THE ASSUMPTION UNIVERSITY LIBRARY

A COMPARATIVE STUDY ON CHINESE AND THAI CONSUMERS
IN TERM OF BRAND LOYALTY VARIABLE

By

DAN HU

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. Ismail Ali Siad

(Member)

3.

Dr. Charnchai Athichitskul

(Member)

4.

Dr. Thongdee Kijboonchoo

(Member)

5.

Assoc.Prof. Poonsak Sangsunt

(MOE

~a.
.... ............. ...~

f/7"'.1.~f;t A.

~- ~- -~

Representative)~4r/

Examined on : 30 October 2008
Approved for Graduation on :

Graduate School of Business
Assumption University
Bangkok, Thailand
October
2008

ABSTRACT
Mobile phone is an important and useful communication tool in society.
Using mobile phone, it is possible and easier to deliver and share the information
and transfer the sensibility among the people. Along with the developing of
technology, more and more functions are in the mobile phone; therefore, mobile
phone is a necessary product in human’s life. Currently, the competition of
mobile phone market is very high and consumers have many selections for
purchasing the mobile phone. But one brand that brightens up amongst in entire
mobile phone industry, which is NOKIA. With a slogan “connecting people”,
NOKIA has successfully become market share leader in many countries, China
and Thailand are included. Therefore, the aim of this study is to compare of
factors acknowledged as product involvement, brand equity, trust, brand affects,
satisfaction, resistance to change which related to brand loyalty of NOKIA brand
between Chinese and Thai consumers.

The correlations among the mentioned factors were analyzed with the help
of data obtained from 400 respondents (200 each from Beijing, China and
Bangkok, Thailand) through questionnaire survey. All the respondents must have
experience in using NOKIA mobile phone, and the survey was conducted during
August and September, 2008. To analyze the data, the researcher used descriptive
statistics, Independent sample t-test and Pearson Correlation Coefficient.

The findings shows that for both nationalities, most of respondents were
single status, held a Bachelor’s degree at the age level 21-25, and duration of
using NOKIA mobile phone for more than 2 years.

Based on the results, there is no statistical significant difference in brand
equity, brand affect, satisfaction, resistance to change and brand loyalty between

Chinese and Thai NOKIA consumers.

But there is a statistical significant

difference in product involvement and trust between Chinese and Thai NOKIA
consumers. Moreover, all six independent variables acknowledged as product
involvement, brand equity, trust, brand affect, satisfaction, and resistance to
change had statistical significant relationship with brand loyalty for both
nationalities. The factors, resistance to change and satisfaction had most positive
correlation to brand loyalty for both nationalities.
From this study, the researcher would like to suggest that the resistance to
change and satisfaction were important factors to NOKIA’s brand loyalty. The
company should have a good and strong brand attitude in order to keep a high
resistance to change against other brands. And also, to improve services and
product attributes in order to keep high satisfaction of NOKIA consumers.
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CHAPTER 1
GENERALITIES OF THE STUDY

1.1 Introduction
Brands bring stability to any businesses, helped against competitor’s
imitation, and introduced consumers to buy the products and services (Aaker,
1991). Also Assael (1991) mentioned that when consumers made a decision
about a brand and its associations, they were often loyal to that brand, hope to
repeat purchase the products of same brand in the future; and then recommended
the products to their friends, and refused the products or services even with better
features or even lower prices. Strong brand was a barrier to competitors because
they reduced consumer risks associated with the purchase of products or services;
it provided premium prices to consumer and sustained increasing revenue so that
the consumer would take a tendency of long-term brand loyalty (Ehrenberg et al.,
1990). Therefore, brand loyalty is a function comprised both of behavioral and
attitudinal responses, and it includes some degree of consumers’ commitment
toward the quality of a brand, and put aside their own desires in the interest of
the brand.

The brand loyalty is a big concept; it would be affected by many factors.
Aaker (1991) mentioned that the brand loyalty should begin with the customer’s
awareness of a brand. The firm with a good reputation would increase a firm’s
sale, and attracted more customers because of word-of-mouth activity (Rogerson,
1983). Aaker (1991) stated that a brand should represent a credible guarantee of
quality to the consumers; then, it made customers feel more comfortable with the
brand. An innovated product is important to a company, because if new additions
or products were different from the current core products, then consumers might
not make a right connection between the new product and brand, thus, consumers

might not transfer a positive brand attributes to the new product (Aaker and Keel,
1990).

This research explores a model that would test several relationships among
product involvement, trust, brand equity, brand effect, satisfaction, and resistance
to change and brand loyalty. The researcher would like to find out the brand
loyalty towards NOKIA mobile phone, because everyone has a need for
communication and sharing the information. NOKIA helps people to fulfill this
need and hopes people feel closer to what important matters to them. All the
strategies of Nokia Company rely on growing, transforming, and building the
profitable businesses to ensure its future success. The company is one of the
world's largest manufacturers in mobile telephones, with a global market share of
54.32% in July of 2007 and 48.92% in July of 2008, respectively. (see Figure
1.1).
Figure 1.1: NOKIA manufacturer market share (world)

Source: http://www.mobref.com/statistics/world/manufacturer/All (Data:
July 22, 2008)

The Figure1.1 clearly shows the change of market share of NOKIA which
was 54.32% in July 22, 2007 and dropped to 48.92% in July 22, 2008, but the
manufacturer is still market leader in the world.

Nowadays, NOKIA is the leader in mobile phone communications by
driving the company’s growth and sustainability of the broader mobile
industry. Moreover, the company believes that the design, brand, ease of use,
price and other factors are important and are seriously considered by the
consumers. Hence, the NOKIA Company tries to create a good customer
relationship and also provide functional products that mattered to them. Currently,
the company has created a trusted brand, wide product portfolio, and global
manufacturing and distribution networks, also the company takes a forwardthinking about innovative technology by spending amount of its revenue on
R&D in order to come up with new products.

China and Thailand are developing countries that belong to Asia; the
cultures of two countries more or less are similar, and currently, NOKIA mobile
phone established itself to be number one market share in these two countries
(see Figure 1.2 and Figure 1.3).

Figure 1.2: NOKIA manufacturer market share (China)

Source: http://www.mobref.com/statistics/AS-CN/manufacturer/All (Data:
July 15, 2008)
The change of manufacturer market share of NOKIA in China is shown in
Figure 1.2 that clearly shows the market share 91.61% in July 15, 2007 that
sharply dropped to 8.23% in the world in July 15, 2008, even though NOKIA is
still market leader in the China market.

Figure 1.3: NOKIA manufacturer market share (Thailand)

Source: http://www.mobref.com/statistics/AS-TH/manufacturer/All (Data:
July 21.2008)

Figure 1.3 shows the change of manufacturer market share of NOKIA in
Thailand. The manufacturer held 93.72% in July 21, 2007 but dropped to 48% in
July 21, 2008, and NOKIA is still market leader in the Thailand.

Figure 1.4: The attentions of top 15 mobile phone companies for Chinese
consumers (2007, December)

Source: http://xk.cn.yahoo.com/articles/080102/1/7flo.html (Data: January
2, 2008)
Even though, there was a big decrease in the market share in China
manufacturer market within one year, but Chinese consumers still paid much
attention towards NOKIA brand (see Figure 1.4), therefore, the researcher
established that the Chinese and Thai consumers have a brand loyalty towards
NOKIA brand. Palumbo and Herbig (2000) mentioned that brand loyalty could
vary across cultures. Accordingly, the aim of this research is to compare brand
loyalty of NOKIA brand between Chinese and Thai consumers.

The age of target group is difficult to define, according to "BMRB’s UK
Target Group Index study" (see Figure 1.5); it was easy to see the age group from
15-44 years was using mobile phone as a playing tool.

Figure 1.5: BMRB’s Target Group Index

Source:http://www.mb-blog.com/index.php/2007/05/23/placing-a-bet-on-mobile/
(Data: May 23, 2007)

And also, "The British Broadcasting Corporation on 1 December, 2004
announced that in its research of audience characteristics that the 16-24 age
group ' regarded a mobile phone as a necessity not a luxury '---this was precisely
the age group of the higher and future education market." Therefore, the
researcher defines the ranges of age from 15 up to 45 years old, both men and
women, comprised NOKIA users in China and Thailand.

1.2 Research Objective
This research tests six factors relationship with brand loyalty and then
compares the difference in brand loyalty towards NOKIA brand between Chinese
and Thai NOKIA consumers. Therefore, the objective of this research could be as
follows:
1. To test the differences in product involvement between Chinese and Thai
NOKIA consumers.
2. To test the differences in brand equity between Chinese and Thai NOKIA
consumers.
3. To find the differences in trust between Chinese and Thai NOKIA
consumers.
4. To find the differences in brand affect between Chinese and Thai NOKIA
consumers.
5. To evaluate the differences in satisfaction between Chinese and Thai
NOKIA consumers.
6. To evaluate the differences in resistance to change between Chinese and
Thai NOKIA consumers.
7. To analyze the relationship between product involvement, brand equity, trust,
brand affect, satisfaction, resistance to change and brand loyalty of Chinese
NOKIA consumers by comparing each pair.
8. To analyze the relationship between product involvement, brand equity, trust,
brand affect, satisfaction, resistance to change and brand loyalty of Thai
NOKIA consumers by comparing each pair.
9. To compare the differences in brand loyalty between Chinese and Thai
NOKIA consumers.

1.3 Statement of the problem
Brand loyalty is not only important for NOKIA Company but also a
significant goal for all kinds of businesses. However, there are many mobile
phone competitors who produced products with similar technologies, design,
qualities and prices. It is beneficial for consumers by giving many purchase
choices, but meanwhile it indeed affect the brand loyalty of NOKIA mobile
phone.

Therefore,

with

the

slogan

“connecting

people”

(source

by: http://world-famousbrands.blogspot.com/), NOKIA Company hopes to keep
and attract more customers, to whom they would like to be loyal to the brand,
willing to repeat purchase in future.

For any brand, once the consumers make a decision to purchase, then this
brand has a potential possibility that consumers would be loyal in future. In order
to keep the consumers’ loyal to a brand, firms need to consider some variables
which are important to brand loyalty. Actually, the brand loyalty is effected by
many factors, but in this study, the researcher only considers some of them as:
product involvement, brand equity, trust, brand affect, satisfaction and resistance
to change.

Research Questions:
1.

Is there a significant difference in product involvement between Chinese and
Thai NOKIA consumers?

2. Is there a significant difference in brand equity between Chinese and Thai
NOKIA consumers?
3. Is there a significant difference in trust between Chinese and Thai NOKIA
consumers?
4. Is there a significant difference in brand affect between Chinese and Thai
NOKIA consumers?

5. Is there a significant difference in satisfaction between Chinese and Thai
NOKIA consumers?
6. Is there a significant difference in resistance to change between Chinese and
Thai NOKIA consumers?
7. Is there a significant relationship between product involvement, brand equity,
trust, brand affect, satisfaction, resistance to change and brand loyalty of
Chinese NOKIA consumers by comparing each pair?
8. Is there a significant relationship between product involvement, brand equity,
trust, brand affect, satisfaction, resistance to change and brand loyalty of Thai
NOKIA consumers by comparing each pair?
9. Is there a significant difference in brand loyalty between Chinese and Thai
NOKIA consumers?

1.4 Scope of Research
The target population of this study was Chinese and Thai NOKIA mobile
phone users. In order to conduct the survey, the researcher selected NOKIA
mobile phone users who were in Beijing and Bangkok-- the capital cities of
China and Thailand, respectively, because both cities could properly represent
the brand loyalty of consumers for both countries. The sample size for this study
was 400 (200 each from Beijing, China and Bangkok, Thailand).

Furthermore, the questionnaire were adopted from studies of (Shang, Chen
and Liao, 2006; Chaudhuri and Holbrook, 2001; Lassar et al., 1995, Oliver,
1997; Pritchard et al., 1999; Sirdeshmukh et al., 2002). The independent
variables of this research were product involvement, brand equity, trust, brand
affect, satisfaction, and resistance to change; the dependent variable was brand
loyalty.

1.5 Limitations of the Research
The aim of this research is to compare brand loyalty of NOKIA brand
between Chinese and Thai consumers. First of all, there are many factors related
to brand loyalty, whereas in this research, the researcher only considers six of
them, which are: product involvement, brand equity, trust, brand affect,
satisfaction and resistance to change.

Secondly, it can be avoided that both Chinese and Thai consumers might
have a difference in brand loyalty caused by different cultures, way of life, life
styles, personal values and so on, even though these are the basic factors for each
nationality. But in this study, the researcher only focuses on selected marketing
factors related to brand loyalty.

The population of this study is NOKIA mobile phone users from China and
Thailand. But it is impossible to get all the responses from two nationalities.
Therefore, researcher only contacts with 400 respondents, 200 each from Beijing
and Bangkok.

Fourthly, the researcher only collects data from Beijing and Bangkok, the
capital cities of China and Thailand, respectively. Actually, the numbers of
respondents are narrow and the results could not completely represent the brand
loyalty of all Chinese and Thai consumers towards NOKIA brand.

Lastly, the age range of target market was designed from 15 to over 45 years
old, it doesn’t include the age less than 15 years old, but it may be possible that
the teenagers using the mobile phone in normal life (see Figure 1.5).

1.6 Significance of the Study
The population of this research is Chinese and Thai NOKIA mobile phone
users, it would help the NOKIA Company to recognize the different key factors
related to the brand loyalty for each nationality, hence, this research would
benefit NOKIA Mobile Phone Company. Actually, there are many mobile phone
companies in China and Thailand who has a relative low brand loyalty, this
research will help them to know the important factors for each country. And also,
this study would be a reference for other industries that looked forward to have a
high brand loyalty.

The results of this research might help the management of companies to set
up a new marketing strategy or policy that will give a maximum benefit for
consumers finally.

1.7 Definition of Terms
Brand Loyalty: Brand loyalty is a strong commitment to re-buy a preferred
product or re-patronize a service consistently in the future, thereby causing
repetitive purchase of same-brand or same brand-set products, despite situational
influences (Oliver 1999).

Product Involvement: Product involvement involves on ongoing commitment
on the part of the consumer with regard to thoughts, feelings, and behavioral
response to a product category (Gordon et al., 1998).

Brand Equity: Aaker (1991, p. 15) defines brand equity as a set of brand assets
and liabilities linked to a brand, its name and symbol, that add to or subtract from
the value provided by a product or service to a firm and/or to that firm’s
customers.

Trust: Defined as a willingness to rely on an exchange partner with whom one
has confidence (Mooreman et al., 1992, p. 315).

Brand Affect: Brand affect represents "...an umbrella for a set of more specific
mental processes including emotions, moods, and (possibly) attitudes" (Bagozzi
et al., 1999, P.184).

Satisfaction: Satisfaction was an output, resulting from the customer’s purchase
comparison of expected performance with perceived actual performance and
incurred cost (Churchill and Suprenant, 1982).

Resistance to Change: Pritchard et al. (1999, p. 334) defined resistance to
change as the root tendency of commitment as well as the primary evidence of
commitment.

Brand: Brand is the product or service of a particular supplier, differentiated by
its name and presentation (Tepeci, 1999).

Consumer: An individual who buys products or sercvies for personal use and
not for manufacture or resale (www.investorwords.com)

NOKIA: NOKIA comes from Finland and it is the world’s largest manufacturer
of mobile phones. NOKIA focuses on UMTS and GSM handsets and produces
relatively few CDMA handsets (www.mobileburn.com).

CHAPTER 2
LITERATURE REVIEW

In this chapter, the researcher discussed the theories which were related to
the variables along with previous studies on the relationship between
independent variables and dependent variable. The last section has provided
concise information on some related previous studies which included methods
used as well as the key findings.

2.1 Theory
2.1.1 Brand Loyalty
Jacoby and Chestnut (1978) provided a conceptual definition for brand
loyalty, that was “brand loyalty is (1) biased (i.e., non-random), (2) behavioral
response (i.e., purchase), (3) expressed over time, (4) by some decision-making
unit, (5) with respect to one or more brands out of a set of such brands, and is a
function of psychological (decision-making, evaluative) processes”. In this
definition of brand loyalty, it could be concluded into three kinds of categories
mentioned as behavioral, attitudinal, and composite; and also Jacoby and Kyner
(1973) mentioned that brand loyalty was extended to encompass both attitudinal
and behavioral loyalty.

Behavioral loyalty was the repeat purchase behavior and attitudinal loyalty
was assumed to be more loyal than behavioral loyalty when considering unique
values associated with a brand (Jacoby and Kyner, 1973). An advantage of the
behavioral approach was that it measured observable behaviors, instead of
(self-reported) intentions and declarations (Odin et al., 2001). Many definitions
tended to focus on the behavioral aspects as repeat buying behavior (Schoenbach
et al., 2004). The repeated exposure potentially enhanced brand attitudes by

allowing the customer to process more information (Berger and Mitchell, 1989).
But some researchers argued that repurchase was not sufficient evidence of brand
loyalty; Newman and Staelin (1972) stated that brand loyalty was reinforced as
learning and increased positive experiences with a certain brand while decreased
the searching for information of alternative brands.

Well, Many previous studied had measured behavioral aspects of brand
loyalty (e.g., repeat purchases), but without considering cognitive aspects of
brand loyalty. Because it was possible that a consumer had repeated behavior
whiles his/her attitude was unfavorable. In such a case, the brand loyalty of
consumers could be superficial. Wilkie (1994) defined brand loyalty as “a
favorable attitude toward, and consistent purchase of, a particular brand”; the
definition implied that the consumer had brand loyalty when both behavior and
attitude are favorable. Therefore, the attitude loyalty was also very important.
Indeed, Brink et al. (2006) mentioned that the “affective component was
concerned with (positive/negative) emotions of consumers toward the brand”; the
“cognitive component referred to particular knowledge about that brand” and the
“conative component embedded consumers’ behavioral disposition or an intention
to buy the brand”.

2.1.2 Product Involvement
Miller and Marks, (1996) and Gordon et al. (1998) mentioned “product
involvement involves an ongoing commitment on the part of the consumer with
regard to thoughts, feelings, and behavioral response to a product category”.
Normally, Consumers were motivated to search for information by their
involvement in an object (Bloch et al., 1986). And Richins and Bloch (1986)
noted that consumers with high product involvement would like to find the
product(s) with an interest and this would occupy the consumers’ thoughts
without the stimulus of an immediate purchase. The degree of involvement

referred to the degree of perceived personal relevance of an issue (Celsi and
Olson, 1988). Personal involvement with an issue was defined as “the level of
perceived personal importance and/or interest evoked by a stimulus (or stimuli)
within a specific situation” (Antil, 1984, p. 204). It meant that consumer
characteristics should be involved when measuring the product involvement.

Zaichkowsky (1985) presented a one-dimensional direct measure of
involvement, the personal involvement inventory (PII). It was designed to
measure independent of consumers’ behavior from involvement which would
affect by the construct of involvement itself. After the one-dimensional
conceptualization, Kapferer and Laurent (1985) argued that involvement was a
latent construct only measurable through its antecedents, so a consumer
involvement profile (CIP) could be measured by aggregation of the scores of
antecedents. Accordingly, Kapferer and Laurent (1985) defined ten consumer
involvement profiles (e.g. minimal involvement, functional involvement and
total involvement); and this multi-dimensional approach provided a deeper
understanding of a consumer’s level of involvement.

Involvement also could be cognitive or affective (Shang, Chen and Liao,
2006). Park and Young (1983) mentioned “cognitive involvement is caused by a
utilitarian motive, referring to an individual’s concern with the cost and benefits
of the product or service and interest in the functional performance of the product;
Affective involvement is caused by a value-expressive motive, referring to an
individual’s interest in enhancing self-esteem or self-conception and in projecting
his/her desired self-image to the outside world through the use of the product or
service”.

2.1.3 Brand Equity
Temple (1989) mentioned the merger of firms with famous brand names
prompted speculation on the value of such brands to both consumers and
acquiring firms; because the brand was the central asset of the company (Aaker,
1996a; Barwise, 1993 and Shocker et al., 1994). Kim (1990) suggested “a brand
is the totality of thoughts, feelings, sensations, and associations it evokes.” In
order to measure the overall value of a brand, marketing researchers and
practitioners had begun to examine the concept of “brand equity” (Aaker, 1991;
Baldinger, 1990; Keller, 1993 and Winters, 1991).

Aaker (1991) defined brand equity as “a set of brand assets and liabilities
linked to a brand, its name and symbol, which add to or subtract from the value
provided by a product or service to a firm and/or to that firm’s customers”. This
definition was expounded from the point of view from the brand of firms. But
Leuthesser (1988) defined brand equity as “the set of associations and behavior
on the part of a brand’s customers, channel members and parent corporation that
permits the brand to earn greater volume or greater margins than it could without
the brand name.” From this definition, it implied that there were two aspects of
brand equity, one was from firm’s point of view, and another was from the
consumer’s.

A consumer’s attitude towards a brand was a key factor of brand equity,
because Keller (2003) mentioned the power of a brand related to what customers
had learned, felt, seen, and heard about the brand as a result of their experiences
over time. Lemon et al. (2001) mentioned brand attitude reflected the extent to
which a firm had been able to create close emotional bonds with the customer.
Hirschmann and Holbrook (1982) also proposed that extremely positive,
consumption-related emotions were likely to lead to very high levels of
commitment. Well, it was formed as a result of the consumer’s brand belief, which

could be created by the marketer, formed by the consumer himself through direct
experience with the product, and/or formed by the consumer through inferences
based on existing associations (Aaker, 1991).

2.1.4 Trust
Rotter (1967) defined trust as “a generalized expectancy hold by an
individual that the word of another can be relied on.” Considering brand trust as
expectancy, it was based on the consumer’s belief that the brand had specific
qualities which made it consistent, competent, honest, responsible and so on
(Andaleeb, 1992; Doney and Cannon, 1997 and Larzelere and Huston, 1980).
The process by which an individual attributes a trust image to the brand was
based on his/her experience with that brand (Elena and Jose, 1999). And brand
trust evolved from past experience and prior interaction (Garbarino and Johnson,
1999) from consumers.

Guest and Conway (1998) argued that trust should be fundamental to the
psychological contract; even though there was a limited consideration of trust in
respect of the nature of the psychological contract, that was, “the extent to which it
is transactional or relational, such nature being considered by many to be central to
the understanding of psychological contracts” (MacNeil, 1985 and Rousseau,
2004). Consideration of the psychological contract, it was implicated that trust
could be further explored.

2.1.5 Brand Affect
Bagozzi et al (1999, P.184) defined affect as: “an umbrella for a set of more
specific mental processes including emotion, moods, and (possibly) attitudes”.
Oliver (1997) identified the role of affect in general was a model of customer
satisfaction. Kim et al. (1998) suggested that affect could influence consumer
attitudes even in the absence of product beliefs.

Chaudhuri and Holbrook (2001) defined brand affect as “a brand's potential
to elicit a positive emotional response in the average consumer as a result of its
use.” But in the context of branding, brand affect characterized a certain category
of associations consumers might have with a brand. Therefore, brand affect could
be seen as a consumers' overall favorable or unfavorable evaluation of the brand
(Keller, 1993 and Bhat and Reddy, 2001).

2.1.6 Satisfaction
Satisfaction was an output, resulting from the customer’s purchase
comparison of expected performance with perceived actual performance and
incurred cost (Churchill and Suprenant, 1982). Also, Johnson and Fornell (1991)
mentioned satisfaction refered to the customer’s rating of the brand, based on all
encounters and experiences. Customer satisfaction had a significant and positive
effort on the profitability of a firm (Yeung et al., 2002), because satisfied
customers would take a return to the firms, by bringing their friends and
spending more money on the firm’s product, therefore, all businesses should
understand that satisfying customers was important, especially in positive
word-of-mouth, repeat purchase, and profitability (Nowak, Thach and Olsen,
2006). Actually, customer satisfaction could be tested with a period of them; the
cumulative customer satisfaction was an overall evaluation based on total
purchase and consumption experience with a product or service over time (Aydin
et al., 2005).

The marketing literature suggested that customer satisfaction operated in
two different ways: Transaction-specific and general overall (Yi, 1991). Johnson
and Fornell (1991) described transaction-specific concept concerned customer
satisfaction as the assessment made after a specific purchase occasion; and
overall satisfaction referred to the customer’s rating of the brand, based on all

encounters, and experiences. Whereas, transaction-specific satisfaction might
provide specific diagnostic information about a particular product or service
encounter; overall was a more fundamental indicator of the firm’s past, current
and future performance (Anderson et al., 1994). Hence, overall satisfaction could
be viewed finally as a conclusion by previous transaction-specific satisfaction.

2.1.7 Resistance to Change
Resistance had also been considered as a source of information, being useful
in learning how to develop a more successful change process (Beer and Eisenstat,
1996; Goldstein, 1988; Lawrence, 1954; Piderit, 2000 and Waddell and Sohal,
1998). Lawrence (1954), Maurer (1996), Strebel (1994), Waddell and Sohal
(1998) stressed that the reasons for the failure of many change initiative can be
found in resistance to change. Pritchard et al. (1999, p. 334) defined resistance to
change “as the root tendency of commitment as well as the primary evidence of
commitment”. It introduced costs and delays into the change process (Ansoff,
1990) that were difficult to anticipate (Lorenzo, 2000), but it must be taken into
consideration. Van Trijp et al. (1996) called attention to the extrinsically
motivated or derived brand switching behavior caused by situational factors (e.g.
friends recommending alternative brand, usual brand sold out or not stored by the
retailer, competitors’ brand on sale). Hence, the customers with a strong relative
attitude would be more likely to overcome countervailing social norms and/or
situational influences (Dick and Basu, 1994).

2.2 Review of Related Literature
2.2.1 Brand Loyalty and Product Involvement
Involvement was defined as one’s perception of the degree of personal
relevance towards an object (Krugman, 1967; Mitchell, 1979). Consumers were
motivated to search for information by their involvement in an object (Bloch et
al., 1986). Hence, product involvement concerned the characteristics of the

object and the object’s value to an individual (Zaichkowsky, 1986).

Several studies (e.g. Traylor, 1981, 1983; Park, 1996; LeClerc and Little,
1997; Iwasaki and Havitz, 1998) had examined the relationship between product
involvement and loyalty. LeClerc and Little (1997) found that brand loyalty
interacted with product involvement. The relationship between loyalty and
product involvement was that consumers who were more involved with a
particular brand, are more committed and then, more loyal to that brand (Traylor
1981 and 1983). Park (1996) found that involvement and attitudinal loyalty were
highly correlated. It meant the repeat purchase behavior for a high-involvement
product was an indicator of brand loyalty, whereas repeat purchase for a
low-involvement product was simply habitual purchase behavior, elaborating
clearly on the relationship (Quester and Lim, 2003).

Iwasaki & Havitz (1998), LeClerc & Little (1997), and Park (1996)
suggested that product involvement, particularly high product involvement was a
critical antecedent to brand loyalty. Robertson (1976), Park et al. (1987), Assael
(1987) and Beatty et al. (1988) also mentioned that high involvement was
suggested as a precondition to loyalty. Howard and Sheth (1969) also stated that
highly involved consumers might perceive greater product importance and get
committed to their choice.

2.2.2 Brand Loyalty and Brand Equity
The relationship between brand loyalty and brand equity was established;
many studies declared the brand loyalty and brand equity had special relationship.
Aaker (1991, 1996) defined “brand equity is a multidimensional concept that
consists of brand loyalty, brand awareness, perceived quality, brand associations,
and other proprietary brand assets”. Indeed, Brand loyalty was the main driver of
brand equity because it was considered to be the path that led to certain

marketing advantages and outcomes (e.g. reduced marketing costs, price
premiums, market share, greater trade leverage), was closely associated to brand
equity (Aaker, 1991; Bello and Holbrook, 1995; Park and Srinivasan, 1994).
Indeed, Aaker (1996) had contemplated that to a greater extent, the equity of a
brand depended on the number of people who purchased it regularly, which had
found a positive and direct role in affecting brand equity (Atilgan et al., 2005).

Lasser et al. (1995) mentioned that brand equity had a positive relationship
with brand loyalty. A brand with strong equity could be leveraged to launch new
products and serves as a cue in repeat purchases (Lasser et al., 1995). Keller
(1998, p.45) mentioned that brand equity was unique from customer loyalty, and
can be defined as “…differential effect that brand knowledge has on consumer
response to the marketing of that brand”. And Keller (1998) suggested that a
brand took positive customer-based brand equity when customers react more
favorably to a (brand identified) product compared to when it was not. Further,
Keller (1998) stated that one of the characteristics of brand possessing strong
brand equity was stronger brand loyalty. In this study, the researcher believed
that the brand equity would affect brand loyalty.

2.2.3 Brand Loyalty and Trust
Trust was defined “as a willingness to rely on an exchange partner in whom
one has confidence” (Mooreman et al., 1992, p. 315). And Deutsch (1973)
defined trust was the confidence that one would find what was desired from
another, rather than what was feared. Then, it implied that a high probability of
trust would result in positive outcomes for a consumer. Larzelere and Huston
(1980), Morgan and Hunt (1994) viewed trust as a central construct of any
long-term relationship. Hence, in the customer-brand context it might be an
important contributor to the kind of emotional customer commitment that leading
to a long-term loyalty (Hess, 1995).

Trust had been recognized as an important factor in relationship
commitment (Morgan and Hun, 1994; Moorman et al., 1993 and Sharma, 2003),
and in customer loyalty (Fournier, 1998; Gundlach et al., 1995). It was implied
that, if one party trusted another, it was more likely to create a positive
behavioral intention towards the other. Therefore, when customers trusted brands,
they were likely to form positive buying intentions towards product (Lau and Lee,
1999). Chaudhuri and Holbrook (2001) focused on two central aspects of brands
loyalty, one of them was brand trust.

2.2.4 Brand Loyalty and Brand Affect
Bagozzi et al. (1999, P184) defined brand affect as “an umbrella for a set of
more specific mental processes including emotions, moods, and (possibly)
attitudes”. Positive emotions were ubiquitous throughout market which could
influence “information processing, mediate responses to persuasive appeals,
measure the effects of marketing stimuli, enact goal-directing behavious and
serve as ends and measures of consumer welfare” (Tayor, Celuch and Goodwin,
2004).

The brand affect and brand loyalty were important aspects in brand

management, and brand affect was a strong driver of brand loyalty (Chaudhuri
and Holbrook, 2001). Brand with a “happy” “joyful” or “affectionate” would
cause a stronger attitudinal commitment and purchase loyalty (Matzler, Bidon
and Krauter, 2006). Schlossberg (1990) also mentioned that only satisfied
customer was not enough, they really needed a delight in order to create brand
loyalty and loyalty-driven profits. Dick and Basu (1994) advised that brand
loyalty would be higher under a positive emotional mood and affection
conditions. As shown in Figure 2.1, brand affect was related to attitudinal loyalty
and purchase loyalty which was clear to conclude that brand affect predicted
attitudinal and purchase loyalty.

Figure 2.1: PLS results in mobile phone

Source: Matzler, Bidom and Krauter (2006), “Individual determinants of
brand affect: the role of the personality traits of extraversion and openness to
experience”, Journal of Product & Brand Management, Vol. 15 No. 7, 2006

2.2.5 Brand Loyalty and Satisfaction
Customer satisfaction was a mental state resulted from comparison of past
expectations to a purchase with performance perceptions after the purchase
(Soderlund & Vilgon, 1999). And Engel et al. (1990), Lau & Lee (1999) defined
satisfaction of the consumer with a brand could be “the outcome of the subjective
evaluation that the chosen alternative brand meets or exceeds expectations”.
Soderlund and Vilgon (1999) mentioned that “it is more profitable to keep
existing customers than to attract new customers”. Therefore, in order to retain
current customers, company must satisfy them.

Consumers indeed built closer, meaningful relationships, which were
emotive, involving a collection of perceptions with the companies and/or brands
(Barnes, 2003). Satisfaction would lead to repeat buying on the part of the

customer. Brand loyalty as a general definition was repeat purchase which would
take the economic benefit for the firms. Anderson et al. (1994) claimed that high
levels of customer satisfaction were related to economic returns. It implied that
satisfaction would affect the brand loyalty (Bloemer & Kasper, 1994). Mittal and
Lasser (1998); Oliver (1998) mentioned that satisfaction was unique related
concepts such as quality, loyalty, and attitude, which had a direct influence on
brand loyalty, and repurchase intentions/behaviors (Kumar, 2002; Mittal and
Kamakura, 2001).

2.2.6 Brand Loyalty and Resistance to change
Pritchard et al. (1999, P. 334) defined commitment as “the emotional or
psychological attachment to a brand”, then many authors defined that “resistance
to change is the root tendency of commitment as well as the primary evidence of
commitment”. Accordingly, Taylor, Celuch and Goodwin (2004) stated that
resistance to change was a key antecedent to loyalty. Resistance to change was an
important factor in organizational change, and “it was a phenomenon leading a
change process, delaying or slowing down its beginning, obstructing or hindering
its costs” (Ansoff, 1990). Dick and Basu (1994) also suggested that brand loyalty
was favored by positive worth of mouth and greater resistance among loyal
customers to competitive strategies.

2.3. Previous Studies
According to Matzler, Bidom and Krauter (2006) “Risk aversion and brand
loyalty: the mediating role of brand trust and brand affect”, the main purpose of
this paper was to test relationship between the customer’s risk and brand loyalty
and to explore empirically whether the relationship was mediated by brand trust
and brand affect. In this research paper, the loyalty was attitudinal and
repurchases loyalty, and all the samples were mobile phone users and draw from
two Austrian cities and a total of 145 useable questionnaires were collected. The

research paper was used Partial least squares (PLS), and the result revealed that,
brand trust partly mediated the risk aversion-purchase loyalty relationship and
also fully mediated the risk aversion-attitudinal loyalty relationship. For mediator
brand affect, the relationship between risk aversion to attitudinal loyalty and
purchase loyalty were insignificant.

Lau and Lee (1999) stated in their study “Consumer’s trust in a brand and
the link to brand Loyalty” that trust in a brand was important in the development
of brand loyalty. The survey was on the consumers in Singapore. Factors
hypothesized that trust in a brand included a number of brand characteristics.
There were 263 completed questionnaires. Regression analysis was carried out
and the findings revealed that brand characteristics were relatively more
important in their effects on the consumer’s trust in a brand and it was found that
trust in a brand was positively related to brand loyalty. They suggested that
marketers should take careful consideration of brand factors in the development
of trust in a brand. Brand characteristics particularly brand predictability, brand
competence and brand reputation was relatively more important in developing
consumer’s trust in the brand. Two other important factors were brand liking and
trust in the company.

Based on the Aydin et.al., (2005) studied “Customer loyalty and the effect of
switching costs as a moderator variable” explored in GSM mobile telephone
sector in Turkey. The main study was to win customer loyalty for the
maintenance of a brand’s life in a long term; therefore, the customer satisfaction
and trust were tested to measure the effects on customer loyalty. The research
paper covered 1,662 mobile phone users and it used moderate regression analysis
and tested the all the hypotheses. As moderator factors, both customer
satisfaction and trust played crucial role in winning the customer loyalty, but
according to the result of study, the trust was more important than customer

satisfaction in arousing loyalty.

Tawanugoon (2001) studied “Competitive Aspects of Brand Value for
Mobile Phone Industry created by Brand Loyalty”. This study explored the
build-up of brand value through formulation of brand loyalty as a strategic
weapon to create value of a brand. In addition, marketing mix elements
(distribution, intensity, price, store image, and advertising) were applied in
relation to the dimensions of brand loyalty, as perceived quality, brand equity,
brand awareness/association. The researcher used Aaker’s brand loyalty model as
a fundamental and applied the concept of building value of Knox & Maklan as
the framework in his study.

Paurav (2004) studied “Effect of Product Usage, Satisfaction and
Involvement on Brand Switching Behavior” in several product categories
(vehicles, television, soap, hair oil and ice-cream) in Indian marketplace. A
cluster analysis was used to test the grouping of the characteristics across the
product categories and brand switching behavior in correlation with satisfaction
and involvement level. The 254 questionnaires were distributed to India
households and 139 as usable. The results showed that there was a moderate
relationship exists between product satisfaction, involvement and brand
switching. And the researcher suggested that marketers should be directly
concerned about product involvement and its relation to switching and brand
loyalty, because satisfaction could not fully explain to brand switching behaviors.

CHAPTER 3
THEORETICAL AND CONCEPTUAL FRAMEWORKS

The details of framework of the research constitute organization of this
chapter. The theoretical framework and proposed variables to be studied are
described. After that, the researcher specifically develops conceptual framework
for this study together with the explanation of the variables in the framework as
well as the briefly discussion of the variables or sub-variables. All hypotheses
proposed in this study mainly focuses on the relationship of different variables in
conceptual framework and synchronized with the question posed in the statement
of the problem. Further, the operationalization of the independent and dependent
variables are also explained.

3.1 Theoretical Framework
Brand loyalty normally referred to consumers’ repeat purchase which
indicated consumers’ temporary acceptance towards a brand. Hence, the concept
of brand loyalty was extended to include both attitudinal and behavioral loyalty
(Jacoby and Kyner, 1973). Behavioral loyalty meant that consumers would
repeatedly purchase the same brand; while, attitudinal loyalty was assumed to be
more stable than behavioral loyalty, and represented consumers’ commitment or
preferences when considering unique values associated with a brand (Chaudhuri
and Holbrook, 2001). Oliver (1999) defined brand loyalty as “a strong
commitment to re-buy a preferred product or re-patronize a service consistently
in the future, thereby causing repetitive purchase of same-brand or same
brand-set products, despite situational influences.” But, Gounaris and
Stathakopoulos (2004) argued that attitudinal loyalty should lead to an increase
in behavioral loyalty, and it implied only when consumer had a positive
attitudinal loyalty towards a brand, it was possible to arouse a repeat purchase

behavior.
Figure 3.1: Brand Loyalty Model

Source: Taylor, Celuch and Goodwin (2004), “The importance of brand
equity to customer loyalty", Journal of Product and Brand Management, Vol.13
No 4

Figure 3.1 presented a research model that concerned important factors
affecting customer loyalty. In this study, the researchers operationalized customer
loyalty as a function of both behavioral (purchase intention) and attitudinal
loyalty. Knox et al. (1993) found that “brand risk is a significant antecedent of
brand commitment (i.e. attitudinal loyalty), which suggested a positive causal
link between brand risk and consumer loyalty”. This definition indirectly implied
that the attitudinal loyalty was consumer loyalty. Satisfaction was an important
factor related to many concepts such as quality, loyalty, and attitude and it had
been hypothesized in the literature to prove a direct influence on customer
loyalty

(Mittal

and

Lassar,

1998;

Oliver,

1997)

and

repurchase

intentions/behaviors (Kumar, 2002; Mittal and Kamakura, 2001). Pritchard et al.

(1999, p. 334) defined resistance to change as “a root tendency of commitment
and the primary evidence of commitment”. It was evidence showing that
resistance to change was a key antecedent to loyalty. Then, affect represented a
construct that operated in general marketing models defined as “an umbrella for a
set of more specific mental processes including emotions, moods, and (possibly)
attitudes” (Bagozzi et al., 1999, p. 184). Trust was defined as “a willingness of a
consumer to rely on an exchange partner in whom one has confidence”
(Mooreman et al., 1992, p. 315). Lastly, Aaker (1991) defined brand equity as “a
set of brand assets and liabilities linked to a brand, its name and symbol, which
add to or subtract from the value provided by a product or service to a firm
and/or to that firm’s customers.” Accordingly, in this research, the researcher
would focus on satisfaction, resistance to change, affect, trust and brand equity
with brand loyalty.

Figure 3.2: The Relationship between Involvement and Brand Loyalty

Source: Shang, Chen and Liao (2006), "The value of participation in virtual
consumer communities on brand loyalty", Internet Research, Vol. 16 No. 4, 2006

Figure 3.2 presented a model of involvement and loyalty. Bloch et al. (1986)
claimed that consumers were willing to search for information according to their
involvement towards an object. It implied that the consumers would like to
search more information if they were interested in a product. Involvement could
be cognitive or affective (Shang, Chen and Liao, 2006). Park and Young (1983)

claimed that the cognitive involvement was caused by motivation which might
“concern with product’s cost and product or service”. While, affective
involvement was related to “an individual’s interest in self-esteem or
self-conception”. Indeed, the product involvement would like to lead the
information searching, because of certain product or brand was related to
person’s ego or self-image (Bloch and Richins, 1986; Beatty and Smith, 1987).
Therefore, the brand loyalty was interacted with product involvement (LeClerc
and Little, 1997). In this study, the researcher would test the relationship between
product involvement and brand loyalty.

3.2 Conceptual Framework
This conceptual framework is developed from previous two theoretical
frameworks by selection of the factors that were important and had influences
with brand loyalty. Firstly, the study would compare the difference in product
involvement, brand equity, trust, brand affect, satisfaction and resistance to
change between Chinese and Thai consumers, respectively. Then, the researcher
tests the relationships for six independent variables and the brand loyalty. Finally,
the researcher compares the difference in brand loyalty between Chinese and
Thai NOKIA consumers.

Figure 3.3: The conceptual framework: The comparison of factors related to
product brand loyalty between Chinese and Thai consumers
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Figure 3.3, the research modified the model based on Taylor, Celuch and
Goodwin (2004) and Shang, Chen and Liao (2006).

3.3 Research Hypothesis
Hypothesis 1:
H1o: There is no significant difference in product involvement between Chinese
and Thai NOKIA consumers.
H1a: There is a significant difference between in product involvement Chinese
and Thai NOKIA consumers.

Hypothesis 2:
H2o: There is no significant difference in brand equity between Chinese and Thai
NOKIA consumers.
H2a: There is a significant difference in brand equity between Chinese and Thai
NOKIA consumers.

Hypothesis 3:
H3o: There is no significant difference in trust between Chinese and Thai
NOKIA consumers.
H3a: There is a significant difference in trust between Chinese and Thai NOKIA
consumers.

Hypothesis 4:
H4o: There is no significant difference in brand affect between Chinese and Thai
NOKIA consumers.
H4a: There is a significant difference in brand affect between Chinese and Thai
NOKIA consumers.

Hypothesis 5:
H5o: There is no significant difference in satisfaction between Chinese and Thai
NOKIA consumers.
H5a: There is a significant difference in satisfaction between Chinese and Thai

NOKIA consumers.

Hypothesis 6:
H6o: There is no significant difference in resistance to change between Chinese
and Thai NOKIA consumers.
H6a: There is a significant difference in resistance to change between Chinese
and Thai NOKIA consumers.

Hypothesis 7:
H7o: There is no significant relationship between product involvement, brand
equity, trust, brand affect, satisfaction, resistance to change and brand loyalty of
Chinese NOKIA consumers by comparing each pair.
H7a: There is a significant relationship between product involvement, brand
equity, trust, brand affect, satisfaction, resistance to change and brand loyalty of
Chinese NOKIA consumers by comparing each pair.

Hypothesis 8:
H8o: There is no significant relationship between product involvement, brand
equity, trust, brand affect, satisfaction, resistance to change and brand loyalty of
Thai NOKIA consumers by comparing each pair.
H8a: There is a significant relationship between product involvement, brand
equity, trust, brand affect, satisfaction, resistance to change and brand loyalty of
Thai NOKIA consumers by comparing each pair.

Hypothesis 9:
H9o: There is no significant difference in brand loyalty between Chinese and Thai
NOKIA consumers.
H9a: There is a significant difference in brand loyalty between Chinese and Thai
NOKIA consumers.

3.4 Operationalization of the Variables
Measure
Variable

Concept of Variable

Operationalize Component
-ment Scale

• Although another brand is on
sale, I still buy NOKIA.
• I will continue to buy NOKIA
mobile phone because I like the
Oliver (1999)
brand very much.
defined it as a strong
• I always find myself consistently
commitment to
buying NOKIA than the other
re-buy a preferred
brands.
product or
• If NOKIA mobile phones were
re-patronize a
not available at a store, I would
Brand

service, consistently

Interval
prefer not to buy at all rather than

Loyalty

in the future, thereby

Scale
choose another brand.

causing repetitive
• I consider myself to be a loyal
purchase of
patron of NOKIA mobile phone.
same-brand or same
• I consider NOKIA mobile phone
brand-set products,
as my first choice when buying
despite situational
mobile phone.
influences.
• I would not switch to a
competitor, even if I had a problem
with the products/services of
NOKIA mobile phone.

Product

• To me, NOKIA mobile phone is

involvement

an important product.

involves on ongoing

• To me, NOKIA mobile phone is a

commitment on the

necessary product.

part of the consumer • To me, NOKIA mobile phone is
Product
Involvement

with regard to

an interesting product.

thoughts, feelings,

• To me, NOKIA mobile phone is a

and behavioral

valuable product

response to a

• I think NOKIA mobile phone is

product category

relevant to my life.

(Gordon et al.,

• When talking about NOKIA

1998)

mobile phone, I feel involved

Aaker (1991, p. 15)

• I can expect superior

Interval
Scale

defined brand equity performance from NOKIA mobile
as a set of brand

phone

assets and liabilities

• I can expect trouble-free

linked to a brand, its performance from NOKIA mobile
Brand

name and symbol,

phone.

Equity

add to or subtract

• NOKIA mobile phone fits my

from the value

personality.

provided by a

• NOKIA mobile phone is well

product or service to regarded by my colleagues.
a firm and/or to that

• I have positive personal feelings

firm’s customers.

toward NOKIA mobile phone.

Interval
Scale

Defined as a
• I rely on NOKIA mobile phone.
willingness to rely
• I consider NOKIA mobile phone
on an exchange
to be generally trustworthy.
Trust

Interval

partner in whom one
• I consider the company and

Scale

has confidence
people who stand behind NOKIA
(Mooreman et al.,
mobile phone to be trustworthy.
1992, p. 315).
• When I think about it, I feel good
Brand affect
about NOKIA mobile phone.
represents "...an
• When I think about it, I am happy
umbrella for a set of
knowing that I made the decision
more specific mental
to purchase a particular piece of

Interval

Brand Affect processes including
NOKIA mobile phone.
emotions, moods,
• When I think about it, it gives me
and (possibly)
pleasure knowing that I made the
attitudes" (Bagozzi
decision to purchase a piece of
et al., 1999, P.184).
NOKIA mobile phone.

Scale

Satisfaction is
unique from other
closely related
• The NOKIA mobile phone has
concepts such as
exceeded my highest expectations.
quality, loyalty, and
• The NOKIA mobile phone is
attitude, and has
among the best I could have
been hypothesized
bought.
in the literature to
• The NOKIA mobile phone is
Interval

have a direct
exactly what I needed.

Satisfaction

Scale

influence on
• I am satisfied with my decision to
customer loyalty
buy a piece of NOKIA mobile
(Mittal and Lassar,
phone.
1998; Oliver, 1997)
• Using this piece of NOKIA
and repurchase
mobile phone has been a good
intentions/behaviors
experience.
(Kumar, 2002;
Mittal and
Kamakura, 2001).
• My preference for NOKIA
Pritchard et al.

mobile phone would not change

(1999, p. 334)

later when it comes to replace a

defined resistance to mobile phone.
change as the root

• It would be difficult to change my

tendency of

beliefs about NOKIA mobile

commitment as well

phone.

as the primary

• Even if others recommend

evidence of

another mobile phone, I would not

commitment.

change my preference for the

Resistance

Interval

to Change

Scale

NOKIA mobile phone.

CHAPTER 4
RESEARCH METHODOLOGY

In this chapter, the researcher would discuss the type of method, research
method, respondents and sampling, research instrument, pretest, collection of
data and statistical treatment of data. And this chapter defines the population,
sample size, the method for collecting and analyzing the data.

4.1 Methods of Research Used
The aim of this research is to test the relationship of product involvement,
brand equity, trust, brand affect, satisfaction, and resistance to change towards
brand loyalty between Chinese and Thai NOKIA mobile phone users. Firstly, the
researcher would use descriptive research to define the target market. Zikmund
(2003) defined descriptive research as “to describe characteristics of a population
or phenomenon” which seek to determine the answers of “who, what, when, and
how”. Then, the researcher applied survey method by distributing questionnaire
to the respondents.

“Survey research was one of the most important areas of measurement in
applied social research” (Trochim, 2006). In the survey, the researcher would
select a sample of respondents from the population and then ask some
standardized questions to them. The questionnaire is one of the survey methods
that let the respondents complete the questionnaire. For this study, the researcher
designed the survey research after the descriptive research, and requested the
respondents to choose only one answer, which was the most suitable based on
their opinions.

4.2 Respondents and Sampling Procedure
4.2.1 Population and sample
A population was defined as the complete group under study as specified by
the objectives of the research project (Zikmund, 2003). In this research, the
population was the Chinese and Thai users who must have experience in NOKIA
mobile phone. Burns and Bush (2005) defined sample as “a subset of the
population that should represent that entire group.” The sample of this research
was selected from Beijing and Bangkok NOKIA mobile phone users. Beijing and
Bangkok are the capital cities of China and Thailand, respectively; and they are
developing very fast in the recent years. The lives of people are relatively high
compared to other cities and provinces in these two countries. Hence, the
samples were selected from Beijing and Bangkok that could represent the
appropriate population for both nationalities.

4.2.2 Sample size
Kotler (2000) defined sample size as the number of people who should be
surveyed. The accuracy of a sample was a measure of how close it reported the
true values of the population; it represented (Burns and Bush, 2005). In order to
get the sample size, the researcher examined three previous studies as references
to make a sample size for this research, such as Fred Selnes (1993) studied
product performance on brand reputation, satisfaction and loyalty by using 325
college respondents. Similarly, Shang, Chen and Liao (2006) studied brand
loyalty in virtual consumer communities by using 350 respondents. Also, Jensen
and Hansen (2006) used 395 respondents as the sample size for an empirical
examination of brand loyalty. Hence, based on three previous studies, the
researcher expected 400 respondents as the sample size for this research.

4.2.3 Sample procedure
Since the researcher could not exactly define the entire NOKIA users in
Beijing and Bangkok, but it is possible to know the number of branches of
mobile phone retail leader in each city. In Beijing, China, ZOOMFLIGHT is the
mobile phone leading retailer (see Figure 4.1). While in Thailand, Bliss-tel is the
leading retailer (based on Bliss-tel’s annual report); the company has 236
branches in Thailand, while 40 of them are located in and around Bangkok.
Figure 4.1: The market share of mobile phone retailers (Beijing)

Source: http://it.sohu.com/20060908/n245229358.shtml (Date: 6, September,
2006)

Step 1 Simple random sampling (SRS): Simple random sampling is a
method of probability sampling. Burns and Bush (2005) mentioned, probability
sampling methods, the probability of being selected into the sample was
“known” and there was an equal chance for all members of the population. In
this research, the simple random sampling (SRS) was drawn from five branches
of mobile phone retailers for each city. Davis (2005) mentioned “in SRS, each
element of the specified population has an equal chance of being selected for
the final study samples”. SRS were easy to be used by listing of the entire
population before the sampling process beginning, and then random selected. In

ZOOMFLIGHT, currently there were 82 branches located in Beijing
(Source:

http://www.zoomflight.com.cn/fenlist.asp?chengid=1).

And

40

branches of Bliss-tel in Bangkok which was informed by the manager of
Bliss-tel’s branch in the Mall Bangkapi.
Table 4.1: Simple random sampling for mobile phone retailers in Beijing and
Bangkok
Retailer

Total number of branches

SRS

ZOOMFLIGHT

82 branches (Beijing)

Draw 5 of them

Bliss-tel

40 branches (Bangkok)

Draw 5 of them

Step 2 Quota sampling: Secondly, the researcher used non-probability
sampling method. The non-probability sample was a personal judgment, and
Burns and Bush (2005) mentioned that quota sample established a specific quota
for various types of individuals to be interviewed, each of the observer were
fixed numbers. As the sample size was determined to be 400 respondents, then
for each country, 2oo questionnaires were distributed. Therefore, based on the
step one, every branch was assigned 40 respondents (see Table 4.2.1 and Table
4.2.2).
Table 4.2.1: Quotas based on mobile phone branches for ZOOMFLIGHT
ZOOMFLIGHT (Beijing)

Number of
respondents

ZOOMFLIGHT— Xidan

40

ZOOMFLIGHT— Jinsong

40

ZOOMFLIGHT— Fuxing Men

40

ZOOMFLIGHT— Ditan

40

ZOOMFLIGHT— Tiantan

40
Total

200

The ZOOMFLIGHT set up the stores based on famous places where people

always go to. Xidan, Jinsong, Fuxing Men are the shopping streets in Beijing;
While Ditan and Tiantan are the scenic spots in Beijing.

Table 4.2.2: Quotas based on mobile phone branches for Bliss-tel
Bliss-tel (Thailand)

Number of
respondents

Bliss-tel— Siam Paragon

40

Bliss-tel— The Mall Bangkapi

40

Bliss-tel— Central Laprao

40

Bliss-tel— Seacon Squre

40

Bliss-tel— The Mall Ngamwongwan

40

Total

200

Step 3 Convenience sampling: Zikmund (2003) defined convenience
sampling as “the sampling procedure used to obtain those units or people most
conveniently available”. For this study, the researcher collected 40 questionnaires
from each branch in Beijing and Bangkok to any respondent whom was variable
to answer.

4.3 Research Instruments/Questionnaire
The researcher designed questionnaire based on the conceptual framework.
There were four parts as follows:
Part 1: Screening Question: The researcher used screening question firstly
to filter appropriate respondents. There were two questions to verify first whether
respondents had experience in using NOKIA mobile phone; and for how long
they have been using NOKIA mobile phone.

Part 2: Demographics Descriptive: This part included the question about

personal data; then, there were five questions; all the questions were category
scale. The first question was nominal scale; the second and third questions were
ordinal scale; the fourth and the fifth questions were nominal scale.

Part 3: Independent variable analysis (product involvement, brand equity,
trust, brand affect, satisfaction, and resistance to change): This part included
questions on the factors that were important to brand loyalty of NOKIA Mobile
phone.

This part was divided into six parts. (1) Product Involvement was adapted
from (Shang, Chen and Liao 2006), which involved on ongoing commitment on
the part of the consumer with regard to thoughts, feelings, and behavioral
response to a product category (2) Brand Equity was adapted from (Lasser et al.,
1995), Aaker (1991) defined brand equity as “a set of brand assets and liabilities
linked to a brand, its name and symbol that add to or subtract from the value
provided by a product or service to a firm and/or to that firm’s customers” (3)
Trust was adapted from (Lasser et al., 1995) and (Chaudhuri and Holbrook,
2001), was defined as a willingness to rely on an exchange partner in whom one
had confidence (4) Brand Affects was adapted from (Chaudhuri and Holbrook,
2001), was defined as a brand's potential to elicit a positive emotional response
in the average consumer as a result of its use (5) Satisfaction was adapted from
(Churchill and Suprenant, 1982) was an output, resulting from the customer’s
purchase comparison of expected

performance with perceived

actual

performance and incurred cost. (6) Resistance to Change was adapted from
(Pritchard et al., 1999); it was defined as the root tendency of commitment as
well as the primary evidence of commitment.

Part 4: Dependent variable analysis (Brand loyalty): This part included the
questions on brand loyalty of NOKIA mobile phone. It was adapted from (Shang,

Chen and Liao, 2006); Oliver (1999) mentioned “brand loyalty was defined as a
strong commitment to re-buy a preferred product or re-patronize a service
consistently in the future, thereby causing repeat purchase of same-brand or same
brand-set products, despite situational influences.”

In part three and four, all the questions were 5 points Likert scales. Zikmund
(2003) definded that “Likert scales can be used to measure the attitude designed
to allow respondents to indicate the importance of each factors or variables
mentioned in the questionnaire with carefully constructed statements that would
range from very positive to very negative options.” Usually the scales contained
5 or 7 points, and were summed across statements to get the attitude score (Davis,
2005). In this research, the 5 points Likert scale was used to test the variation of
the summated rating scale for the brand loyalty of NOKIA mobile phone, where
1

=

strongly disagree

2

=

disagree

3

=

neither agree nor disagree

4

=

agree

5

=

strongly agree

4.4 Pretest
Burns and Bush (2005) defined pretest as “a pretest involves conducting a
dry run of the survey on a small representative set of respondents in order to
reveal questionnaire errors before the survey is launched.” In order to find out the
potential problems of this questionnaire, the researcher did a pre-test to test the
reliability of the questionnaire by giving the questionnaire to a small sample size
to see whether it was well designed and easy to answer. Vanichbancha (2001)
recommended that there should be at least 25 cases involved in pretest process.
Hence, the researcher conducted pre-test with 50 respondents, the results were
shown as following (Table 4.3). The researcher used SPSS to test reliability of

each variable by Coefficient alpha. Malhotra (2004) stated that an alpha value at
least 0.6 was considered as satisfactory internal consistency reliability.
Table 4.3: Cronbach’s Alpha Coefficient
Variables

Alpha

Product involvement

.732

Brand equity

.718

Trust

.730

Brand affect

.804

Satisfaction

.775

Resistance to change

.781

Brand loyalty

.836

4.5 Collection of Data
The researcher used both primary and secondary data during the study.
Davis (2005) defined “primary data is collected from original sources for a
specific purpose”, and it was the most reliable source to achieve the objective of
research. In this research, the primary data was collected by interviewing the
manager of Bliss-tel’s and distributing the questionnaire to NOKIA users in
Beijing and Bangkok. And the secondary data was collected from several sources,
such as: research articles, journals, internet, magazines and textbooks that were
provided the useful information.

The questionnaires were distributed within a span of two months; firstly, the
researcher distributed 200 questionnaires in Beijing during August, 2008 at five
different ZOOMFLIGHT stores. Then during September, 2008, the researcher
went to five different Bliss–tel branches based on drawing results and distributed
another 200 questionnaires in Bangkok, Thailand.

4.6 Statistical Treatment of Data
The researcher analyzed various procedures by using the Statistical Package
for Social Science (SPSS) program. Davis (2005) defined SPSS as “a modular,
one can have a fully integrated survey analysis system to design a unique
software solution for specific applications”. To analyze demographics, the
researcher used descriptive analysis to calculate the average, frequency
distribution and percentage. In inferential analysis the researcher used
Independent sample t-test and Pearson correlation coefficient.

Independent sample t-test: Davis (2005) defined independent sample t-test
as “the procedure for testing significance of difference between two means from
two different groups (samples) is identical to the procedure used in testing two
percentages”. In this research, the Independent sample t test was used to test the
difference in six independent variables (product involvement, brand equity, trust,
brand affect, satisfaction, and resistance to change) between Chinese and Thai
NOKIA consumers. As the two sample sizes were same then it could be assumed
that the two distributions had same variance. Then, the formula used was:

Where

x1 = mean found in sample 1
x2 = mean found in sample 2
s = standard deviation

Pearson correlation coefficient: Correlation measured the association of
the relationship between two variables. The Pearson’s correlation coefficient ( r )
was a parametric techniques, which gave a measure of the strength of association
between variables. It varied from 0 (random relationship) to 1 (perfect positive
linear relationship) or -1 (perfect negative linear relationship). Zikmund (2003)
stated the formula for calculating the correlation coefficient ( r ) for the variable
X and Y as shown below:

.
Where X bar and Y bar represented the sample means of X and Y,
respectively. The correlation coefficient ( r ) ranged from +1 (perfect positive
linear relationship) to -1 (perfect negative linear relationship). The Table 4.4
illustrated the r value and the corresponding strength of association.
Table 4.4: r-value and corresponding strength of association
Correlation ( r )

Interpret

1

Perfect positive linear association

0

No linear association

-1

Perfect negative association

0.90 to 0.99

Very high positive correlation

0.70 to 0.89

High positive correlation

0.40 to 0.69

Medium positive correlation

0.00 to 0.39

Low positive correlation

0.00 to -0.39

Low negative correlation

-0.40 to -0.69

Medium negative correlation

-0.70 to -0.89

High negative correlation

-0.90 to -0.99

Very high negative correlation

Source: Hussey (1997), Business Research: a Practical Guide for
undergraduate and post graduate students, p. 227, MacMillan, London.

CHAPTER 5
DATA PRESENTATION AND CRITICAL DISCUSSION OF
RESULTS

In this chapter, the researcher presents the findings by using descriptive
analysis as well as inferential analysis for the hypothesis testing. There are three
parts. The part one is Descriptive Statistics which analyze the demographic
factors, along with independent and dependent variables. Part two is inferential
statistics of hypothesis testing and last part is the summary of the results of
hypothesis testing.

Part I: Descriptive Statistics
Descriptive analysis referred to the transformation of the raw data into a
form that would make them easy to understand and interpret (Zikmund, 2000).
Hence, the descriptive analysis was a method that helped to summarize the
general nature of variables included in the study and the interrelation among
them (Parasuraman, 1992). In this research, the descriptive analysis is used to
describe the demographic characteristics of the respondents by using frequency
distributions and percentage distributions.

This study was designed to analyze the consumers who used NOKIA
Mobile Phone in China and Thailand. The researcher distributed 400
questionnaires by screening the respondents who had experience in using
NOKIA mobile phone before launching the questionnaires. The total of 200
questionnaires were collected during the month of August, 2008 at five different
ZOOMFLIGHT stores in Beijing, China; and other 200 questionnaires were
distributed during the month of September, 2008 at five Bliss-tel branches in
Bangkok, Thailand. For all data, the researcher analyzed and summarized in a

useful and easily interpretable form by using SPSS program (The Statistical
Package for Social Science).

5.1 The result of the descriptive analysis of the study
In this section, the data was analyzed in two parts. The first part was
characteristics of the respondents that included six demographic characteristics
(the using time, gender, age, income level, highest education level and marital
status) by using frequency and percentage distributions. The second part was
descriptive analysis of six independent variables (product involvement, brand
equity, trust, brand affect, satisfaction, and resistance to change) and dependent
variable (brand loyalty) between two nationalities by using mean and standard
deviation.

5.1.1 The characteristics of the respondents
This part identified the characteristics of the respondents of two nationalities
who participated in this research, the results of the using time, gender, age,
income level; education level and marital status were shown in Tables 5.1 to 5.6.

Table 5.1: The analysis of using experience time between Chinese and Thai
NOKIA consumers by using frequency and percentage distributions
How long have you used * Nationality Crosstabulation

How long
have you
us ed

les s than 1 year

1-2 years

more than 2 years

Total

Count
% within How l ong
have you used
% within Nationality
% of Total
Count
% within How l ong
have you used
% within Nationality
% of Total
Count
% within How l ong
have you used
% within Nationality
% of Total
Count
% within How l ong
have you used
% within Nationality
% of Total

Nationality
Chines e
Thai
36
28

Total
64

56.3%

43.8%

100.0%

18.0%
9.0%
75

14.0%
7.0%
78

16.0%
16.0%
153

49.0%

51.0%

100.0%

37.5%
18.8%
89

39.0%
19.5%
94

38.3%
38.3%
183

48.6%

51.4%

100.0%

44.5%
22.3%
200

47.0%
23.5%
200

45.8%
45.8%
400

50.0%

50.0%

100.0%

100.0%
50.0%

100.0%
50.0%

100.0%
100.0%

From Table 5.1, the total numbers were 400, 200 each from China and
Thailand. For both nationalities, most respondents had used NOKIA mobile
phone for more than 2 years, constituting 44.5% and 47.5% respectively for
China and Thailand. The next item was the duration of using mobile that ranged
from 1 to 2 years for both nationalities, in which Chinese constituted 37.5% and
Thailand constituted 39.0%. While 18.0% of Chinese consumers and 14.0% of
Thai consumers had used NOKIA mobile phone less than 1 year.

Table 5.2: The analysis of gender between Chinese and Thai NOKIA consumers
by using frequency and percentage distributions
Ge nde r * Nati ona lity Crosstabula tion

Gender

Male

Femal e

Total

Count
% within Gender
% within Nationality
% of Total
Count
% within Gender
% within Nationality
% of Total
Count
% within Gender
% within Nationality
% of Total

Nationality
Chines e
Thai
99
86
53.5%
46.5%
49.5%
43.0%
24.8%
21.5%
101
114
47.0%
53.0%
50.5%
57.0%
25.3%
28.5%
200
200
50.0%
50.0%
100.0%
100.0%
50.0%
50.0%

Total
185
100.0%
46.3%
46.3%
215
100.0%
53.8%
53.8%
400
100.0%
100.0%
100.0%

Out of the 400 respondents, over half (53.8%) of them were female,
approximately 25.3% were Chinese and 28.5% were Thai consumers; While
46.3% of the respondents were male, along them 24.8% were from China and
21.5% were from Thailand. Further 49.5% of Chinese consumers were male and
50.5% were female; while 43.0% of Thai consumers were male and 57.0% were
female.

Table 5.3: The analysis of age between Chinese and Thai NOKIA consumers by
using frequency and percentage distributions
Age * Nationality Cr osstabulation

Age

15-20

21-25

26-30

31-35

36-40

41-45

More than 45

Total

Count
% within Age
% within Nationality
% of Total
Count
% within Age
% within Nationality
% of Total
Count
% within Age
% within Nationality
% of Total
Count
% within Age
% within Nationality
% of Total
Count
% within Age
% within Nationality
% of Total
Count
% within Age
% within Nationality
% of Total
Count
% within Age
% within Nationality
% of Total
Count
% within Age
% within Nationality
% of Total

Nationality
Chines e
Thai
18
21
46.2%
53.8%
9.0%
10.5%
4.5%
5.3%
61
63
49.2%
50.8%
30.5%
31.5%
15.3%
15.8%
30
42
41.7%
58.3%
15.0%
21.0%
7.5%
10.5%
38
22
63.3%
36.7%
19.0%
11.0%
9.5%
5.5%
16
29
35.6%
64.4%
8.0%
14.5%
4.0%
7.3%
22
14
61.1%
38.9%
11.0%
7.0%
5.5%
3.5%
15
9
62.5%
37.5%
7.5%
4.5%
3.8%
2.3%
200
200
50.0%
50.0%
100.0%
100.0%
50.0%
50.0%

Total
39
100.0%
9.8%
9.8%
124
100.0%
31.0%
31.0%
72
100.0%
18.0%
18.0%
60
100.0%
15.0%
15.0%
45
100.0%
11.3%
11.3%
36
100.0%
9.0%
9.0%
24
100.0%
6.0%
6.0%
400
100.0%
100.0%
100.0%

The Table 5.3 shows that majority of the respondents were in the age group
21-25 for both the nationalities, while 15.3% were Chinese and 15.8% were Thai.
The following age groups were 26-30, 31-35, 36-40, 15-20, 41-45 and Over 45;
with the percentages were 18.0%, 15.0%, 11.3%, 9.8%, 9.0% and 6.0%,
respectively. The age group from 15-20 between Chinese and Thai respondents
was represented by 4.5% and 5.3%, respectively. The age group of 26-30
between Chinese and Thai respondents was constituted by 7.5% and 10.5%,
respectively. The age level of 36-40 between Chinese and Thai consumers was
represented by 4.0% and 7.3% respondents from the total 400 respondents,
respectively. Next, 11.0% of Chinese consumer and 7.0% of Thai consumers

were from the age group of 41-45. The last group was over 45 years old of all
respondents counted for Chinese and Thai represented by 3.8% and 2.3%,
respectively.

Table 5.4: The analysis of income between Chinese and Thai NOKIA consumers
by using frequency and percentage distributions
Income * Nationality Crosstabulation

Income

Below 10000

10000-20000

20001-30000

30001-40000

40001-50000

Above 50000

Total

Count
% within Incom e
% within Nationality
% of Total
Count
% within Incom e
% within Nationality
% of Total
Count
% within Incom e
% within Nationality
% of Total
Count
% within Incom e
% within Nationality
% of Total
Count
% within Incom e
% within Nationality
% of Total
Count
% within Incom e
% within Nationality
% of Total
Count
% within Incom e
% within Nationality
% of Total

Nationality
Chines e
Thai
28
46
37.8%
62.2%
14.0%
23.0%
7.0%
11.5%
50
33
60.2%
39.8%
25.0%
16.5%
12.5%
8.3%
38
60
61.2%
38.8%
30.0%
19.0%
15.0%
9.5%
35
33
48.5%
51.5%
17.5%
16.5%
8.8%
8.3%
22
35
38.6%
61.4%
17.5%
11.0%
5.5%
8.8%
5
15
25.0%
75.0%
2.5%
7.5%
1.3%
3.8%
200
200
50.0%
50.0%
100.0%
100.0%
50.0%
50.0%

Total
74
100.0%
18.5%
18.5%
83
100.0%
20.8%
20.8%
98
100.0%
24.5%
24.5%
68
100.0%
17.0%
17.0%
57
100.0%
14.3%
14.3%
20
100.0%
5.0%
5.0%
400
100.0%
100.0%
100.0%

As shown in Table 5.4, the most concentrated income level was
20,001-30,000 Baht represented by 30.0% of the total 200 Chinese consumers;
while 11.5% of Thai consumers’ income level was below 10,000 Baht.

Among Chinese respondents, the second highest income level was
10,001-20,000 Baht (25.0%), and then followed by 30,001-40,000 Baht (17.5%),
below 10,000 Baht (14.0%), 40,001-50,000 Baht (11.0%) and the last one was

above 50,000 Baht (2.5%), respectively. Among Thai respondents, the second
highest income level was 20.001-30,000 Baht (19.0%), then income level
40,001-50,000 Baht (17.5%), 10,001-20,000 Baht (16.5%), 30,001-40,000 Baht
(16.5%) and above 50,000 Baht (7.5%) were followed, respectively.

Table 5.5: The analysis of highest education level between Chinese and Thai
NOKIA consumers by using frequency and percentage distributions
Hi ghe st le vel of edu cati on * Na tion ality Crosstab ulation

Hi ghes t
level of
education

Hi gh s chool

Bachelor degree

Master degree

Doctor degree

Ot hers

Total

Count
% within Highest
level of educat ion
% within Nationali ty
% of Total
Count
% within Highest
level of educat ion
% within Nationali ty
% of Total
Count
% within Highest
level of educat ion
% within Nationali ty
% of Total
Count
% within Highest
level of educat ion
% within Nationali ty
% of Total
Count
% within Highest
level of educat ion
% within Nationali ty
% of Total
Count
% within Highest
level of educat ion
% within Nationali ty
% of Total

Nationality
Chines e
Thai
41
56

Total
97

42.3%

57.7%

100.0%

20.5%
10.3%
95

28.0%
14.0%
98

24.3%
24.3%
193

49.2%

50.8%

100.0%

47.5%
23.8%
42

49.0%
24.5%
39

48.3%
48.3%
81

51.9%

48.1%

100.0%

21.0%
10.5%
11

19.5%
9.8%
5

20.3%
20.3%
16

68.8%

31.3%

100.0%

5.5%
2.8%
11

2.5%
1.3%
2

4.0%
4.0%
13

84.6%

15.4%

100.0%

5.5%
2.8%
200

1.0%
.5%
200

3.3%
3.3%
400

50.0%

50.0%

100.0%

100.0%
50.0%

100.0%
50.0%

100.0%
100.0%

Table 5.5 shows the highest level of education achieved by majority of all
respondents was Bachelor’s Degree (48.3%), High School by 24.3% of the
respondents, 20.3% held Master’s Degree, 4.0% held Doctor’s Degree and 3.3%
held other certificates, respectively.

Among Chinese respondents, nearly half (47.5%) of the respondents level of
education was Bachelor’s Degree, then 21.0% held Master’s Degree, High
School was achieved followed by 20.5%, while Doctor’s Degree and Others had
same percentages which was 5.5%. Among Thai respondents, 49.0% of the
respondents held Bachelor’s Degree, 28.0% of the respondents’ educational level
was High School, next educational level achieved Master’s Degree held by
19.5%, while 2.5% of the respondents’ educational level was Doctor’s Degree
and only 1.0% of the respondents had others certificates, respectively.

Table 5.6: The analysis of marital status between Chinese and Thai NOKIA
consumers by using frequency and percentage distributions
Marital status * Nationality Crosstabulation

Marital
status

Single

Married

Di vorce

Total

Count
% within Marital status
% within Nationality
% of Total
Count
% within Marital status
% within Nationality
% of Total
Count
% within Marital status
% within Nationality
% of Total
Count
% within Marital status
% within Nationality
% of Total

Nationality
Chines e
Thai
91
121
42.9%
57.1%
45.5%
60.5%
22.8%
30.3%
89
65
57.8%
42.2%
44.5%
32.5%
22.3%
16.3%
20
14
58.8%
41.2%
10.0%
7.0%
5.0%
3.5%
200
200
50.0%
50.0%
100.0%
100.0%
50.0%
50.0%

Total
212
100.0%
53.0%
53.0%
154
100.0%
38.5%
38.5%
34
100.0%
8.5%
8.5%
400
100.0%
100.0%
100.0%

As shown in Table 5.6, the majority of respondents’ marital status was Single
status, represented as 53.0% among 400 respondents. Among all, 22.8% of
Chinese and 30.3% of Thai were single status, respectively. The next higher
marital status in terms of nationality was Married status, constituted by 22.3%
Chinese and 16.3% Thai, respectively. The lowest percentage was held by
Divorce, represented by 8.5% of all the respondents, respectively.

5.1.2 The independent variable and dependent variable
This part included six independent variables (product involvement, brand
equity, trust, brand affect, satisfaction, and resistance to change) and one
dependent variable (brand loyalty) between Chinese and Thai NOKIA consumers.
All the results are shown in Table 5.7 to 5.13.

Table 5.7: Independent variable—product involvement factor for two
nationalities
Chinese
Product Involvement Variables

N

Mea
n

1. To me, NOKIA mobile phone is an important
product.
2. To me, NOKIA mobile phone is a necessary
product
3. To me, NOKIA mobile phone is an interesting
product
4. To me, NOKIA mobile phone is a valuable
product
5. I think NOKIA mobile phone is relevant to my
life.
6. When talking about NOKIA mobile phone, I
feel involved
Mean of product involvement

200

Valid N (listwise)

200

Thai
N

Mean

3.59

Std.
Deviat
ion
.765

200

3.39

Std.
Deviat
ion
.774

200

3.56

.813

200

3.40

.756

200

3.68

.795

200

3.59

.840

200

3.84

.773

200

3.59

.828

200

3.52

.839

200

3.32

.836

200

3.50

.845

200

3.40

.833

200

3.61

.608

200

3.44

.575

200

From Table 5.7, it shows the descriptive statistics of independent
variable—product involvement for two nationalities. The mean score for both the
nationalities was close, but the mean score for Chinese consumers (3.61) was
higher than Thai consumers (3.44). For Chinese consumers, the mean scores
were in the range from 3.50 to 3.84; while for Thai consumers, the mean scores
were in the range from 3.32 to 3.59, respectively.

Table 5.8: Independent variable—brand equity factor for two nationalities
Chinese
N

Mean

1. I can expect superior performance from
NOKIA mobile phone
2. I can expect trouble-free performance from
NOKIA mobile phone.
3. NOKIA mobile phone fits my personality

200

4. NOKIA mobile phone is well regarded by my
colleagues
5. I have positive personal feelings toward
NOKIA mobile phone.
Mean of brand equity
Valid N (listwise)

200

Brand Equity Variables

The

Table

5.8

shows

the

Thai
N

Mean

3.93

Std.
Deviat
ion
.733

200

3.62

Std.
Deviat
ion
.662

200

4.01

.750

200

3.69

.727

200

3.68

.832

200

3.55

.873

200

3.54

.879

200

3.75

.874

200

3.84

.663

200

3.81

.768

200

3.79

.554

200

3.68

.597

descriptive

200

statistics

of

independent

variable—brand equity. The mean score for both nationalities were close to 4.00,
and the mean score for Chinese (3.79) was higher than Thai (3.68). For Chinese,
the mean scores fell in the range from 3.54 to 4.01; while the mean scores for
Thai fell in the range from 3.55 to 3.81, respectively in this study.

Table 5.9: Independent variable—trust factor for two nationalities
Chinese
N

Mean

1. I rely on NOKIA mobile phone

200

2. I consider NOKIA mobile phone to be generally
trustworthy.
3. I consider the company and people who stand
behind NOKIA mobile phone to be trustworthy
Mean of trust
Valid N (listwise)

200

Trust Variables

Thai
N

Mean

3.72

Std.
Deviat
ion
.790

200

3.52

Std.
Deviat
ion
.736

200

3.82

.742

200

3.72

.798

200

3.59

.745

200

3.50

.709

200

3.71

.625

200

3.58

.591

200

On trust factors from Table 5.9, it shows that the mean score of Chinese
consumers was 3.71 which were higher than the mean score of Thai consumers
(3.58). The mean scores fell in the range from 3.59 to 3.82 for Chinese
respondents while for Thai respondents were from 3.50 to 3.72, respectively in
this study.

Table 5.10: Independent variable—brand affect factor for two nationalities
Chinese
Brand Affect Variables

N

Mean

1. When I think about it, I feel good about NOKIA
mobile phone.
2. When I think about it, I am happy knowing that I
made the decision to purchase the particular piece
of NOKIA mobile phone.
3. When I think about it, it gives me pleasure
knowing that I made the decision to purchase the
piece of NOKIA mobile phone
Mean of brand affect

200

Valid N (listwise)

200

Thai
N

Mea
n

3.70

Std.
Deviat
ion
.783

200

3.62

Std.
Deviat
ion
.714

200

3.61

.715

200

3.51

.687

200

3.64

.716

200

3.58

.732

200

3.65

.628

200

3.57

.582

200

The Table 5.10 shows the mean of independent variable –brand affect. It
clearly showed that the mean score of Chinese (3.65) was higher than Thai (3.57).
The mean scores fell in the range from 3.61 to 3.70 for Chinese consumers and
3.51 to 3.62 for Thai consumers, respectively in this study.

5.11: Independent variable—satisfaction factor for two nationalities
Chinese
Satisfaction Variables

N

Mean

1. The NOKIA mobile phone has exceeded my
highest expectations
2. The NOKIA mobile phone is among the best I
could have bought.
3. The NOKIA mobile phone is exactly what I
needed
4. I am satisfied with my decision to buy the piece of
NOKIA mobile phone
5. Using this piece of NOKIA mobile phone has been
a good experience.
Mean of satisfaction

200

Valid N (listwise)

200

Thai
N

Mea
n

3.60

Std.
Deviat
ion
.744

200

3.62

Std.
Deviat
ion
.742

200

3.68

.896

200

3.69

.813

200

3.63

.690

200

3.55

.874

200

3.79

.706

200

3.75

.759

200

3.88

.780

200

3.81

.706

200

3.71

.625

200

3.75

.589

200

Table 5.11 is concerned with descriptive statistics of satisfaction factor, the
mean score of two nationalities were very closed as 3.71 and 3.75, respectively,
and the mean of Chinese was lower than Thai. The mean scores fell in the range
from 3.60 to 3.88 for Chinese consumers and 3.55 to 3.81 for Thai consumers,
respectively in this study.

5.12: Independent variable—resistance to change factor for two nationalities
Chinese
Resistance to Change Variables

1. My preference for NOKIA mobile phone would
not willingly change later when it comes time to
secure replacement mobile phone.
2. It would be difficult to change my beliefs about
NOKIA mobile phone
3. Even if others recommended another mobile
phone, I would not change my preference for the
NOKIA mobile phone
Mean of resistance to change
Valid N (listwise)

Table

5.12

indicated

the

N

Mean

200

Thai
N

Mean

3.26

Std.
Deviat
ion
.868

200

3.22

Std.
Deviat
ion
.731

200

3.25

.873

200

3.29

.866

200

3.07

.824

200

3.20

.862

200

3.19

.771

200

3.27

.689

200

descriptive

200

statistics

for

independent

variable—resistance to change. The mean (3.19) for Chinese was lower than the
mean (3.27) for Thai. The mean scores fell in the range from 3.07 to 3.26 for
Chinese while from 3.20 to 3.29 for Thai.

Table 5.13: Dependent variable—brand loyalty for two nationalities
Chinese
Brand Loyalty Variables

N

Mean

1. Although another brand is on sale, I still buy
NOKIA.
2. I will continue to buy NOKIA mobile phone
because I like the brand very much
3. I always find myself consistently buying NOKIA
over the other brands
4. If NOKIA mobile phones were not available at a
store, I would rather not buy at all than have to
choose another brand
5. I consider myself to be a loyal patron of NOKIA
mobile phone.
6. I consider NOKIA mobile phone my first choice
when buying mobile phone
7. I would not switch to a competitor, even if I had a
problem with the products/services of NOKIA mobile
phone
Mean of brand loyalty

200

Valid N (listwise)

200

Thai
N

Mean

3.28

Std.
Deviat
ion
.815

200

3.24

Std.
Deviat
ion
.833

200

3.77

.889

200

3.43

.876

200

3.23

.768

200

3.12

.836

200

3.07

.805

200

3.17

.897

200

3.60

.903

200

3.37

.863

200

3.83

.973

200

3.69

.818

200

2.74

.753

200

2.83

.719

200

3.16

.794

200

3.18

.689

200

From Table 5.13 shows the result of descriptive statistics for dependent
variable —brand loyalty. The means of two nationalities were similar as 3.16 and
3.18 respectively, but the mean score of for Chinese respondents was a little bit
lower than Thai. Out of all seven items, both nationalities ranked the lowest score
for item number 7, 2.74 for Chinese and 2.83 for Thai. The mean scores were in
the range of 2.74 to 3.77 for Chinese and 2.83 to 3.69 for Thai consumers,
respectively in this study.

Part II: Results of Hypothesis testing
5.2 Hypothesis Testing
In this section, there were nine hypotheses to be tested. H1 to H6 were to see
whether there was a difference in each six independent variable (product
involvement, brand equity, trust, brand affect, satisfaction, and resistance to
change) between Chinese and Thai NOKIA consumers. Then H7 and H8 were
tested the relationships between each independent variable (product involvement,
brand equity, trust, brand affect, satisfaction, and resistance to change) and
dependent variable (brand loyalty) for each nationality (China and Thailand).
Lastly, H9 was tested to find the difference of dependent variable – brand loyalty
between Chinese and Thai NOKIA consumers. Hypotheses results were
explained in following table, from 5.14 to 5.22.

Hypothesis 1:
H1o: There is no significant difference in product involvement between
Chinese and Thai NOKIA consumers.
H1a: There is a significant difference in product involvement between
Chinese and Thai NOKIA consumers

Table 5.14: Independent t-test for product involvement
Independent Samples Test
Levene's Test for
Equality of Variances

F
meanInvo

Equal variances
as sumed
Equal variances
not ass umed

1.040

Sig.
.308

t-test for Equality of Means

t

df

Sig. (2-tailed)

Mean
Difference

Std. Error
Difference

95% Confidence
Interval of the
Difference
Upper
Lower

2.804

398

.005

.166

.059

.050

.282

2.804

396.742

.005

.166

.059

.050

.282

Table 5.14 shows the result from the Independent t-test analysis that there is
a statistical significant difference in product involvement between Chinese and
Thai consumers at the 2-tailed significance value at .005 which was less than .05
(.005<.05). Hence, the null hypothesis (H1o) was rejected, then, it could be

concluded that there is a statistical difference in product involvement between
Chinese and Thai NOKIA customers at .05 significant level.

Hypothesis 2:
H2o: There is no significant difference in brand equity between Chinese and
Thai NOKIA consumers.
H2a: There is a significant difference in brand equity between Chinese and
Thai NOKIA consumers.

Table 5.15: Independent t-test for brand equity
Independent Samples Test
Levene's Test for
Equality of Variances

F
meanEquity

Equal variances
as sumed
Equal variances
not ass umed

1.461

Sig.
.228

t-test for Equality of Means

t

df

Sig. (2-tailed)

Mean
Difference

Std. Error
Difference

95% Confidence
Interval of the
Difference
Lower
Upper

1.911

398

.057

.110

.058

-.003

.223

1.911

395.768

.057

.110

.058

-.003

.223

The Independent t-test analysis in Table 5.15 indicated that the sig. (2-tailed
test) value equaled 0.057 which was greater than 0.05. It means that the null
hypothesis (H2o) was failed to reject. Then, it could be concluded that there is no
statistical significant difference in brand equity between Chinese and Thai
NOKIA customers at 0.05 significant level.

Hypothesis 3:
H3o: There is no significant difference in trust between Chinese and Thai
NOKIA consumers.
H3a: There is a significant difference in trust between Chinese and Thai
NOKIA consumers.

Table 5.16: Independent t-test for trust
Independent Samples Test
Levene's Test for
Equality of Variances

F
meanTrust

Equal variances
as sumed
Equal variances
not ass umed

.280

Sig.
.597

t-test for Equality of Means

t

df

Sig. (2-tailed)

Mean
Difference

Std. Error
Difference

95% Confidence
Interval of the
Difference
Lower
Upper

2.100

398

.036

.127

.060

.008

.245

2.100

397.333

.036

.127

.060

.008

.245

The t-test result of the difference in trust between two nationalities in Table
5.16 shows that the sig. value (2-tailed test) was equal to 0.036 which was less
than 0.05. It meant that the null hypothesis (H3o) was rejected. Then, it could be
concluded that there is a statistical significant difference in trust between Chinese
and Thai NOKIA customers at 0.05 significant level.

Hypothesis 4:
H4o: There is no significant difference in brand affect between Chinese and
Thai NOKIA consumers.
H4a: There is a significant difference in brand affect between Chinese and
Thai NOKIA consumers.

Table 5.17: Independent t-test for brand affect
Independent Samples Test
Levene's Test for
Equality of Variances

F
meanAffect

Equal variances
as sumed
Equal variances
not ass umed

2.355

Sig.
.126

t-test for Equality of Means

t

df

Sig. (2-tailed)

Mean
Difference

Std. Error
Difference

95% Confidence
Interval of the
Difference
Lower
Upper

1.349

398

.178

.082

.061

-.037

.201

1.349

395.685

.178

.082

.061

-.037

.201

Table 5.17 shows that the sig. (2-tailed test) value equaled to 0.178 which
was greater than 0.05. It meant that the null hypothesis (H4o) was failed to reject.
Therefore, it could be concluded that there is no statistical significant difference
in brand affect between Chinese and Thai NOKIA customers at 0.05 significant
level.

Hypothesis 5:
H5o: There is no significant difference in satisfaction between Chinese and
Thai NOKIA consumers.
H5a: There is a significant difference in satisfaction between Chinese and
Thai NOKIA consumers.

Table 5.18: Independent t-test for satisfaction
Independent Samples Test
Levene's Test for
Equality of Variances

F
meanSatis

Equal variances
as sumed
Equal variances
not ass umed

.050

Sig.
.823

t-test for Equality of Means

t

df

Sig. (2-tailed)

Mean
Difference

Std. Error
Difference

95% Confidence
Interval of the
Difference
Lower
Upper

-.675

398

.500

-.041

.061

-.160

.078

-.675

396.631

.500

-.041

.061

-.160

.078

The Independent t-test for satisfaction is shown in Table 5.18, it indicated
that the sig. (2-tailed test) was equal 0.500 which was greater than 0.05. It meant
that the null hypothesis (H5o) was failed to reject. Hence, it could be concluded
that there is no statistical significant difference in satisfaction between Chinese
and Thai NOKIA customers at 0.05 significant level.

Hypothesis 6:
H6o: There is no significant difference in resistance to change between
Chinese and Thai NOKIA consumers.
H6a: There is a significant difference in resistance to change between
Chinese and Thai NOKIA consumers.

Table 5.19: Independent t-test for resistance to change
Independent Samples Test
Levene's Test for
Equality of Variances

F
meanChang

Equal variances
as sumed
Equal variances
not ass umed

3.691

Sig.
.055

t-test for Equality of Means

t

df

Sig. (2-tailed)

Mean
Difference

Std. Error
Difference

95% Confidence
Interval of the
Difference
Lower
Upper

-1.140

398

.255

-.083

.073

-.227

.060

-1.140

392.999

.255

-.083

.073

-.227

.060

The testing result in Table 5.19 showed that the sig. (2-tailed test) value
equaled to 0.255 which was greater than 0.05. It meant that the null hypothesis
(H6o) was failed to reject. Then, it could be concluded that there is no statistical
significant difference in resistance to change between Chinese and Thai NOKIA
customers at 0.05 significant level.

Hypothesis 7:
H7o: There is no significant relationship between product involvement, brand
equity, trust, brand affect, satisfaction, resistance to change and brand loyalty of
Chinese NOKIA consumers by comparing each pair.
H7a: There is a significant relationship between product involvement, brand
equity, trust, brand affect, satisfaction, resistance to change and brand loyalty of
Chinese NOKIA consumers by comparing each pair.

Table 5.20: The correlation Coefficient test for product involvement, brand
equity, trust, brand affect, satisfaction, resistance to change and brand loyalty of
Chinese consumers

1.
2.
3.
4.
5.
6.

Product involvement and brand loyalty
Brand equity and brand loyalty
Trust and brand loyalty
Brand affect and brand loyalty
Satisfaction and brand loyalty
Resistance to change and brand loyalty

Pearson
Correlation
.601**
.496**
.522**
.620**
.678**
.824**

Sig.
(2-tailed)
.000
.000
.000
.000
.000
.000

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

The testing result of relationships between product involvement, brand
equity, trust, brand affect, satisfaction, resistance to change and brand loyalty of
Chinese consumers in Table 5.20 were examined by using the correlation
coefficient. From the Table shown above, all the significant values at 2-tailed
were .000, which all of them were less than .01 (.000<.01). Accordingly, the null
hypothesis (H7o) was rejected. It meant that there is a statistical significant
relationship between product involvement, brand equity, trust, brand affect,
satisfaction, resistance to change and brand loyalty of Chinese NOKIA consumers
by comparing each pair.

Hypothesis 8
H8o: There is no significant relationship between product involvement, brand
equity, trust, brand affect, satisfaction, resistance to change and brand loyalty of
Thai NOKIA consumers by comparing each pair.
H8a: There is a significant relationship between product involvement, brand
equity, trust, brand affect, satisfaction, resistance to change and brand loyalty of
Thai NOKIA consumers by comparing each pair.

Table 5.21: The correlation Coefficient test for product involvement, brand
equity, trust, brand affect, satisfaction, resistance to change and brand loyalty of
Thai consumers

1.
2.
3.
4.
5.
6.

Product involvement and brand loyalty
Brand equity and brand loyalty
Trust and brand loyalty
Brand affect and brand loyalty
Satisfaction and brand loyalty
Resistance to change and brand loyalty

Pearson
Correlation
.544**
.542**
.583**
.541**
.705**
.752**

Sig.
(2-tailed)
.000
.000
.000
.000
.000
.000

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

Table 5.21 shows the testing result of relationships between product
involvement, brand equity, trust, brand affect, satisfaction, resistance to change
and brand loyalty of Thai consumers were examined by using correlation
coefficient. From the Table shown above, all the significant values at 2-tailed
were .000, which all of them were less than .01 (.000<.01). Hence, the null
hypothesis (Ho8) was rejected. It meant that there is a statistical significant
relationship between product involvement, brand equity, trust, brand affect,
satisfaction, resistance to change and brand loyalty of Thai NOKIA consumers by
comparing each pair.

Hypothesis 9:
H9o: There is no significant difference in brand loyalty between Chinese and
Thai NOKIA consumers.
H9a: There is a significant difference in brand loyalty between Chinese and
Thai NOKIA consumers.

Table 5.22: Independent t-test for brand loyalty
Independent Samples Test
Levene's Test for
Equality of Variances

F
meanLoyalty

Equal variances
as sumed
Equal variances
not ass umed

4.799

Sig.
.029

t-test for Equality of Means

t

df

Sig. (2-tailed)

Mean
Difference

Std. Error
Difference

95% Confidence
Interval of the
Difference
Lower
Upper

-.288

398

.773

-.021

.074

-.168

.125

-.288

390.302

.773

-.021

.074

-.168

.125

As presented in Table 5.22, the null hypothesis was tested by using
two-tailed Independent t-test to find the significance difference in brand loyalty
between Chinese and Thai NOKIA consumers. The result was equal to 0.773
which was greater than 0.05. It means that the null hypothesis (H9o) was failed
to reject. Then, it could be concluded that there is no statistical significant
difference in brand loyalty between Chinese and Thai customers at 0.05
significant level.

Part III: Summary of Hypothesis testing
Table 5.23: Summary of Hypotheses testing
Hypothesis

H1o: There is no significant difference in
product involvement between Chinese and
Thai NOKIA consumers
H2o: There is no significant difference in
brand equity between Chinese and Thai
NOKIA consumers
H3o: There is no significant difference in trust
between Chinese and Thai NOKIA consumers
H4o: There is no significant difference in
brand affect between Chinese and Thai
NOKIA consumers
H5o: There is no significant difference in
satisfaction between Chinese and Thai
NOKIA consumers
H6o: There is no significant difference in
resistance to change between Chinese and
Thai NOKIA consumers
H7o: There is no significant relationship
between product involvement, brand equity,
trust, brand affect, satisfaction, resistance to
change and brand loyalty of Chinese NOKIA
consumers by comparing with each pair
H8o: There is no significant relationship
between product involvement, brand equity,
trust, brand affect, satisfaction, resistance to
change and brand loyalty of Thai NOKIA
consumers by comparing with each pair
H9o: There is no significant difference in
brand loyalty between Chinese and Thai
NOKIA consumers

Statistical

Significance

Test

value

Independent
t-test

.005

Rejected

Independent
t-test

.057

Failed to
reject

Independent
t-test

.036

Rejected

Independent
t-test

.178

Failed to
reject

Independent
t-test

.500

Failed to
reject

Independent
t-test

.255

Failed to
reject

Pearson
Correlation

Pearson
Correlation

Independent
t-test

.000
.000
.000
.000
.000
.000
.000
.000
.000
.000
.000
.000
.773

Result

All six
were
rejected

All six
were
rejected

Failed to
reject

CHATPER 6
SUMMARY, CONCLUSION AND RECOMMENDATIONS

This chapter is divided into five parts. The first part is the summary of
demographic factors. Then, the second part comprises the summary of hypothesis
testing. The third part comprises the conclusion and discussion of the research.
Then, the forth part is the recommendations and the last part presents for future
study of the research.
6.1 Summary of findings
The main objective of this research was to test the relationship between each
six independent variable (product involvement, brand equity, trust, brand affect,
satisfaction, and resistance to change) and one dependent variable (brand loyalty)
between Chinese and Thai NOKIA consumers.

6.1.1 Characteristics of the respondents
The study shows that most of the 200 Chinese respondents had used NOKIA
mobile phone for more than 2 years which represented by 44.5%. Over half
(50.5%) of the respondents were female. Among 200 Chinese respondents, 61 of
them were in the age range 21-25, which took total 30.5%. Approximately, 30%
of the respondents’ incomes were in level 20,001-30,000 Baht. The educational
qualification, 47.5% of the respondents was “Bachelor’s Degree” and 45.5% of
the respondents out of 200 were in single status.

Among 200 Thai NOKIA respondents, 47% of them had used NOKIA
mobile phone for more than 2 years, and 57% of the respondents were female.
The study also shows that the age level 21-25 had the highest percentage of
31.5%. Then, 23% of Thai respondents’ incomes were in level below 10,000

Baht and nearly half (49%) of the respondents had the highest educational
qualification Bachelor’s Degree. Approximately, 60.5% of the respondents’
marital status was single.

6.1.2 Descriptive analysis of independent and dependent variables
In this study, there were six independent variables (product involvement,
brand equity, trust, brand affect, satisfaction and resistance to change) and one
dependent variable (brand loyalty); each variable had several sub-questions. All
the descriptive analysis result of variables is shown in Table 5.7 to 5.13.

The first independent variable had 7 sub-questions to measure product
involvement. Mean results showed that Chinese consumers felt more product
involvement in NOKIA mobile than Thai consumers. Among 7 sub-questions,
both Chinese and Thai NOKIA consumers gave highest mean to “To me, NOKIA
mobile phone is a valuable product” with mean scores were 3.84 and 3.59,
respectively; while Thai NOKIA consumers had same highest mean (3.59) to “To
me, NOKIA mobile phone is an interesting product”. The second independent
variable was brand equity, the respondents from China had a higher average
mean (3.79) than Thai (3.68) and there were 5 sub-questions. The total of 200
Chinese NOKIA consumers gave the highest mean (4.01) to “I can expect
trouble-free performance from NOKIA mobile phone”, while Thai NOKIA
consumers had “positive personal feelings” with the highest mean of 3.81. There
were 3 sub-questions under trust variable; Chinese consumers still gave a higher
average mean (3.71) than Thai consumers (3.58). Among three sub-questions,
both nationalities gave highest mean to same question “I consider NOKIA
mobile phone to be generally trustworthy” with mean scores of 3.82 and 3.72,
respectively. About independent variable – brand affect, Chinese and Thai had a
similar average mean for brand affect, 3.65 and 3.57, respectively. In 3
sub-questions, two nationalities had same highest rank to question “When I think

about it, I feel good about NOKIA mobile phone” with mean score of 3.7 and
3.62, respectively. The fifth independent variable was satisfaction, Thai
consumers had a little higher average mean of satisfaction than Chinese and in all
5 sub-questions, both nationalities felt “Using this piece of NOKIA mobile phone
has been a good experience” with similar mean score of 3.88 and 3.81,
respectively. For the last independent variable, there were 3 sub-questions for
resistance to change; two nationalities had different opinions. Chinese
respondents had the highest mean (3.26) for question “my preference for NOKIA
mobile phone would not willingly change later when it comes time to secure
replacement mobile phone”. But Thai consumers gave the highest mean for
question “it would be difficult to change my beliefs about NOKIA mobile phone”.
And Thai consumers held a higher average mean for resistance to change (3.27)
than Chinese consumers (3.19). In this research, there was only one dependent
variable, brand loyalty. According to the result, it showed that Thai consumers
had similar average mean of brand loyalty (3.18) with Chinese consumers (3.16).
Both nationalities had same highest mean for sub-question number 6 “I consider
NOKIA mobile phone my first choice when buying mobile phone.”

6.2 Summary of Hypothesis Testing
This part explains the outcome of all the statement of problem for this
research. The researcher concluded the results of nine hypotheses as follows:

The first hypothesis (H1o) tested by Independent sample t-test concluded
that there is a statistical significant difference in product involvement between
Chinese and Thai NOKIA consumers. The result of analysis in Table 5.14 shows
that null hypothesis was rejected with the significance value .005 which was less
than .05.

The second hypothesis (H2o) tested by Independent sample t-test concluded

that there is no statistical significant difference in brand equity between Chinese
and Thai NOKIA consumers. The result of analysis in Table 5.15 shows that null
hypothesis was failed to reject with the significance value .057 which was more
than .05.

The third hypothesis (H3o) tested by Independent sample t-test concluded
that there is a statistical significant difference in trust between Chinese and Thai
NOKIA consumers. The result of analysis in Table 5.16 shows that null
hypothesis was rejected with the significance value .036 which was less than .05.

The forth hypothesis (H4o) tested by Independent sample t-test concluded
that there is no statistical significant difference in brand affect between Chinese
and Thai NOKIA consumers. The result of analysis in Table 5.17 shows that null
hypothesis was failed to reject with the significance value .178 which was more
than .05.

The fifth hypothesis (H5o) tested by Independent sample t-test concluded
that there is no statistical significant difference in satisfaction between Chinese
and Thai NOKIA consumers. The result of analysis in Table 5.18 shows that null
hypothesis was failed to reject with the significance value .500 which was more
than .05.

The sixth hypothesis (H6o) tested by Independent sample t-test concluded
that there is no statistical significant difference in resistance to change between
Chinese and Thai NOKIA consumers. The result of analysis in Table 5.19 shows
that null hypothesis was failed to reject with the significance value .255 which
was more than .05.

The seventh hypothesis (H7o) tested relationships between product

involvement, brand equity, trust, brand affect, satisfaction, resistance to change
and brand loyalty of Chinese consumers using Pearson Correlation. The result
shown in Table 5.20 concluded that there is a statistical significant relationship
between product involvement, brand equity, trust, brand affect, satisfaction,
resistance to change and brand loyalty of Chinese NOKIA consumers by
comparing each pair. Therefore, the null hypothesis was rejected with values of
all six significances at .000 that were less than .01.

The eighth hypothesis (H8o) tested relationships between product
involvement, brand equity, trust, brand affect, satisfaction, resistance to change
and brand loyalty of Thai consumers using Pearson Correlation. The result
shown in Table 5.21 concluded that there is a statistical significant relationship
between product involvement, brand equity, trust, brand affect, satisfaction,
resistance to change and brand loyalty of Thai NOKIA consumers by comparing
each pair. Therefore, the null hypothesis was rejected with values of all six
significances at .000 that were less than .01.

The ninth hypothesis (H9o) tested by Independent sample t-test concluded
that there is no statistical significant difference in brand loyalty between Chinese
and Thai NOKIA consumers. The result of analysis in Table 5.22 shows that null
hypothesis was failed to reject with the significance value .733 which was more
than .05.

6.3 Conclusion and Discussion
The demographic profile of this study had shown that NOKIA users had
experienced for more than 2 years (45.8%) for both nationalities; most of
respondents were female at the age level 21-25. Approximately, 48.3% out of the
400 respondents had a Bachelor’s degree and 53% were single. Most Chinese
NOKIA consumers’ income level was 20,001-30,000 Baht, while most of Thai

consumers’ income was below 10,000 Baht (see Table 5.1-5.6).

Based on the analyses of study, it could be concluded that NOKIA
consumers from China and Thailand had no statistical significant differences in
brand equity, brand affect, satisfaction, resistance to change and brand loyalty
towards NOKIA brand. But the factors -- product involvement and trust had a
statistical significant difference between two NOKIA consumers of nationalities
(see Table 5.14-5.19 and Table 5.22). In this research, the meaning of product
involvement was consumers’ thoughts, feelings, and behavioral response to the
product category (Miller and Marks, 1996 and Gordon et al., 1998). Rosenblum
and Travis (1996) defined that “reality cannot be separated from the way that a
culture makes sense of it”, and in social constructionism, such categories
represented not what people were but rather the ways that people thought about.
Therefore, with a different culture background, the way of thinking towards a
brand could be different between Chinese and Thai. Zhang (2002) studied that
the people from different cultures (China and America), the performance of each
could be same but with a different trust perception. Since the Chinese and Thai
had similarities in culture, but it was possible that both nationalities had different
perception on trust.

According to hypothesis 7 and 8, there is a statistical significant relationship
between product involvement, brand equity, trust, brand affect, satisfaction,
resistance to change and brand loyalty of Chinese/Thai NOKIA consumers by
comparing each pair with all 6 independent variables had a positive relationship
with brand loyalty for both nationalities. The relationship between product
involvement and brand loyalty was supported by Shang, Chen and Liao (2006)
which stated that the degree of involvement in a brand would have a positive
effect on his/her loyalty to that brand. The relationships between brand equity
and brand loyalty; trust and brand loyalty; brand affect and brand loyalty;

satisfaction and brand loyalty; resistance to change and brand loyalty, already
tested by Taylor, Celuch and Goodwin (2004) who stated that trust and brand
equity had the major influences to loyalty (both behavioral and attitudinal); while
brand affect and resistance to change contributed to behavioral loyalty, and
satisfaction was found to contribute to attitudinal loyalty. Therefore, the
researcher concluded that all six variables had positive relationship with brand
loyalty, but for Chinese consumers, the highest ranking variable was resistance to
change which had the highest P-value of .824; while for Thai consumers, the
higher ranking variables were resistance to change and satisfaction with a
P-value of .752 and .705, respectively. Based on Table 4.4, It showed that
resistance to change had a high positive relationship with brand loyalty for both
Chinese and Thai consumers; and satisfaction also had a high positive
relationship for Thai consumers. The factors, product involvement, brand equity,
trust, and brand affect had medium positive relationship with brand loyalty for
two nationalities, and satisfaction had a medium positive relationship with brand
loyalty for Chinese consumers.

The findings of the study hold an important practical implication for NOKIA
mobile phone for Chinese and Thai NOKIA consumers. The implication of this
study is not restricted only to Chinese and Thai NOKIA consumers but also for
other countries. The findings could also be applicable to other mobile phone
brands or other industry brands. This study, tested six independent variables
(product involvement, brand equity, trust, brand affect, satisfaction, and
resistance to change) had a positive relationship with brand loyalty in NOKIA
mobile phone and which also helped NOKIA Company to get a clear picture for
recognizing the factors ranked for NOKIA mobile phone currently.

6.4 Recommendations
In this study, the Chinese consumers had income level 10,000-20,000 Baht

and 20,001-30,000 Baht represented by 55% out of the 200 respondents. Hence,
the company should penetrate or increase the market on this group of middle
income level. For Thailand, each the income level had closed percentage except
income level above 50,000 Baht. Therefore, the company should deeply
understand the needs for all income levels. Since, the mobile phone is very
popular and useful in human’s life, more and more companies produce mobile
phone handset with a lower and lower price. And currently, the competition in
mobile phone business is very high; it is a big challenge for all mobile phone
companies to keep the market share and bring innovations.

A survey of 110 Australian mobile phone consumers, found that 13% of
phone buyers plan on changing the handset every six months, and 40% expect to
do so once a year. Hence, the possibility to change mobile would be very high,
and then it is important to keep a high resistance to change for each mobile
phone companies. Based on the result of this study, it clearly shows that
resistance to change had the highest positive correlation towards brand loyalty of
NOKIA mobile phone and also there is no statistical significant difference in
resistance to change between Chinese and Thai NOKIA consumers. Therefore,
NOKIA Company can do something in common for two nationalities. The
company should create some specific features (i.e. durable) which can make
consumers more difficult to change the preferences. In this study, the meaning of
resistance to change was brand switching behavior caused by situational factors,
such as friends recommending alternative brand, competitors’ brand on sale, etc.
Dick and Basu (1994) stated that the customers with a strong relative attitude
would be more likely to overcome countervailing social norms and/or situational
influences. Therefore, consumers have a good and strong brand attitude would be
important for the company to keep a high resistance to change. Jalleh et al. (2002)
mentioned that sponsorship could influence the brand attitude. It means that the
company could do sponsorship, especially in health sponsorships, which had

more impact than the commercial sponsors (Donvoan et al., 1993), and creating
health promotion foundations might facilitate primarily on funds of society.
Besides sponsorship, increasing advertising appeals is another way to change or
keep brand attitude which create a strong brand in consumers’ mind. Through
advertising, company should constantly remind consumers about company’s
product by using “more” or “better” in terms of some important product
attributes that deliver to consumers.

Satisfaction had second highest positive relationship with brand loyalty for
both nationalities, and the results have shown that there is no statistical
significant difference in satisfaction between Chinese and Thai NOKIA
consumers. Thus, the company might improve something for satisfaction in
common for both countries. While the meaning of satisfaction is very abroad, it
could be restricted by many factors, such as: services, product, or even
technology, and so on. The researcher suggests that NOKIA Company still needs
to design more attractive product, for different kinds of people. The product
should be convenient to use and new products should be keeping in mind of
using environmental protection materials, such as: using solar battery. Besides
that, the employee’ service is important. Johnson and Fornell (1991) described
that satisfaction referred to the customer’s rating of the brand, based on all
encounters and experiences. The personnel who are at the front line of the
company to contact with consumers, the service of employees directly or
indirectly affect to company’s image, especially in information service, both
before and after sales. No matter how difficult problem the employees face,
giving clearer and accurate information should be the basic.

6.5 Future Study
This research only focused on six independent variables (product
involvement, brand equity, trust, brand affects, satisfaction and resistance to

change) that relate to brand loyalty of NOKIA consumers for Chinese and Thai.
Hence, it could be recommended that the future researchers explore and test
other factors affecting brand loyalty. For example, the effect of marketing mix to
brand loyalty, exploring the difference in brand loyalty caused by cross-culture,
the effect of advertising in re-purchase of mobile phone, etc. Those could help
marketers to understand details on more aspects of brand loyalty. Future
researchers could perform other survey studies to find out additional inputs,
potential problems from consumers, and understand each group of consumers or
even find out new target segments of consumers in the future.
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APPENDIX A
QUESTIONNAIRE

Questionnaire
The questionnaire is distributed to test the factors related to brand loyalty of NOKIA
Mobile Phone. All the information filled in this questionnaire would be used as primary data in
the research of NOKIA users from Beijing and Bangkok. The researcher sincerely hopes that you
can spare a few minutes to answer the following questions and all the information would be used
for academic purpose only.

Part 1 Screening Question
1. Have you ever used NOKIA mobile phone?

 Yes

 No (please do not continues to answer)

2. How long have you been using NOKIA mobile phone?

 Less than 1 year

 1-2 years

 More than 2 years

Part 2 Personal data
3. Gender

 Male

 Female

4. Age

 15-20



21-25

 26-30

 36-40



41-45



 31-35

Over 45

5. Income (in Thai Baht)

 Below 10,000



10,000-20,000

 20,001-30,000

 30,001-40,000



40,001-50,000

Above 50,000

6. Highest Level of education

 High school

 Bachelor degree

 Doctor degree

 Others

 Master degree

7. Marital status

 Single

 Married

 Divorce

Part 3 Independent variable
The respondents were asked to indicate the importance of factors related to brand loyalty.
Responses were captured on a 5-point Likert scale ranging from Strongly Disagree to Strongly
Agree: “1=strongly disagree, 2=disagree, 3=neither agree nor disagree, 4=agree, 5=strongly
agree ”

Product Involvement

8.1 To me, NOKIA mobile phone is an important product.

1

2

3

4

5

8.2 To me, NOKIA mobile phone is a necessary product

1

2

3

4

5

8.3 To me, NOKIA mobile phone is an interesting product

1

2

3

4

5

8.4 To me, NOKIA mobile phone is a valuable product

1

2

3

4

5

8.5 I think NOKIA mobile phone is relevant to my life.

1

2

3

4

5

8.6 When talking about NOKIA mobile phone, I feel involved

1

2

3

4

5

9.1 I can expect superior performance from NOKIA mobile phone

1

2

3

4

5

9.2 I can expect trouble-free performance from NOKIA mobile
phone.

1

2

3

4

5

9.3 NOKIA mobile phone fits my personality.

1

2

3

4

5

9.4 NOKIA mobile phone is well regarded by my colleagues.

1

2

3

4

5

9.5 I have positive personal feelings toward NOKIA mobile phone.

1

2

3

4

5

Brand Equity

Trust

10.1 I rely on NOKIA mobile phone.

1

2

3

4

5

10.2 I consider NOKIA mobile phone to be generally trustworthy.

1

2

3

4

5

10.3 I consider the company and people who stand behind NOKIA
1
mobile phone to be trustworthy

2

3

4

5

Brand Affects

11.1 When I think about it, I feel good about NOKIA mobile phone.

1

2

3

4

5

11.2 When I think about it, I am happy knowing that I made the
decision to purchase a particular piece of NOKIA mobile phone.

1

2

3

4

5

11.3 When I think about it, it gives me pleasure knowing that I made
the decision to purchase a piece of NOKIA mobile phone.

1

2

3

4

5

12.1 The NOKIA mobile phone has exceeded my highest
expectations.

1

2

3

4

5

12.2 The NOKIA mobile phone is among the best I could have
bought.

1

2

3

4

5

12.3 The NOKIA mobile phone is exactly what I needed.

1

2

3

4

5

12.4 I am satisfied with my decision to buy a piece of NOKIA
1
mobile phone.

2

3

4

5

12.5 Using this piece of NOKIA mobile phone has been a good
experience.

1

2

3

4

5

13.1 My preference for NOKIA mobile phone would not change
later when it comes to replace a mobile phone.

1

2

3

4

5

13.2 It would be difficult to change my beliefs about NOKIA mobile

1

2

3

4

5

Satisfaction

Resistance to Change

phone.
13.3 Even if others recommend another mobile phone, I would not
change my preference for the NOKIA mobile phone.

1

2

3

4

5

14.1 Although another brand is on sale, I still buy NOKIA.

1

2

3

4

5

14.2 I will continue to buy NOKIA mobile phone because I like the
brand very much.

1

2

3

4

5

14.3 I always find myself consistently buying NOKIA than the other
brands.

1

2

3

4

5

14.4 If NOKIA mobile phones were not available at a store, I would
prefer not buy at all rather than choose another brand.

1

2

3

4

5

14.5 I consider myself to be a loyal patron of NOKIA mobile phone

1

2

3

4

5

14.6 I consider NOKIA mobile phone as my first choice when
buying mobile phone.

1

2

3

4

5

14.7 I would not switch to a competitor, even if I had a problem
with the products/services of NOKIA mobile phone.

1

2

3

4

5

Part 4 Brand Loyalty

Thank you

问卷调查
这份问卷用来测试影响 NOKIA 手机品牌忠诚度。此问卷上所有信息均为第一手资料，
所以调查者真诚的希望您能抽出几分钟回答下列问题，您所给与的信息将只用于学术性的目的
并保守所有隐私。
第一部分：
1.

您曾经使用过诺基亚手机吗？

 是的

 没有 (请不要继续回答其他问题)

2． 您用诺基亚手机多长时间了？

 小于一年

 1-2 年

 超过 2 年

第二部分：
3.

您的性别是：

 男
4.

 女

您的年龄是：

 15-20



21-25

 26-30

 36-40



41-45

 大于 45

5.

 31-35

您的收入 (人民币)是：

 小于 2,000



2,001-4,000

 4,001-6,000

 6,001-8,000



8,001-10,000

 大于 10,000

6.

您的最高学历是：

 高中

 本科

 博士生

 其它

7.

 研究生

您的婚姻状况是：

 未婚

 已婚

 离异

第三部分：
调查将根据影响品牌忠诚度的重要性来划分。所有回答将按5个等级划分，从非常反对到非常赞
同：“1=非常反对，2=反对，3=中立，4=赞同，5=非常赞同”

产品介入

非常反对

非常赞同

8.1. 对于我来说，NOKIA手机是重要的产品。

1

2

3

4

5

8.2. 对于我来说，NOKIA 手机是必要的产品。

1

2

3

4

5

8.3. 对于我来说，NOKIA手机是个有趣的产品。

1

2

3

4

5

8.4. 对于我来说，NOKIA手机是个有价值的产品。

1

2

3

4

5

8.5. 我认为NOKIA手机跟我的生活息息相关。

1

2

3

4

5

8.6.当我谈论到NOKIA手机的时候，我觉得自己也参与其中。

1

2

3

4

5

品牌资产

非常反对

非常赞同

9.1. 我期盼NOKIA手机有更好的表现。

1

2

3

4

5

9.2. 我期盼NOKIA手机能给我带来无故障的表现。

1

2

3

4

5

9.3. NOKIA手机符合我的个性需求。

1

2

3

4

5

9.4. NOKIA手机被我同事关注着。

1

2

3

4

5

9.5. 我对NOKIA手机抱有肯定的个人态度。

1

2

3

4

5

信任度

非常反对

非常赞同

10.1. 我信赖NOKIA手机。

1

2

3

4

5

10.2. 我认为NOKIA手机是被广泛信赖的。

1

2

3

4

5

10.3. 我认为NOKIA公司以及公司的员工是值得信赖的。

1

2

3

4

5

品牌影响

11.1. 当我想到NOKIA手机的时候，我感觉很好。

非常反对

非常赞同

1

2

3

4

5

11.2. 当想到NOKIA手机的时候， 我因为做了个正确的购买决定而
感到高兴。
11.3. 当想到NOKIA手机的时候，它让我觉得很开心，因为我做了个
正确的决定去购买它。

满意度

1

2

3

4

5

1

2

3

4

5

非常反对

非常赞同

12.1. NOKIA手机能超过我的期盼值。

1

2

3

4

5

12.2. NOKIA手机是我买过所有手机里最好的一个。

1

2

3

4

5

12.3. NOKIA手机正是我所需要的产品。

1

2

3

4

5

12.4. 我很满意我购买NOKIA手机的决定。

1

2

3

4

5

12.5. 用NOKIA手机给我带来了一个好的感受。

1

2

3

4

5

抵抗改变

非常反对

13.1. 当我是时候更换手机的时候，我对NOKIA手机的喜爱也不愿意
随之改变。
13.2. 我对NOKIA手机的信任很难改变。
13.3. 即使他人推荐我其他牌子的手机，
我也不愿意改变我对NOKIA
手机的喜爱。

非常赞同

1

2

3

4

5

1

2

3

4

5

1

2

3

4

5

第四部分
品牌忠诚度

非常反对

非常赞同

14.1. 即使其他品牌的手机在降价，我也会一直购买NOKIA手机。

1

2

3

4

5

14.2. 我以后会继续购买NOKIA手机，因为我很喜欢这个牌子。

1

2

3

4

5

14.3. 我发现我自己一直始终如一的购买NOKIA手机。

1

2

3

4

5

14.4. 即使NOKIA手机没有在某商店里出售，我也不会选择及购买其

1

2

3

4

5

他牌子的手机。
14.5. 我认为我自己是NOKIA手机的忠实购买者。
14.6. 当我购买手机的时候，我会把NOKIA手机当作第一选择来考
虑。
14.7. 我不愿意轻易改变，即使NOKIA的产品或者服务存在问题。

1

2

3

4

5

1

2

3

4

5

1

2

3

4

5

谢谢您的合作

แบบสอบถาม
ความภักดีต่อตราสินค้าของโทรศัพท์ เคลื่อนที่โนเกียในประเทศจีนและประเทศไทย
แบบสอบถามได้ รับการจัดสรรมาเพื่อทดสอบปั จจัยต่างๆ ที่มีผลกระทบต่อความภักดีต่อตราสินค้ าของโทรศัพท์เคลื่อนที่โนเกีย
โดยข้ อมูลทั ้งหมดทีก่ รอกลงในแบบสอบถามนี ้จะถูกใช้ เป็ นข้ อมูลเบื ้องต้ นในการทําวิทยานิพนธ์ ผู้วิจัยหวังเป็ นอย่างยิ่งว่า คุณจะสามารถ
ปลีกเวลาเพียงสองสามนาทีในการตอบคําถามข้ างล่างนี ้ และข้ อมูลทั ้งหมดจะถูกใช้ เพื่อวัตถุประสงค์ทางวิชาการเท่านั ้นและจะถูกเก็บเป็ น
ความลับ

ส่ วนที่ 1 คําถามคัดแยก
1. ท่านเคยใช้โทรศัพท์เคลื่อนที่ยหี่ ้อโนเกีย

 ใช่

 ไม่ใช่ (ท่านไม่ต้องตอบคําถามแล้ วคะ)

2. ท่านเคยใช้โทรศัพท์เคลื่อนที่ยหี่ ้อโนเกียเป็ นระยะเวลานานเท่าไหร่

 น้ อยกว่า 1 ปี

 1- 2 ปี

 มากว่า 2 ปี

ส่ วนที่ 2 ข้ อมูลส่ วนบุคคล
3. เพศ

 ชาย

 หญิง

4. อายุ

 15-20

 21-25

 26-30

 36-40

 41-45

 มากกว่า 45

 31-35

5. รายได้

 ตํ่ากว่า 10,000

 10,000-20,000

 20,001-30,000

 30,001-40,000

 40,001-50,000



 มัธยมศึกษา

 ปริญญาตรี

 ปริญญาโท

 ปริญญาเอก

 อื่น

มากกว่า 50,000

6. ระดับการศึกษาสูงสุด

7. สถานภาพการสมรส

 โสด

 สมรส

 หย่าร้ าง

ส่ วนที่ 3 ตัวแปรอิสระ
ในส่วนนี ้ ผู้ตอบจะต้ องระบุถงึ ความสําคัญของปัจจัยที่มีผลกระทบต่อความภักดีต่อตราสินค้ า

และคําตอบจะแบ่งออกเป็ นคะแนน 5

ระดับ (ตามแบบ Likert) โดยเริ่มต้ นจาก “ไม่เห็นด้ วยอย่างยิ่ง” ถึง “เห็นด้ วยอย่างยิ่ง” คือ “1= ไม่ เห็นด้ วยอย่ างยิ่ง 2 = ไม่
เห็นด้ วย 3 = เฉยๆ 4 = เห็นด้ วย 5 = เห็นด้ วยอย่ างยิ่ง ”

ประเด็นที่เกี่ยวข้ องกับผลิตภัณฑ์
8.1 สําหรับข้ าพเจ้ า โทรศัพท์เคลื่อนที่โนเกียเป็ นผลิตภัณฑ์/สินค้ าที่สําคัญ

1

2

3

4

5

8.2 สําหรับข้ าพเจ้ า โทรศัพท์เคลื่อนที่โนเกียเป็ นผลิตภัณฑ์/สินค้ าที่จําเป็ น

1

2

3

4

5

8.3 สําหรับข้ าพเจ้ า โทรศัพท์เคลื่อนที่โนเกียเป็ นผลิตภัณฑ์/สินค้ าที่น่าสนใจ

1

2

3

4

5

8.4 สําหรับข้ าพเจ้ า โทรศัพท์เคลื่อนที่โนเกียเป็ นผลิตภัณฑ์/สินค้ าที่มีคณ
ุ ค่า

1

2

3

4

5

8.5 ข้ าพเจ้ าคิดว่าโทรศัพท์เคลื่อนที่โนเกียถูกใช้ งานได้ ตรงประเด็นกับชีวิตจริงของข้ าพเจ้ า

1

2

3

4

5

8.6 เมื่อพูดเกี่ยวกับโทรศัพท์เคลื่อนที่โนเกีย ข้ าพเจ้ ารู้สกึ มีความส◌ัมพันธ์กี่ยวข้ องด้ วย

1

2

3

4

5

9.1 ข้ าพเจ้ าสามารถคาดหวังสมรรถนะที่เหนือกว่าจากโทรศัพท์เคลื่อนที่โนเกีย

1

2

3

4

5

9.2 ข้ าพเจ้ าสามารถคาดหวังสมรรถนะที่ไร้ ปัญหายุ่งยากจากโทรศัพท์เคลื่อนทีโ่ นเกีย

1

2

3

4

5

9.3 โทรศัพท์เคลื่อนที่โนเกียเหมาะสมกับลักษณะเฉพาะตัวของข้ าพเจ้ า

1

2

3

4

5

9.4 โทรศัพท์เคลื่อนที่โนเกียถูกมองในทางที่ดีจากเพื่อนร่วมงานของข้ าพเจ้ า

1

2

3

4

5

9.5 ข้ าพเจ้ ามีความรู้สกึ ส่วนตัวที่ดีต่อโทรศัพท์เคลื่อนที่โนเกีย

1

2

3

4

5

10.1 ข้ าพเจ้ าวางใจโทรศัพท์เคลื่อนที่โนเกีย

1

2

3

4

5

10.2ข้ าพเจ้ าเห็นว่าโทรศัพท์เคลื่อนที่โนเกียน่าไว้ วางใจ

1

2

3

4

5

10.3 ข้ าพเจ้ าเห็นว่าบริษัทและบุคลากรที่อยู่เบื ้องหลังโทรศัพท์เคลื่อนที่โนเกียเป็ นผู้ที่น่าไว้ วางใจ

1

2

3

4

5

11.1 เมื่อข้ าพเจ้ าคิดถึงโนเกีย ข้ าพเจ้ ารู้สกึ ดีกับโทรศัพท์เคลื่อนที่โนเกีย

1

2

3

4

5

11.2 เมือ่ ข้ าพเจ้ าคิดถึงโนเกีย ข้ าพเจ้ าจะมีความสุขที่ร้ ูว่า ได้ ตดั สินใจซื ้อโทรศัพท์เคลื่อนที่โนเกียเครื่อง
นี ้

1

2

3

4

5

11.3 เมื่อข้ าพเจ้ าคิดถึงโนเกีย ข้ าพเจ้ าจะพึงพอใจที่ร้ ูว่า ได้ ตดั สินใจซื ้อโทรศัพท์เคลื่อนที่โนเกียเครื่องนี ้

1

2

3

4

5

ความเที่ยงตรงของตราสินค้ า

ความน่ าไว้ วางใจ

ตราสินค้ าต่ อผลของอารมณ์

ความพึงพอใจ

12.1 โทรศัพท์เคลื่อนที่โนเกียใช้ ได้ ผลดีเกินกว่าความคาดหวังสูงสุดของข้ าพเจ้ า

1

2

3

4

5

12.2 โทรศัพท์เคลื่อนที่โนเกียอยู่ในกลุ่มผลิตภัณฑ์ที่ดีที่สดุ ที่ข้าพเจ้ าสามารถซื ้อได้

1

2

3

4

5

12.3 โทรศัพท์เคลื่อนที่โนเกียเป็ นสิง่ ที่ข้าพเจ้ าต้ องการอย่างแท้จริง

1

2

3

4

5

12.4 ข้ าพเจ้ าพึงพอใจกับการตัดสินใจซื ้อโทรศัพท์เคลื่อนที่โนเกีย

1

2

3

4

5

12.5 การใช้ โทรศัพท์เคลื่อนที่โนเกียเครื่องนี ้ได้ กลายเป็ นประสบการณ์ที่ดี

1

2

3

4

5

13.1ความพึงใจของข้ าพเจ้ าที่มีต่อโทรศัพท์เคลื่อนที่โนเกียจะไม่เปลีย่ นแปลงเมื่อถึงเวลาหา
โทรศัพท์เคลื่อนทีท่ ดแทน

1

2

3

4

5

13.2 เป็ นการยากที่จะเปลีย่ นความเชื่อที่ดีของข้ าพเจ้ าที่มีต่อโทรศัพท์เคลื่อนที่โนเกีย

1

2

3

4

5

13.3 แม้ ว่าผู้อื่นจะแนะนําโทรศัพท์เคลื่อนทีย่ ี่ห้ออื่น ข้ าพเจ้ าจะไม่เปลี่ยนความพึงใจทีม่ ีต่อโนเกีย

1

2

3

4

5

14.1 แม้ ว่าโทรศัพท์เคลื่อนที่ยี่ห้ออื่นจะลดราคาก็ตาม ข้ าพเจ้ าก็จะซื ้อโนเกีย

1

2

3

4

5

14.2 ข้ าพเจ้ าจะยังคงซื ้อโทรศัพท์เคลื่อนที่โนเกีย เนื่องจากชอบยี่ห้อนี ้อย่างมาก

1

2

3

4

5

14.3 ข้ าพเจ้ ามักจะพบว่าตัวเองซื ้อโนเกียมากกว่ายี่ห้ออื่น

1

2

3

4

5

14.4 หากโทรศัพท์เคลื่อนที่โนเกียไม่มีอยู่ในร้ านขาย ข้ าพเจ้ าจะไม่เลือกซื ้อยี่ห้ออื่น

1

2

3

4

5

14.5 ข้ าพเจ้ าคิดว่าตัวเองเป็ นผู้อปุ การคุณที่จงรักภักดีต่อโทรศัพท์เคลื่อนที่โนเกีย

1

2

3

4

5

14.6 ข้ าพเจ้ าเห็นว่าโทรศัพท์เคลื่อนที่โนเกียเป็ นทางเลือกแรกเมื่อจะซื ้อโทรศัพท์เคลื่อนที่

1

2

3

4

5

14.7 ข้ าพเจ้ าจะไม่เปลี่ยนไปซื ้อโทรศัพท์เคลื่อนทีท่ ี่เป็ นคู่แข่ง แม้ ว่าข้ าพเจ้ าจะมีปัญหากับผลิตภัณฑ์/
บริการของโทรศัพท์เคลื่อนที่โนเกียก็ตาม

1

2

3

4

5

ความต้ านทานต่ อการเปลี่ยนแปลง

ส่ วนที่ 4 ความภักดีต่อตราสินค้ า

ขอบคุณสําหรับความร่วมมือในการตอบ
แบบสอบถาม

APPENDIX B
SPSS

1. Reliability of variables
a. Reliability: Product Involvement
Reliability Statistics
Cronbach's
Alpha
.732

N of Items
6

b. Reliability: Brand Equity

Reliability Statistics
Cronbach's
Alpha
.718

N of Items
5

c. Reliability: Trust
Reliability Statistics
Cronbach's
Alpha
.730

N of Items
3

d. Reliability: Brand Affect
Reliability Statistics
Cronbach's
Alpha
.804

N of Items
3

e. Reliability: Satisfaction
Reliability Statistics
Cronbach's
Alpha
.775

N of Items
5

f. Reliability: Resistance to Change
Reliability Statistics
Cronbach's
Alpha
.781

N of Items
3

g. Reliability: Brand Loyalty

Reliability Statistics
Cronbach's
Alpha
.836

N of Items
7

2. Descriptive analysis
How long have you used * Nationality Crosstabulation

How long
have you
us ed

les s than 1 year

1-2 years

more than 2 years

Total

Count
% within How long
have you used
% within Nationality
% of Total
Count
% within How long
have you used
% within Nationality
% of Total
Count
% within How long
have you used
% within Nationality
% of Total
Count
% within How long
have you used
% within Nationality
% of Total

Nationality
Chines e
Thai
36
28

Male

Femal e

Total

Count
% within Gender
% within Nationality
% of Total
Count
% within Gender
% within Nationality
% of Total
Count
% within Gender
% within Nationality
% of Total

64

56.3%

43.8%

100.0%

18.0%
9.0%
75

14.0%
7.0%
78

16.0%
16.0%
153

49.0%

51.0%

100.0%

37.5%
18.8%
89

39.0%
19.5%
94

38.3%
38.3%
183

48.6%

51.4%

100.0%

44.5%
22.3%
200

47.0%
23.5%
200

45.8%
45.8%
400

50.0%

50.0%

100.0%

100.0%
50.0%

100.0%
50.0%

100.0%
100.0%

Ge nde r * Nati ona lity Crosstabula tion

Gender

Total

Nationality
Chines e
Thai
99
86
53.5%
46.5%
49.5%
43.0%
24.8%
21.5%
101
114
47.0%
53.0%
50.5%
57.0%
25.3%
28.5%
200
200
50.0%
50.0%
100.0%
100.0%
50.0%
50.0%

Total
185
100.0%
46.3%
46.3%
215
100.0%
53.8%
53.8%
400
100.0%
100.0%
100.0%

Age * Nationality Crosstabulation

Age

15-20

21-25

26-30

31-35

36-40

41-45

More than 45

Total

Count
% within Age
% within Nationality
% of Total
Count
% within Age
% within Nationality
% of Total
Count
% within Age
% within Nationality
% of Total
Count
% within Age
% within Nationality
% of Total
Count
% within Age
% within Nationality
% of Total
Count
% within Age
% within Nationality
% of Total
Count
% within Age
% within Nationality
% of Total
Count
% within Age
% within Nationality
% of Total

Nationality
Chines e
Thai
18
21
46.2%
53.8%
9.0%
10.5%
4.5%
5.3%
61
63
49.2%
50.8%
30.5%
31.5%
15.3%
15.8%
30
42
41.7%
58.3%
15.0%
21.0%
7.5%
10.5%
38
22
63.3%
36.7%
19.0%
11.0%
9.5%
5.5%
16
29
35.6%
64.4%
8.0%
14.5%
4.0%
7.3%
22
14
61.1%
38.9%
11.0%
7.0%
5.5%
3.5%
15
9
62.5%
37.5%
7.5%
4.5%
3.8%
2.3%
200
200
50.0%
50.0%
100.0%
100.0%
50.0%
50.0%

Total
39
100.0%
9.8%
9.8%
124
100.0%
31.0%
31.0%
72
100.0%
18.0%
18.0%
60
100.0%
15.0%
15.0%
45
100.0%
11.3%
11.3%
36
100.0%
9.0%
9.0%
24
100.0%
6.0%
6.0%
400
100.0%
100.0%
100.0%

Income * Nationality Crosstabulation

Income

Below 10000

10000-20000

20001-30000

30001-40000

40001-50000

Above 50000

Total

Count
% within Income
% within Nationality
% of Total
Count
% within Income
% within Nationality
% of Total
Count
% within Income
% within Nationality
% of Total
Count
% within Income
% within Nationality
% of Total
Count
% within Income
% within Nationality
% of Total
Count
% within Income
% within Nationality
% of Total
Count
% within Income
% within Nationality
% of Total

Nationality
Chines e
Thai
28
46
62.2%
37.8%
23.0%
14.0%
11.5%
7.0%
33
50
60.2%
39.8%
25.0%
16.5%
8.3%
12.5%
60
38
61.2%
38.8%
30.0%
19.0%
15.0%
9.5%
35
33
51.5%
48.5%
17.5%
16.5%
8.8%
8.3%
22
35
38.6%
61.4%
11.0%
17.5%
5.5%
8.8%
5
15
25.0%
75.0%
2.5%
7.5%
1.3%
3.8%
200
200
50.0%
50.0%
100.0%
100.0%
50.0%
50.0%

Total
74
100.0%
18.5%
18.5%
83
100.0%
20.8%
20.8%
98
100.0%
24.5%
24.5%
68
100.0%
17.0%
17.0%
57
100.0%
14.3%
14.3%
20
100.0%
5.0%
5.0%
400
100.0%
100.0%
100.0%

Hi ghe st le vel of educati on * Na tionality Crosstabulation

Highes t
level of
education

High s chool

Bachelor degree

Master degree

Doctor degree

Ot hers

Total

Count
% within Highest
level of educat ion
% within Nationality
% of Total
Count
% within Highest
level of educat ion
% within Nationality
% of Total
Count
% within Highest
level of educat ion
% within Nationality
% of Total
Count
% within Highest
level of educat ion
% within Nationality
% of Total
Count
% within Highest
level of educat ion
% within Nationality
% of Total
Count
% within Highest
level of educat ion
% within Nationality
% of Total

Nationality
Chines e
Thai
41
56

Single

Married

Di vorce

Total

Count
% within Marital status
% within Nationality
% of Total
Count
% within Marital status
% within Nationality
% of Total
Count
% within Marital status
% within Nationality
% of Total
Count
% within Marital status
% within Nationality
% of Total

97

42.3%

57.7%

100.0%

20.5%
10.3%
95

28.0%
14.0%
98

24.3%
24.3%
193

49.2%

50.8%

100.0%

47.5%
23.8%
42

49.0%
24.5%
39

48.3%
48.3%
81

51.9%

48.1%

100.0%

21.0%
10.5%
11

19.5%
9.8%
5

20.3%
20.3%
16

68.8%

31.3%

100.0%

5.5%
2.8%
11

2.5%
1.3%
2

4.0%
4.0%
13

84.6%

15.4%

100.0%

5.5%
2.8%
200

1.0%
.5%
200

3.3%
3.3%
400

50.0%

50.0%

100.0%

100.0%
50.0%

100.0%
50.0%

100.0%
100.0%

Marital status * Nationality Crosstabulation

Marital
status

Total

Nationality
Chines e
Thai
91
121
42.9%
57.1%
45.5%
60.5%
22.8%
30.3%
89
65
57.8%
42.2%
44.5%
32.5%
22.3%
16.3%
20
14
58.8%
41.2%
10.0%
7.0%
5.0%
3.5%
200
200
50.0%
50.0%
100.0%
100.0%
50.0%
50.0%

Total
212
100.0%
53.0%
53.0%
154
100.0%
38.5%
38.5%
34
100.0%
8.5%
8.5%
400
100.0%
100.0%
100.0%

Descriptive analysis of product involvement for Chinese NOKIA consumers
De scri ptive Statistics
N
NOKIA mobile phone is
an important product
NOKIA mobile phone is
a necessary produc t
NOKIA mobile phone is
an interest ing product
NOKIA mobile phone is
a valuable product
NOKIA mobile phone is
a relevant t o m y life
I feel involved when I
am tal king about NOKIA
mobile phone
meanInvo
Valid N (lis twis e)

Mean

St d. Deviat ion

200

3.59

.765

200

3.56

.813

200

3.68

.795

200

3.84

.773

200

3.52

.839

200

3.50

.845

200
200

3.61

.608

Descriptive analysis of product involvement for Thai NOKIA consumers
De scri ptive Statistics
N
NOKIA mobile phone is
an important product
NOKIA mobile phone is
a necessary produc t
NOKIA mobile phone is
an interest ing product
NOKIA mobile phone is
a valuable product
NOKIA mobile phone is
a relevant t o m y life
I feel involved when I
am tal king about NOKIA
mobile phone
meanInvo
Valid N (lis twis e)

Mean

St d. Deviat ion

200

3.39

.774

200

3.40

.756

200

3.59

.840

200

3.59

.828

200

3.32

.836

200

3.40

.833

200
200

3.44

.575

Descriptive analysis of brand equity for Chinese NOKIA consumers
Descriptive Statistics
N
I can expect superior
perform ance from
NOKIA mobile phone
I can expect trouble-free
perform ance from
NOKIA mobile phone
NOKIA mobile phone fits
my personality
NOKIA mobile phone is
well regarded by my
colleagues
I have positive personal
feelings toward NOKIA
mobile phone
meanEquity
Valid N (listwise)

Mean

Std. Deviation

200

3.93

.733

200

4.01

.750

200

3.68

.832

200

3.54

.879

200

3.84

.663

200
200

3.79

.554

Descriptive analysis of brand equity for Thai NOKIA consumers
Descriptive Statistics
N
I can expect superior
perform ance from
NOKIA mobile phone
I can expect trouble-free
perform ance from
NOKIA mobile phone
NOKIA mobile phone fits
my personality
NOKIA mobile phone is
well regarded by my
colleagues
I have positive personal
feelings toward NOKIA
mobile phone
meanEquity
Valid N (listwise)

Mean

Std. Deviation

200

3.62

.662

200

3.69

.727

200

3.55

.873

200

3.75

.874

200

3.81

.768

200
200

3.68

.597

Descriptive analysis of trust for Chinese NOKIA consumers
Descriptive Statistics
N
I rely on NOKIA mobile
phone
I consider NOKIA mobile
phone to be generally
trustworthy
I consider the NOKIA
company and empolyees
are trus tworthy
meanTrust
Valid N (listwise)

Mean

Std. Deviation

200

3.72

.790

200

3.82

.742

200

3.59

.745

200
200

3.71

.615

Descriptive analysis of trust for Thai NOKIA consumers
Descriptive Statistics
N
I rely on NOKIA mobile
phone
I consider NOKIA mobile
phone to be generally
trustworthy
I consider the NOKIA
company and empolyees
are trus tworthy
meanTrust
Valid N (listwise)

Mean

Std. Deviation

200

3.52

.736

200

3.72

.798

200

3.50

.709

200
200

3.58

.591

Descriptive analysis of brand affect for Chinese NOKIA consumers
De scri ptive S tatistics
N
I feel good about
NOKIA mobile phone
I am happy knowing
that I m ade theh
decision to purchase
the particular piece of
NOKIA mobile phone
It gives me pleasure
knowing that I made
the decision to
purchase t he piece of
NOKIA mobile phone
meanA ffec t
Valid N (lis twis e)

Mean

St d. Deviation

200

3.70

.783

200

3.61

.715

200

3.64

.716

200
200

3.65

.628

Descriptive analysis of brand affect for Thai NOKIA consumers
De scri ptive S tatistics
N
I feel good about
NOKIA mobile phone
I am happy knowing
that I m ade theh
decision to purchase
the particular piece of
NOKIA mobile phone
It gives me pleasure
knowing that I made
the decision to
purchase t he piece of
NOKIA mobile phone
meanA ffec t
Valid N (lis twis e)

Mean

St d. Deviation

200

3.62

.714

200

3.51

.687

200

3.58

.732

200
200

3.57

.582

Descriptive analysis of satisfaction for Chinese NOKIA consumers
Descriptive Statistics
N
NOKIA mobile phone has
exceeded m y highes t
expectations
NOKIA mobile phone is
am ong theh bes t I could
have bought
NOKIA mobile phone is
exactly what I needed
I am satisfied with m y
decision to buy the piece
of NOKIA m obile phone
Us ing this piece of NOKIA
mobile phone has been a
good experi ence
meanSatis
Valid N (listwise)

Mean

Std. Deviation

200

3.60

.744

200

3.68

.896

200

3.63

.690

200

3.79

.706

200

3.88

.780

200
200

3.71

.625

Descriptive analysis of satisfaction for Thai NOKIA consumers
Descriptive Statistics
N
NOKIA mobile phone has
exceeded m y highes t
expectations
NOKIA mobile phone is
am ong theh bes t I could
have bought
NOKIA mobile phone is
exactly what I needed
I am satisfied with m y
decision to buy the piece
of NOKIA m obile phone
Us ing this piece of NOKIA
mobile phone has been a
good experi ence
meanSatis
Valid N (listwise)

Mean

Std. Deviation

200

3.65

.742

200

3.82

.813

200

3.68

.874

200

3.81

.759

200

3.79

.706

200
200

3.75

.589

Descriptive analysis of resistance to change for Chinese NOKIA consumers
Descriptive Statistics
N
My preference for NOKIA
mobile phone would not
willingly change later
It would be difficult to
change my beliefs about
NOKIA mobile phone
Even if others
recomm ended another
mobile phon, I would not
change my preference
for NOKIA m obile phone
meanChang
Valid N (listwise)

Mean

Std. Deviation

200

3.26

.868

200

3.25

.873

200

3.07

.824

200
200

3.19

.771

Descriptive analysis of resistance to change for Thai NOKIA consumers
Descriptive Statistics
Mean

N
My preference for NOKIA
mobile phone would not
willingly change later
It would be difficult to
change my beliefs about
NOKIA mobile phone
Even if others
recomm ended another
mobile phon, I would not
change my preference
for NOKIA m obile phone
meanChang
Valid N (listwise)

Std. Deviation

200

3.32

.713

200

3.29

.866

200

3.20

.862

200
200

3.27

.689

Descriptive analysis of brand loyalty for Chinese NOKIA consumers
De scri ptive Statistics
N
Alt hough another brand is
on sale, I s till buy NOKIA
I will continue t o buy
NOKIA mobile phone
becaus e I l ike t he brand
very m uch
I alway s find m yself
consis tentl y buying NOKIA
over the other brands
If NOK IA m obile phones
were not available at a
store, I would rather not
buy at all than have to
choose another brand.
I c onsi der m yself to be a
loy al patron of NOK IA
mobile phone
I c onsi der NOK IA m obil e
phone my first choic e
when buying m obile
phone.
I would not swit ch t o a
competitor, even if I had a
problem wi th the
produc ts/servic es of
NOKIA mobile phone
meanLoyal ty
Valid N (lis twis e)

Mean

St d. Deviat ion

200

3.28

.815

200

3.77

.889

200

3.23

.768

200

3.07

.805

200

3.60

.903

200

3.83

.973

200

2.74

.753

200
200

3.16

.794

Descriptive analysis of brand loyalty for Thai NOKIA consumers
De scri ptive Statistics
N
Alt hough another brand is
on sale, I s till buy NOKIA
I will continue t o buy
NOKIA mobile phone
becaus e I l ike t he brand
very m uch
I alway s find m yself
consis tentl y buying NOKIA
over the other brands
If NOK IA m obile phones
were not available at a
store, I would rather not
buy at all than have to
choose another brand.
I c onsi der m yself to be a
loy al patron of NOK IA
mobile phone
I c onsi der NOK IA m obil e
phone my first choic e
when buying m obile
phone.
I would not swit ch t o a
competitor, even if I had a
problem wi th the
produc ts/servic es of
NOKIA mobile phone
meanLoyal ty
Valid N (lis twis e)

Mean

St d. Deviat ion

200

3.24

.833

200

3.43

.876

200

3.12

.836

200

3.17

.897

200

3.37

.863

200

3.69

.818

200

2.83

.719

200
200

3.18

.689

The independent t-test for product involvement
Group Statistics

meanInvo

Nationality
Chines e
Thai

N

Mean
3.61
3.44

200
200

Std. Error
Mean
.043
.041

Std. Deviation
.608
.575

Independent Samples Test
Levene's Test for
Equality of Variances

F
meanInvo

Equal variances
assumed
Equal variances
not assumed

t-test for Equality of Means

Sig.

1.040

t

.308

df

Sig. (2-tailed)

Mean
Difference

Std. Error
Difference

95% Confidence
Interval of the
Difference
Lower
Upper

2.804

398

.005

.166

.059

.050

.282

2.804

396.742

.005

.166

.059

.050

.282

The independent t-test for brand equity
Group Statistics

meanEquity

Nationality
Chines e
Thai

N

Mean
3.79
3.68

200
200

Std. Deviati on
.554
.597

Std. Error
Mean
.039
.042

Independent Samples Test
Levene's Test for
Equality of Variances

F
meanEquity Equal variances
assumed
Equal variances
not assumed

1.461

Sig.
.228

t-test for Equality of Means

t

df

Sig. (2-tailed)

Mean
Difference

Std. Error
Difference

95% Confidence
Interval of the
Difference
Lower
Upper

1.911

398

.057

.110

.058

-.003

.223

1.911

395.768

.057

.110

.058

-.003

.223

The independent t-test for trust

Group Statistics

meanTrust

Nationality
Chines e
Thai

N

Mean
3.71
3.58

200
200

Std. Error
Mean
.044
.042

Std. Deviation
.615
.591

Independent Samples Test
Levene's Test for
Equality of Variances

F
meanTrust

Equal variances
assumed
Equal variances
not assumed

t-test for Equality of Means

Sig.

.280

t

.597

df

Sig. (2-tailed)

Mean
Difference

Std. Error
Difference

95% Confidence
Interval of the
Difference
Lower
Upper

2.100

398

.036

.127

.060

.008

.245

2.100

397.333

.036

.127

.060

.008

.245

The independent t-test for brand affect

Group Statistics

meanAffect

Nationality
Chines e
Thai

N
200
200

Mean
3.65
3.57

Std. Error
Mean
.044
.041

Std. Deviation
.628
.582

Independent Samples Test
Levene's Test for
Equality of Variances

F
meanAffect

Equal variances
assumed
Equal variances
not assumed

2.355

Sig.
.126

t-test for Equality of Means

t

df

Sig. (2-tailed)

Mean
Difference

Std. Error
Difference

95% Confidence
Interval of the
Difference
Lower
Upper

1.349

398

.178

.082

.061

-.037

.201

1.349

395.685

.178

.082

.061

-.037

.201

The independent t-test for satisfaction

Group Statistics

meanSatis

Nationality
Chines e
Thai

N

Mean
3.71
3.75

200
200

Std. Error
Mean
.044
.042

Std. Deviation
.625
.589

Independent Samples Test
Levene's Test for
Equality of Variances

F
meanSatis

Equal variances
assumed
Equal variances
not assumed

t-test for Equality of Means

Sig.

.050

t

.823

df

Sig. (2-tailed)

Mean
Difference

Std. Error
Difference

95% Confidence
Interval of the
Difference
Lower
Upper

-.675

398

.500

-.041

.061

-.160

.078

-.675

396.631

.500

-.041

.061

-.160

.078

The independent t-test for resistance to change

Group Statistics

meanChang

Nationality
Chines e
Thai

N

Mean
3.19
3.27

200
200

Std. Deviation
.771
.689

Std. Error
Mean
.055
.049

Independent Samples Test
Levene's Test for
Equality of Variances

F
meanChang

Equal variances
assumed
Equal variances
not assumed

3.691

Sig.
.055

t-test for Equality of Means

t

df

Sig. (2-tailed)

Mean
Difference

Std. Error
Difference

95% Confidence
Interval of the
Difference
Lower
Upper

-1.140

398

.255

-.083

.073

-.227

.060

-1.140

392.999

.255

-.083

.073

-.227

.060

The correlations for six independent variables with brand loyalty for Chinese
NOKIA consumers
Correlations
meanInvo

meanLoyalty

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

meanInvo
1

meanLoyalty
.601**
.000
200
200
.601**
1
.000
200
200

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

Correlations
meanEquity

meanLoyalty

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

meanEquity
1

meanLoyalty
.496**
.000
200
200
.496**
1
.000
200
200

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

Correlations
meanTrust

meanLoyalty

meanTrust
1

meanLoyalty
.522**
.000
200
200
.522**
1
.000
200
200

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

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

Correlations
meanAffect

meanLoyalty

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

meanAffect
1

meanLoyalty
.620**
.000
200
200
.620**
1
.000
200
200

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

Correlations
meanSatis

meanLoyalty

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

meanSatis
1

meanLoyalty
.678**
.000
200
200
.678**
1
.000
200
200

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

Correlations
meanChang

meanLoyalty

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

meanChang
1

meanLoyalty
.824**
.000
200
200
.824**
1
.000
200
200

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

The correlations for six independent variables with brand loyalty for Thai
NOKIA consumers
Correlations
meanInvo

meanLoyalty

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

meanInvo
1

meanLoyalty
.544**
.000
200
200
.544**
1
.000
200
200

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

Correlations
meanEquity

meanLoyalty

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

meanEquity
1

meanLoyalty
.542**
.000
200
200
.542**
1
.000
200
200

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

Correlations
meanTrust

meanLoyalty

meanTrust
1

meanLoyalty
.583**
.000
200
200
.583**
1
.000
200
200

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

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

Correlations
meanAffect

meanLoyalty

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

meanAffect
1

meanLoyalty
.541**
.000
200
200
.541**
1
.000
200
200

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

Correlations
meanSatis

meanLoyalty

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

meanSatis
1

meanLoyalty
.705**
.000
200
200
.705**
1
.000
200
200

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

Correlations
meanChang

meanLoyalty

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

meanChang
1

meanLoyalty
.752**
.000
200
200
.752**
1
.000
200
200

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

The independent T-Test for brand loyalty
Group Statistics

meanLoyalty

Nationality
Chines e
Thai

N
200
200

Mean
3.16
3.18

Std. Deviation
.794
.689

Std. Error
Mean
.056
.049

Independent Samples Test
Levene's Test for
Equality of Variances

F
meanLoyalty Equal variances
assumed
Equal variances
not assumed

4.799

Sig.
.029

t-test for Equality of Means

t

df

Sig. (2-tailed)

Mean
Difference

Std. Error
Difference

95% Confidence
Interval of the
Difference
Lower
Upper

-.288

398

.773

-.021

.074

-.168

.125

-.288

390.302

.773

-.021

.074

-.168

.125

