship between brand reputation and brand credibility of
the OLAY brand.
2. To investigate the relationship between customer’s self-concept and brand
credibility of the OLAY brand.
3. To investigate the relationship between customer satisfaction and brand
credibility of the OLAY brand.
4. To investigate the relationship between the product performance and brand
credibility of the OLAY brand.
5. To study the relationship among brand credibility, commitment and buying
decision of the OLAY brand.
6. To study the effect of personal and function connection on commitment to the
OLAY brand.

1.4 Scope of the Research

This study examines the impact of brand credibility and commitment toward buying
decision. The research focuses on the consumers of the OLAY facial skin care brand as it
is a market leader for facial skin care brand. The target population for the study is the
female consumers aged from 18 to more than 35 years old who currently use OLAY
facial skin care brand more than one month and reside in Bangkok because this group are
the target market for the OLAY brand (The Nation, July 29, 2005). This research has
been conducted by survey using the questionnaire to collect the information. The samples
are consisted of 400 respondents and select five zones to conduct the survey: Siam,
Silom, Sukhumvit, Lad Phrao and Rama IV.

1.5 Limitations of the Research

The research was limited to “OLAY” facial skin care brand, therefore the result
cannot be generalized to other skin care brands. The research studies only the brand
20

credibility and cannot study all the factors influencing the brand credibility. The
researcher only focuses on the current OLAY users more than one month who live in
Bangkok areas in five zones therefore its finding may not be generalized to all consumers
who stay other zones and stay outside Bangkok. The research results represent only eight
months (May-December, 2006) in the period of study hence it cannot use for all the time
period.

1.6 Significance of the Study

This research will be beneficial for the marketer of the OLAY brand. Regarding the
currently highly competitive market situation of the facial skin care brand, it is quite
necessary for the marketer to deeply understand which factors have the high impact on
the brand credibility and the connection between commitment and buying decision. The
finding of this research will help them better understand the relationship between the
brand and customers in the aspect of personal or functional connection. Then it can apply
and implement the effective market strategies and tactics toward consumer’s buying
decision with the OLAY brand which then would increase profitability and market share
in the future.

1.7 Definition of Terms

Brand: A brand is name, term, sign, symbol, design or combination of them intended to
identify the goods and services of one seller or group of sellers and to differentiate them
from their competitors (Kotler, 2003).

Brand Credibility: Confidence of desirable outcome from interacting with another,
based on predictability, dependability and faith after they use the brand (Barnes, 2001).
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Brand Identity: It is a unique set of brand associations that the brand strategist aspire to
create or maintain (Aaker, 1996).

Brand Reputation: It is the estimation of the brand for the consistency over time of an
attribute of an entity (Herbig and Milewicz, 1997).

Buying Decision: Selecting two or more alternatives while the customer buys goods and
services (Barnes, 2001).

Commitment: Any action taken in the present that binds a consumer to a future course
of action (Donald, 2003).

Consumer: Consumer is a term applied to both the individual household member as well
as business unit who use products and services in the market (Shelth, 1999).

Consumer Behavior: The activities, actions and influences of people who purchase and
use goods and services to satisfy their personal or household needs and wants (Arens,
1996).

Cosmetic Product: It refers to those fragrant substances used for beautifying the body.
They are regarded as beauty-aid products that help in making people improve their
appearance and personality (Tennant, 1994).

Customer Satisfaction: Outcome of the subjective evaluation that the chosen alternative
brand meets or exceeds expectation (Lau and Lee, 1999).

Customer’s Self-Concept: It denotes the totality of an individual’s thoughts and feelings
with reference to himself or herself (Lau and Lee, 1999).
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Expertise: The extent to which a brand is seen as able to solve the problem to the
consumer (Barnes, 2001).

Functional Connection: To provide its basic functional benefits (Ward, 1998).

Integrated Marketing Communication (IMC): It is a concept of marketing
communication planning that recognizes the added value of a comprehensive plan. For
example, general advertising, direct response, sales promotion and public relation
(Kotler, 2003).

Personal Connection: To provide for the consumers a symbolic meaning which assits
the consumers in the recognition (Herbig and Milewicz, 1997).

Product’s Attribute: Characteristic of a product with varying abilities for delivering the
benefit sought to satisfy needs such as size, shape, physical structure of products (Kotler,
2003).

Product Performance: Evaluation of intrinsic cues of the product (Selnes, 1993).

Relationship Marketing: Relationship marketing has the aim of building mutually
satisfying long-term relations with key parties-customers, suppliers, distributors in order
to earn and retain the business (Kotler, 2003).

Trust: The extent to which a brand is seen as communicated to be honest, dependable
and sensitive to consumer needs (Keller, 2003).

Value Proposition: A statement of the functional, emotional and self-expressive benefits
delivered by the brand that provides value to the consumers (Aaker, 1996).
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CHAPTER II
REVIEW OF RELATED LITERATURE AND STUDIES

This chapter presents a review of the literature and research related to the study.
This chapter consists of four sections. The first section describes the definitions and
theories related to brand credibility. The second section defines and describes other
variables such as commitment and buying decision. The third section links between brand
credibility and commitment theories. The last section describes the previous study which
is based on the past research.

2.1 Definition and Theories related to Brand Credibility

Erdem and Swait (1998) stated that credibility is broadly defined as the believability
of an entity‘s intentions at a particular time and is posited to have two main components:
trustworthiness and expertise. Thus brand credibility is defined as the believability of the
product information contained in a brand, which requires that consumers perceive that a
brand has the ability (i.e. expertise) and willingness to continuously deliver what has
been promised (i.e. trustworthiness). Both the expertise and trustworthiness of a brand
reflect the cumulative impacts of associated past and present marketing strategies and
activities. The credibility of a brand has been shown to be higher of brands with higher
marketing mix consistency over time and higher brand investments.

Keller (2003) mentioned that brand credibility refers to the extent to which the brand
as a whole is seen as credible in terms of three dimensions: perceived expertise,
trustworthiness, and likability. The brand is seen as (1) competent, innovative, and a
market leader (brand expertise); (2) dependable and keeping customer interests in mind
(brand trustworthiness); and (3) fun, interesting, and worth spending time with (brand
likability). In other words, credibility concerns whether consumers see the company or
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organization behind the brand as good at what they do, concerned about their customers,
and just plain likable.

Sobel (1985) mentioned that credibility is the believability of an entity’s intention at
a particular moment in time. That is, credibility is whether a company can be relied on to
do what it says it will do. Credibility is time sensitive; that is, the entity’s perceived
credibility today can differ immensely from its perceived credibility by the same firm on
a previous or future date. Credibility is based on a firm’s intention; the entity’s actions
will either confirm or disconfirm the other firm’s beliefs in the entity’s indications. It
exists when one can confidently use past actions to predict future behavior. Credibility is
as the average of the perceived expertise and the perceived trustworthiness of the brand
providing the extension (Keller and Aaker, 1992). Trust is reported to be involved as part
of “brand credibility”(Keller and Aaker, 1992), fundamental to the development of
buying decision (Berry, 1993), as critical in maintaining successful agency-client
relationship and as essential in building strong customer relationships on the internet and
perhaps the single powerful relationship marketing tool available to a company (Urbal et
al., 2000).

Brand credibility reflects customers’ general belief that the brand is liking out for
them, will do whatever it takes to make me happy and is responsive to their needs.
Credibility has previously been defined in terms of trust, confidence, or willingness to
rely on exchange partners, rising from perceived expertise, integrity or intentionality
(Hess, 1995). Customers usually use purchase criteria such as price, value, consistency,
convenience, innovativeness, length of time in business, customer service, personal
relationship, relationship strength, relationship length, dependability, payment and credit
policies, past experiences, peer recommendation, advertising, benefits received, locations,
and availability. Most customers do not cite brand as a top criterion, probably because the
brand assumes a lot of the factors just listed, such as dependability, consistency, and
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length of time in business (David, 2002). Customers cited nine criteria most often. In
order, they are the following:

1. High quality and reliability
2. Consistent performance
3. Familiarity
4. Availability and convenience
5. Price-value relationship
6. Fit with customer personality
7. Ability to solve a customer problem
8. Customer service
9. Advertising

The implication in this list is credibility which is often synonymous with the definition of
the trust. The essence of a good brand is that people trust it. Trust implies that customers
know exactly what they are going to get when they make the purchases, and that it is on
terms they are comfortable with. It may also imply an experience and credibility with the
brand.

A wide variety of concept for credibility has been used such as ability (Andaleeb,
1992), trust (Ganeson, 1994) or reliability (Hess, 1995). Trust as existing when one party
has confidence in an exchange partner’s reliability and integrity. Zaltman (1993) defined
trust as a willingness to rely on an exchange partner in whom one has confidence. The
literature on trust suggests that confidence on the part of the trusting party results from
the firm belief that the trustworthy party is reliable and has high integrity, which is
associated with such qualities as consistent, competent, honest, responsible and helpful.

Geyskens (1998) defined that credibility is similar to trust. Trust has been defined as
the willingness to rely on an exchange partner in whom one has confidence (Lewin and
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Johnson, 1987). Trust is seen as central to successful relationships leading to higher level
of loyalty to the bargaining partner and thus to increased profitability because trust
encourages partner to co-operate, seek long-term benefits and refrain from opportunistic
behavior (Anderson and Narus, 1990). Honesty, safety and credibility and previous
experiences are among the same dimensions of trust (Egann and Greenley, 1998).

Trust also has been studied widely in the social exchange literature (Fox and
Scanzoni, 1979) For example, in organization behavior, the study of norms of trust is
considered a characteristic distinguishing management theory from organizational
economics (Barney, 1990). In communications, a key construct has been source
credibility, originally defined by Hovland, Janis and Kelly (1993) as trust of the speaker
by the listener. In service marketing, Berry and Parasuraman (1991) found that customercompany relationship requires trust. In marketing, brand trust is considered as brand
credibility. Deshpande (1995) defined credibility as a willingness to rely entail on
exchange partner in whom one has confidence. They propose that an expectation of
credibility results from the ability to perform (expertise), reliability and intentionality.

Moorman (1995) defined brand trust or brand credibility as the willingness of the
average consumer to rely on the ability of the brand to perform its stated function. It
reduces the uncertainty in an environment in which consumers feel especially vulnerable
because they know they can rely on the trusted brand. Doney and Joseph (1997)
suggested that the construct of brand credibility involves a calculative process based on
the ability of an object, party or brand to continue to meet its obligations and an
estimation of the costs versus rewards of staying in the relationship. At the same time,
trust involves an inference regarding the benevolence of the firm to act in the best
interests of the customer based on shared goals and values. Thus, beliefs about reliability,
safety, credibility and honesty are all important facets of trust that people incorporate in
their operationalization of trust.
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2.2 Characteristics behind Brand Credibility

Lau and Lee (1999) defined the characteristics behind brand credibility in three parts
as follows:
1. Brand Characteristics: It includes brand reputation, brand predictability and brand
competence.
2. Company Characteristics: It includes company reputation, company perceived
motives and company integrity.
3. Customer to Brand Characteristics: It includes the similarity between customer
self-concept and brand personality, brand liking, brand experience, brand
satisfaction and peer support.

Brand Reputation
Lau and Lee (1999) mentioned that brand reputation refers to an opinion of person to a
brand which is good and reliable. It can be developed and influenced through advertising,
public relation, product quality and product performance. Creed and Miles (1996)
suggested that a reputation is able to lead the positive expectations, resulting in the
development of mutuality between parties. If a customer perceives a good reputation of a
brand from others, the customer may accredit that brand is suitable to rely on. And after
use, if the brand meets his or her expectation, a good reputation helps to reinforce the
customer’s trust. However, if the brand does not have a good reputation, the customer is
likely to be reluctant to select the brand. Brand reputation defined as a perception of
quality associated with the name. A key function of a brand is that it facilitates choice
when intrinsic cues or attributes are difficult or impossible to employ. Intrinsic cues
involve the physical or technical composition of a product. Brand name has been defined
as an extrinsic cue, that is, an attribute related to the product but not part of the physical
product itself (Herbig and Milewicz, 1997). The perceived quality of a product or service
is related to the reputation associated with the brand name. In some situations, customers
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will only associate one product or service with the brand and thus the brand reputation is
only measurable at the brand credibility (Zeithem and Shapiro, 1998).

Customer’s Self-Concept
Self-concept denotes the totality of an individual’s thoughts and feelings with reference
to himself or herself as an object. It refers to the similarity between consumer’s selfconcept and brand. It includes demographic characteristics (gender, age and
socioeconomic class) as well as classic human personality traits (warmth, concern and
sentimentality). Research in an interpersonal relationship shows the similarities of
characteristics between the two parties may provide an inclination to brand credibility. A
consumer may examine a brand and judge if it is similar to himself or herself (Lau and
Lee, 1999). Self-concept is a marketing application of personality theory. Your selfconcept is the way you see yourself. At the same time it is the picture you think others
have of you. Studies of purchases show that people generally prefer brands and products
that are compatible with their self-concepts. Marketers attempt to develop brand
personalities that will attract consumers with the same self-concept. The self-concept
theory has had a mixed record of success in predicting consumer response to brand
image. The concepts of brands is now well accepted with congruity between a brand and
self-concept as regarded as a key motivational factor in brand credibility(Etzel, 2004).

Customer Satisfaction
Lau and Lee (1999) defined customer satisfaction as the outcome of the subjective
evaluation that the chosen alternative brand meets or exceeds expectations. In a
continuing relationship, satisfaction with past outcomes indicates equity in the exchange,
it increases the perception of the exchange partner’s benevolence and credibility. Also
Bulter (1991) found that promise fulfillment as an antecedent of credibility in an
industrial relationship. When a consumer is satisfied with a brand after using it, it is
similar to promise fulfillment. Since the brand has kept its promise, the consumer
possibly trusts it. Oliver (1999) mentioned satisfaction as pleasurable fulfillment.
29

Consumers sense that consumption fulfils their need, desire and this fulfillment is
pleasurable. It is the consumer’s sense that consumption provides outcomes against a
standard of pleasure or displeasure. It is a state of experience that may vary in intensity
but not in quality. Satisfaction is a person’s feeling of pleasure or disappointment,
resulting from comparing a product’s outcome in relations to his or her expectations. If
the outcome matches the expectations, the customer is satisfied. If the outcome exceeds
expectations, the customer is highly satisfied or delighted (Kotler, 2003).

Research on brand credibility has been approached from a wide variety of
perspectives (Bigley and Pearce, 1999). Three of the most prominent perspectives on
brand credibility focus on (1) a perception or attribution based on individual qualities or
characteristics. (2) risk-taking behavior and (3) the willingness to engage in such
behavior. Of the three, perhaps the most dominant has been the first. From this
perspective, brand credibility is viewed as resulting from an individual‘s perceptions of
the characteristics or qualities of specific other groups or systems. It has focused
primarily on various personal characteristics or attributions that determine an individual’s
trustworthiness and how those characteristics affect risk-taking behaviors and outcomes
in exchange relationships. Product-category characteristics influence brand credibility
(Mittal, 1990). It is likely to precede thoughts and feelings about brands within the
product category. Knowledge of the product category determines the type of evaluation
that a brand stimulus will evoke. Hedonic and utilitarian values can thus be conceived of
as abstractly representing two types of knowledge gathered from prior experience with
the product category for use in evaluating individual brands within the product category.

The process by which an individual attributes a credibility image to the brand is
based on his/her experience with that brand. Therefore as an experience attribute it will
be influenced by the consumer’s evaluation of any direct (e.g. trial, usage, satisfaction in
the consumption) and indirect contact (advertising, word of mouth, brand reputation)
with the brand (Krishman, 1996). Among all of these different contacts with the brand,
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the consumption experience gains more relevance and importance as a source of
credibility. It generates associations and feelings that are more self-relevant and held with
more certainty. To achieve credibility for high quality, a company must first develop a
brand characteristic in brand reputation and product performance for producing and
delivering quality products. To achieve credibility a competitor must first develop a
reputation and it usually takes many periods before a reputation can be established (Bell,
1984). Credibility influences a reputation only through the final outcome; the promised
quality must be delivered to build a positive reputation (Fitzgerald, 1988). The quality of
items produced in priors serves as a signal of quality of the goods that are to be produced
in the current period. Reast (2003) proposed the characteristics behind brand credibility
as follows:

1. Personal experience
2. Usage history
3. Fulfils expectations
4. Quality Consistency

Product or service performance can relate to the characteristics behind brand
credibility. It relates to different ways in which the product or the service attempts to
meet the customer’s more functional needs. It relates to the extent where the brand can
satisfy utilitarian, aesthetic and economic to the customer’s need and want in the product
or service category. Usually the strongest brand positioning involves performance
advantages of some kind, and it is rare that the brand can overcome severe deficiencies
on these dimensions. The specific performance and attributes and benefits making up
functionality would vary widely by category (Keller, 2003). Customers can view the
performance of products in the broad manners. For example, reliability refers to the
consistency or performance over a period of time and from purchase to purchase.
Durability refers to the expected economic life of the product. Serviceability refers to the
ease of servicing the product if it needs repairs. Perception of product performance is
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affected by factors such as the speed, accuracy and care of the product at the time of
delivery and installation. Customers often have performance related associations that
relate to the service interactions they have with the brands. Service effectiveness refers to
the satisfaction gained by consumers through customer’s service requirements. Service
efficiency refers to the manners by which these services are delivered in term of speed,
responsiveness. Service empathy refers to the extent to which service providers are seen
as trusting, caring and having customer’s interests in mind.

Shelth and Parvatiyar (1999) identified three characteristics behind brand credibility
as follows:
1. Product categories: certain product categories by the nature lead to the
relationship formation.
2. Brand characteristic: brands with distinct traits and brand personality to the
customer.
3. Customer characteristics: some customers, brands are integral to their affiliation.
While other customers prefer variety and actively seek out transactions with
brands other than those with which they are familiar.

2.3 Definition and Theories related to Commitment

Morgan and Hunt (2000) stated the term commitment refers to consumers’ ultimate
relationship dispositions, encompassing belief, attitudes and behaviors toward the brand
and their relationship with that brand. Commitment is a fundamental and powerful
concept that can only be fully understood and applied if decomposed into its major
dimensions. Gundlach (1995) suggested that commitment is associated with a positive
effect and that though this may prevent the exploration of other alternatives in the short
run, steady customer benefits are likely to accrue from such affective bonding in the long
run. A positive relationship between commitment is further predicted on the ties between
positive emotional feelings and close interpersonal relationships. Berscheid (1993)
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isolated two critical aspects of a close emotional relationship namely, the magnitude of
the effect (intensity) and its hedonic sign (positive/negative). It suggested that the close
relationship of a brand with its consumers (i.e., commitment) also tends to reflect the
levels of positive effects generated by that brand. Strong and positive affective responses
will be associated with high levels of commitment. Commitment is recognized as an
essential ingredient for successful long-term relationships (Dwyer, Schurr and Oh, 1997)
Commitment has been defined as an enduring desire to maintain a valued relationship
(Moorman, 1995). The concept of commitment is related to the loyalty of consumers
toward a particular brand in a product class and is gaining increasing weight in consumer
behavior (Martinand and Goodell, 1993). Commitment is an essential ingredient for
successful long-term relationship.

Moorman and Deshpande (1992) defined commitment as an enduring desire to
maintain a valued relationship. The term value relationship emphasized the belief that
commitment exists only when the relationship is considered important. This implies a
higher level of obligation to make a relationship succeed and to make it mutually
satisfying and beneficial (Gundlach, 1995). Since commitment is higher among
individuals who believe that they receive more value from a relationship, highly
committed customers should be willing to reciprocate an effort on behalf a firm due to
past benefits received. Commitment is the adoption of a long-term orientation towards
the relationship (Anderson and Narus, 1990) and goes beyond a simple evaluation of the
costs and benefits associated with the relationship and it implies a willingness to make
short-term sacrifices to realize long-term benefit (Ganesan and Hass, 1996). Buchanan
(1994) also suggested that commitment encompasses subject aspects of relationships
apart from purely instrumental worth. Commitment has served as the dependent variable
in several relationship marketing models including those describing buyer-seller
relationships (Han, 1992). It is a good indicator of long-term relationships and is thought
to represent the peak in relational bonding (Shamdasani, 1995). Commitment is important
to the study of relationships because it is not only signals enduring stability but also
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serves as a reliable surrogate measure of long-term relationships at the operational and
empirical levels. It is a preparedness to act to generate positive commercial return over
the long term (Spekman, 1988). The focus of models of long term relationship is often on
the factors which lead to commitment to a particular trading partner. Wilson and
Mummalaneni (1990) proposed models of relationship development where factors such
as credibility, satisfaction, social bonds and relational investments are said to impact on
the development of commitment.

Commitment plays a central role in relationships. Scanzoni (1979) stated that
commitment is the most advanced phase of partners’ interdependence. The
conceptualization of commitment stems from industrial/ organizational psychology and
has been viewed as an intention to continue a course of action or activity, such as
maintaining a relationship with a business partner (Fehr, 1988). Commitment in buyerseller relationship is defined as an implicit or explicit pledge of relational continuity
between exchange partners (Dwyer et al., 1987). Parties identify commitment among
exchange partners as key to achieving valuable outcomes for themselves, and they
endeavor to develop and maintain this precious attribute in their relationship.
Commitment is seen as a sentiment that is critically important in the development of long
term channel relationship or as a favorable affective reaction. Therefore commitment is a
psychological sentiment of the mind through which an attitude concerning continuation
of a relationship with a business partner is formed.

Commitment is a force of psychological attachment (O’Reilly and Chatman, 1986).
Commitment is viewed as a central construct in the relationship marketing literature, it is
a useful construct for measuring the likelihood of buying decision as well as for
predicting future purchase frequency and there are various views about the nature of the
construct. Many of these definitions assume that commitment is an attitudinal construct.
This enables researchers in the area to focus on the relationship between customer
commitment attitude and a number of relational intentions and/or behaviors.
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Accordingly, marketing scholars should regard customer commitment as a psychological
force linking the consumer to the selling organization. These definitions mirror those in
the organizational behavior literature where commitment is viewed as a construct that
links the employee to the employing organization (Allen and Meyer, 1990). This is
relevant because a number of marketing scholars have directly borrowed from the
organizational commitment literature to inform our understanding of the nature of
customer commitment.

Dwyer et al. (1987) identified that commitment is one component to build customer
relationship. It has five general phases through which relationships evolve with each
phase representing a major transition in how parties regard one another.

1. Awareness refers to one party’s recognition that the other party is a feasible
exchange party. Interaction has yet to take place but there may be considerable
positioning and posturing to enhance each other‘s attractiveness.
2. Exploration refers to the search and trial period in the relational exchange. It is
in this phase that potential relational partners consider the obligations, benefits and
burdens of the relationship.
3. Expansion refers to the continual increase in benefits obtained by the exchange
partners and their increasing interdependence.
4. Commitment refers to the implicit or explicit pledges made by the partners to
continue the relationship. At this stage the benefits include the certainty developed from
mutually anticipated roles and goals, the efficiency established as a result of bargaining
and the effectiveness that comes from credibility.
5. Dissolution refers to the possibility of withdrawal or disengagement. It is
always an option and will ultimately always take place. Reinventing relationships that
have passed the sell-by date may thwart dissolution.
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2.4 Definition and Theories related to the Factors leading to the Commitment

Fournier (1998) stated that credibility promotes personal and functional connections
between customers and brands as the factors lead to the commitment. The combination of
personal and functional connections determines the level of customer commitment, while
their relative strengths determine the nature of commitment. Hess (1995) mentioned that
commitment derives from a combination of personal and functional characteristics of
developing a consumer-brand relationship. Personal connections promote deeper
relationships that go beyond utility and reliability. Transactional and enduring
satisfaction result in the formation of functional connections with the brand. Functional
connections promote rather shallow relationships that rely on utility and reliability.

Personal and Functional Connections

Functional connections between customers and brands result from transactional and
ongoing satisfaction. Personal and functional connections require credibility. The
difference between personal and functional connections and their relative strengths result
in different relationships with different outcomes. Many customer-brand relationships are
primarily utilitarian or functional in nature. These functional relationships provide
benefits to the customer, such as reduced search cost and lower perceived risks.
Relationship based on a personal connection, on the other hand, is more modified with
some emotional cost, since consumers must divest emotional ties to the brand to do so.
Personal connections require more than just performance quality (Macintosh, 1997).
Functional connections may form the first, but real relationship depth and profit-inducing
behaviors begin once personal connections are added. As a rule, personal connections
generally take longer to develop, but are also more enduring, usually accompanied by
emotional investment and personal attachment to the brand. Customers with personal
connections to a brand often identify or affiliate themselves with attributes they perceive
to characterize the brand, attributes which may be self-defining for the customer.
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Customers in personal relationships with a brand are also more likely to
anthropomorphize the brand and its traits and will be more responsive to humanizes
appeal. Personal connections can also enhance visceral direct consumption benefits
normally associated with functional need fulfillment. Personal and functional connections
combine to define customers’ commitment levels (Cadogan, 2000).

Aaker (1996) defined that brand credibility provides the functional and emotional
benefits for supporting the commitment. The most visible and common basis is a
functional benefit; that is, a benefit based on a product attribute that provides functional
utility to the customer. Such a benefit will usually relate directly to the functions
performed by the product or service for the customer. Functional benefits, especially
those based upon attributes, have direct links to customer decisions and use experiences.
If a brand can dominate a key functional benefit, it can dominate a category. Functional
benefits have limitations. They often fail to differentiate, can be easy to copy, assume a
rational decision-maker, can reduce strategic flexibility, and inhibit brand extensions.
One way to overcome these limitations is to expand the brand perspective beyond brand
attributes by considering the brand to the emotional benefits. When the purchase or use of
a particular brand gives the customer a positive feeling, that brand is providing an
emotional benefit. The strongest brand identifies often include emotional benefits. They
add richness and depth to the experience of owning and using the brand. To discover
what emotional benefits are or could be associated with a brand, the focus of research
needs to be on feelings. How do customers feel when they are buying or using the brand?
What feelings are engendered by the achievement of a functional benefit? Most
functional benefits will have a corresponding feeling or set of feelings.

A functional/ utilitarian component and a symbolic/ expressive component create
commitment (Mittal, 1990). 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,
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and reliability of the brand. Therefore, this dimension represents the more intrinsic
advantages of the product and usually corresponds to product-related attributes. At a
emotional level, the symbolic evaluation of the brand is considered. Consumers use
personal or subjective criteria such as taste, pride, desire to reinforce their membership of
a particular social group and desire for expressing something about themselves in their
consumption decisions (be it example how they feel or their status). These benefits are
the more extrinsic advantages and usually correspond to brand name related attributes
such as fits my lifestyle, social approval, and sense of prestige (Mc William, 1990).

Gundlach (1995) mentioned that factors lead to the commitment is an attitudinal
component that may be described as affective commitment or psychological attachment.
The attitudinal domain of a relationship is best understood in a symbolic term (i.e.
customer identification), as committed customers tend to identify strongly with the goals
and values of organization (Kelley, 1990). The positioning that customer commitment
has both an affective and continuance component. Affective component has its base in
shared values, credibility, benevolence, and renationalize. It exists when the individual
consumer identifies with and is attached to their relational partner (Fullerton, 2003).
Continuance component is rooted in switching costs, sacrifice, lack of choice and
dependence. It may well explain why consumers sometimes feel trapped in marketing
relationships when they cannot easily exit the relationship. The nature of continuance
component is that customers can be committed to the relationship because they feel that
ending the relationship involves an economic or social sacrifice or because they have no
choice but to maintain the current relationship.

2.5 Definition and Theories related to Buying Decision

Rowley (1997) defined factors influence the consumer’s purchasing decision as
summarized below:
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1. Personal factors: There are three personal factors.
1.1 Demographics. For example sex, age, race, ethnic origin, income, family life
cycle and occupation.
1.2 Situations. External circumstances at the time of the purchase decision, for
example:
•

Lay-off from work.

•

Immobility because of small children.

•

Shortage, such as petrol or food products.

•

Amount of time available for decision.

1.3 Levels of involvement. For example:
•

Level of interest.

•

Commitment.

•

Time spent spending searching for a product.

2. Psychological factors: There are four psychological factors:
2.1 Perception. The process of selecting, organizing and interpreting information
inputs to produce meaning and how this is achieved.
2.2 Motive and motivation
•

Motives are the internal energy giving forces which direct a person ‘s activities

towards satisfying a need or achieving a goal.
•

Motivation is the set of mechanisms for controlling movement towards goals.

2.3 Ability and knowledge
•

Ability in relation to information processing relating to a specific product.

•

Knowledge-familiarity with product and expertise.

2.4 Attitude
•

Attitude constitutes the knowledge and positive or negative feelings about an
object or activity.

3. Social factors: there are four social factors.
3.1 Roles and family. Role is a set of actions and activities which a person in a
particular position is supposed to perform, based on expectations of individuals and
39

surrounding persons.
3.2 Reference groups
•

A reference group is a group with which an individual identifies in as much as
they adopt many of the values, attitudes and behavior of group members. A
reference group is a source of information and a point of comparison.

3.3 Social classes
•

A social class is an open group of individuals who are similar social ranks.

•

The criteria for grouping vary between countries, e.g. occupation, education,
income, wealth, race and ethnic groups.

3.4 Culture
•

Culture in our surrounding in everything which is made by human beings e.g.
food, furniture, building, clothing and intangible concepts such as education,
legal system, health care and religion.

Park and Srinivasan (1994) mentioned that buying decision related to the
commitment. It has a positive influence on buying decision, consumer choice, and
preference, their willingness to pay a price premium for the brand or product and
recommend the brand or product to others. The most important factor determining buying
decision is customer commitment. A consumer who commits with the product or service
is more likely to buy the products. Or, more importantly, and to put it the other way,
consumers who are less commit are likely to change to the other product. Its significance
is in emphasizing the importance to the successful of the basic aspects of commitment
(Willmott, 2005). People have various factors for buying decision; some are utilitarian
purposes, others for hedonistic reasons. They also defines that commitment affects
consumer buying decision. The term consumer buying decision produces an image of an
individual carefully evaluating the attributes of a set of products, brands, or services and
rationally selecting the one that solves a clearly recognized need for the least cost. It
relates a commitment; a rational, function and emotional aspects. While consumers do
make many decisions in rational, many others involve little conscious effort. Further,
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many consumer decisions do not focus on brand attributes but rather on the feelings or
emotions associated with acquiring or using the brand or with the environment in which
the product is purchased or used. Thus, a brand may be selected, not because of an
attribute (price, style, functional characteristics) but because “it makes me feel good”
(Richard, 2001).

Oliver (1999) defined that benefits, credibility and personal identification are the
antecedents of commitment and buying decision is the consequence of commitment.
Once consumers have the deep level of commitment, they will make their decisions to
buy the product quickly, they resist changing to competitors’ offering and switching
behaviors will be minimized. Mintzberg (1976) stated that purchasing decision process
has been defined broadly as the set of actions and dynamic factors that begin with the
identification of a stimulus for an action and ends with the specific commitment to the
action. The studying of marketing and consumer behavior deals with the factors that
affect the purchase and use of goods and services such as commitment, availability,
advertising, image and consumer characteristic (Engel et al., 1996). In situation where
consumers have a choice in how they behave, their behavior is governed by many factors.
These include their need and desire, their commitment, their attitudes and expectations,
their understanding of what is available, their financial resources and their decision
process. The relationship between the consumer and the brand is a commitment of that
brand which is the key to buying decision. The strength of the relationship between the
consumer and the brand will reflect the fit between the consumer’s own physical and
psychological needs and the brand’s functional attributes and symbolic values
(Hankinson, 1999).

Schiffman (2000) stated that consumers make three types of purchases: trial
purchases, repeat purchases, and long-term commitment purchases. When a consumer
purchases a product for the first time and buys a smaller quantity than usual, this
purchase would be considered a trial. Thus, a trial is the exploratory phase of the
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purchase behavior in which consumers attempt to evaluate a product through direct use.
For instance, when consumers purchase a new brand of laundry detergent about which
they may be uncertain, they are likely to purchase smaller trial quantities than if it were a
familiar brand. Consumers can also be encouraged to try a new product through such
promotional tactics as free sample, coupons, and sales prices. When a new brand in an
established product category (toothpaste, chewing gum, or cola) is found by trial to be
more satisfactory or better than other brands, consumers are likely to repeat the purchase.
Repeat purchase behavior is closely related to the concept of brand loyalty, which most
firms try to encourage because it contributes to greater stability in the marketplace.
Unlike trial, in which the consumer uses the product on a small scale and without any
commitment, a repeat purchase usually signifies that the product meets with the
consumer’s approval and that he or she is willing to use it again and in larger quantities.
Trial, of course, is not always feasible. For example, with most durable goods
(refrigerators, washing machines, or electric ranges), a consumer usually moves directly
from evaluation to a long-term commitment (through purchase) without the opportunity
for an actual trial.

MacInnis (2006) defined a basic factor in buying decisions is the perceived risk--the
possibility that the decision may not yield the expected outcomes or may result in
negative consequences. There are various types of risks such as performance risk, or
financial risk. A perceived risk varies from one consumer to another and for the same
consumer from one product to another and from one situation to another. Level of the
perceived risk affects the buying decision. Consumers will handle the risk as follows:
•

Information search from salespeople, mass media, and word-of-mouth
communication.

•

Commitment: consumers create commitment to the brand or product and they
will buy the same brand or product.

•

Buying from a well-known brand.
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•

Buying from a reputable retailer.

•

Buying from the most expensive brand or model.

•

Seeking the reassurance such as guarantee and cash refund.

Coney (2001) mentioned that buying decision or increased buying, supplier loyalty,
willingness to pay more, proactive word-of-mouth, and customer equity or goodwill are
the outcome of commitment. Supplier loyalty-customers prefer this supplier and
consistently buy from the same supplier. Initially, customers may engage in relational
buying with a particular supplier for a specific product or service; with the relationship
well founded, however, customers may progress to buying more of the same product
from the supplier, and then to buying other products from the supplier as well. Moreover,
preference for the relational supplier grows so that customers begin to perceive
substantial superiority in this supplier’s offering. Eventually, many customers become
willing to buy and pay a premium price for the supplier’s products. Proactive word-ofmouth also increases. Word-of-mouth is an outcome when customers are satisfied. But,
with relational buying, such positive word-of-mouth acquires a more proactive character
because the positive supplier experience is repeated often in frequent repurchase
encounters. Finally, suppliers that keep a customer satisfied enough to receive his or her
relational buying acquires customer equity or goodwill-customer support for the
supplier’s well-being.

2.6 Definition and Theories related between Brand Credibility and Commitment

Moorman and Deshpande (1992) stated that brand credibility leads to the
commitment because it creates exchange relationships that are highly valued. Similar
finding with Zaltman (2001) mentioned that brand credibility plays a key role as a
variable generates customers’ commitment. In other words, brand credibility is similar
meaning with brand trust. Therefore it can state that trust and commitment associated
because trust is important in relational exchange and commitment is also reserved for
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such valued relationships. Trust leads to commitment in business-to-business relational
exchanges. Hunt (1994) theorized that trust and commitment are key mediating
constructs in successful relation exchange. They are focal intermediate constructs in the
latent structure models of component and global evaluations of those customers who have
a high relational or partnering orientation to the organization. It also consists of the
concept of one-to-one marketing relationship. Archrol (1997) defined that trust helps
determine a variety of performance-related indicators, indicating the extent information
exchange, joint problem solving, satisfaction with the outcome of activities, and a greater
motivation to implement decisions. All these factors encourage commitment (Wilson,
1995).

Trust or credibility creates the condition under which commitment develops and
firm become willing to make relationship specific investments capable of developing
competitive advantage (Carney, 1998). Aaker (1996) mentioned that trust and
commitment look like a brand and customer relationship. It can be based upon a value
proposition. For example, a customer may be loyal to Maytag because it delivers at a fair
price, the functional benefit of reliability and the emotional benefit of feeling secure and
confident. Or the relationship may need to emanate directly from the brand identity,
especially when the brand is considered as an organization or as a person, rather than as a
product. Relationships between a brand and customers can be based on a host of positive
feelings (such as admiration, friendship, having fun, and being a part of the same
community) that cannot be accurately conceptualized in terms of value propositions.
Sometimes the brand-customer connections can be strong.

Sherman (1996) mentioned that the presence of relationship brand credibility and
commitment is central to successful relationship marketing. Brand credibility and
commitment are key because they encourage marketers to (1) work at preserving
relationship investments by cooperating with exchange partners, (2) resist attractive
short-term alternatives in favor of the expected long-term benefits of staying with
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existing partners and (3) view potentially high-risk actions as being prudent because of
the belief that their partners will not act opportunistically. Therefore, when both brand
credibility and commitment--not just one or the other--are present, they produce
outcomes that promise efficiency, productivity, and effectiveness. In short, brand
credibility and commitment lead directly to cooperative behaviors that are conductive to
relationship marketing success.

Hess (1995) stated that successful development of credibility may lead to the
formulation of personal and functional connections between the customer and the brand.
Personal and functional connections and the relationship commitment they comprise are
rarely static. Customer relationships travel through many iterations, from functionally to
personally based, and perhaps back again, as customers experience the brand‘s products,
modifying credibility and re-evaluate accrued costs benefits of the relationship. The
relative levels of personal and functional connections may vary throughout the
relationship, influencing the level and nature of commitment which result to the buying
decision.

Morgan and Hunt (1994) identified that the relationship between brand credibility,
commitment and buying decision yielded positive and statistically significant correlation.
They developed a commitment and brand credibility model as the key success factors of
relationship marketing strategies. They determined the level of customer commitment
and brand credibility by measuring the strategy outcomes: acquiescence, propensity,
functional conflict, uncertainty, and cooperation.
•

Acquiescence is a degree to which a partner accepts or adheres to another’s
requests or policies.

•

Propensity to leave is a perceived likelihood that a partner will terminate a
relationship in the near future.
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•

Functional conflict refers to disagreements in situations when disputes are
resolved amicably.

•

Uncertainty refers to the extent to which a partner has enough information to
make decisions, and has confidence in these decisions.

•

Cooperation refers to situations in which parties work together to achieve
mutual goals.

2.7 Previous Studies in Thailand

Thunkitjaruengporn (2003) studied “The factors affecting to the buying decision: a
case study of facial skin care in Bangkok”. The objective was to examine brand
credibility, satisfaction and preference affect to the buying decision. The research was
conducted on the 350 female consumers aged 18-40 years old who reside in Bangkok by
using questionnaire and Pearson Product Moment Correlation as statistical tool. The
result shows that brand credibility has a high influence to the buying decision. Consumers
trust in POND’s and OLAY brand. Mostly they buy facial skin care at the supermarket in
department store and buy every two month.

Nimonrat (2002) studied “Factors affecting to the buying decision: a case study of
skin care in Chiangmai Province”. The objective was to investigate brand name and
commitment to the buying decision. The research data was acquired by using 300
respondents’ questionnaires among female consumers aged between 18-30 years old in
Chiangmai province and analyzed by using Pearson Correlation Coefficient as a statistic
tool. The study shows that brand name and commitment have influences to the buying
decision. Frequency of buying skin care is low. Consumers buy facial skin care more than
body skin care and they buy at the supermarket.
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2.8 Previous Studies

Herbig and Milewicz (1997) studied “The relationship of brand characteristic and
credibility to brand success”. This study focuses brand reputation as brand characteristic.
The objective is to find the importance of brand reputation to the success or failure of the
firm, how a firm maintains or enhance its brand reputation and brand reputation can be
transferred successfully to other products or not. The research was conducted on the milk
consumers who reside in the United States of America. The research data was acquired
from 350 respondents’ questionnaires and analyzed by using Pearson Product Moment
Correlation as a statistical tool. The result shows that the power of brand reputation is
strongest when the competitive products all look alike. A successful new product should
always offer user a significant point of difference. For example, the significant point of
difference must have credibility that is confirmed on delivery or it must deliver what it
promises.

Selnes (1999) studied “Antecedents and consequences of trust and satisfaction in
buyer-seller relationships”. The objective of this study is to address the complementary
role of satisfaction and trust in maintaining and enhancing the relationship between a
supplier and a buyer. It will also address how relationship variables like supplier
competence, communication, commitment and conflict handling may affect trust and
satisfaction. A random sample of 400 customers of the food producers was selected. The
manager was contacted by telephone and asked to participate in the survey. This study
applied the goodness of fit and t-values to test the hypothesis. The results show that trust
is a strong antecedent of motivation to enhance the scope of the relationship.
Communication, commitment and conflict handing has strong effects on trust.

Bennett and Gabbriel (2001) studied “Reputation, trust, and supplier commitment:
the case of shipping company/seaport relations”. The study examines the roles of
reputation, trust in the supplier, co-operation, buyer commitment and willingness to
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undertake relationship-specific investments. The sample was applied to relationship
between three UK seaports (Tilbury, Felixstowe and Liverpool) and their customers, i.e.
shippers. Shippers might be shipping companies, major freight forwarder or consortiums
of business which jointly ship goods. Information on the perceptions of port/shipper
relations was collected via a mail questionnaire distributed to 450 client companies of the
three ports in questions (150 customers of each port). This study used the Statistical
Package for Social Science (SPSS) and applied Pearson Product Moment Correlation as a
statistical tool. The results show that a reputation significantly affects shippers’ desire for
close relationships with particular ports and it constitutes a pure moderator the influences
of trust on commitment and on relationship-specific investments and adaptation of
business systems. Additionally a reputation modified the effects of experience on trust.

Johnson (1999) studied “The different roles of satisfaction, trust, and commitment in
customer relationships”. The research objective is to analyze the relationships of
satisfaction, trust, and commitment to component satisfaction attitudes and future
intentions for the customer of a New York off Broadway repertory theater Company. The
research data were acquired by 375 respondents’ questionnaires of subscribers of this
company by using Statistical Package for Social Science (SPSS). This study applied chisquare test as a statistic tool. The study indicated that the overall satisfaction is the
primary mediating construct between the component attitudes and future intentions. For
the high relational customer, trust, and commitment, rather than satisfaction, are the
mediator between component attitude and future intentions.

Based on the previous studies, the researcher can conclude that brand credibility has
an important role to generate the customer’s commitment. The research data was
acquired from 400 respondents and used the Pearson Product Moment Correlation as a
statistical tool to test the hypothesis.
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CHAPTER III
RESEARCH FRAMEWORK

This chapter focuses on the framework of the research. The researcher will relate the
several theories in order to develop the conceptual framework. This chapter consists of
four sections that are theoretical framework, conceptual framework, research hypotheses
and operationalization of the variables. Section one is the theoretical framework; it is a
model which explores the relationship of variables in a logical. It clarifies questions and
summarizes the overall investigated. Section two is the conceptual framework which is a
specific model that explains the independent and dependent variables. Section three is
research hypothesis; including the list of all statements specifying the relationship of
variables that will be tested in this research. The last section is operationalization of
variables including the examples translated into actions of all variables.

3.1 Theoretical Framework

One of the major aims of building brand trust is to achieve a sustainable competitive
advantage and thereby enhance a business performance. Many researchers have
conducted a general consensus that brand trust is established through a combination of
familiarity, security, privacy, word-of-mouth, advertising, and brand image (Chow and
Holden, 1997). Brand trust is extremely important for increasing customers’ loyalty
toward brands on the web. The development and maintenance of consumer brand trust on
the web is at the heart of companies’ marketing plans, especially in the face of highly
competitive

markets

with

increasing

unpredictability

and

decreasing

product

differentiation (Fourier and Yao, 1997). At a basic level, brand trust is simply the trust a
consumer has in that specific brand. Brand trust recognizes that brand value can be
created and developed with management of some aspects that go beyond a consumer’s
satisfaction with functional performance of the product and its attributes (Aaker, 1996).
The same idea is pointed out by Blackston (1995) for whom the study of trust could offer
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an appropriate schema to conceptualise and measure a more qualitative dimension of
brand value. The dimension includes other characteristics and qualities of the brand that
also have meaning and add value of the consumer. Ambler (1997) conceptualizes brand
value as a function of the existing relationship between the consumer and the brand, trust
being one of the most important ingredients in this relationship as shown in Figure 3.1

Figure 3.1: Model of formation of brand trust and commitment on the web

Security
Privacy
Brand Name

Brand Trust

Commitment

Word of mouth
Experience
Information

Source: Hong-Youl Ha (2004) “Factors influencing consumer perceptions of brand
trust online”. Journal of Product and Brand Management, Vol. 13. p.333

When there is consumer uncertainty about brands and information is costly to obtain
and or process, the credibility of a brand may be an important factor underlying the
formation of consideration sets. The cost-benefit approach to consideration set and choice
set formation suggests that the higher perceived value and lower perceived risk associated
with a higher credibility brand are anticipated to increase expected benefit (Hauser and
Wernerfelt, 1990). Additionally, the lower information cost associated with credible
brands are likely to decrease expected costs, while the credibility of a brand decreases
perceived risks because it increases consumers’ confidence in a firm’s product claims.
Credibility also decreases information costs since consumers may use credible brands as
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a source of knowledge to save information gathering and processing costs. Brand
credibility effects on consumer utility materialize through perceived quality, perceived
risk, and information cost saved as shown in Figure 3.2.

Figure 3.2: Structural Relationships between Brand Credibility, Perceived Quality,
Perceived Risk, and Information Costs Saved
Brand Credibility
Expertise

Trustworthiness

Perceived
Quality

Perceived
Risk

Information
Costs Saved

Source: Erdem (2004) “Brand Credibility, Brand Consideration and Choice”.
Journal of Consumer Research Vol. 31. p.195

Customer-brand relationships have become a competitive imperative and the
dominant paradigm of marketing. The notion that relationships are more profitable than
individual transactions is well founded (Gronroos, 1997). A relationship model will not
only further embed relationship-based constructs in marketing practice (e.g. trust,
commitment) but also reposition classic marketing concepts into appropriate supporting
roles (e.g. loyalty, buying decision). The nature of customer-brand relationships, on the
other hand, provides a framework for qualitative interpretation of customers’ reactions to
such market stimuli. A multidimensional model of relational commitment that provides a
process model for developing relationships with customers. It predicts the customers
purchase behavior as shown in Figure 3.3.
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Figure 3.3: Trust-based commitment process model

Brand
Characteristic
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Customer
Characteristics
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Satisfaction
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Trust
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Product
Performance
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decision

Firm
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Source: Hess (20

Source: Hess (2005) “Trust-based commitment: multidimensional consumer-brand
relationships”. Journal of Consumer Marketing Vol. 22. p.315

3.2 Conceptual Framework

In this part of this study, the researcher has drawn on previous empirical research
and relevant theories that are necessary to develop the conceptual framework of the
research. The conceptual model focuses on the factors that influence brand credibility,
commitment on buying decision based on the empirical research studies. For this research
study, the researcher has built up the conceptual model based on prior research studies to
identify several variables that have an influence on brand credibility and commitment
toward buying decision of the OLAY brand.
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Figure 3.4: Modified Conceptual Framework from Figure 3.1, 3.2 and 3.3
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3.3 Research Hypothesis

In this section, the research hypothesis is stated into two forms including alternative
hypothesis and null hypothesis. The purpose of hypothesis testing is to determine which
one of the two is correct (Zikmund, 2003) and help the researcher to answer specific
research questions. The research hypotheses are as follows:

Brand characteristic
Hypothesis 1
H1o: There is no relationship between brand reputation and brand credibility.
H1a: There is a relationship between brand reputation and brand credibility.

Customer characteristics
Hypothesis 2
H2o: There is no relationship between customer’s self concept and brand credibility.
H2a: There is a relationship between customer’s self concept and brand credibility.
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Hypothesis 3
H3o: There is no relationship between customer satisfaction and brand credibility.
H3a: There is a relationship between customer satisfaction and brand credibility.

Product performance
Hypothesis 4
H4o: There is no relationship between product performance and brand credibility
H4a: There is a relationship between product performance and brand credibility.

Brand credibility
Hypothesis 5
H5o: There is no relationship between brand credibility and personal connection.
H5a: There is a relationship between brand credibility and personal connection.
Hypothesis 6
H6o: There is no relationship between brand credibility and functional
connection.
H6a: There is a relationship between brand credibility and functional connection.

Personal connection
Hypothesis 7
H7o: There is no relationship between personal connection and commitment.
H7a: There is a relationship between personal connection and commitment.

Functional connection
Hypothesis 8
H8o: There is no relationship between functional connection and commitment.
H8a: There is a relationship between functional connection and commitment.
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Commitment
Hypothesis 9
H9o: There is no relationship between commitment and buying decision.
H9a: There is a relationship between commitment and buying decision.

3.4 Operationalization of the Variables

Table 3.1: Operationalization component of the variables

Concept

1. Brand reputation

Conceptual Definition

Operational

Level of

Component

Measurement

An opinion of a person

• The OLAY brand has

to brand which is good

a reputation.

and reliable.

• The OLAY brand has

Interval scale

reliability.
• You have not heard
negative comments
about the OLAY brand.
2. Customer’s selfconcept

3. Customer
satisfaction

Totality of an

• The OLAY brand fits

individual’s thoughts

with your personality

and feelings.

(joyful).

An outcome of the

• You have had a good

evaluation that the

experience (ease of

Interval scale

Interval scale

chosen alternative brand use) when you used the
meets or exceeds

OLAY brand.

expectations.

• You are satisfied with
the OLAY brand.

4. Product
performance

The intrinsic properties

• The OLAY product

of the product in terms

performs well.
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Interval scale

of the inherent product.

• The quality of OLAY
(cream, ingredient) is
good.
• The OLAY product
performs better than the
other brand’s product.

5. Brand credibility

The believability of the

• The OLAY brand has

product information

the ability to deliver

contained in a brand,

what it promises.

which requires that

• Over time, your

consumers perceive that

experiences with the

the brand has the ability

OLAY brand have led

to solve a problem and

you to expect it to keep

willingness to

its promises, no more

continuously deliver

and no less.

what has been

• You trust the OLAY

promised.

brand.

Interval scale

• The OLAY brand is
safe.
• The OLAY brand can
solve your facial
problem very well.
6. Personal
connection

Identifying feeling and

• You will be proud of

affiliating consumers

using the OLAY brand.

with attributes which

• The OLAY brand will

may be self-defining for

support your

the customer.

personality
(confidence) and social
acceptance.
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Interval scale

• You feel good when
you use the OLAY
brand.
7. Functional
connection

The ability to perform

• The OLAY brand

benefit/utilitarian to the

makes you look good

consumers.

and beautiful.

Interval scale

• The OLAY brand
carries products you are
looking for.
• You get good value
for your money.
8. Commitment

Consumers’ ultimate

• You are a committed

relationship disposition,

customer of the OLAY

encompassing beliefs,

brand.

attitudes, and behaviors

• The OLAY brand is

toward the brand and

your favorite brand.

relationship with brand.

• You are a loyal

Interval scale

customer.
9. Buying decision

Customer selects to buy

• You go out of your

the product of that

way to buy the OLAY

brand rather than other

brand.

brand.

• You are willing to pay
more at the OLAY
brand.
• You can recommend
the OLAY brand to
others.
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Interval scale

CHAPTER IV
RESEARCH METHODOLOGY

This chapter provides an overview of the research methodology that was selected for
this research. The research methodology provides the step-by-step procedures to make a
clear understanding of the study conducted. The chapter has six sections. The first section
discusses the method of research used. The second section discusses the respondents of
the research and it indicates the target population, the sample size and the sampling
procedure. The third section discusses the research instrument. The fourth section
includes the pretesting of the variables where the researcher checks the reliability of the
instrument. The fifth section discusses the data collection method and the last section
discusses about the statistical treatment of data that outlines the statistics employed in the
study.

4.1 Research Method

The research method used in the study is descriptive research. It describes
characteristics of a population or phenomenon. Descriptive research seeks to determine
the answers to who, what, when, where and how questions (Zikmund, 2004). Therefore
descriptive research is used when the objective is to provide a systematic description that
is as factual and accurate as possible.

The researcher technique used in this study is survey research. Zikmund (2004)
stated that survey is a research technique in which information is gathered from a sample
of people by using questionnaires. Respondents are asked a variety of questions regarding
their behavior, intentions, attitudes, awareness, motivations and demographic and
lifestyle characteristics. It provides quick, inexpensive, efficient, and accurate means of
assessing information about the population. The questionnaires were distributed to collect
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data. It was based on five point Likert scale. It is indicated that how strongly the
respondents agree or disagree with the carefully constructed statements.

4.2 Respondents and Sampling Procedures

4.2.1 Target population

Target population is the complete group of specific population elements relevant to
the research project (Zikmund, 2004). David and Cosenza (1993) mentioned that a
population is defined as the complete set of units of analysis that are under investigation.
The target populations of this research are female aged from 18 to more than 35 years old
who currently use the OLAY brand more than one month. The researcher use this group
because Mr. Thanayus Leeraphan, P&G Assistant Brand Manager mentioned that this
group is a target market for the OLAY brand and in the advertising of OLAY mention
that users of OLAY products will be effective within one month (The Nation, July 29,
2005).

4.2.2 Sampling Unit

Zikmund (2004) defined sample as a subset or some part of a larger population.
Malhotra (2004) stated that sampling unit is the basic unit containing the elements of the
population to be sampled. Sample of this research is female, aged from 18 to more than
35 years old who currently use the OLAY brand more than one month in Bangkok
metropolitan area. This study selects five areas in Bangkok: Siam, Silom, Sukhumvit,
Lad Phrao and Rama IV and select supermarkets in department stores and superstores.
The researcher would make contact with the respondents at beauty zone.
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4.2.3 Sample Size
For this research, the sample size is determined by estimating the proportion. The
procedure is to use a sample proportion to estimate the unknown population proportion.
To determine sample size for a proportion, the researcher makes a judgment about
confidence level and maximum allowance for random sampling error. Thus, the sample
size for this research is calculated from the following formula (Zikmund, 2004).
n = Z2 pq
E2
Or
n = Z2 p (1-p)
E2

Therefore, the total of the sample size to be researched is
n = Z2 p (1-p)
E2
n = (1.96)2 (0.5)(1-0.5)
(0.05)2

n = (3.8416)(0.5)(0.5)
0.0025

n = 385 samples

Where, n = number of items in sample
Z = Z score in a level of confidence that the research has set at 95%. Then the
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number of standard of Z associated with the confidence level is equal to 1.96
p = the population proportion for the research calculated by the percentage of the
respondents who use facial skin care. Assuming that the highest number of
the sample size is 0.5(50%)
q =1- p or estimate proportion of failures
E = the allowable of error 0.05

From the calculation, minimum of 385 respondents are required to conduct this
research. However, for the data to be more reliable, to decrease the deviations, and
minimize the chance of error due to limited response, 400 respondents were taken as the
sample size.

4.2.4 Sampling Procedures

Zikmund (2004) mentioned that the sampling involves any procedure that uses a
small number of items or that uses part of the population to make a conclusion regarding
the whole population. Non-probability sampling method was used in this research
because there is no list of facial skin care user in Bangkok, there is no sampling frame.
Nonprobability samples are instances in which the chances (probability) of selecting
members from the population into the sample are unknown (Burns, 2000). Therefore, the
researcher cannot use probability sampling in sampling design. Non-probability sampling
is defined as a sampling technique in which units of the samples are selected on the basis
of personal judgment or convenience and the probability of any particular member of the
population being chosen is unknown (Zikmund, 2004). Non-probability is a sampling
method in which little or no attempt is made to ensure a statistical representative cross
section. In other words, non-probability sample is arbitrary grouping that produces data
unsuited for most standard statistical test (Boone and Kurtz, 1999). The sampling for this
research involves many steps as follows:
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1) Judgment Sampling: The sample elements from each of the data collection were
handpicked to serve the research objective and suffice the parameters which define the
target population for this research.
•

The five areas are selected: Siam, Silom, Sukhumvit, Lad Phrao and Rama IV in
order to match with the target market and these areas are surrounded with office
buildings (Positioning Magazine, December, 2005).

•

The researcher selects department stores and superstores in five areas.
- Siam Discovery
- Central Department Store (Silom Complex Branch)
- Central Department Store (Childlom Branch)
- Central Department Store (Lad Phrao Branch)
- Tesco Lotus Rama IV
Central Department Store is the leader of retail business, supermarket and
specialty store (Brandage Magazine, July 2006).

•

The researcher distributes the questionnaire in Tops Supermarket, Watson and
beauty zone at the superstores according to Ms. Suparat, Public Relation Manager
of P&G mention that the high sales volume of OLAY is at Tops Supermarket,
Watson and Tesco Lotus.

2) Quota Sampling: It is used to ensure that the various subgroups in a population are
presented on pertinent sample characteristics to the extent (Zikmund, 2004). From total
400 respondents, the questionnaire is distributed through:
•

Siam Discovery at Watson: 80 respondents.

•

Central Department Store (Silom Complex Branch) at Tops Supermarket and
Watson: 40 respondents of each. (Total 80 respondents).

•

Central Department Store (Chidlom Branch) at Tops Supermarket:
80 respondents.

•

Central Department Store (Lad Phrao Branch) at Tops Supermarket and Watson:
40 respondents of each. (Total 80 respondents).
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•

Tesco Lotus Rama IV at Watson and Beauty zone in Tesco Lotus:
40 respondents of each. (Total 80 respondents).

3) Convenience Sampling: It is defined as the sampling procedure of obtaining those
people or units that are most conveniently available and involves collecting information
from members of the population who are conveniently available to provide information
(David and Cosenza, 1993). Accordingly, the most convenient areas for the researcher in
terms of time and effort turns out to be “high-traffic” area such as shopping malls or busy
pedestrian intersection (Burns, 2000). The reason why the researcher used this approach
is that it is less time consuming, and is possible to accomplish with a limited budget.

4.3 Research Instruments/Questionnaire

This research used questionnaires to gather the information from the respondents.
The formulation of the questionnaire was conducted based on conceptual framework. The
questionnaire consists of eight parts. The questionnaire is attached in the appendix. The
outline of each part is shown below.

Part I: Screening Questions, the respondents were asked whether they currently use the
OLAY brand or not, how long and what kinds of products they use?

Part II: Factors that affect brand credibility such as brand characteristics, customer
characteristics and product/ service performance. It includes nine questions and is applied
by Likert five point scale from 1 to 5 (1=strongly disagree and 5 = strongly agree).

Part III: Brand credibility: It contains five questions and is applied by Likert five point
scale from 1 to 5 (1=strongly disagree and 5 = strongly agree).
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Part IV: Personal connection: It contains three questions and is applied by Likert five
point scale from 1 to 5 (1=strongly disagree and 5 = strongly agree).

Part V: Functional connection: it contains three questions and is applied by Likert five
point scale from 1 to 5 (1=strongly disagree and 5 = strongly agree).

Part VI: Commitment: It contains three questions and is applied by Likert five point scale
from 1 to 5 (1=strongly disagree and 5 = strongly agree).

Part VII: Buying decision: It contains three questions and is applied by Likert five point
scale from 1 to 5 (1=strongly disagree and 5 = strongly agree).

Part VIII: Personal information: It collects the profiles of respondents measured by
gender, age, marital status, education level, occupation and personal monthly income.

4.4 Pretest

Churchill (1999) stated that the questionnaire pretest is vital. It is the use of
questionnaire on trial basis in a small pilot study to determine how reliable and valid the
questionnaire is. While making the pretest, the interviewers will be able to know the
confusion of question or hesitancy and resistance of respondents among the questions.
Pretests are trial runs with a group of respondents for the purpose of detecting problems
in a questionnaire’s instructions or design. In a pretest, the researcher looks for evidence
of ambiguous questions and potential misunderstanding, evidence that the questions
mean the same thing to all respondents (Zikmund, 2004).

Reliability refers to the extent to which a scale produces consistent results if
measurements are made repeatedly (Malhotra, 2004). It is used for pre-testing the
reliability of the questionnaire before collecting the primary data. Vanichbancha (2001)
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mentioned that the pretest should be at least 25 samples. There were 30 respondents who
were participated in the pretest for this research by randomly at Central Department Store
(Lad Phrao Branch) at Watson during August 1-August 15, 2006. The data was processed
by the SPSS program to find out the value of the reliability by using Cronbach’s
Coefficient Alpha to determine internal consistency of the questionnaire. The summary of
reliability measured in alpha is stated below.

Table 4.1: Summary of the reliability of variables measured using Cronbach’s Alpha

Alpha Coefficient
Brand Characteristic

.744

Customer Characteristics

.691

Product Performance

.754

Brand Credibility

.800

Personal Connection

.872

Functional Connection

.781

Commitment

.867

Buying Decision

.901

According to the alpha test of reliability, if the value of the reliability estimate is 0.6
or more, the questionnaire is considered to be reliable (Sekaran, 1993). The results of the
reliability analysis are greater than 0.6, therefore the questionnaire used for this research
is reliable for studying the brand credibility, commitment and their relative to buying
decision.

4.5 Collection of Data/ Gathering Procedures

The primary data were collected by using the self-administered questionnaire
distributed to the respondents in superstore and supermarket in Bangkok area. It was
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distributed to the OLAY brand’s customers aged from 18 to more than 35 years old
during the months from August to September 2006. This approach is the most flexible
method of data collection because it is easy to provide the information to be interpreted.
The self-administered questionnaires can be used to present questions and record answers
in quantitative field research surveys. The self-administered questionnaire is a less
expensive and less time consuming method for collecting information from the large
number of individuals simultaneously.

Secondary data were collected from several sources as marketing textbooks,
journals, website, newspapers and other previous research that are related to the study.

4.6 Statistical Treatment of Data

After the primary data were collected, the data were analyzed and summarized in
a readable and easily interpretable form. All primary data were processed by the program
Statistically Package for Social Science (SPSS). After collecting the data from 400 copies
of questionnaires, the data were coded into the symbolic form and the statistics were used
to examine the data. The descriptive analysis and Pearson’s product moment correlation
coefficient are the selected statistics for measuring the relationship among the elements of
the conceptual framework. The 99 percent confidence will be set in this research.

Descriptive Analysis
Descriptive Analysis refers to the transformation of the raw data into a form that will
make them easy to understand and interpret such as frequency distribution, percentage
distribution, mode and mean (Zikmund, 2004).

Pearson’s product moment correlation coefficient
Pearson’s product moment correlation, r, is the most widely used statistic, say X and Y. It
is an index used to determine whether a linear or straight-line relationship exist between
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X and Y. It indicates the degree to which the variation in one variable, X, is related to the
variation in another variable, Y. Because it was originally proposed by Karl Pearson , it is
also known as Pearson correlation coefficient. It is also referred to as simple correlation,
bivariate correlation or merely the correlation coefficient (Malhotra, 2004). From a
sample of n observations, X and Y, the product moment correlation, r, can be calculated
as
n

r=

∑ ( x − x )( y − y )
i =1

i

i

( xi − x ) 2 ( yi − y ) 2

where, r = The correlation coefficient between X and Y
X i = The individual‘s score on the X variable
Y i = The individual‘s score on the Y variable
X = Sample mean of X
Y = Sample mean of Y

The Pearson product moment coefficient measures the strength of the linear relationship
and is not designed to measure nonlinear relationship. Correlation coefficients (r) range
from +1.0 to -1.0. If the value of r is 1.0, there is a perfect positive linear (straight-line)
relationship. If the value of r is -1.0, there is a perfect negative linear relationship, or a
perfect inverse relationship. No correlation is indicated if r = 0. A correlation coefficient
indicates both the magnitude of the linear relationship and the direction of the
relationship (Zikmund, 2004). If the value 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 very strong. Those correlations that fall between +.80 and +.61 or -.80 and .61 generally indicate a strong association. Those that fall between +.60 and +.41 or -.60
and -.41 are typically considered to be moderate and they denote a moderate association.
Finally, any correlation that falls between the range of + .21 and + .40 is usually
considered indicative of a weak association between the variables. Any correlation that is
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equal to or less than +.20 is typically uninteresting because it rarely identifies a
meaningful association between two variables. The sign indicates the direction of the
association. A positive sign indicates a positive direction and a negative sign indicates a
negative direction.

Table 4.2: Interpretation of the Correlation Coefficient

Coefficient Range

Strength of Association

+.81 to + 1.0

Very Strong

+.61 to + .80

Strong

+.41 to + .60

Moderate

+.21 to + .40

Weak

+.00 to + .20

No association

Source: Lehman (2003), Marketing Research, p. 534

When it is computed for a population rather a sample, the product moment correlation is
denoted by ρ, the Greek letter rho. The coefficient r is an estimator of ρ. The calculation
of r assumes that X and Y are metric variables whose distributions have the same shape.
If these assumptions are not met, r is deflated and underestimates ρ. Data obtained by
using rating scales with a small number of categories may not be strictly interval. This
tends to deflate r, resulting in an underestimation of ρ (Malhotra, 2004).
For this study, the researcher focused on Pearson’s product moment correlation
coefficient (r) because an interval scale measured all variables.
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Table 4.3: Statistic methods used for each hypothesis

Hypothesis

Statistical Used

H1o: There is no relationship between brand

Pearson’s Correlation

reputation and brand credibility.
H2o: There is no relationship between

Pearson’s Correlation

customer ‘s self-concept and brand
credibility.
H3o: There is no relationship between

Pearson’s Correlation

customer satisfaction and brand credibility.
H4o: There is no relationship between product

Pearson’s Correlation

performance and brand credibility.
H5o: There is no relationship between brand

Pearson’s Correlation

credibility and personal connection.
H6o: There is no relationship between brand

Pearson’s Correlation

credibility and functional connection.
H7o: There is no relationship between personal

Pearson’s Correlation

connection and commitment.
H8o: There is no relationship between

Pearson’s Correlation

functional connection and commitment.
H9o: There is no relationship between

Pearson’s Correlation

commitment and buying decision.
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CHAPTER V
PRESENTATION AND DISCUSSION OF DATA

This chapter analyzes the collection of data from a sample of 400 respondents. The
data are interpreted by SPSS program. The first section consists of descriptive statistics
and the second section consists of hypothesis testing.

5.1 Descriptive Analysis of Demographic Data

Table 5.1: The Analysis of Gender by using frequency and percentage
Gender

Valid

FEMALE

Frequency
400

Percent
100.0

Valid Percent
100.0

Cumulative
Percent
100.0

From table 5.1 shows that 100% of respondents’ gender are female.

Table 5.2: The Analysis of Marital Status by using frequency and percentage
Ma rita l Status

Valid

SINGLE
MA RRIED
DIVORCED
Total

Frequency
293
102
5
400

Percent
73.3
25.5
1.3
100.0

Valid P erc ent
73.3
25.5
1.3
100.0

Cumulative
Percent
73.3
98.8
100.0

From table 5.2 shows that the highest percentage of respondents’ marital status are
73.3% (293) of single, and others are 25.5% (102) of married and 1.3% (5) of divorced,
respectively.
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Table 5.3: The Analysis of Education Level by using frequency and percentage
Education level

Valid

HIGH SCHOOL
DIPLOMA
BACHELOR DEGREE
MASTER DEGREE
Total

Frequency
8
38
304
50
400

Percent
2.0
9.5
76.0
12.5
100.0

Valid Percent
2.0
9.5
76.0
12.5
100.0

Cumulative
Percent
2.0
11.5
87.5
100.0

From table 5.3 shows that the highest percentage of respondents’ education level are
76% (304) of bachelor degree, and others are 12.5% (50) of master degree, 9.5% (38) of
diploma and 2% (8) of high school, respectively.

Table 5.4: The Analysis of Age Level by using frequency and percentage
Age
Frequency
Valid

LE SS THA N 18
YE ARS OLD
18-23 Y EA RS OLD
24-29 Y EA RS OLD
30-35 Y EA RS OLD
MORE THA N 35
YE ARS OLD
Total

Percent

Valid P ercent

Cumulative
Percent

4

1.0

1.0

1.0

121
149
71

30.3
37.3
17.8

30.3
37.3
17.8

31.3
68.5
86.3

55

13.8

13.8

100.0

400

100.0

100.0

From table 5.4 shows that the highest percentage of respondents’ age level are
37.3% (149) of 24-29 years old, and others are 30.3% (121) of 18-23 years old, 17.8%
(71) of 30-35 years old, 13.8% (55) of more than 35 years old and 1% (4) of less than 18
years old, respectively.
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Table 5.5: The Analysis of Occupation by using frequency and percentage
Occupation

Valid

STUDENT
GOVERNMENT OFFICER
BUSINESS EMPLOYEE
BUSINESS OWNER
HOUSEWIFE
Total

Frequency
125
31
165
58
21
400

Percent
31.3
7.8
41.3
14.5
5.3
100.0

Valid Percent
31.3
7.8
41.3
14.5
5.3
100.0

Cumulative
Percent
31.3
39.0
80.3
94.8
100.0

From table 5.5 shows that the highest percentage of respondents’ occupation are
41.3% (165) of business employee, and others are 31.3% (125) of student, 14.5% (58) of
business owner, 7.8% (31) of government officer and 5.3% (21) of housewife,
respectively.

Table 5.6: The Analysis of Revenue by using frequency and percentage
Re venue

Valid

Frequency
LE SS THA N 10,000 B AHT
113
10,000-20, 000 BA HT
159
20,001-30, 000 BA HT
80
30,001-40, 000 BA HT
13
MORE THAN 40,000
35
BA HT
Total
400

Percent
28.3
39.8
20.0
3.3

Valid P erc ent
28.3
39.8
20.0
3.3

Cumulative
Percent
28.3
68.0
88.0
91.3

8.8

8.8

100.0

100.0

100.0

From table 5.6 shows that the highest percentage of respondents’ revenue are 39.8%
(159) of 10,000-20,000 baht, and others are 28.3% (113) of less than 10,000 baht, 20%
(80) of 20,001-30,000 baht, 8.8% (35) of more than 40,000 baht and 3.3% (13) of 30,00140,000 baht, respectively.
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Table 5.7: The Analysis of Product usage by using frequency and percentage
$prod Fre que ncie s

N
produc
a t
us e

OLAY Regenris t
OLAY White Radiance
Mask
OLAY Total Effect Plus
OLAY Total W hite Cream
OLAY White Radiance
Cream
OTHERS

Total

Responses
Percent
71
12.3%

Percent of
Cases
17.8%

90

15.7%

22.5%

150
151

26.1%
26.3%

37.5%
37.8%

76

13.2%

19.0%

37
575

6.4%
100.0%

9.3%
143.8%

a. Dichot omy group tabulated at value 0.

From table 5.7 shows that the highest percentage of respondents’ product usage are
26.3% (151) of OLAY Total White Cream, and others are 26.1% (150) of OLAY Total
Effect Plus, 15.7% (90) of OLAY White Radiance Mask, 13.2% (76) of OLAY White
Radiance Cream, 12.3% (71) of OLAY Regenerist and 6.4% (37) of others, respectively.

5.2 Analysis of the Hypothesis Testing

Brand characteristic
Hypothesis 1
H1o: There is no relationship between brand reputation and brand credibility.
H1a: There is a relationship between brand reputation and brand credibility.
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Table 5.8: The Analysis of relationship between brand reputation and brand
credibility
Correlations
meanbrand

meancred

Pearson Correlation
Sig. (2-tailed)
N
Pearson Correlation
Sig. (2-tailed)
N

meanbrand
1

meancred
.492**
.000
400
400
.492**
1
.000
400
400

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

The analysis of Pearson correlation in table 5.8 indicates that there is a statistically
significance in correlation between brand reputation and brand credibility with 2-tailed
significance of .000 which is less than .01 (.000<.01). Therefore, null hypothesis is
rejected. It means that there is a relationship between brand reputation and brand
credibility.

The Pearson correlation at .492 means that there is a moderate relationship between
brand reputation and brand credibility at .492 or two variables have the same direction.

Customer characteristics
Hypothesis 2
H2o: There is no relationship between customer’s self concept and brand credibility.
H2a: There is a relationship between customer’s self concept and brand credibility.
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Table 5.9: The Analysis of relationship between customer’s self-concept and brand
credibility
Correlations
means elf

meancred

Pearson Correlation
Sig. (2-tailed)
N
Pearson Correlation
Sig. (2-tailed)
N

means elf
1

meancred
.383**
.000
400
400
.383**
1
.000
400
400

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

The analysis of Pearson correlation in table 5.9 indicates that there is a statistically
significance in correlation between customer’s self-concept and brand credibility with 2tailed significance of .000 which is less than .01 (.000<.01). Therefore, null hypothesis is
rejected. It means that there is a relationship between customer’s self-concept and brand
credibility.

The Pearson correlation at .383 means that there is a weak relationship between
customer’s self-concept and brand credibility at .383 or two variables have the same
direction.

Hypothesis 3
H3o: There is no relationship between customer satisfaction and brand credibility.
H3a: There is a relationship between customer satisfaction and brand credibility.
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Table 5.10: The Analysis of relationship between customer satisfaction and brand
credibility
Correlations
means at

meancred

Pearson Correlation
Sig. (2-tailed)
N
Pearson Correlation
Sig. (2-tailed)
N

means at
1

meancred
.561**
.000
400
400
.561**
1
.000
400
400

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

The analysis of Pearson correlation in table 5.10 indicates that there is a statistically
significance in correlation between customer satisfaction and brand credibility with 2tailed significance of .000 which is less than .01 (.000<.01). Therefore, null hypothesis is
rejected. It means that there is a relationship between customer satisfaction and brand
credibility.

The Pearson correlation at .561 means that there is a moderate relationship between
customer satisfaction and brand credibility at .561 or two variables have the same
direction.

Product performance
Hypothesis 4
H4o: There is no relationship between product performance and brand credibility
H4a: There is a relationship between product performance and brand credibility.
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Table 5.11: The Analysis of relationship between product performance and brand
credibility
Correlations
meanprod

meancred

Pearson Correlation
Sig. (2-tailed)
N
Pearson Correlation
Sig. (2-tailed)
N

meanprod
1

meancred
.587**
.000
400
400
.587**
1
.000
400
400

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

The analysis of Pearson correlation in table 5.11 indicates that there is a statistically
significance in correlation between product performance and brand credibility with
2-tailed significance of .000 which is less than .01 (.000<.01). Therefore, null hypothesis
is rejected. It means that there is a relationship between product performance and brand
credibility.

The Pearson correlation at .587 means that there is a moderate relationship between
product performance and brand credibility at .587 or two variables have the same
direction.

Brand credibility
Hypothesis 5
H5o: There is no relationship between brand credibility and personal connection.
H5a: There is a relationship between brand credibility and personal connection.
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Table 5.12: The Analysis of relationship between brand credibility and personal
connection
Correlations
meancred

meanper

Pearson Correlation
Sig. (2-tailed)
N
Pearson Correlation
Sig. (2-tailed)
N

meancred
1

meanper
.571**
.000
400
400
.571**
1
.000
400
400

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

The analysis of Pearson correlation in table 5.12 indicates that there is a statistically
significance in correlation between brand credibility and personal connection with 2tailed significance of .000 which is less than .01 (.000<.01). Therefore, null hypothesis is
rejected. It means that there is a relationship between brand credibility and personal
connection.

The Pearson correlation at .571 means that there is a moderate relationship between
brand credibility and personal connection at .571 or two variables have the same
direction.

Hypothesis 6
H6o: There is no relationship between brand credibility and functional
connection.
H6a: There is a relationship between brand credibility and functional connection.
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Table 5.13: The Analysis of relationship between brand credibility and functional
connection
Correlations
meancred

meanfunc

Pearson Correlation
Sig. (2-tailed)
N
Pearson Correlation
Sig. (2-tailed)
N

meancred
1

meanfunc
.592**
.000
400
400
.592**
1
.000
400
400

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

The analysis of Pearson correlation in table 5.13 indicates that there is a statistically
significance in correlation between brand credibility and functional connection with 2tailed significance of .000 which is less than .01 (.000<.01). Therefore, null hypothesis is
rejected. It means that there is a relationship between brand credibility and functional
connection.

The Pearson correlation at .592 means that there is a moderate relationship between
brand credibility and functional connection at .592 or two variables have the same
direction.

Personal connection
Hypothesis 7
H7o: There is no relationship between personal connection and commitment.
H7a: There is a relationship between personal connection and commitment.
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Table 5.14: The Analysis of relationship between personal connection and
commitment
Correlations
meanper

meancom

Pearson Correlation
Sig. (2-tailed)
N
Pearson Correlation
Sig. (2-tailed)
N

meanper
1

meancom
.588**
.000
400
400
.588**
1
.000
400
400

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

The analysis of Pearson correlation in table 5.14 indicates that there is a statistically
significance in correlation between personal connection and commitment with 2-tailed
significance of .000 which is less than .01 (.000<.01). Therefore, null hypothesis is
rejected. It means that there is a relationship between personal connection and
commitment.

The Pearson correlation at .588 means that there is a moderate relationship between
personal connection and commitment at .588 or two variables have the same direction.

Functional connection
Hypothesis 8
H8o: There is no relationship between functional connection and commitment.
H8a: There is a relationship between functional connection and commitment.
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Table 5.15: The Analysis of relationship between functional connection and
commitment
Correlations
meanfunc

meancom

Pearson Correlation
Sig. (2-tailed)
N
Pearson Correlation
Sig. (2-tailed)
N

meanfunc
1

meancom
.560**
.000
400
400
.560**
1
.000
400
400

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

The analysis of Pearson correlation in table 5.15 indicates that there is a statistically
significance in correlation between functional connection and commitment with 2-tailed
significance of .000 which is less than .01 (.000<.01). Therefore, null hypothesis is
rejected. It means that there is a relationship between functional connection and
commitment.

The Pearson correlation at .560 means that there is a moderate relationship between
functional connection and commitment at .560 or two variables have the same direction.

Commitment
Hypothesis 9
H9o: There is no relationship between commitment and buying decision.
H9a: There is a relationship between commitment and buying decision.
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Table 5.16: The Analysis of relationship between commitment and buying decision
Correlations
meancom

meandec

Pearson Correlation
Sig. (2-tailed)
N
Pearson Correlation
Sig. (2-tailed)
N

meancom
1

meandec
.675**
.000
400
400
.675**
1
.000
400
400

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

The analysis of Pearson correlation in table 5.16 indicates that there is a statistically
significance in correlation between commitment and buying decision with 2-tailed
significance of .000 which is less than .01 (.000<.01). Therefore, null hypothesis is
rejected. It means that there is a relationship between commitment and buying decision.

The Pearson correlation at .675 means that there is a strong relationship between
commitment and buying decision at .675 or two variables have the same direction.

Table 5.17: Summary of results from the hypothesis testing

Hypothesis

Significance

Correlation

(2-taied test)

Coefficient

.000

.492**

Reject Ho

.000

.383**

Reject Ho

.000

.561**

Reject Ho

.000

.587**

Reject Ho

H1o: There is no relationship between brand

Results

reputation and brand credibility.
H2o: There is no relationship between
customer’s self-concept and brand
credibility.
H3o: There is no relationship between
customer satisfaction and brand credibility.
H4o: There is no relationship between
product performance and brand credibility.
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Hypothesis

H5o: There is no relationship between

Significance

Correlation

Results

(2-taied test)

Coefficient

.000

.571**

Reject Ho

.000

.592**

Reject Ho

.000

.588**

Reject Ho

.000

.560**

Reject Ho

.000

.675**

Reject Ho

brand credibility and personal connection
H6o: There is no relationship between
brand credibility and functional
connection.
H7o: There is no relationship between
personal connection and commitment
H8o: There is no relationship between
functional connection and commitment
H9o: There is no relationship between
commitment and buying decision.
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CHAPTER VI
SUMMARY, FINDINGS, CONCLUSIONS AND RECOMMENDATIONS

This chapter provides the summary and conclusions of the research results for this
study. There are four sections. Section one is the summary of research findings including
respondent characteristics and hypothesis testing. Section two is the conclusion drawn
against the research objectives. Section three is the recommendations and the last section
is the suggestions for further study.

6.1 Summary of the Findings

There are two main types of information analyzed from this research. One is
respondents’ characteristics and the other is summary result of the hypothesis testing.

Summary of Respondents’ Characteristics

Based on respondents’ characteristics of this research show that the total percentage
of the respondents are female (100%), age range is 24-29 years old which includes 149
respondents or 37.3% of the total respondents with single status. For the majority of the
respondents, 304 or 76% have a bachelor degree. Most of the respondents are business
employees, who account for 165 respondents or 41.3%. The income level of majority
respondents is 10,000-20,000 baht which account for 159 respondents or 39.8%. Most of
the respondents use OLAY Total White Cream followed by OLAY Total Effect Plus,
representing 26.3% or 151 respondents and 26.1% or 150 respondents, respectively.
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Summary of Hypothesis Testing

Hypothesis one testing concludes that there is a significant relationship between
brand reputation and brand credibility of the OLAY facial skin care brand. The
correlation at the .492 (Table 5.8) indicates that both variables have a moderate positive
relationship.
Hypothesis two testing concludes that there is a significant relationship between
customer’s self-concept and brand credibility of the OLAY facial skin care brand. The
correlation at the .383 (Table 5.9) indicates that both variables have a weak positive
relationship.
Hypothesis three testing concludes that there is a significant relationship between
customer satisfaction and brand credibility of the OLAY facial skin care brand. The
correlation at the .561 (Table 5.10) indicates that both variables have a moderate positive
relationship.
Hypothesis four testing concludes that there is a significant relationship between
product performance and brand credibility of the OLAY facial skin care brand. The
correlation at the .587 (Table 5.11) indicates that both variables have a moderate positive
relationship.
Hypothesis five testing concludes that there is a significant relationship between
brand credibility of the OLAY facial skin care brand and personal connection. The
correlation at the .571 (Table 5.12) indicates that both variables have a moderate positive
relationship.
Hypothesis six testing concludes that there is a significant relationship between
brand credibility of the OLAY facial skin care brand and functional connection. The
correlation at the .592 (Table 5.13) indicates that both variables have a moderate positive
relationship.
Hypothesis seven testing concludes that there is a significant relationship between
personal connection and commitment. The correlation at the .588 (Table 5.14) indicates
that both variables have a moderate positive relationship.
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Hypothesis eight testing concludes that there is a significant relationship between
functional connection and commitment. The correlation at the .560 (Table 5.15) indicates
that both variables have a moderate positive relationship.
Hypothesis nine testing concludes that there is a significant relationship between
commitment and buying decision. The correlation at the .675 (Table 5.16) indicates that
both variables have a strong positive relationship.

6.2 Conclusions and Implications

According to the objectives of this research, the researcher would like to study the
impact of brand credibility and commitment toward buying decision: a case study of
OLAY facial skin care brand. All the variables have a weak, moderate to strong
relationship. Therefore, the conclusions of research findings in each factor are as follows:

Brand Characteristic

There is one variable under brand characteristic: brand reputation. The research
result shows that there is a relationship between brand reputation and brand credibility of
the OLAY facial skin care brand. Brand reputation could play an important role in a
model of brand credibility because it can signal credibility towards the brand among the
consumers (Ballester, 1999). The greatest asset of any retail and consumer product
company is its reputation and it is especially important to maintain the reputation
integrity of the brand and to be socially responsible throughout the business operations.
Consumers willingly trust a reputed brand. To have become brand credibility and hence
profitable, brands must have developed a positive reputation (Herbig and Milewicz,
1997). This is also supported by a study conducted by Lau and Lee (1999) who found
that a brand’s good reputation serves to reinforce brand credibility.
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Customer Characteristics

Two variables of customer characteristics are customer’s self-concept and customer
satisfaction. The result from this study is found that both variables have a relationship
with brand credibility of the OLAY facial skin care brand especially customer
satisfaction. Also Anderson et al. (1994) who found that customer satisfaction generates
brand credibility rather than customer’s self-concept because it comes from a customer’s
past encounters with the brand, particularly in the area of usage. Because of past
experience with the brand and its marketing program over the years, consumers can learn
about brands and they can find out which brand satisfies their needs. Consumers who are
not satisfied are unlikely to continue using a brand or credible in brand and they are likely
to communicate to friends and associates the causes of their dissatisfaction (Keller,
2003).

Product Performance

The research result shows that there is a relationship between product performance
and brand credibility of OLAY facial skin care brand. This result is similar with the
finding of Keller (2003) who found that product performance is at the heart of brand
credibility because it is the primary influence on what consumers experience with a
brand, what they hear about a brand from others and what the firm can tell consumers
about the brand in their communications. It relates to the ways which the product
attempts to meet consumer’s needs. It is considered as an essential element influencing
brand credibility. Companies offer their credibility with the implicit understanding that
the brand will have certain ways and provide to the consumers through consistent product
performance. Consumers receive information or cues about the product performance
while shopping for or consuming it.
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Brand Credibility

The research result shows that there is a relationship between brand credibility and
personal connection together with brand credibility has a relationship with functional
connection. The correlation coefficient between brand credibility and functional
connection is higher than brand credibility and personal connection (.592>.571). Similar
with the finding of Hess (2005) who found that in consumer market brand credibility
influences on functional connection rather than personal connection. Brand credibility
provides a guarantee that the buyer is motivated not to alter the terms of the exchange and
provide the user with a functional connection which satisfy rationally, practically or
externally generated needs with tangible or utilitarian benefits. Nowadays, consumers are
more knowledgeable and have a greater access to information. They have higher
expectations based on the promises from companies and they rely on information
transmitted by the media and word of mouth (Frost and Cooke, 1999).

Personal and Functional Connection

The research result shows that both personal and functional connections have a
relationship with commitment. A personal connection is the key component of
commitment which it has correlation coefficient higher than a functional connection
(.588>.560). Therefore, a personal connection has more influence on the formation of
commitment to OLAY facial skin care brand. If consumers have a personal connection,
they will commit to a relationship with the brand, characterized by the willingness to
sustain a long-term relationship (Fournier, 1998). Personal connections are categorized
on the basis of their ability to satisfy intangible dimensions or emotional need and reflect
values which enable consumers to express something about themselves and their
lifestyles or meet consumers’ symbolic needs for self-enhancement or prestige (Bhat and
Reddy, 1998). Based on the result of this study, marketers may create a good feeling to
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the consumers such as warmth, fun, excitement, and friendship in order to build the
commitment.

Commitment

The research result shows that there is a relationship between commitment and
buying decision. This also implies that outcome of commitment is buying decision.
Because consumers have a long-term relationship that is characterized by commitment
which is an enduring desire to continue the relationship, work to ensure its continuance
and reinforce buying decision. Committed customers are unlikely to consider additional
information when making a purchase; they are more receptive to line extension and other
new products offered by the same firm. They are also more likely to forgive an
occasional product or service failure (Holbrook, 2001). A marketing manager justifies
expenditures on design and strategies that create such commitment on consumers as these
constructs contribute to buying decision.

6.3 Recommendations

Currently, a trend of the facial skin care market in Thailand is highly competitive.
Although OLAY facial skin care is the market leader of facial skin care brand but they do
not underestimate competitors and never stop innovations. Because they know that if the
leader cannot serve the needs of consumers, they will easily be the loser in the short
period. Therefore, understanding consumer is the basis of all marketers in order to initiate
and adapt the win strategy to compete with others. Regarding the finding from this
research, it provides much useful information for the OLAY producer in terms of the
impact of brand credibility and commitment toward buying decision as follows:
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Brand Characteristic

This research result indicates that brand reputation has the moderate relationship
with brand credibility. Therefore in order to make OLAY brand popular, P&G should
create brand awareness. That is the more consumer experiences the brand by seeing it,
hearing it, or thinking about it, the more likely it is that the brand will become strongly
registered in memory. Thus, anything that causes consumers to experience a brand name,
symbol, logo, character, packaging or slogan can potentially increase familiarity and
awareness of that brand element. Examples include a wide range of communication
options such as advertising and public relations (sponsorship, social activity). Moreover,
it is important to visually and verbally reinforce the brand name with a full complement
of brand elements.

Customer Characteristics

According to the findings, customer’s self-concept has the weak relationship with
brand credibility. Therefore P&G should focus on brand image that is consistent with the
self-concept of the target markets. They should measure the image of the OLAY brand as
well as the self-concept of the target market. These two measures can then be used to
identify the level of image congruence for a particular market segment. For example,
many consumers may see themselves as sophistication or sincerity therefore P&G should
create brand image to be supported by these consumers. It can be created in a variety of
other ways: by inferences from the brand itself (e.g. its name or logo) and advertising.
P&G should manage them and create communications that cause consumers to elaborate
on brand related information and relate it appropriately.

Customer satisfaction is also one of the important parts of customer characteristic.
The result of data analysis shows the moderate relationship between customer satisfaction
and brand credibility. Customer satisfaction comes from comparing a product’s perceived
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performance (outcome) in relation to his or her expectation. The satisfaction level of
customer toward the brand can be generated by developing the OLAY brand whose
performance matches or exceeds customer expectation. P&G should research to fulfill
customer expectation when they use OLAY brand. For example, consumers expect the
ease of use and then P&G should develop the brand that meets specific or exceeds a
desired level.

Product Performance

Findings show that there is a moderate relationship between product performance
and brand credibility. Most products are established at one of four performance levels:
low, average, high or superior. Therefore P&G must design a performance level
appropriate to the target market and competitors’ performance. They may improve
product performance based on a new or improve product ingredient and continuously the
product improvement. A company must also manage performance quality through time
and should maintain product quality at given level. Many companies leave quality
unaltered after its initial formulation unless glaring faults or opportunities occur.

Brand Credibility

Brand credibility has the effect on personal and functional connection. The marketer
should create marketing communication such as advertising to offer the benefit that
consumer will receive and create positive feeling through emotion strategy such as
friendship in order that they can be involved with the ads. For example, they can use
testimonials or celebrity endorsement. Testimonials can generate a good word of mouth,
feeling or emotion. They must also make sure that OLAY brand meets and delivers the
promise it makes to the consumers. There should not be a case of over promise.
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Personal and Functional Connection

According to the result of this research, personal and functional connections have
the moderate relationship with commitment. P&G should create experiential marketing to
the consumers. Experiential marketing refers to actual consumers’ experience with the
brand or product to drive sales and increase commitment. For example, they create a
campaign for the consumers to participate, have the experience to use the product and do
the activity together among them. It is to stimulate in an active manner, engage
consumers in a personal life experience, and allow them to be receptive with the brand or
product in a personalized environment.

Commitment

The research findings confirm that commitment has strong relationship with buying
decision. The marketer should focus on relationship marketing to encourage commitment.
Marketer can add benefits to the consumers as follows:
•

P&G may create a club membership program to bond consumers closer to the
company. This club will offer special discount, free samples, and special gifts to
the consumers.

•

P&G should contact consumers consistent such as submitting gift voucher or
birthday card, brochure for introducing new products of P&G.

•

Consumers can consult and ask the question about product all time. For example,
P&G has a toll free number and a web site in order that the consumers can know
the information of product and company.
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6.4 Further Research

This research focuses on the facial skin care brand. Further studies can adapt the
concept and framework to study other brand such as luxury brand in order to understand
consumers’ purchasing decision. As this research was conducted in only five areas (Siam,
Silom, Sukhumvit, Lad Phrao and Rama IV). Further research on a facial skin care brand
can be conducted in different areas to get more useful information.

Future studies should identify and analyze the other antecedent variables affecting
brand credibility such as firm responsiveness, brand liking, service quality. Another area
for further research is to analyze the role played by brand credibility as a factor
influencing evaluations of a brand loyalty or brand extension. This research is based on
the respondents who currently use the OLAY brand more than one month. Further studies
can extend to the respondents who have ever used the OLAY brand and switch to another
brand.
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QUESTIONNNAIRE

The questionnaire is established for the study thesis on “The impact of brand
credibility and commitment toward buying decision: A case study of OLAY facial skin
care brand” by Ms. Kornvipa Chaichitamorn for partial fulfillment of a Master’s Degree
of the Graduate School of Business, Assumption University. Please indicate each item
according to your opinion. Remember that there is no right or wrong answer. The
information obtained will only be used for study purpose.

Part I: Please mark (X) for the response that is appropriate in your opinion.

1. Do you currently use OLAY facial skin care brand?

□ Yes.

□ No. (STOP)

2. How long have you used it?

__________________

3. Which product do you use? (you can select more than one).

□ OLAY Regenerist

□ OLAY White Radiance Mask

□ OLAY Total Effect Plus

□ OLAY Total White Cream

□ OLAY White Radiance Cream □Others (please identify)………………
Part II: Factor affecting Brand Credibility
1 = Strongly Disagree, 2 = Disagree, 3 = Neutral, 4 = Agree, 5 = Strongly Agree
Items

Brand Characteristic

1.

The OLAY brand has a reputation.

1

2

3

4

5

2.

The OLAY brand has reliability.

1

2

3

4

5

3.

You have not heard negative comments about the OLAY

1

2

3

4

5

brand.
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Customer Characteristic
1.

The OLAY brand fits with your personality (joyful).

1

2

3

4

5

2.

You have had a good experience (ease of use) when you

1

2

3

4

5

1

2

3

4

5

used the OLAY brand.
3.

You are satisfied with the OLAY brand.
Product Performance

1.

The OLAY product performs well.

1

2

3

4

5

2.

The quality of OLAY (cream, ingredient) is good.

1

2

3

4

5

3.

The OLAY product performs better than the other

1

2

3

4

5

1

2

3

4

5

1

2

3

4

5

brand’s product.

Part III: Brand Credibility
Brand Credibility
1.

The OLAY brand has the ability to deliver what it
promises.

2.

Over time, your experiences with the OLAY brand
have led you to believe it to keep its promises, no
more and no less.

3.

You trust the OLAY brand.

1

2

3

4

5

4.

The OLAY brand is safe.

1

2

3

4

5

5.

The OLAY brand can solve your facial problem

1

2

3

4

5

very well.

Part IV: Personal Connection
Personal Connection
1.

You will be proud of using the OLAY brand.

1

2

3

4

5

2.

The OLAY brand will support your personality

1

2

3

4

5

1

2

3

4

5

(confidence) and social acceptance.
3.

You feel good when you use the OLAY brand.
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Part V: Functional Connection
Functional Connection
1.

The OLAY brand makes you to look good and

1

2

3

4

5

1

2

3

4

5

1

2

3

4

5

beautiful.
2.

The OLAY brand carries products you are looking
for.

3.

You get good value for your money.

Part VI: Commitment
Commitment
1.

You are a committed customer of the OLAY brand.

1

2

3

4

5

2.

The OLAY brand is your favorite brand.

1

2

3

4

5

3.

You are a loyal customer.

1

2

3

4

5

Part VII: Buying Decision
Buying Decision
1.

You go out of your way to buy the OLAY brand.

1

2

3

4

5

2.

You are willing to pay more at the OLAY brand.

1

2

3

4

5

3.

You can recommend the OLAY brand to others.

1

2

3

4

5

Part VIII: Personal Information
1. Gender

□ Male

□ Female

2. Marital Status

□ Single

□ Married

□ Divorced/ Widow
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3. Age

□ Less than 18 years old

□ 18-23 years old

□ 24-29 year olds

□ 30-35 years old

□ More than 35 years old
4. Education Level

□ High School

□ Diploma

□ Bachelor Degree

□ Master Degree

□ Doctoral Degree
5. Occupation

□ Student

□Government Officer

□ Business employee

□ Business owner

□ Housewife

□ Others (please identify)………………

6. Income per month

□ Less than 10,000 baht

□ 10,000-20,000 baht

□ 20,001-30,000 baht

□ 30,001-40,000 baht

□ More than 40,000 baht
Thank you for your cooperation
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QUESTIONNAIRE IN THAI
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แบบสอบถาม
แบบสอบถามฉบับนี้จดั ทําขึ้นเพื่อใช้เป็ นส่ วนประกอบในการจัดทําวิทยานิพนธ์ในหัวข้อเรื่ อง “ผลของความ
น่าเชื่อถือของแบรนด์โอเลย์ซ่ ึ งนําไปสู่ การตัดสิ นใจซื้ อผลิตภัณฑ์ในเขตกรุ งเทพมหานคร” โดยนางสาว กรวิภา
ชัยชิตามร นักศึกษาปริ ญญาโท คณะบริ หารธุรกิจ มหาวิทยาลัยอัสสัมชัญ ขอความกรุ ณาท่านช่วยสละเวลาในการตอบ
แบบสอบถามตามความเป็ นจริ ง ข้อมูลที่ได้จะนําไปใช้เพื่อการศึกษาเท่านั้น ขอขอบคุณทุกท่านที่ให้ความร่ วมมือ
ส่ วนที่ 1: กรุณาทําเครื่ องหมายกากบาท (X) ลงใน □
1. ปัจจุบนั นี้ท่านใช้ผลิตภัณฑ์ของแบรนด์ของโอเลย์หรื อไม่
□ ใช้
□ ไม่ใช้ (หยุด)
2. ระยะเวลาที่ท่านใช้ (โปรดระบุ) ____________________________
3. ผลิตภัณฑ์ชนิดใดของโอเลย์ที่ท่านใช้อยู่ (สามารถตอบได้มากกว่า 1 ข้อ)
□ โอเลย์รีเจนเนอรี ส
□ โอเลย์ไวน์เรเดียนซ์มาส์ก
□ โอเลย์โททัลเอฟเฟ็ คส์พลัส
□ โอเลย์โททัลไวท์ครี ม
□ โอเลย์ไวท์เรเดียนช์ครี ม
□ อื่นๆ (โปรดระบุ) __________________________
ส่ วนที่ 2: ปัจจัยที่มีผลต่อความน่าเชื่อถือของแบรนด์
กรุณาทําเครื่องหมายกากบาท (X) บนหมายเลขตามความคิดเห็นที่ตรงกับความเป็ นจริงมากที่สุด โดยความคิดเห็น
แบ่ งเป็ น
1 = ไม่ เห็นด้ วยอย่ างยิง่ , 2 = ไม่ เห็นด้ วย, 3 = เฉยๆ, 4 = เห็นด้ วย, 5 = เห็นด้ วยอย่ างยิง่
รายการ
ลักษณะของแบรนด์
1.
แบรนด์โอเลย์เป็ นแบรนด์ที่มีชื่อเสี ยง
2.
แบรนด์โอเลย์เป็ นแบรนด์ที่มีความน่าเชื่อถือ
3.
ท่านไม่เคยได้รับการบอกกล่าวในทางลบกับแบรนด์โอเลย์
ลักษณะของลูกค้ า
1.
แบรนด์โอเลย์เข้ากับบุคลิกภาพของท่านได้ (ร่ าเริ งสนุกสนาน)
2.
ท่านมีประสบการณ์ที่ดี(ง่ายในการใช้)เมื่อใช้แบรนด์โอเลย์
3.
ท่านรู ้สึกพึงพอใจกับแบรนด์โอเลย์
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1.
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ประสิ ทธิภาพของผลิตภัณฑ์
ผลิตภัณฑ์ของแบรนด์โอเลย์ใช้ได้ผลดีกบั ท่าน
โดยรวมแล้วผลิตภัณฑ์ของแบรนด์โอเลย์มีคุณภาพดี(ส่ วนผสม,
เนื้อครี ม)
ผลิตภัณฑ์ของแบรนด์โอเลย์ใช้ได้ผลดีกว่าผลิตภัณฑ์ของแบรนด์อื่น

ส่ วนที่ 3: ความน่ าเชื่ อถือของแบรนด์
ความน่ าเชื่อถือของแบรนด์
1.
โฆษณาของแบรนด์โอเลย์ทาํ ให้ท่านมีความเชื่อถือว่าแบรนด์น้ ีช่วย
ทําให้หน้าของท่านดูขาวขึ้นหรื อลดเลือนริ้ วรอยได้
2.
จากประสบการณ์ของท่านที่ใช้แบรนด์โอเลย์ทาํ ให้ท่านรู ้สึกว่า
ผลลัพธ์จากการใช้เป็ นไปตามที่ได้โฆษณา
3.
ท่านไว้ใจในแบรนด์โอเลย์
4.
แบรนด์โอเลย์มีความปลอดภัยสําหรับท่าน (ใช้แล้วไม่แพ้)
5.
แบรนด์โอเลย์ช่วยท่านในการแก้ปัญหาด้านผิวหน้าได้เป็ น
อย่างดี
ส่ วนที่ 4: ความเกี่ยวข้ องด้ านบุคคล
ความเกี่ยวข้ องด้ านบุคคล
1.
ท่านมีความภูมิใจเมื่อใช้แบรนด์โอเลย์
2.
แบรนด์โอเลย์ช่วยเสริ มสร้างบุคลิกภาพของท่าน(มีความมัน่ ใจ)และ
ทําให้เป็ นที่ยอมรับทางสังคม
3.
ท่านมีความรู ้สึกดีเมื่อใช้แบรนด์โอเลย์
ส่ วนที่ 5: ความเกี่ยวข้ องด้ านการใช้ งาน/การใช้ ประโยชน์
ความเกี่ยวข้ องด้ านการใช้ งาน
1.
แบรนด์โอเลย์ทาํ ให้ท่านดูดีข้ นึ และสวยงามมากขึ้น
2.
แบรนด์โอเลย์มีผลิตภัณฑ์ที่มีคุณสมบัติที่ท่านกําลังมองหาอยู่
3.
มันคุม้ ค่ากับเงินที่ท่านจ่ายไปสําหรับแบรนด์โอเลย์
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ส่ วนที่ 6: ความผูกพัน
1.
2.
3.

ความผูกพัน
ท่านมีความผูกพันกับแบรนด์โอเลย์
ท่านชื่นชอบแบรนด์โอเลย์
ท่านมีความจงรักภักดีตอ่ แบรนด์โอเลย์ (ท่านจะไม่ใช้แบรนด์อื่น)
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ส่ วนที่ 7: การตัดสิ นใจซื้อ
1.
2.
3.

การตัดสิ นใจซื้อ
เมื่อท่านจะซื้ อผลิตภัณฑ์สาํ หรับผิวหน้า ท่านจะซื้ อผลิตภัณฑ์ของ
แบรนด์โอเลย์
ท่านเต็มใจที่จะจ่ายเงินมากขึ้นสําหรับการซื้ อผลิตภัณฑ์ของแบรนด์
โอเลย์
ท่านจะแนะนําให้ผูอ้ ื่นซื้ อผลิตภัณฑ์ของแบรนด์โอเลย์

ส่ วนที่ 8: ข้ อมูลส่ วนตัว
1. เพศ
□ ชาย

□ หญิง

2. สถานภาพสมรส
□ โสด

□ สมรส

□ หย่าร้าง

3. อายุ
□ น้อยกว่า 18 ปี
□ 24-29 ปี
□ มากกว่า 35 ปี

□ 18-23 ปี
□ 30-35 ปี

4. ระดับการศึกษา
□ มัธยมศึกษา
□ ปริ ญญาตรี
□ ปริ ญญาเอก

□ ปวช. / ปวส.
□ ปริ ญญาโท
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5. อาชีพ
□นักเรี ยน/นักศึกษา
□ พนักงานบริ ษทั เอกชน
□ แม่บา้ น
6. รายได้โดยเฉลี่ยต่อเดือน
□ น้อยกว่า 10,000 บาท
□ 20,001-30,000 บาท
□ มากกว่า 40,000 บาท

□ ข้าราชการ/พนักงานรัฐวิสาหกิจ
□ เจ้าของกิจการ
□ อื่นๆ (โปรดระบุ) _____________________

□ 10,000-20,000 บาท
□ 30,001-40,000บาท

ขอขอบคุณสํ าหรับการตอบแบบสอบถามของท่ าน
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APPENDIX B
TEST OFRELIABILITY-CRONBACH’S ALPHA
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Test of Reliability-Cronbach’s Alpha
Reliability Analysis-Scale (Alpha)

Brand Characteristic
Reliability Coefficients
Number of Cases = 30.0

Number of Items = 3

Alpha = .744

Reliability Analysis-Scale (Alpha)

Customer Characteristic
Reliability Coefficients
Number of Cases = 30.0

Number of Items = 3

Alpha = .691

Reliability Analysis-Scale (Alpha)

Product/ service Performance
Reliability Coefficients
Number of Cases = 30.0

Number of Items = 3

Alpha = .754

Reliability Analysis-Scale (Alpha)

Brand Credibility
Reliability Coefficients
Number of Cases = 30.0

Number of Items = 5

Alpha = .800
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Reliability Analysis-Scale (Alpha)

Personal Connection
Reliability Coefficients
Number of Cases = 30.0

Number of Items = 3

Alpha = .872

Reliability Analysis-Scale (Alpha)

Functional Connection
Reliability Coefficients
Number of Cases = 30.0

Number of Items = 3

Alpha = .781

Reliability Analysis-Scale (Alpha)

Commitment
Reliability Coefficients
Number of Cases = 30.0

Number of Items = 3

Alpha = .867

Reliability Analysis-Scale (Alpha)

Buying Decision
Reliability Coefficients
Number of Cases = 30.0

Number of Items = 3

Alpha = .901
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