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ABSTRACT 

Brand loyalty has been investigated in this research, it is very important for 

marketers and managers to understand deeply about automobile industry. This research 

focus on brand loyalty of Chang' an Car in Xi'an City, Shaanxi, China. The conceptual 

framework was developed to represent the relationship between brand loyalty which is 

dependent variable, and its independent variables which are customer satisfaction, brand 

trust, price fairness, brand affect, brand value and brand image. 

The researcher distributed 400 questionnaires to the customer who own the 

Chang'an Car in Xi'an city. The questionnaires were distributed to all five branches in 

five different districts in Xi' an city. Then, this research has 6 hypothesizes, the data was 

analyzed and summarized by using Statistical package for Social Science (SPSS) 

program. Pearson Correlation Coefficient Analysis was applied to test whether there is a 

relationship between each variable or not. 

The results of this study indicate that all 6 independent variables have 

significant relationship with dependent variable. Additionally, the strongest positive 

significant relationship was found between brand image and brand loyalty. The medium 

positive significant relationship was found between price fairness and brand loyalty. 

Customer satisfaction, brand trust, brand affect and brand value had low positive 

significant relationship with brand loyalty. 

Key Words: Brand Loyalty, Customer Satisfaction, Brand Trust, Price Fairness, Brand 

Affect, Brand Value, Brand Image. 
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Chapter 1 

Generalities of the Study 

1.1 Introduction 

Brand loyalty is very important to all kind of businesses. Firstly, it may increase 

the life-time value of customers. The return on investment of a brand loyal customer is hard 

to gauge, if a customer holds onto your brand for a long time, their value and investment will 

be higher (Gustafsson et al., 2005). Secondly, brand loyal customers become the people who 

promote your product. Those customers that feel passion behind your brand are the same 

ones that will promote it every day and defend it to the bone (Stokburger-Sauer, 2010). 

Thirdly, it may increase sales per customer. The customers will invest more when they are 

dedicated to one brand. In the same way, brand loyal customers will be the first ones who tell 

their experiences to friends and family. (Armstrong and Hagel, 1996; McAlexander et al., 

2002; Muniz and 0' Guinn, 2001; Sheth and Parvatiyar, 1995). Finally, it could discover 

meaningful and powerful market research. Businesses benefit greatly from customers and 

could bring great benefit and brand loyal within their market research. To know what 

products and service the customer want may seem like an easy way to build brand loyalty, 

.but the ones that know best are those that are hardcore for standing behind you 

(McAlexander et al., 2002). 

There are many prior researchers who studied the determinants of brand loyalty. -Some researchers suggested that customer satisfaction has a significant effect on brand 

loyalty. Ostrowski et al. (1993) suggested that customer satisfaction is strongly associated 

with loyalty; however it is not the only variable that can impact upon loyalty. Liljander and 

Strandvik (1997) stated that brand loyalty cannot be completely understood without customer 

satisfaction. Satisfied customers have a higher usage level of a service than those who are not 

satisfied, which can affect brand loyalty and companies' market share (Bolton & Lemon, 

1999; Ram & Jung, 1991). 
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Paulssen and Roulet (2008) stated that brand trust can positively influence brand 

loyalty and customer satisfaction in the automobile market. Banks (1986) found a fairly 

strong relationship between brand trust and brand loyalty. Brand trust is rooted in the results 

of past experiences with the brand, and it is also positively associated with brand loyalty 

(Ballester, 2005). Ruyter et al. (2001) presented evidence that trust play important roles in 

the competitive advantage in the automobile market. Haq (2012) found that brand trust has a 

direct and strong relation with brand loyalty. 

Bei and Chiao (2006) pointed out that in the automobile industry; price fairness has 

a positive effect on brand loyalty. Virvilaite, Saladiene and Skindaras (2009) stated that price 

fairness has a positive impact on brand loyalty. When consumers perceive that the price of a 

service or product is reasonable, it is possible for them to display the intention of repeat their 

purchase behavior. Price fairness influences price acceptance indirectly through customer 

satisfaction and loyalty (Herrmann et al., 2007). Bei and Chiao (2006) believed that price 

fairness significantly and positively affected brand loyalty. 

Literatures indicated that brand affect is important for brand loyalty. Homburg et 

al.,. (2006) stated that there are lots of studies which have stated that the affect experienced 

during the acquisition and consumption of the product or service can also have a significant 

influence on loyalty. Brand trust and brand affect are closely related dimensions. Brand 

affect is also studied widely in marketing literature (Iglesias et al., 2011 ). Many studies are 

empirically evident for brand affect having a significant role to create brand loyalty 

(Chaudhuri & Holbrook, 2002; Sung & Kirn, 2010). 

Tu and Lin (2013) presented that brand loyalty was affected by brand image. 

Selnes (1993) suggested that image has an indirect relationship with loyalty through 

customer satisfaction; and he found that both brand image and customer satisfaction have 

positive relationship with brand loyalty. A company with an inferior brand image that 
- 2 -



acquires one with a superior or average brand image affects the perceived quality, brand 

association, and brand loyalty (Lee and Wu, 2011). Bloemer and Ordeken (2002) affirmed 

that if the consumers favor the image of a store they would definitely form a loyalty for it too 

and also authenticate the effect of brand image on brand loyalty. 

Also there are many researchers who found that brand value has a positive 

relationship with brand loyalty. Blackwell et al. (1999) stated that brand value affects brand 

loyalty. Brands value is determined by the degree of brand loyalty, as this implies a 

guarantee of future cash flows (Feldwick, 1996). Feldwick (1996) also presented that brand 

value is a function of brand strength, which is in turn a function of brand description. Brand 

value is a customer perceived functional and emotional value delivered by a brand, which 

will lead to brand acknowledgement, trust and loyalty (Keller and Lehmann, 2006). 

In this study, the researcher will collect data from the customers who are the owner 

of Chang'an car in Xi'an city, Shaanxi, China. The researcher emphasized in all five 

branches which are located in five different districts in Xi'an city. One of the important 

reasons that the researcher chose the Chang'an brand is the low price with high quality, 

another reason is that Chang'an car's sales growth rate was the highest compared to the 

competitors in 2013. (http://bbs.tianya.cn/post- cars-320160-1.shtml accessed the data on 

31th May, 2014.) 

Above of all, the researcher decided to study customer satisfaction, brand trust, 

price fairness, brand affect, brand value and brand image as independent variables to study 

the relationship with the dependent variables of brand loyalty towards the Chang'an car 

brand. 
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1.11 Background of Chinese Car industry 

At the present, there are more than 100 domestic automobile manufacturers in 

China. In 2013, the top 10 automobile production enterprises are Shanghai Automotive 

Industry Corporation (SAIC), China FAW Group Corporation, Changan Automobile 

Company, China BA W Group Corporation, Dongfeng Motor Corporation, China GAC 

Group Corporation, Chery Automobile Company, Build Your Dream Automobile Company 

(BYD), Huachen Auto Group, and Jianghuai Automobile company. The sales in units of 

each company respectively are 3.5584 million, 2.72 million, 2.56 million, 2.38 million, 1.49 

million, 724,200, 682,100, 519,800, 501,400 and 458,500. The above ten companies sold 

15.6 million cars which represents 86% of the whole car market. There are four companies 

whose market share is more than 10%, which are SAIC (19.7%), Dongfeng (15.1 %), FAW 

(14.2%), and Chang 'an (13.2%). The market share of BAW was 8.2%. The rest of the each 

company's market share is less than 5%. 

In recent years, market share of second-tier cities and third-tier cities increased a 

lot. According to the statistics of.China Automobile Association, the market share of first-tier 

cities decreased 2%-3% every year. The market share of third-tier city will be more than 60% 

in 2014 (Xu, 2010). Which means the future automobile market should focus on the second 

and third-tier cities. (http://www.findoout.com /bbs/v2235/ accessed the data on 31th May, 

2014) 
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Table 1.1: The total sales and automobile market share of top 20 brands in 2013 

-

Year-on 
Market 

Brands Sales in units -year 
share 

growth 

1 A.A Volkswagen 2,471,839 16% 14.7% 

~ 

2 tJH~ Hyundai 1,047,763 18% 6.3% 

3 $-EB Toyota 908,177 14% 5.4% 

4 Bf'= Nissan 843,324 12% 5.0% 

5 J]lj~ Buick 810,359 16% 4.8% 

6 *EB Honda 752,262 28% 4.5% 

'*" 15t =i 

:>.L 

Chevrolet 715,266 4% 4.3% 7 --

8 ~;t'if Ford 701,541 65% 4.2% 

9 !EQ~ Kia 578,720 13% 3.5% 

b~ .ill?. 

10 i@ BYD 506,189 11% 3.0% 

-

11 ~i@ Audi 490,822 20% 2.9% 

12 ~:Effij Chery 420,659 -17% 2.5% 

13 -If '.ic Chang an 409,599 77% 2.4% 

14 '.i: :i::l; BMW 375,223 20% 2.2% 
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15 -lf:L~ Great Wall 347,672 31% 2.1% 

16 1FJXl Dongfeng 324,950 45% 1.9% 

$ 
=cf ~ 

17 :ft Citroen 284,756 27% 1.7% 

18 PB'Jt Raval 279,762 27% 1.7% 

19 ;f;f,i!x Peugeot 273,221 25% 1.6% 

;fiiJ~{ilo ~ y....., 10 

~,}f - ~ 

20 !Jtl!, Mercedes-Benz 233,788 15% 1.4% 

Total 16,760,412 18% 78.6% 

Sources: http://bbs.tianya.cn/post-cars-320160-1.shtml accessed the data on 31th May, 2014. 

As table 1.1 shows, there are 20 brands which are in the top 20 of the Chinese car 

market. Volkswagen has the highest market share which is 14.7 % from all brands. And 

Chang' an has the highest increase which is 77% from year-on-year growth. That means more 

~nd more Chinese customers are starting to choose the local brands. 

1.12 Background of Chang' an Automobile Company 

Changan Automobile was founded in 1862. It is the pioneer of China's modem 

industry. The asset of Changan Company is more than 68 billion Yuan, and there are more 

than 50,000 employees. Changan Automobile has six large manufacturers in Chongqing 

province, Beijing, Jiangsu province, Hebei province, Zhejiang province and Jiangxi province. 

Also it has 15 vehicle and engine factories. Changan Company can make more than 2 million 
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vehicles and 2 million engines every year. For now, Changan Automobile has been ranked as 

164 among the Top 500 industrial enterprises. 

Changan automobile always adheres to the core values as a "scientific and 

technological innovation, the eternal love,''. The brand concept of Changan is "reputation of 

the world, to create value" and is committed to using leading car civilization. And the 

Changan Company provides customers with surprises and they are moved by the products 

and services. After years of development, it has formed minicars, passenger cars, trucks, 

SUV, MPV and other varieties of products. The emissions of the engine platform are from 

0.8 L to 2.5 L. So far, it has been successfully launched in many kinds of its own brand 

model, such as EADO, CX30, CX20, Yuexiang, Benben and Honor, which are widely sought 

after by the market and consumers. In 2012, Changan Auto's own-brand products ranked 

14th in the world. Brand value of Changan was 38.202 billion yuan in 2013, which is one of 

China's top ten most valuable brands. 

Changan is an ethical company and holds social responsibility in the highest 

regards. It engages with the key social organizations and local communities to promote green 

consumerism and charity donations. Changan embraces both emotional and rational 

functionality. Pursuit of excellence is sort of in conjunction with the service and social 

responsibilities which sets Chang'an apart and helps Chang'an to become a world-class 

brand. 
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Brand structure of Changan Automobiles 

"Changan" in Chinese means "long term and eternity" and "safety and reliability". 

Changan Automobiles motive embraces good will for bringing ever-lasting peace and well 

-being for the whole society and the whole world. The new corporate logo retains the Chinese 

name of Changan and adopts a new English name. It replaces the previous graphic identity and 

is more internationally compliant. It is a simple and can be easily recognized. It has chosen a 

color of deep blue which symbolizes technical innovation and Changan's pursuit of ensuring 

customers who are provided with amazing products and services. 

The application of the new logo will help increase the brand identification and 

recognition in the global market. It aims to reflect Changan's vision to promote the 

de".'elopment of a global comprehensive strategy, strength and confidence in competing in the 

international market. 

Logo for the mainstream passenger vehicles 
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In the background, the inner circle means the earth and the large circle around the 

blue planet means Changan drives the world. The blue main background is an expression of 

Changan's technology-driven and green development concept. The dynamic expressions of the 

V-shape demonstrates Victory and Value, meaning Changan is committed to establishing a 

world-class automobile enterprise and creating value for consumers as well as shareholders. 

The V-shape expresses Changan's eternal value of innovation with care. The V-shape also 

resembles an inversion of the plow, which is reminiscent to Changan Automobiles military 

industry back ground and pioneering attributes in Modem China's history and desire to become 

a world-class automobile manufacturer. The classic blue background of the logo indicates the 

application of new technologies and the pursuit of offering consumers both stylish and 

innovative new products. The overall design is simple, clean and easily recognizable 

The best sales model of Chang' an car 

Chang'an Car is one of the most popular car brands in China. One of the most 

important reasons is its low level price. The details will be shown as following: 

Table 1.2: The best sales model of Chang' an car 

Name Price 

Benni 184,000-

290,000 

Baht 

- 9 -

Fuel 

consumpti 

on 

4.4-5.5L 

Size(length, 

width, . cc 

height) 

3525 I 1650 I 1012-1301 

1550mm cc 



V802 

Star 

350,000 - 7.7-8.8L 

430,000 

Baht 

150,000 - 6.3-6.4L 

330,000 

Baht 

4600 I 1800 I 1590-1998 

1475mm cc 

3845 I 1500 I 1012-1310 

1900mm cc 

CS75 450,000 - 7.1-11.7L 4650 I 1850 I 1.8T-2.0T 

CV6 

900,000 

Baht 

500,000 - 5.5-5.8L 

740,000 

Baht 

1695 mm 

4445 I 17 68 I 1998.0cc 

1640mm 

Sources: http://car.auto.ifeng.com/brand/10011/ the price was calculated by the researcher 

though international exchange rate (1 Yuan: 5 Baht). 

As the table shows, those five models are popular in China. Compared to the same 

types of other brands, it's much cheaper than other brands, so that most of the Chinese 

citizens have the ability to pay for it. 
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1.2 Research Objectives 80394 <2 1 

The main objective of this research is to identify the factors that affect Brand 

loyalty towards Chang' an Cars. This research focused on studying the attitude toward 

customer satisfaction, price fairness, brand trust, brand affect, brand image, and brand value. 

The main objectives of this research are as follows: 

To identify a relationship between customer satisfaction and brand loyalty. 

To analyze a relationship between brand trust and brand loyalty. 

To test a relationship between price fairness and brand loyalty. 

To recognize a relationship between brand affect and brand loyalty 

To identify a relationship between brand value and brand loyalty. 

To analyze a relationship between brand image and brand loyalty. 

1.3 Statement of the problem 

In the Chinese automobile market, brand loyalty is very important, and companies 

have more of a chance to get more profit from loyalty customers. Williams and Buswell 

(2003) reported that loyal customers can help companies increase their revenue. Because 

loyal customers are less price sensitive (Reichheld & Teal, 1996). Loyal customers are also 

willing to repurchase to try other products or services from the same brand, and bring new 

customers to the brand (Reichheld & Sasser, 1990). 

This thesis focuses on the Chinese automobile industry in 2013. The Chinese 

government and Chinese society has come to realize and become aware of the importance for 

strengthening the domestic vehicle industry, it has helped to bring opportunities for policy 

-11-



makers in the automobile market. In China, the automobile industry is very competitive and 

the quantities of automobiles users are increasing every year. Table 1.1 shows the sales of 

automobiles in China in 2013. From the table, we can see that the national cars sales have 

been increasing throughout the last year. We can know that nowadays the people prefer 

domestic brands compared to in the past. In 2013, Chang'an automobiles became one of the 

biggest national car companies in China. In 2013 total national cars sales increased about 

11.37% which is 7.2 million units with a market share of 40.28%. Compared with the 

international brand of cars sales which decreased about 8%. 

However, Chinese automobile industries are still facing positive and negative 

factors and impact which will greatly affect the brand loyalty or repurchase intention in the 

automobile industry towards national brands. Therefore, the researcher would like to study 

the major success factors and also the major weakness factors that affect the Chang'an car 

brand. 

To understand the factors affecting the brand loyalty of Chang'an the marketers 

should improve the service experiences. Thus, the researcher focused on many independent 

variables of satisfaction, brand trust, price fairness, brand affect, brand image, and brand 

value, which affect brand loyalty as the researcher developed the conceptual framework 

based on many previous studies. 

The research questions of this research are shown below: 

Is there a significant relationship between satisfaction and brand loyalty? 

Is there a significant relationship between price fairness and brand loyalty? 

Is there a significant relationship between brand trust and brand loyalty? 

Is there a significant relationship between brand affect and brand loyalty? 

Is there a significant relationship between brand image and brand loyalty? 

Is there a significant relationship between brand value and brand loyalty? 
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1.4 Scope of research 

In this research, the researchers focused on the relationship between var10us 

variables, these four attributes are customer satisfaction, price fairness, brand trust, brand 

affect, brand image, and brand value as the independent variables. And the dependent 

variable is brand loyalty. The independent variables show why customers repurchase their 

products. The dependent variable is very good because it links to brand loyalty and shows 

where brand loyalty comes from. 

The scope of statement for the research is focused on the target population. The 

target group is the people who own a Chang'an Car. The researcher decided to select all five 

branches in Xi'an city, Shaanxi, China to distribute the questionnaires. The researcher 

decided to distribute 400 questionnaires to collect the data. Also the researcher applied 

secondary data from previous studies in order to support the conceptual framework of this 

research. 

The questionnaire used in this research was adapted from four previous studies. 

The questions of customer satisfaction and price fairness were adapted from Molina et al. 

(2007) who wrote an intergraded model of price, satisfaction and loyalty: an empirical 

analysis in the service factor. The questions of brand trust and brand affect were adapted 

from Taylor (2004) who composed the importance of brand equity to loyalty. The questions 

of brand image was adapted from Hsieh and Li (2008) who wrote about the moderating 

effect of brand image on public relations perception and brand loyalty. And the questions of 

brand value were adapted from Kuikka and Laukkanen (2012) who composed brand loyalty 

and the role of hedonic value. 
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1.5 Limitation of Research 

The research is limited to the brand loyalty of the people who are9 of 

Chang' an car, also who are customers of each of the five selected branches in X1 an city, 
----·--·---

Shaanxi, China. There are hundreds of branches in China; the study must b~ited to these-~ 

consumers in Xi'an,_.city.only. The research focused on the car operation sect;~/ ,,..----- - ------·------ . --, 

represent other ~sults of other industries. 
"-- .. _ -·-- , 

' ~ ~---··~·~--· 

In addition, the results of the research will represent the brand loyalty of Chang'an 

.. -.ca.rs...frmD those who have a Chang'<p car which 1Jl~that whis is the research focus and it 

~ill not collect data from people who do not have a Chang'an car, cause they will not be 

able to provide any feedback on the product. Moreover, the research also has _e " 
~~ Then, the researeher-eannot collect data from all of the population who-h.Ne a 
. -·--·-------· 

Chang' an car. Also, this~.lM._iUa:;;..Ji-~ in terms of the peri?-_ o .. i.J.~&- e researcher 

collected the data from ~Therefore, the res~_may not be true at all 
-. . ·- -·-- _.-· -

periods of time or cannot be appii:es' to other period time in all situations. And all the 

independent factors in this study may not cover a.ll the independent factors that may 

influence the dependent factor of this brand loyalty. 

1.6 Significanc:e of study 

This study wi£-b-en_e_fi-1t-th_e_m_a~:;~f the Chang' an Automobile Company who 
. -;;: - :::::::::. ... --

decide the market strategy to understand the relationship b brand loyalty and other 

for how to develop and 

maintain the loyalty of the Chang' an brand. The researcnef' also stated the situation of the 

Chinese automobile industry. The national automobile companies in China have stronger 

competitiveness, because fhe Chinese government provides lots of policies.-to encourage the 

domestic automobile industry. Such as, when the customer buys the car from the national 

automobile company, the government will help the customers pay from 5% to 10% of the 

price. Moreover, through the results of this research, the Chang'an Automobile Company can 
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determine what kinds of marketing strategies can help the company get more loyal customers 

and it would help the managers nlaketh~--b-~~er decisions to increase sales. 

1. 7 Definition of terms 

Brand loyalty: defined as repurchasing the same specific brand of vehicle, is also of major 

concern for manufacturers. If a customer purchases a Brand A vehicle, manufacturers want to 

keep them within that brand. In some cases, it can be valued higher than corporate loyalty .. 

In the automotive world, one manufacturer may define loyalty as purchasing a vehicle from 

that manufacturer regardless of the brand. (Asseal, 1991). 

Customer satisfaction: Customer satisfaction is a highly personal assessment that is 

greatly affected by customer expectation. In automobile industry, it's defined as a personal 

assessment of car design, package, function, price, reliability and etc. (Homburg, 2006). 

Brand trust: Brand trust is defined as the customers who are still willing to rely on the brand, 

trust the company and buy the vehicle, even the brand is in a negative situation. (Chaudhuri 

and Holbrook, 2001 ). 

Price fairness: Price fairness is defined as the customers' judgment of the price of the 

products or service. In automobile -industry, it means the car price is fair and acceptable. 

(Haws and Bearden, 2006) 

Brand affect: Brand affect 1s defined as the potential element that motivates positive 

emotional responses from consumers. In automobile industry, it means the customer's feeling 

and emotion from one vehicle brand (Chaudhuri and Holbrook, 2001 ). 

Brand value: Brand value is defined as the car design, function, reliability, package and 

brand extension which could improve the value of brand. (Woodruff, 1997). 

Brand image: Brand image is defined as the entire thing that a consumer can possibly 

associate with a car brand in the consumer's memory (Blackwell & Miniard, 1995). 
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Chapter 2 

Literature Review 

This chapter will explain the literature of the seven selected variables from four 

related studies. There are three sections in this part. The first part will explain the definitions 

and theories of each independent and dependent variable by explaining the concepts of the 

variables. The second part will exhibit the review of related literature which will support the 

conceptual framework of this research, and the last part will talk about the previous studies, 

which will show the objectives and purpose of this research. 

2.1 Theories 

The success of a product, service, individual, business, organization, or even a city 

is based on being perceived as unique. Look at any market leader and you'll find they each 

own a place in the consumer's mind. They have positively differentiated themselves from the 

rest of the competition. In consumer marketing, brands often provide the primary points of 

differentiation between competitive offerings, and as such they can be critical to the success 

of companies Branding is creating that individual niche in the consumer's psyche and 

owning it. More than just marketing, branding is the entire effect that creates a memorable 

identity. 

Buying behavior refers to all the decisions people and businesses make when they 

buy products or services. And there are four theories about it. The first is rational actor 

theory, people make purchasing decision based on their self-interest in the situation. The 

second is Process Theory, which the buying decision was made from self-defensive 

perspective or opportunistic perspective. The third is The Bullwhip Effect, which a small 

change at one end has dramatic effects on the other end. The last is New Institutional 
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Economics, which the rationality of any buying decision is limited by different forms of 

uncertainty. In many buying decisions, the potential buyer doesn't have access to as much 

information as the seller. 

2.11 Brand loyalty 

Oliver (1999) defined loyalty as the customers who re-buy or repatronize the 

product or service from the same-brand in the future, even if there are some potential or 

situational influences which may cause switching behaviors. Customers are attracted to a 

particular product or service, then form to be a dependent preference to have a tendency to 

repeat purchases. Baldinger and Rubinson (1996) defined brand loyalty as what customer 

attaches to the brand on its products or service, it is mainly performed through customers' 

sense of emotional loyalty and behavior loyalty. The company can get huge benefit from 

loyal customers. The continuous stream of profits will be earned from loyal customer, it can 

reduce marketing and advertising costs, and also loyal customers are immune to competitors' 

promotions (Reichheld and Teal, 1996). Moreover, the expenses of retaining an existing 

customer are much less than acquiring a new one (Korte, 1995). 

2.12 Customer satisfaction 

Customer satisfaction was defined as customer reaction or customer judgment 

according to the state of satisfying (Oliver, 1997). It is also defined as the consumers' feeling 

about the product or received service, whether it is a positive feeling or negative. (Woodruff, 

1997). Satisfaction is a kind of psychological state; it's a sense of joy after the consumers' 

requirement was satisfied (Oliver, 1980). Customer satisfaction is an important factor in the 

marketing exchange process, because it contributes to the success of producers and service 

providers (Darian, 2001). Kotler (2000) described satisfaction as a pleasure or 

disappointment feeling resulting from their expectations of comparing products or services. 
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During the past decades, satisfaction has been considered as one of the most 

important theoretical and practical issues for most customer researchers and marketers (Jamal, 

2004). All definitions proposed, the concept of satisfaction implies a necessary goal that the 

consumer wants to achieve. Furthermore, satisfaction is one of the important factors to 

predict consumer purchase repetition and consumer behavior. If the products or services 

fulfill the consumers' expectations, the consumers will repeat purchase from the same brand 

or establishment with a higher probability (Wong and Sohal, 2003). 

2.13 Brand trust 

Fukuyama (1995) defined trust as keeping a commitment from one part of a 

member to another, based on commonly shared norms. Trust is also defined as partners 

relying on each other with confidence by Mooreman (1992). Morgan and Hunt (1994) 

defined brand trust as a merchant's commitment to customers. Moorman ( 1993) identified 

that trust leads to commitment in the customer relation. Anderson and N arus ( 1990) defined 

trust as an expectancy of partners' future behavior. 

Ballester and Alema'n (2001) conceptualized brand trust as a feeling of security 

that the brand will meet consumers' expectations. Trust is one of the most important 

v:ariables in developing long customer relationships, such as brand loyalty (Reichheld and 

Schefter, 2000; Delgado-Ballester and Munuera-Alema'n, 2001). Taylor et al. (2004) found 

brand trust is the key role of customer commitment, especially in high involvement purchase 

scenarios, it has a stronger effect compared with full satisfaction. In conclusion, brand trust 

has a positive relationship with both attitudinal and behavioral loyalty (Chaudhuri and 

Holbrook, 2001; Taylor et al., 2004; Matzler et al., 2008). 
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2.14 Price fairness 

According to Zeithaml (1988), price is an exchange rate that the buyers and sellers 

can easily conduct the buying and selling action for its goods or service. Usually, if the 

perceived price is lower, the perceived sacrifice will be lower. Bolton (2003) defined fairness 

as both sellers and consumers getting relatively equal income or benefit distribution. Also, 

fairness is a judgment of reasonable outcomes that can accepted by both sides. Price fairness 

is a balance of benefit between company and customers. The cognitive aspect of price 

fairness indicates the price of products can benefit both sellers and consumers, after sellers 

and consumers compare the cost of the products or service (Monroe, 1990). 

According to the principle of dual entitlement, the firms are entitled to a reference 

profit, and customers are entitled to a reference price. Moreover, the price increases will be 

perceived as fair, when the cost increases with ceteris paribus (Kahneman et al., 1986). 

Changes in the status quo price should not be made for the purpose or increasing the firm's 

profit, there is an advantage of raising prices if there is surplus demand or a monopoly of 

power (Bolton et al., 2003). Based on the causality of internal organization, a price increase 

would be evaluated as being less fair. Also, it was found that both customers and firms 

compare the selling price for the same products or services with the prices paid by other 

customers (Martins and Monroe, 1994). To sum up, consumers evaluate the fairness of a 

quoted price by making appropriate comparisons with other references, but also taking into 

account situational circumstances (Beldona and Namasivayam, 2006). It is possible for 

consumers to display the intention of repeat purchase behavior, when consumers perceive a 

reasonable price of a service or product. On the other hand, the consumers may not 

repurchase, if consumers do not feel the products or perceived service is worthwhile, even 

when they are satisfied with the product or service (Bei and Chiao, 2001 ). 
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2.15 Brand affect 

Chaudhuri and Holbrook (2001) defined brand affect as s brand's potential and 

emotional response from the consumers. Mattila and Enz (2002) presented results identifying 

that customer emotion is important during purchasing. Kim et al. (1998) presented results 

suggesting that affects can influence consumer behavior and attitudes, even if there is less 

belief for the products or service. Bagozzi et al (1999) provided a discussion about how 

emotion could help frame the incorporation of affect in marketing. Customers perform 

themselves through their favorable brands, which have higher levels of satisfaction with their 

emotion and self-image. As a result, the consumers are highly likely to repurchase the brands 

they like (Jamal and Goode, 2001). Affect represents a construct that is known as emotion, 

moods and attitudes (Bagozzi, 1999). 

2.16 Brand value 

Brand value is the core factor in brand management; it's also an important symbol 

of brand difference from competing brands, which will lead to brand trust and brand loyalty 

(Keller and Lehmann, 2006). He continues that brand value is a competitive advantage in all 

markets. Vranesevic and Stancec (2003) stated that brand value helps companies to maintain 

and achieve customer relationships. During competitions, brand value can gain a competitive 

advantage for the company. Brand value could be improved through quality, packaging, 

design, function, reliability, convenience, etc., also brand extension is a good way to gain 

brand value. Brand value is also defined as a value that the firm could earn from a strong 

brand. (Keller and Lehmann, 2006). 
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2.17 Brand image 

Keller ( 1993) defined brand image as the impression of the brand that is held in 

consumers' memory. The consumers would like to integrate more new information, if the 

consumers have a favorable brand image in their memory (Petty and Cacioppo, 1986). Brand 

image has also been defined as a brand name with perception of quality (Aaker and Keller, 

1990). On the company level, image has been defined as perceptions of an organization that 

are held in the consumer's memory (Keller, 1993). 

Abdullah et al (2000) stated that brand image could support or destroy consumers' 

beliefs, at the same time influencing customers' behavior and attitude. Consumers' attitudes 

or behaviors would be influenced by a higher congruence of brand image, as well as brand 

preference, product purchase decisions, customer satisfaction, brand· attitude, and 

repurchasing intentions (Ekinci and Riley, 2003; Graeff, 1996; Hong and Zinkhan, 1995; 

Sirgy, 1985). Oin the opposite side, consumers could refuse or avoid purchasing products 

and services from incongruence of brand image (Hogg and Banister, 2001 ). 

2.2 Related Review Literature 

2.21 The related literature between customer satisfaction and brand loyalty 

Customer satisfaction has a strong relationship with loyalty; also there are some 

other variables that can impact upon brand loyalty (Ostrowski et al., 1993). Liljander and 

Strandvik (1997) suggested that customer satisfaction could not be clearly understood 

without loyalty. The satisfied consumers may lean towards a favorable brand during the 

purchasing decision. Satisfied customers have a higher usage level of a product or service, 

the consumers who are not satisfied may have a lower usage level (Bolton and Lemon, 1999; 

Ram & Jung, 1991 ). The satisfied consumers have a stronger repurchase intention, and they 

may recommend the product or service to their friends and acquaintances (Zeithaml et al., 

1996). Lots of studies have stated that customer satisfaction effects positively on loyalty 
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(Oliver, 1999). This relationship would be applicable to the automobile industry (Reichheld, 

Markey, and Hop-Ton, 2000). Managers are interested in customer satisfaction, because it 

has a strong relationship with loyalty (Cronin et al., 2000). Numerous related studies 

presented show satisfied consumers have more loyal behavior (Wong and Zhou, 2006). So, 

customer satisfaction leads to brand loyalty, consumer satisfaction is an essential factor to 

acquire more loyal customers who would also recommend their regular product or service 

provider to other customers. 

2.22 The related literature between brand trust and brand loyalty 

Ballester & Aleman (2001) presented that brand trust leads to brand loyalty. 

Chaudhuri and Holbrook, (2002) stated that brand trust has the ability for creating highly 

valued relationship. Yu et al., (2008) stated brand loyalty is a part of the continual process of 

valuable and notable relationships which is produced by brand trust. Berry, (1983) found that 

brand trust is an important determinant of loyalty. Banks (1986) stated a fairly strong 

relationship between brand trust and brand loyalty. Brand trust is a past experience with the 

brand, and it also has a positive and significant relationship with brand loyalty (Ballester, 

2005). 

Amine (1998) stated that brand trust and brand affect are two main factors that 

influence customer attitudes and behaviors trough brand loyalty. Both of these variables 

appear to be interlinked, so when people have trust towards a brand they promised, they tend 

to prevent the spread of negative perceptions of the brand, while at the same time they will 

expand the positive information and incite others to buy the brand. On the other hand, brand 

trust will further strengthen the brand loyalty. Customer trust in a brand that make them insist 

to repurchase the brand, and to resist brand transfer behavior. With the competition of a 

brand, the vast majority of loyal customers might not switch to another brand. Therefore, 

brand trust and brand loyalty are interrelated and influence each other (Ruyter et al. 2001) 
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2.23 The related literature between price fairness and brand loyalty 

Price is the amount of money that is used to show the value of the products or 

services (Stanton, Kirk, Cameron, and Sharon, 1994). Consuegra, and Molina (2007) stated 

that price fairness and price acceptance have a positive and significant relationship with 

brand loyalty. Virvilaite, Saladiene and Skindaras (2009) stated that price fairness has a 

direct positive influence on brand loyalty. It is possible for the consumers to rebuy or display 

the intention of repeat purchase behavior, when the price of a products or received service is 

reasonable. But the consumers may not repurchase again, if they perceive the price is not 

worthwhile even when they are satisfied with the product or service. So, it shows that price 

fairness positively affects brand loyalty (Bei and Chiao, 2001). Price fairness influences 

customer satisfaction indirectly through brand loyalty (Herrmann et al., 2007). 

2.24 The related literature between brand affect and brand loyalty 

As mention by Homburg et al., (2006), there are lots of researches who have 

studied that the affect could have a positive influence on brand loyalty during the buying of 

products 9r services. Iglesias et al., (2011) found that brand affect is also studied widely in 

the car industry. Brand affect was also defined as a brand's potential and emotional response 

from the consumers (Chaudhuri and Holbrook, 2001). Chaudhuri and Holbrook (2002) also 

suggested that brand loyalty is associated with brand affect with favorable and positive 

emotions. Brand loyalty could positively influence customers' emotional condition, which 

may push consumers' positive attitudes and behavior (Dick & Basu, 2004). Sung and Kim, 

(2010) stated it was empirically evident that brand affect has a significant impact on brand 

loyalty. 
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2.25 The related literature between brand value and brand loyalty 

Davis (1995) stated that brand value is one of the important factors that effect on 

brand loyalty. The impact of brand value on brand loyalty has not been forgotten. Various 

previous researchers found that brand value has effects on brand loyalty (Vranesevic and 

Stancec, 2003). Brand value is determined by the degree of brand loyalty, as this implies a 

guarantee of future cash flows (Feldwick, 1996). Feldwick (1996) also presented that brand 

value is a part of brand strength, which affects brand loyalty. Brand value is a kind of 

functional and emotional value, which could lead to brand trust and brand loyalty (Keller and 

Lehmann, 2006). Pitta and Katsanis (1995) suggested that brand value increases the 

probability of choosing by customers and reduces the brand choice from competitors; it also 

leads to brand loyalty. 

2.26 The related literature between brand image and brand loyalty 

According to Andreassen and Lindestad ( 1998), there is a significant effect on 

brand loyalty from brand image. Brand image has an indirect relationship with loyalty 

through customer satisfaction; he found that both brand image and customer satisfaction have 

a positive relationship with brand loyalty (Selnes, 1993). Also, there are lots of other studies 

which have proved this result (Bigne et al., 2001). Brand image only has an indirect impact 

on brand loyalty, which is mediated by satisfaction (Bloemer and Ruyter, 1997). A company 

with an inferior brand image acquires one with a superior or average brand image and affects 

the brand association, and brand loyalty (Lee and Wu, 2011). Woodruff (2000) found that 

brand image is the thing that targets market needs and wants, which could facilitate brand 

loyalty. Bloemer and Ordeken (2002) affirmed that if the consumers favor the image of a 

store they would definitely form a loyalty for it too and also authenticated the effect of brand 

image on brand loyalty. Yu, Wang and Chang (2012) established that brand image 

significantly effects customer satisfaction, and customer satisfaction considerably effects 

brand loyalty; therefore there is a positive relationship between brand image and brand 

loyalty. 
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2.3 Previous studies 

There are totally five previous studies in this research, two of them were conducted 

in Taiwan, China, two of them were conducted in India, and one of them was conducted in 

Pakistan. The five previous studies are as follows. 

Bei and Chiao (2006) studies the determinants of brand loyalty: an analysis of 

intangible factors in three service industries. The purpose is to investigate the relationship 

between price fairness, product quality, and service quality that influence their loyalty. A 

total of 495 valid questionnaires were distributed to the Toyota, Nissan and Mitsubishi car 

owners in 15 factories, the choosing of brands were the top three auto brands by sales units in 

Taipei. After analyzing the data, the results showed that customer satisfaction has a direct 

and positive effect on brand loyalty, and other variables have an indirect and positive effect 

on loyalty. Customer satisfaction is positively and significantly related to brand loyalty in the 

automobile industry. The price fairness also affects loyalty directly. 

Singh and Gupta (2010) studied the determinants of brand loyalty for the various 

car brands. The objective of this study is to find out the various determinants of brand loyalty 

among consumers when they think of purchasing a car brand. This research studied the 

relationship between brand trust, brand nam~, socio-psychological factors, brand party, and 

brand loyalty. The researcher used a cross-sectional mall intercept survey to collect the data. 

The researcher conducted a survey of 300 respondents from which only 250 respondents 

could be contacted. After analyzing the data, the results showed that brand trust has a 

significantly positive effect on brand loyalty. Also, brand name is an important factor to 

brand loyalty. The researcher suggested that the car should have distinctive features to make 

it a unique brand to be purchased. 
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Tu and Lin (2013) studied about "The Impact of Brand Image and Customer 

Commitment on Loyalty: An Empirical Study of the Automobile Sector". This research 

studied the relationship between brand image, customer commitment, and brand loyalty 

towards Toyota. The objective of this article consists of brand image, customer commitment 

and brand loyalty in the automobile industry. The study focused on the automobile industry 

in Taiwan. The researcher used a self-administered questionnaire to gather the data, which 

were collected through car-related web sites. The final sample size is 182 respondents. The 

results indicated that the brand image has a positive and significant impact on customer 

commitment and brand loyalty, and brand image has a strong relationship with brand loyalty. 

Haq (2012) studied satisfaction towards brand loyalty in the automobile industry of 

Pakistan. The objective is to investigate the factors affecting the brand loyalty of the 

customers of the automobile industry in the region of Pakistan. The research is to ensure the 

relationship between brand trust, customer expectation, customer satisfaction, perceived 

quality, and brand loyalty. The researcher used the survey with questionnaire to collect the 

data. There were 275 respondents of the research. After analyzing the data, the results 

showed that customer satisfaction always impacts brand loyalty. The satisfied customer has 

more loyalty to their favorable brand. Finally, customer satisfaction has a strong and positive 

relationship with brand loyalty. More satisfied customers are more loyal to the brand or firm. 

Paulssen and Roulet (2008) studied the risk as moderators of the trust-loyalty 

relationship. The objective of this study is to examine how brand trust can influence loyalty 

and satisfaction in the automobile market. It's to test the relationship between brand trust, 

customer satisfaction, and brand loyalty towards Toyota. The researcher used a quantitative 

approach with a 5-point Likert scale questionnaire. There are 643 respondents who have cars 

and who answered the questionnaires for collecting data. Data was analyzed using several 

statistical analyses methods for scale reliability and suitability. After analyzing the data, the 

results showed that brand trust can positively influence brand loyalty and customer 

satisfaction. The study suggested that brand trust should positively impact brand loyalty. 

- 26 -



Table 2.1: Summary of previous studies. 

Article Authors Methodology 

The determinants of Bei and Questionnaire 

brand loyalty: an Chiao 

analysis of intangible (2006) 

factors in three service 

industries 

Quantitative A 

nalysis Method 

Determinants of brand Singh and Questionnaire 

loyalty for the vanous Gupta 

cat brands (2010) 

Quantitative A 

nalysis Method 

The Impact of Brand Tu and Lin Online 

Image and Customer (2013) questionnaire 

Commitment on 

Loy_alty: An Empirical 

Study of Automobile 

Sector 

Quantitative A 

nalysis Method 

Key finding 

);;> There is an indirect and 

positive effect on loyalty by 

means of customer 

satisfaction. 

);;> Brand trust has a significant 

positive affect on brand 

loyalty. 

Brand name is an important 

factor to brand loyalty. 

);;> Brand image significantly 

affects customer commitment 

and brand loyalty. 

);;> Brand image has a strong 

impact on brand loyalty for 

the sample. 

Satisfaction towards Haq (2012) Face-to-face );;> Customer satisfaction has a 

brand loyalty in interview,Mail direct and strong relation with 

auto-mobile industry of questionnaire. brand loyalty. 

Pakistan Quantitative A 

nalysis Method 
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The risk as moderator Paulssen Questionnaire, ).> Brand trust can positively 
of the trust-loyalty and Roulet influence brand loyalty and Interview 
relationship (2008) customer satisfaction. 

Quantitative A 

nalysis Method 

According to the results of the previous empirical studies, the researcher expected 

that there will be statistical significant relationship between each hypothesis. The researcher 

also expected that there will be positive relationship between customer satisfaction and brand 

loyalty, brand trust and brand loyalty, price fairness and brand loyalty, brand affect and brand 

loyalty, brand value and brand value, and brand image and brand loyalty, because these are 

positively related factors to each other. 
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Chapter 3 

Theoretical and Conceptual Framework 

In this chapter, the researcher will develop the conceptual framework for testing 

the factors influencing brand loyalty towards the Chang'an Car Company. There are four 

parts in this chapter. The first part shows the related literature with the theoretical framework, 

it shows four theoretical frameworks from four articles that have factors related to brand 

loyalty. The second section exhibits the conceptual framework by identifying the 

independent variables and the dependent variable. The third section shows the specific 

hypotheses to test the relationship between the independent variables and the dependent 

variable. And the last section lists the operationalization for all variables in detail. 

3.1 Theoretical Framework 

The relationship between different the variables will be explained through several 

previous studies. Brand loyalty is influenced by six factors. The following paragraphs will 

introduce the four articles. 

One of the important factors of brand loyalty is brand image, which was exhibited 

in the moderating effect of brand image on public relations perception and brand loyalty by 

Hsieh and Li (2007), the researchers investigated the relationship between brand image, 

public relation and brand loyalty. Martin and Molina (2007) studied an integrated model of 

price, satisfaction and loyalty: an empirical analysis in the service sector. This article is to 

investigate the effects of price fairness and customer satisfaction on brand loyalty. Taylor and 

Goodwin (2004) investigated the important of brand equity to brand loyalty, this article is to 

study the relative influences of customer satisfaction, brand value, brand affect and brand 

trust on perceptions of brand loyalty. Kuikka and Laukkanen (2012) studied brand loyalty 
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and the role of hedonic value, the researchers explored the antecedents of brand loyalty 

which showed the positive relationship between brand value and brand loyalty. 

All the factors that have influence on brand loyalty towards the Chang'an Car 

Company are shown from Figure 3.1 to 3.4 as follows: 

Figure 3.1: A research model of an integrated model of price, satisfaction and loyalty: an 

empirical analysis in the service sector. 

Price 
fairness 

Customer 
satisfaction 

H2 

Loyalty 

Price 
acceptance 

Source: Mart1'n-Consuegra, D., Molina, A., and Esteban, A. (2007). An integrated model of 

price, satisfaction and loyalty: an empirical analysis in the service sector. Journal of 

Product & Brand Management, 16(7), 459-468. 

According to Figure 3 .1, Marti' n-Consuegra et al. (2007) studied an integrated 

model of price, satisfaction and loyalty: an empirical analysis in the service sector and found 
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that price fairness influences customer satisfaction and loyalty. According to the theoretical 

discussion regarding the relationship among price fairness, customer satisfaction, loyalty, and 

price acceptance, empirical research was conducted to test the proposed relationships. Thus, 

the researchers found that customer satisfaction and price fairness are two important 

antecedents of brand loyalty. 

In this study, price fairness is defined as a judgment of whether an outcome and/or 

the process to reach an outcome are a reasonable price or an acceptable price. Customer 

satisfaction is defined as the affect experienced during the acquisition and consumption of 

the product or service which can also have a significant influence on satisfaction judgments. 

This research focused on the relationships between pnce fairness, customer 

satisfaction, loyalty, and price acceptance to find a balance of benefits between customers 

and companies to improve the pricing strategy. In this study, structural equation modeling 

was used to test the hypotheses. The population was international airline passengers. A total 

721 surveys were sent to the potential respondents to collect data. The results from this study 

found that the relationship between customer satisfaction and brand loyalty was significant 

(0.679). Also, the relationship between price fairness and brand loyalty was significant 

(0.245). They found a positive relationship between these variables. Price is an very 

important element for the customers during purchasing; it has a large influence on consumers' 

satisfaction judgments. Also, the researchers found that price acceptance is directly 

influenced by satisfaction judgments and loyalty. In addition, price fairness influences price 

acceptance indirectly through customer satisfaction and loyalty. From the results of the study 

the researchers can conclude that customer satisfaction and price fairness are positively 

affected to brand loyalty. 
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Figure 3.2: A research model of the importance of brand equity to brand loyalty. 

Satisfaction 

Value 

Affect 

Trust 

Brand Equity 

Behavioral 
loyalty 

Attitudinal 
loyalty 

Source: Taylor, S., Celuch, K., and Goodwin, S. (2005). The importance of brand equity to 

brand loyalty. Journal of Product & Brand Management, 13(4), 217 - 227. 

According to Figure 3.2, Taylor et al. (2005) studied the importance of brand 

equity to brand loyalty and found the relative influences of satisfaction, value, resistance to 

change, brand affect, trust, and brand equity on perceptions of brand loyalty using structural 

equation analysis. Thus, the researchers were able to gain insight as to the relative 

importance of these known independent variables important to the formation of brand loyalty 

in research setting. 

In this study, brand affect is defined as the affect which can influence consumer 

attitudes even in the absence of product beliefs. Brand trust is defined as the expectation that 

arises within a community of regular, honest, and cooperative behavior, based on commonly 

shared norms, on the part of members of that community. 
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In this study, the hypotheses were examined by the structural equation modeling 

approach. The population was the people who have purchased the product in the USA. A 

total 9,998 surveys were sent to the potential respondents to collect data. The result from this 

study found that the relationship between brand affect and brand loyalty was significant (0.24) 

and the relationship between brand trust and brand loyalty was significant (0.52). From the 

results of the study the researchers can conclude that brand affect and brand trust are 

positively affected to brand loyalty. 

Figure 3.3: A research model of Brand loyalty and the role ofhedonic value. 
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Source: Kuikka, A., and Laukkanen, T. (2012). Brand loyalty and the role of hedonic value. 

Product & Brand Management, 21(7), 529- 537. 

According to Figure 3.3, Kuikka and Laukkanen (2012) studied brand loyalty and 

the role of hedonic value. The aim of this study is to understand what affects consumers' 

brand loyalty have in the market. A model of four antecedents (brand satisfaction, brand 

equity, brand value, and brand trust) leading to brand loyalty was constructed. The 

moderating effect of consumers' hedonic value in the model was tested. The researchers 
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considered that brand value helps companies to achieve and maintain customer relationships; 

also companies can gain their competitive advantage through brand value. 

In this study, brand value is defined as a process which is built on consumers' 

perceptions, preferences, and evaluations. 

In this study, the researchers used online questionnaires were posted on the 

Facebook wall to collect the data. The structural equation modeling was used to test the 

hypotheses. The population was the people who have purchased the product in the USA. A 

large sample of 808 effective responses was collected. The results from this study found that 

the relationship between brand value and brand loyalty was significant (0.25) and the 

relationship between brand satisfaction and brand loyalty was significant (0.38). From the 

results of the study the researchers can conclude that brand loyalty is directly influenced by 

satisfaction and brand value. 

Figure 3.4: A research model of the moderating effect of brand image on public relations 

perception and brand loyalty. 

Public relations Hl Customer 
perception 
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loyalty ~~ 
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Source: Hsieh, A., and Li, C. (2008). The moderating effect of brand image on public 

relations perception and brand loyalty. Journal of Marketing Planning, 26(1 ), 26 -

42. 

According to Figure 3.4, Hsieh and Li (2008) studied the moderating effect of 
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brand image on public relations perception and brand loyalty. The purpose of this study is to 

clarify the relationship between brand image, public relations perception, and brand loyalty. 

The researchers considered that brand image may function as a precursor or gatekeeper to 

more extensive ramifications. When brand image is favorable, this positive impression would 

enhance the customers' interest and loyalty, and consumers would tend towards a positive 

cognitive, attitude and behavior toward the company. 

In this study, brand image is defined as a set of perceptions about a brand as 

reflected by the brand associations held in a consumer's memory. 

In this study, the Hierarchical analysis of data from 367 respondents was used to 

test the hypotheses. The data were all collected by survey. The population was the customers 

of the insurance industry in Taiwan. The results from this study found that the relationship 

between brand image and brand loyalty was significant (0.231 ). Also the relationship 

between the public relations perception and brand loyalty was significant (0.305). From the 

results of the study the researchers found brand image has an increased effect on brand 

loyalty with a little extra effort and brand image has a positive influence over brand loyalty. 

3.2 Conceptual Framework 

The conceptual framework is the researcher's own model and it explains the 

relationship between "independent and dependent variables. According to Sekaran (1992), 

independent variable is one that influences the dependent variable with positive or negative 

way and the dependent variable is the variable of primary interest to the researcher. In this 

research, the researcher applied four research models to modify conceptual framework. In 

developing the conceptual model, this article begins with a discussion of selected variables 

that contribute to brand loyalty, and within this context, explains how some of these variables 

may directly associate with each other. 

- 35 -



The previous theoretical frameworks are the base for the researcher to develop a new 

model to investigate the brand loyalty towards Chang'an car which is shown as follows. 

Figure 3.5: A modified conceptual framework of the important factors related to build the 

brand loyalty. 

This conceptual framework is developed on the basis of various research models as 

follows: Martt'n-Consuegra, D., Molina, A., and Esteban, A. (2007), Taylor, S., Celuch, K., 

and Goodwin, S. (2005), Kuikka, A., and Laukkanen, T. (2012), and Hsieh, A., and Li, C. 

(2008). In this conceptual framework, the brand loyalty may be affected by six variables: 

customer satisfaction, brand trust, price fairness, brand affect, brand value and brand image. 

Each variable is illustrated as follows. 
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The researcher applied customer satisfaction and price fairness as two independent 

variables from Marti' n-Consuegra et al. (2007) which is the first research model. Customer 

satisfaction leads to brand loyalty, consumer satisfaction is an essential factor to acquire 

more loyal customers who would also recommend their regular product or service provider to 

other customers and it has been supported by studies Ostrowski et al., (1993), Liljander and 

Strandvik (1997), Zeithaml, Berry, and Parasuraman, (1996), and Reichheld, Markey, and 

Hop-Ton, (2000). Virvilaite, Saladiene and Skindaras (2009) stated that price fairness has a 

direct positive influence on brand loyalty. It is possible for the consumers to rebuy or display 

the intention of repeat purchase behavior, when the price of a products or received service is 

reasonable. 

The researcher applied brand trust and brand affect as two independent variables 

from Taylor et al. (2005) which is the second theoretical framework. Amine (1998) stated 

that brand trust and brand affect are two main factors that influence customer attitudes and 

behaviors trough brand loyalty. Both of these variables appear to be interlinked, so when 

people have trust towards a brand they promised, they tend to prevent the spread of negative 

perceptions of the brand, while at the same time they will expand the positive information 

and incite others to buy the brand. This has also supported by Ruyter et al. 2001), Homburg 

et al., (2006), and Sung and Kim, (2010) 

The researcher utilized brand value as one of independent variables from Kuikka 

and Laukkanen (2012) which is the third research model. Davis (1995) stated that the impact 

of brand value on brand loyalty has not been forgotten. Various previous researchers found 

that brand value has effects on brand loyalty from Vranesevic and Stancec, (2003), Feldwick 

( 1996), Keller and Lehmann, (2006), and Pitta and Katsanis ( 1995) 

The researcher utilized brand image as one of independent variables from Hsieh and 

Li (2008) which is the last research model. According to Andreassen and Lindestad (1998), 

A company with an inferior brand image acquires one with a superior or average brand 
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image and affects the brand association, and brand loyalty. It has also supported by Selnes, 

(1993), Bigne et al., (2001), Bloemer and Ruyter, (1997), Lee and Wu,( 2011), Bloemer and 

Ordeken (2002), and Tu, Wang and Chang (2012) 

3.3 Research Hypotheses 

Hl 0 : There is no significantly relationship between satisfaction and brand loyalty 

Hla: There is a significantly relationship between satisfaction and brand loyalty 

H20 : There is no significantly relationship between price fairness and brand loyalty 

H2a : There is a significantly relationship between price fairness and brand loyalty 

H3 0 : There is no significantly relationship between brand trust and brand loyalty 

H3a : There is a significantly relationship between brand trust and brand loyalty 

H40 : There is no significantly relationship between brand affect and brand loyalty 

H4a : There is a significantly relationship between brand affect and brand loyalty 

H50 : There is no significantly relationship between brand image and brand loyalty 

H5a : There is a significantly relationship between brand image and brand loyalty 

H60 : There is no significantly relationship between brand value and brand loyalty 

H6a : There is a significantly relationship between brand value and brand loyalty 
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3.4 Operationalization of the variables 

All the variables are developed and defined as the operational components, and the 

measurements will be used to analyze the data. For the operational components, the 

researcher will use the Chang'an Car which is a car brand name set to be the investigative 

brand. All the details of the independent and dependent variables are shown in the Table 3 .1. 

Table 3.1: Operational Definition of Dependent and Independent Variable 

---------------~ 

Variabl Conceptual of Operational components Measure 

es variables ment scale 
--------- - --

Customer Homburg (2006) defined - Chang' an car has exceeded my highest Interval scale 

satisfaction customer satisfaction as expectations. 

the affect experienced - Chang' an car is exactly what I needed. I 

during the acquisition and - I am satisfied with my decision to buy 

consumption of the Chang' an car. 

product or service can also - I am sure that it was the right thing to 

have a significant do to buy Chang' an car. 

influence on satisfaction - Using Chang'an car has been a good 

judgments. expenence. 

-------·---~---- ----- -·-- --- ---··-- -~ 

Brand trust Fukuyama (1995) defined - I trust Chang' an car. Interval scale 

trust as the expectation - Chang' an car is a reliable. 

that arises within a - I believe that Chang' an car does not 

community of regular, take advantage from its customers. 

honest, and cooperative - I consider the company and people who 

behavior, based on stand behind Chang' an car to be 

commonly shared norms, trustworthy. 

on the part of members of 

that community. 
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Price fairness Bolton (2003) defined - I paid a fair price for Chang' an car. 

fairness as a judgment of - I consider Chang' an car's pricing 

whether an outcome policy as fair. 

and/or the process to reach - I consider Chang' an car's pricing 

an outcome are reasonable policy as ethical. 

price or acceptable price. 1- I consider Chang' an car's pricing 

policy as acceptable. 
C-----------1----·--- --- ---~ ------------ ---

Interval scale 

Brand affect Kim (1998) defined brand - When I think about Chang'an car, I feel Interval scale 

affect as the affect can 

influence consumer 

attitudes even in the 

good about it. 

- When I think about Chang'an car, I am 

happy knowing that I made the decision 

absence of product beliefs. to purchase it. 

- When I think about Chang' an car, it 

gives me pleasure knowing that I made 

the decision to purchase it. 
C----------+----------------------~ ----- - ------ -- --------------- ·- ----------

Brand 

loyalty 

As seal (1991) defined - If I had it to do all over again, I still 

brand loyalty as customers would like to buy a car from Chang' an 

have made a decision company. 

about a brand and its 
- I intend to keep buying a car of 

associations, they are often 
Chang' an company. 

loyal to that brand, 

continue to buy it in the 

future, recommend it to 

friends, and choose the 

product over others, even 

those with better features 

or lower prices. 

- I would not switch to a competitor, even 

if I had a problem with a car of 

Chang' an company. 

- I intend to repurchase a car from 

Chang'an company. 

- I am very loyal cusyomer. 

- 40 -

Interval scale 



Brand image Keller (1993) defined 1- I feel that Chang' an company branding Interval 

brand image as a set of ;product possesses its practical function. scale 

perceptions about a brand 
- I feel that Chang' an company branding 

as reflected by the brand 
product possesses a positive symbolic 

associations held in 

consumer memory 
meanmg. 

- I feel that Chang' an company branding 

product can relate to the pleasant 

expenence. 

Brand Value Brand value is a process - The Chang' an brand offers good value Interval scale 

which is built on 

consumers' perceptions, 

preferences, and 

evaluations (Woodruff, 

1997). 

for the price I paid 

- The Chang' an brand provides 

customers with a good deal. 

- I consider the Chang' an brand to be a 

low price level brand for the benefits 
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Chapter 4 

Research Methodology 

In this research, the researcher presents several points of the research methodology. 

The first part is the methods of research used; the second part is about respondents, the third 

part is the sampling procedures, the fourth part is the research instruments/questionnaire, and 

the last part is the collection of the data gathering procedures (expect pretests and statistical 

treatment of data). This chapter provides the integrated information to explain these research 

methods. In order to avoid the error from the questionnaires and the misunderstanding, the 

researcher tested the questionnaires in a pretest, and the data collected was used to analyze in 

the statistical treatment of the data. 

4.1 Methods of research used 

The researcher used descriptive research in this study. Descriptive research is used 

to describe the data and characteristics about t\Je population being studied and the research 

problem in details (Zikmund, 2003). Churchill (1999) stated that descriptive research can be 

used to evaluate the proportion of people in a specified population of who behaves in a 

certain way. This research answers the question who, what, where, when and how but it 

cannot describe what caused a situation. It determines what are independent variables and 

dependent variable and also how they are related. The researcher chose the people who have 

Chang' an cars as the population which was used to measure the relationship between several 

factors influencing the degree of customers brand loyalty, involving customer satisfaction, 

brand trust, price fairness and brand affect having effects on brand loyalty. 
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The researcher applied the survey technique as a method to collect primary data 

from the target population with the research problem in detail. A survey is a detailed study of 

a market or geographical area to gather data on attitudes, impressions, opinions, and 

satisfaction levels (Groves, 2009). Zikmund (2003) mentioned that a survey research 

technique involves relatively low cost, less time, and acute means of assessing information 

about a population. In this study, the questionnaire was designed in both English and Chinese, 

which helped to reduce any misunderstanding. 

The researcher distributed a totally of 400 questionnaires at 5 Chang'an car 

branches in Xi' an City, Shaanxi, China. In the survey locations, the researcher distributed 

questionnaires to the Chinese who have Chang' ari cars. 

4.2 Respondents and sampling procedures 

4.2.1 Target Population 

Malhotra and Birks (2006) stated that the target population is the way to get and 

combine the required information from respondents. Zikmund (2004) defined a respondent as 

the person who provides answers in a self-administ~red survey. In this study, the respondents 

are the people who own the Chang'an car. The researcher chose Xi'an City, Shaanxi, China. 

Chang'an is the name for Xi'an city during the olden times of China, 

Xi'an city is one of ten biggest cities in China. Xi'an is the political, economic, 

communication, education, and cultural center of Shaanxi province, even in Northwest China. 

It's the capital city of Shaanxi province and also it's a sub-provincial city. It's the largest city 

in northwest China. The resident population was 8.55 million in 2013. The average of urban 

residents' income is 33, lOORMB per year. The average of rural residents' income is 12,930 

RMB per year. And the GDP was 488.413 billion until 2013, which increased 11.8% 

compared to the past year. 
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It was also called Chang'an which is the world famous historical and cultural city. 

Xi'an has a long history; it has more than 7,000 years of civilization. Also it's the longest in 

the history of Chinese capitals; it was the capital city for thirteen dynasties lasting more than 

1,200 years in old China. It's one of the world's four big ancient capitals of civilization along 

with Athens, Rome and Cairo. It was also the place where the Silk Road started. It's famous 

because of the Terra Cotta Warriors. (http://baike.baidu.com/subview/2155/13220246.htm 

accessed the data on 16th May, 2014) 
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Figure 4.1: Map of Xi'an city in districts. 

a 
Source: https://maps.google.com/?mid=1399974420,accessed the data on 161

h May, 2014. 

As Figure 4.1 shows, there are 6 districts in Xi'an city, Shaanxi, China, which are 

Weiyang district, Xincheng district, Lianhu district, Bilin District, Yanta district, and Baqiao 

district. But there are only 5 districts that have Chang'an Automobile branches and they are 

Weiyang district, Lianhu district, Bilin district, Y anta district, and Baqiao district. And each 

district has only one branch. Xincheng district is the CBD (Central Business District) of 

Xi'an city; the company has not opened a branch in this district because of the high cost of 

car showrooms. 
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Figure 4.2: Geographic distribution of 5 Chang' an Automobile Branches at Xi' an city. 
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Sources: https://maps.google.com/?mid=1399974420 accessed the data on 16th May, 2014. 

Based on Figure 4.2, the map showed that there are 5 Chang'an Automobile 

branches in Xi'an city, Shaanxi, China. Those 5 branches are located at five different districts. 

The Chang'an Automobile Xiyu Service Branch is located in Xiyu Street in Lianhu district. 

The Chang'an Automobile Trade Company is located in Weiyang district. The Chang'an 

Automobile maintenance Company is located in Baqiao district. The Chang'an Automobile 

Tiantai service branch is located on Tiantai Street in Bilin district. The Chang'an Automobile 

Daqing service branch is located on Daqing Street in Y anta district. The researcher collects 

the questionnaires from all five branches in different districts for collecting the data. 
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4.2.2 Sample size 

Sample size is the number of observations that are used for calculating estimates of 

the population (Zikmund, 2004). It's the appropriate size of a sample that can represent the 

population. The people who have a Chang' an car is the sample unit of this study. Malthotra 

(2004) suggested that the sample size of each research is influenced by the sample size from 

related previous studies. Thus, the sample size was designed by using references from 

previous studies. Hsieh and Li (2007) collected the data from 367 respondents as their 

sample to study the relationship between brand loyalty and brand image. Kuikka and 

Laukkanen (2012) studied brand loyalty in the car market by distributing questionnaires to 

327 respondents. Molina et al. (2007) took 300 respondents as their sample size to study an 

integrated model of price, satisfaction and loyalty. Hair et al. (1999) suggested that a sample 

size of 200 may be required to ensure appropriate use of maximum likelihood estimation, to 

generate valid fit measures and to avoid drawing inaccurate inferences. Mook (1984) stated 

that the sample size has to be large enough to represent the entire population in order to get 

valid results. The more questionnaires that are distributed, the more the results will be 

reliable and accurate (Zikmund, 2004). In this research, the researcher decided to apply 400 

respondents as the sample size for accurate results, It is also easy and accurate for the next 

calculation analysis, such as SPSS or SAS. Thus, the number of respondents is 400 and the 

questionnaires are sent randomly. 

4.2.3 Sampling Procedure 

There are two basic sampling procedures, which are probability sampling and 

non-probability sampling. Non-probability sampling is a sampling technique in which units 

of the sample are selected on the basis of personal judgment, convenience or quota sampling, 

and the technique uses the same proportion to select the sample from the target population 

(Peter and Theodore, 2005). The units of the samples selected in non-probability sampling 

are based on the basis of personal convenience or judgment (Zikmund, 2003). In order to 

select respondents randomly, the researcher should set up some process which assures 

different units in the researcher's population have equal probabilities for being chosen 
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(Trochim, 2005). In this study, the researcher used non-probability sampling techniques 

which consist of Quota Sampling and Convenience Sampling. The two steps of sampling 

techniques are discussed as follows: 

Step 1: Quota sampling 

Quota sampling is a nonprobability sampling procedure method for selecting 

survey participants. It's defined as the selected sample in respect to various known 

characteristics in different subgroups (Kothari, 2004). Quota sampling is used to select the 

subjects from each segment based on a specified proportion. The researcher used this 

technique to ensure the sample size of each subgroup for collecting data, because it helps for 

lowering the cost, faster speed, and is more convenient. The number of the target population 

or experienced customers was unknown. In this research, the quota sampling will be used by 

distributing 400 questionnaires into 5 branches in 5 different districts in Xi'an City, Shaanxi, 

China, which are Lianhu district, Weiyang district, Baqiao district, Hi-tech New district, 

Y anta district. Thus, the data was collected from approximately 80 respondents at each 

branch (400/5=80.). The proportion and branches are shown in the Table 4.2 as follows: 
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Table 4.1: Five selected branches of Chang' an Automobile Company in Xi'an City, Shaanxi, 

China. 

Location District Number of 

respondents 

Chang' an Automobile Xiyu Service Branch Lianhu 80 

Chang' an Automobile Trade Company Wei yang 80 

Chang' an Automobile maintenance Company Baqiao 80 

Chang' an Automobile Tiantai service branch Bilin 80 

Chang' an Automobile Daqing service branch Yanta 80 

Total 400 

Step 2: Convenience Sampling 

Convenience sampling is also called accidental or haphazard sampling. It's a 

non-probability sampling technique where subjects or respondents are selected because of 

their convenient accessibility and convenient availability to the researcher (Zikmund, 2003). 

It is referred to sampling by obtaining units or people who are most conveniently available. 

Researcher could use convenience sampling to obtain a large number of completed 

questionnaires quickly and economically. In this research, convenience sampling was used to 

distribute questionnaires directly to the customers who have the available time for answering 

the questions at each branch. The questionnaire in the Chinese vision is provided to avoid 

any misunderstanding, also the researcher provided explanations when the respondents had 

problems. The researcher collected 80 sets of questionnaires from each branch, a total of 400 

questionnaires were collected as shown in Table 4.2. 
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4.3 Research Instruments and Questionnaire 

To understand the brand loyalty and customer satisfaction and many factors 

affecting brand loyalty. The questionnaire of this study has been developed from the previous 

studies and followed by the potential of conceptual framework. The research questionnaire 

consists of four parts with 38 questions. The questionnaire will use both Chinese and English 

as those two languages will make it more convenient for the targeted respondents. The details 

are shown as below: 

Part 1: Screen Question - on Convenience Sampling 

The screening question was designed to identify the customers who are qualified to 

answer the questionnaire. In this part, the question used was a closed end question. Dillman 

et al, (2009) defined closed end questions as a question format that limits respondents with a 

list of answer choices from which they must choose to answer the question. The survey 

question will focus on customers who have a Chang' an Car. "YES" will be checked on sheet, 

if the customers have a Chang' an car. Otherwise, "NO" will be checked on the sheet and end 

the sheet if the customer does not have a Chang'an car. 

Part 2: Factors that Influence Brand Loyalty 

There are six variables (customer satisfaction, brand trust, brand affect, pnce 

fairness, brand value, and brand image) with 22 questions in this part. The researcher used 

7-point Likert scale for these six variables. The Likert scale was developed by Rensis Likert 

(1957). Russell and Cohn (2012) stated the Likert scale is a measurement of attitudes used 

for describing respondents' extent of agreement or disagreements with constructed 

statements that vary from strongly positive to strongly negative towards an attitudinal object. 

In the Likert scale questions, the respondents are asked to indicate a degree of agreement and 

disagreement with each of a series of statements. Each scale item has 7 response categories 

ranging from strongly agree and strongly disagree. 
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In this research, the researcher applied the questions of customer satisfaction and 

price fairness from Martin et al. (2007) who studied an integrated model of price, satisfaction 

and loyalty. The researcher applied the questions of brand value from Kuikka and Laukkanen 

(2012) who studied brand loyalty and the role of hedonic value. The researcher applied the 

questions of brand affect and brand trust from Taylor et al. (2004) who studied the 

importance of brand equity to brand loyalty. Also the researcher applied the questions of 

brand image from Hsieh and Li (2007) who studied the moderating effect of brand image on 

brand loyalty. The Likert scale is used to measure the factors which may influence brand 

loyalty towards Chang'an Car. The Likert scale in this part was ranked as follows: 1: 

Strongly Disagree, 2 Moderately disagree 3. Slightly Disagree, 4 Neither agree nor disagree, 

5. Slightly agree 6. Moderately Agree, 7 Strongly Agree. 

Part 3: Brand Loyalty 

This part asks respondents about brand loyalty. There are 5 questions in this part to 

measure the degree of brand loyalty. The researcher applied the questions of brand loyalty 

from Talor et al. (2004) who studied the importance of brand equity to brand loyalty. The 

researcher used 7-point Likert scale for this variable ranking from 1: Strongly Disagree, 2 

Moderately disagree 3. Slightly Disagree, 4 Neither agree nor disagree, 5. Slightly agree 6. 

Moderately Agree, 7 Strongly Agree to estimate the volume of brand loyalty towards 

Chang' an Cars. 

Part 4: Personal Information 

This part is used to collect the personal information about each respondent with 5 

related questions. Such as age, gender, education level, occupation, and monthly income. 

Category scale is a method of measurement in which the subject is asked to "rate" the 

intensity of a particular stimulus by assigning it a value on a limited scale (Meilgarard and 

Civille, 1999). A category scale data are usually considered to be at least ordinal level. The 

information of this part can help the researcher separate customers into subgroups for each 
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variable. There are 5 questions in this part. The 5 standard demographic variables are shown 

as follows: 

Gender (nominal type): there are two choices offered male and female. 

Age (ordinal type): there are four age ranges that described the age ranges of the 

respondents. 

Education level (ordinal type): there are four choices provided (bachelor degree, master 

degree, doctor degree, and others). 

Occupation (ordinal type): there are five choices provided (student, business owner, 

government officer, company staff, and others). 

Monthly Income (ordinal type): there are five levels of income offered to gather the 

income information from respondents. 

4.4 Pretest 

It's important to test your survey questionnaire before usmg it to collect 

data. Pretesting is critical for identifying questionnaire problems, it is also used for 

evaluating the survey and improving the questionnaire data (Esposito and Rothgeb, 1994). 

In this study, pretesting focused on iss~es of respondent understanding of the questions (and 

how these understandings differ from those the researcher intends) and the problems 

respondents encountered doing the tasks posed by questions. Vanichbuncha (2003) suggested 

that the number of pretest should be between 20-80 questionnaires. For developing this 

survey, the researcher distributed 50 questionnaires in May of 2014 in Xi'an city, Shaanxi, 

China. There are 5 branches in Xi' an city, so the researcher distributed 10 questionnaires in 

each branch which a total of 50 questionnaires were distributed to the respondents to make 

sure the questions were all clear and understandable. 

The researcher used the Cronbach's Alpha Coefficient to test the reliability for the 

questionnaire. Cronbach's Aplha Coefficient is one of the most frequently used internal 
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reliability testing methods to test the reliability of the questionnaire, and the five-point Likert 

scale is used in a range of 5-strongly agree to I-strongly disagree by SPSS program. 

Reliability is used to measure the internal consistency of multi-items in measuring their 

respective constructs (Hair, 2006). According to Sekaran ( 1992), when the Alpha value is 

greater than 0.6, the questionnaire will be reliable. The results of the reliability testing are 

showing in Table 4.2 as follows: 

Table 4.2: Reliability of the Questionnaire. 

Variables Alpha value 

Brand loyalty .829 

Customer satisfaction .766 

Price fairness .689 

Brand trust .825 

Brand affect .673 

Brand image .798 

Brand value .721 

The Cronbach's Alpha Coefficient value of Customer satisfaction (.766), Price 

fairness (.689), Brand trust (.825), Brand affect (.673), Brand image (.798), Brand value 

(.721), and Brand loyalty (.829) which are all higher than 0.6. Thus the researcher concluded 

that the questionnaire used in this research is reliable. 
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4.5 Collection of data 

In this study, the researcher used primary data and secondary data to collect and 

gather information. Malhotra and Birks (2000) defined primary data as the data gathered and 

assembled specially for the project at hand. There are several methods of collecting primary 

... data, such as questionnaires, case studies, interviews and diaries. The questionnaire method 

has been chosen in order to gather information from the targeted population in this study 

because the cost of a questionnaire is lower than personal interview or telephone interview; 

also it can cover a large number of a targeted population. For this research, in order to 

evaluate the pre-test from the factors that affect brand loyalty towards Chang'an cars, the 

researcher used the primary data, which were collected by distributing 50 questionnaires at 

Lianhu district, W eiyang district, Baqiao district, Bil in district, and Y anta district in Xi' an 

city, Shaanxi, China. The survey questionnaires were distributed from April to May 2014. 

The researcher distributed the questionnaires to the customers who are a part of the target 

group by using a screening question asking whether the respondent is a customer of 

Chang' an cars or not. The researcher also distributed questionnaires to those customers who 

are willing to answer the questionnaires. All the data will be processed by the SPSS program 

(statistical package for social science) to test the reliability. 

The secondary data was defined as the data that has been collected for a prior 

intention rather than for an immediate study at hand by Churchill and Lacobucci (2002). In 

other words, it's the data that had already been collected and proved by someone or some 

other researchers. The secondary data is also called historical data. The secondary data can be 

taken from journals, magazines, articles, previous studies, and text books. The secondary 

data can help researcher to find out the concepts; to get the theory and theoretical models to 

support this study; to purpose the recommendations; and draw a better conclusion for this 

research. 
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4.6 Statistical treatments of data 

After collecting all the necessary data, they were analyzed and summarized in a 

readable and easily interpretable way by using the Statistic Package for Social Science (SPSS) 

program. In this research, the researcher applied the SPSS program (The Statistical Program 

for Social Science) to analyze the data collected from the questionnaires which gives the 

respondents some related questions about this article to identify the hypothesis and showed 

the objective analysis about the result. 

The researcher used both descriptive analysis and inferential analysis to analyze the 

demographic factors, reliability of all questions applied as the research instrument, and found 

the correlation between the variables of the conceptual framework. 

4.61 Descriptive Analysis 

Zikmund (2006) defined descriptive statistics as the transformation of raw data into 

a form that will make them easy to understand and interpret; rearranging, ordering, and 

manipulating data to generate descriptive information. There are three ways to summarize the 

data which are calculating averages, frequency, and percentage. The descriptive analysis was 

used to explore the data collection manifested in terms of the descriptive analysis for age 

range, gender, monthly income, education background, and occupation and manifested 

through a series of tables or graphics. Groebner (2006) stated that descriptive analysis is used 

to describe the data such as charts, graphs, and tables. The researcher used descriptive 

statistics to analyze the personal information data. The formulas which are included in this 

study are shown as follows: 
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Mean formula: is the formula to provide the average value of the whole data set. 

X= l:X 
n 

Where: X is the sample mean 

L X is sum of all data values 

n is number of data items in sample 

Standard Deviation (SD): is used to compare the means and other statistics with the same 

unit of the original data. 

s = JLcx- X)' 
n -:--1 

Where: S is the standard deviation 

xis a data item · 

x is the sample mean 

n is the sample size. 

Percentage: is the sum of frequency that will be set to a value of 100. 

Where: f is frequency 

f 
Percentage(%) = - * 100 

n 

n is the number of the observation 

- 56 -



4.62 Inferential Analysis 

Inferential statistics are concerned with procedures used to make predictions or 

inferences about a population's characteristics from observations and the analysis of a sample 

(Mendenhall and Beaver, 2009). Inferential statistics is a body of methods used to draw 

conclusions or inferences about characteristics of a population based on sample data (Keller, 

2009). Inferential statistics infer from the sample to the population. They determine 

probability of characteristics of population based on the characteristics of the sample. It helps 

assess the strength of the relationship between the independent (causal) variables, and the 

dependent (effect) variable. 

Pearson Correlation Analysis 

Pearson's Product Moment Correlation Coefficient is a measure of any 

relationships between two variables in a linear manner. It is the most commonly used when 

both variables are measured on an interval or ratio scale (Jackson, 2011 ). The method was 

found by Karl Pearson in 1890. Pearson's correlation coefficient is a measure of the 

correlation between 2 variables (X) independent and (Y) dependent variables. The objective 

is to find the relationship or correlation between variables. Its range of possible values is 

from -1-to 1. The value that is closer to + 1 means there is a strong relationship between the 

two variables. The value that is closer to 0 or negative means there is a weak relationship 

between the two variables. In this study, the Pearson's correlation coefficient (r) was also 

utilized to indicate the direction (positive or negative) of relationships. Pearson's Correlation 

Coefficient will be used to examine the scores between the between (X) variables that affect 

brand loyalty and (Y) brand loyalty of Chang'an car. Hussey (1997) mentioned that the 

formula of the Pearson correlation coefficient for the two variables is as follows: 
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l:Cx-x)(y-y) 
r = ---;::::========= 

-Jl:C x - x ) 2 l:C y - y )2 

Where: r is the sample correlation coefficient 

x is the value in first set of data 

y is the value in second set of data 

x is the mean of fist set of data 

y is the mean of second set of data 

L is sum of related data 

Table 4.3: R-value and Criteria. 

Correlation (r) Interpretation 

1 Perfect positive linear relationship 

0 No linear relationship 

-1 Perfect negative linear relationship 

0.90 to 0.99 Very high positive correlation 

0.70 to 0.89 High positive correlations 

0.40 to 0. 69 Medium positive correlation 

0 to 0.39 Low positive correlation 

0 to -0.39 Low negative correlation 

-0.40 to -0.69 Medium negative correlation 
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-0.70 to -0.89 High negative correlation 

-0.90 to -0.99 Very high negative correlation 

Source: Miles, J. and Shevlin, M. (2001 ). Applying regression and correlation. UK: Sage 

Publication. 

T-statistic 

T- Statistic is short for Test Statistic. It's a form of statistical hypothesis testing that 

is used in the computation of certain confidence intervals. Hair et al. (2000) stated t-statistic 

is a testing of correlation coefficient values that determines if two sets of data are 

significantly different from each other or not. In this research, the researcher used t-statistic 

to test all hypotheses. Lind et al. (2005) stated the formula of t-statistic of correlation 

coefficient is as follows: 

n/n- 2 
t = ----;=== 

..f 1 - r 2 

Where: tis the t-value of correlation coefficient 

r is the Pearson correlation coefficient 

n is the sample size (400 for this research) 

Hair et al. (2000) suggested the level of significance is 0.05. In this study, the test 

for hypothesis was two-tailed, and the researcher used a level of significance of 0.05. If the 

significance from SPSS's table or from the calculation is less than the significance level 

(0.05), it means that the null hypothesis (Ho) is rejected. If the significance from SPSS's 

table or from the calculation is greater than the significance level (0.05), it means that the 

null hypothesis is failed to reject. 
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For the detailed techniques, Descriptive statistics were used to analyze the 

demographic factors with frequency, percentage, and standard deviation. Pearson Product 

Moment Correlation Coefficient was used to test the relationship between the independent 

variables and the dependent variable. The significance level is set as 0.05 which is applied in 

this research. 

4.7 Summary of Statistic Method used in Testing Hypothesis 

Table 4.4: Summaries of hypothesis and statistical analyses. 

Statistical 
Null Hypothesis Description 

analyses 

Hl 0 : There is no statistical relationship between satisfaction and Pearson 

brand loyalty Correlation 

H2 0 : There is no statistical relationship between price fairness and Pearson 

brand loyalty Correlation 

H3 0 : There is no statistical relationship between brand trust and Pearson 

brand loyalty Correlation 

H40 : There is no statistical relationship between brand affect and Pearson 

brand loyalty Correlation 

H50 : There is no statistical relationship between brand image and Pearson 

brand loyalty Correlation 

H60 : There is no statistical relationship between brand value and Pearson 

brand loyalty Correlation 

- 60-



Chapter 5 

Presentation of Data and Discussion of Results 

In this part, outcome of the research based on the survey will be presented. The 

detailed information is presented in two parts: demographic factors and hypothesis testing. 

Demographic factors such as gender, age, educational level, occupation, and income have 

been analyzed by using frequency, average mean and standard deviation. Additionally, the 

researcher used Cronbach's Coefficient Alpha Scale to investigate the reliability of the 

research tool. Furthermore, the hypotheses were tested through Pearson's Correlation 

Coefficient. 

5.1 Descriptive Analysis 

Zikmund (2002) described that the descriptive statistic could be used in the 

transformation of raw data into a format that would be easy to understand and interpret. The 

assembled data of demographics of the respondents from the questionnaire are referred in the 

frequency table along with the percentage. The descriptive analysis of the respondent 

demographics are defined herein in terms of customer loyalty. 

Table 5.1: The Analysis of Gender by using Frequency and Percentage 

Gender 

Frequency Percent Valid Cumulative 

Percent Percent 

Male 324 81.0 81.0 81.0 

Valid Female 76 19.0 19.0 100.0 

Total 400 100.0 100.0 
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As indicated in Table 5.1, out of 400 respondents, the highest percentage of 

respondents' gender was 81% which consists of 324 male respondents and another was 19% 

which consist of 76 female respondents, respectively. The result shows that males are the 

main customers of Chang'an car. 

Table 5.2: The Analysis of Age levels by using Frequency and Percentage 

Age 

Frequency Percent Valid Cumulative 

Percent Percent 

18-25 114 28.5 28.5 28.5 

26-35 165 41.3 41.3 69.8 

Valid 36-45 81 20.3 20.3 90.0 

45 above 40 10.0 10.0 100.0 

Total 400 100.0 100.0 

As indicated in Table 5.2, out of 400 respondents, the highest percentage of 

respondents' age range was between 26 to 35 years which is 41.3% of 165 respondents. 

Followed by 114 respondents (28.5%) within the age range of 18 to 25 years, 81 respondents 

(20.3%) in the age range of 36 to 45 years, and 40 respondents (10%) in the age range of 

above 45 years. 
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Table 5.3: The Analysis of Education levels by using Frequency and Percentage 

Highest education level 

Frequency Percent Valid Cumulative 

Percent Percent 

High School or 
98 24.5 24.5 24.5 

lower 

Bachelor degree 201 50.2 50.2 74.8 

Valid 
Master degree 68 17.0 17.0 91.8 

Doctor degree 15 3.8 3.8 95.5 

Other rn 4.5 4.5 mo.a 

Total 400 mo.a mo.a 

As indicated in Table 5.3, out of 400 respondents, the highest percentage of 

respondents' education levels was 50.2% which equates to 201 respondents who had earned 

a Bachelor's degree, others were 98 respondents (24.5%) of high school or lower, 68 

respondents (17%) of Master's degree, 15 respondents (3.8%) with a doctorate degree, and · 

18 respondents (4.5%) of others. 
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Table 5.4: The Analysis of Occupation by using Frequency and Percentage 

Occupation 

Frequency Percent Valid Cumulative 

Percent Percent 

Student 30 7.5 7.5 7.5 

Business owner 110 27.5 27.5 35.0 

Government 
60 15.0 15.0 50.0 

Valid 
officer 

company staff 140 35.0 35.0 85.0 

Other 60 15.0 15.0 100.0 

Total 400 100.0 100.0 

As indicated in Table 5.4, out of 400 respondents, the largest group of occupation was 

the company staff at 35% equating to 140 respondents, followed by the 110 respondents 

(27.5%) of business owners, 60 respondents (15%) are government officers, 60 respondents 

(15%) as others, and 30 respondents (7.5%) as students. 
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Table 5.5: The Analysis of Monthly Income Levels by using Frequency and Percentage 

Income 

Frequency Percent Valid Cumulative 

Percent Percent 

Below 1000 Yuan 54 13.5 13.5 13.5 

1001-3000 Yuan 141 35.3 35.3 48.8 

3001-5000 Yuan 146 36.5 36.5 85.3 

Valid 
5001-10000 Yuan 34 8.5 8.5 93.8 

Above 10000 
25 6.3 

Yuan 
6.3 100.0 

Total 400 100.0 100.0 

As indicated in Table 5.5, out of 400 respondents, the largest monthly income range 

of respondents was between 3,001 to 5,000 Yuan which is 36.5% or 146 respondents, 

followed by 141 respondents (35.3%) in the monthly income range of 1,001 to 3,000 Yuan, 

54 respondents (13.5%) in. the monthly income range of below 1,000 Yuan, 34 respondents 

(8.5%) in the monthly income range of 5,001 to 10,000 Yuan, and 25 respondents (6.3%) in 

the monthly income range of above 10,000 Yuan. 
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Table 5.6: Summary of the Descriptive Analysis of Demographic Factors 

Variables Frequency (j) Percentage (%) 

Gender 

Male 324 81% 

Female 76 19% 

Age 

18 - 25 114 28.5% 

26 - 35 165 41.3% 

36 -45 81 20.3% 

Above 45 40 10% 

Education 

High school or lower 98 24.5% 

Bachelor degree 201 50.2% 

Master degree 68 17% 

Doctor degree 15 3.8% 

Others 18 4.5% 

Occupation 

Students 30 7.5% 

Business owner 110 27.5% 
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Government officer 60 15% 

Company staff 140 35% 

Others 60 15% 

Monthly income 

Below 1,000 Yuan 54 13.5% 

1,000-3,000 Yuan 141 35.3% 

3,001 - 5,000 Yuan 146 36.5% 

5,0001 - 10,000 Yuan 34 8.5% 

Above 10,000 Yuan 25 6.3% 

Total 400 100% 

Table 5.6 showed the summary of the descriptive analysis of the demographic factors 

which include the Age, Gender, Education level, Occupation, and Monthly Income. 

Descriptive Analysis by using Mean and Standard deviation of all variables 

This research contains seven variables and there are 26 questions in total. The seven 

variables are "Customers Satisfaction" which includes five questions, "Brand Trust" which 

contains four questions, "Price Fairness" which contains four questions, "Brand Affect" 

which contains three questions, "Brand Value" which contains three questions, "Brand Image" 

which contains three questions, and "Brand Loyalty" which contains four questions. The 

analysis of each variable by using average means and standard deviation are in the following 

tables: 
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Table 5.7: Analysis of Customer Satisfaction by using Mean and Standard Deviation 

Descriptive Statistics 

N Minimum Maximum Mean Std. 

Deviation 

Chang'an car has 

exceeded my highest 400 1 7 5.43 1.294 

expectations. 

Chang'an car is exactly 
400 1 7 5.59 1.211 

what I needed. 

I am satisfied with my 

decision to buy 400 1 7 5.94 1.151 

Chang'an car. 

I am sure that it was the 

right thing to buy 400 1 7 5.76 1.226 

Chang'an car. 

Using Chang'an car has 

been a good 400 2 7 5.59 1.058 

experience. 

Valid N (listwise) 400 

From Table 5.7, the researchers found that the highest mean is equal to 5.94, which 

is "I am satisfied with my decision to buy Chang'an car." The lowest mean is equal to 5.43, 

which is "Chang'an car has exceeded my highest expectations." Also, the highest standard 

deviation is equal to 1.294, which is "Chang'an car has exceeded my highest expectations," 

and the lowest standard deviation is equal to 1.058, which is "Using Chang' an car has been a 

good experience." 
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Table 5.8: The Analysis of Brand Trust by using Mean and Standard Deviation 

Descriptive Statistics 

N Minimum Maximum Mean Std. 

Deviation 

I trust Chang'an car. 400 2 7 5.82 1.034 

Chang'an car is a 
400 2 7 5.59 1.149 

reliable. 

I believe that Chang'an 

car does not take 
400 2 

advantage from its 
7 5.92 1.019 

customers. 

I consider the company 

and people who stand 
400 1 

behind Chang' an car to 
7 5.83 .995 

be trustworthy . 

Valid N (listwise) 400 

From Table 5.8, the researchers found that the highest mean is equal to 5.92, which 

is "I believe that Chang' an car does not take advantage from its customers." The lowest mean 

is equal to 5.59, which is "Chang'an car is a reliable." Also, the highest standard deviation is 

equal to 1.149, which is "Chang' an car is a reliable car,'' and the lowest standard deviation is 

equal to 0.995, which is "I consider the company and people who stand behind Chang' an car 

to be trustworthy." 
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Table 5.9: The Analysis of Price Fairness by using Mean and Standard Deviation 

Descriptive Statistics 

N Minimum Maximum Mean Std. 

Deviation 

I paid a fair price for 

Chang'an car. 
400 1 7 4.25 1.678 

I consider Chang'an 

car's pricing policy as 400 1 7 5.07 1.641 

fair. 

I consider Chang'an 

car's pricing policy as 400 1 7 5.14 1.646 

ethical. 

I consider Chang'an 

car's pricing policy as 400 1 7 4.70 1.857 

acceptable. 

Valid N (listwise) 400 

From Table 5.9, the researchers found that the highest mean is equal to 5.14, which 

is "I consider Chang'an car's pricing policy as ethical." The lowest mean is equal to 4.25, 

which is "I paid a fair price for Chang' an car." Also, the highest standard deviation is equal 

to 1.857, which is "I consider Chang'an car's pricing policy as acceptable," and the lowest 

standard deviation is equal to 1.641, which is "I consider Chang' an car's pricing policy as 

fair." 
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Table 5.10: The Analysis of Brand Affect by using Mean and Standard Deviation 

Descriptive Statistics 

N Minimum Maximum Mean Std. 

Deviation 

When I think about 

Chang'an car, I feel 400 1 7 5.53 1.226 

good about it. 

When I think about 

Chang'an car, I am 

happy knowing that I 400 1 7 5.67 1.200 

made the decision to 

purchase it. 

When I think about 

Chang'an car, it gives 

me pleasure knowing 400 1 7 5.95 1.123 

that I made the decision 

to purchase it. 

Valid N (listwise) 400 

From Table 5.10, the researchers found that the highest mean is equal to 5.95, which is 

"When I think about Chang' an car, it gives me pleasure knowing that I made the decision to 

purchase it." The lowest mean is equal to 5.53, which is "When I think about Chang' an car, I 

feel good about it." Also, the highest standard deviation is equal to 1.226, which is "When I 

think about Chang'an car, I feel good about it" and the lowest standard deviation is equal to 

1.123, "When I think about Chang'an car, it gives me pleasure knowing that I made the 

decision to purchase it." 
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Table 5.11: The Analysis of Brand Value by using Mean and Standard Deviation 

Descriptive Statistics 

N Minimum Maximum Mean Std. 

Deviation 

The Chang'an brand 

offers good design for 400 2 7 5.92 1.019 

the products. 

The Chang'an brand 

provides customers with 400 1 7 5.83 .995 

a good deal. 

I consider the Chang' an 

brand has a good brand 400 1 7 5.58 1.123 

extension. 

Valid N (listwise) 400 

From Table 5.11, the researchers found that the highest mean is equal to 5.92, which 

is "Chang'an brand offers good design for products." The lowest mean is equal to 5.58, 

. which is "I consider the Chang'an brand has a good brand extension." Also, the highest 

standard deviation is equal to 1.123, which is "I consider the Chang' an brand has a good 

brand extension," and the lowest standard deviation is equal to 0 .. 995, which is "Chang'an 

brand provides customers with a good deal." 
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Table 5.12: The Analysis of Brand Image by using Mean and Standard Deviation 

Descriptive Statistics 

N Minimum Maximum Mean Std. 

Deviation 

I feel that Chang'an 

company branding 

product possesses its 
400 1 7 4.55 1.782 

practical function. 

I feel that Chang'an 

company branding 

product possesses a 400 1 7 5.23 1.669 
positive symbolic 

meaning. 

I feel that Chang'an 

company branding 

product can relate to the 
400 1 7 5.35 1.581 

pleasant experience. 

Valid N (listwise) 400 

From Table 5.12, the researchers found that the highest mean is equal to 5.35, which 

is "I feel that Chang'an company branding product can relate to the pleasant experience." 

The lowest mean is equal to 4.45, which is "I feel that Chang' an company branding product 

possesses its practical function." Also, the highest standard deviation is equal to 1.782, which 

is "I feel that Chang' an company branding product possesses its practical function," and the 

lowest standard deviation is equal to 1.581, which is "I feel that Chang' an company branding 

product can relate to the pleasant experience." 
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Table 5.13: The Analysis of Brand Loyalty by using Mean and Standard Deviation 

Descriptive Statistics 

N Minimum Maximum Mean Std. 

Deviation 

I consider this brand my 

first choice in this 400 1 7 4.63 1.859 

category 

I would not switch to a 

competitor, even if I had 
400 1 7 4.57 1.781 

a problem with a car 

of Chang' an company. 

I intend to repurchase a 

car from Chang' an 400 1 7 5.22 1.672 

Company.Company. 

I am very loyal 
400 1 7 5.35 1.609 

customer. 

Valid N (listwise) 400 

From Table 5.13, the researchers found that the highest mean is equal to 5.35, which 

is "I am very loyal customer." The lowest mean is equal to 4.57, which is "I would not 

switch to a competitor, even if I had a problem with a car of Chang'an company." Also, the 

highest standard deviation is equal to 1.859, which is "I intend to repurchase a car of 

Chang'an Company," and the lowest standard deviation is equal to 1.609, which is "I am 

very loyal customer." 
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5.2 Reliability Analysis of Research Instrument 

Reliability measures whether the research instrument used is free from error and 

therefore yield consistent results. The questions were pretested in order to provide 

preliminary results to further validate and improve the proposed scale. In the pretests, the 

researchers will look for the evidence of ambiguous questions and potential 

misunderstandings from the respondents, whether the questions mean the same thing to all 

respondents or not (Zikmund, 2000). 

Table 5.14: The Analysis of Reliability of each variable of the Questionnaire by using Alpha 
test 

Variables Alpha test (a-test) 

Customer Satisfaction .772 

Brand Trust .848 

Price Fair .769 

Brand Affect .853 

Brand Value .750 

Brand Image .863 

Brand Loyalty .772 

Based on the results from Table 5.14, the researcher found that all reliability 

outcomes are above 0.60 which means that all question for each variable are consistent and 

reliable to apply as the research instrument in this study. 
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5.3 Hypothesis Testing 

Inferential analysis involves the analysis and verification for hypothesis statements. 

Inferential statistics is a part of statistics that lets the researcher to make judgment about the 

population based upon the results generated by the samples. 

Hypothesis 1: 

Hl 0 : There is no statistical relationship between satisfaction and brand loyalty 

Hla: There is a statistical relationship between satisfaction and brand loyalty 

Table 5.15: The Analysis of Relationship between Satisfaction and Brand Loyalty by using 
Pearson Correlation Coefficient (Bivariate) 

Correlations 

comes com bl 

** Pearson Correlation 1 .145 

comes Sig. (2-tailed) .004 

N 400 400 

** Pearson Correlation .145 1 

com bl Sig. (2-tailed) .004 

N 400 400 

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

As indicated in Table 5.15, the result from the Pearson correlation analysis showed 

that the sig. is equal to 0.004 which is less than 0.01 (0.004 < 0.01). It means that null 

hypothesis was rejected. Then, the researcher can conclude that there is a statistical 

relationship between satisfaction and brand loyalty at the 0.01 significant levels. The 

coefficient value (0.145) means that there is positive relationship between satisfaction and 

brand loyalty and the relationship is at low positive correlation level. 
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Hypothesis 2: 

H2o: There is no statistical relationship between brand trust and brand loyalty 

H2a: There is a statistical relationship between brand trust and brand loyalty 

Table 5.16: The Analysis of Relationship between Brand Trust and Brand Loyalty by using 
Pearson Correlation Coefficient (Bivariate) 

Correlations 

combt com bl 

Pearson 

Correlation 
1 

combt 
Sig. (2-tailed) 

N 400 

Pearson 

Correlation 
** .199 

com bl 
Sig. (2-tailed) .000 

N 400 

**. Correlation is significant at the 0.01 level 

(2-tailed). 

** .199 

.000 

400 

1 

400 

As indicated in Table 5.16, the result from the Pearson correlation analysis showed 

that the sig. is equal to 0.000 which is less than 0.01 (0.000 < 0.01). It means that null 

hypothesis was rejected. Then, the researchers can conclude that there is a statistical 

relationship between brand trust and brand loyalty at the 0.01 significant level. The 

coefficient value (0.199) means that there is positive relationship between brand trust and 

brand loyalty and the relationship is at low positive correlation level. 
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Hypothesis 3: 

H3o: There is no statistical relationship between price fairness and brand loyalty 

H3a: There is a statistical relationship between price fairness and brand loyalty 

Table 5.17: The Analysis of Relationship between Price Fairness and Brand Loyalty by 
using Pearson Correlation Coefficient (Bivariate) 

Correlations 

corn pf corn bl 

Pearson 
1 

Correlation 

corn pf 
Sig. (2-tailed) 

N 400 

Pearson 

Correlation 
** .590 

corn bl 
Sig. (2-tailed) .000 

N 400 

**. Correlation is significant at the 0.01 level 

(2-tailed). 

** .590 

.000 

400 

1 

400 

As indicated in Table 5.17, the result from the Pearson correlation analysis showed 

that the sig. is equal 0.000 which is more than 0.01 (0.000 < 0.01). It means that null 

hypothesis was rejected. Then, the researchers can conclude that there is a statistical 

relationship between price fairness and brand loyalty at the 0.01 significant level. The 

coefficient value (0.590) means that there is positive relationship between price fairness and 

brand loyalty and the relationship is at medium positive correlation level. 
- 78 -



Hypothesis 4: 

H4o: There is no statistical relationship between brand affect and brand loyalty 

H4a: There is a statistical relationship between brand affect and brand loyalty 

Table 5.18: The Analysis of Relationship between Brand Affect and Brand Loyalty by using 
Pearson Correlation Coefficient (Bivariate) 

Correlations 

comb a comb I 

Pearson Correlation 1 ** .189 

comb a Sig. (2-tailed) .000 

.N 400 400 

** Pearson Correlation .189 1 

comb I Sig. (2-tailed) .000 

N 400 400 

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

As indicated in Table 5.18, the result from the Pearson correlation analysis showed 

that the sig. is equal to 0.000 which is less than 0.01 (0.000 < 0.01). It means that null 

hypothesis was rejected. Then, the researchers can conclude that there is a statistical 

relationship between brand affect and brand loyalty at the 0.01 significant level. The 

coefficient value (0.189) means that there is positive relationship between brand affect and 

brand loyalty and the relationship is at low positive correlation level. 
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Hypothesis 5: 

H5o: There is no statistical relationship between brand value and brand loyalty 

H5a: There is a statistical relationship between brand value and brand loyalty 

Table 5.19: The Analysis of Relationship between Brand Value and Brand Loyalty by using 
Pearson Correlation Coefficient (Bivariate) 

Correlations 

cinbv com bl 

** Pearson Correlation 1 .169 

cinbv Sig. (2-tailed) .001 

N 400 400 

** Pearson Correlation .169 1 

com bl Sig. (2-tailed) .001 

N 400 400 

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

As indicated in Table 5.19, the result from the Pearson correlation analysis showed 

that the sig. is equal to 0.001 which is less than 0.01 (0.001 < 0.01). It means that null 

hypothesis was rejected. Then, the researchers can conclude that there is a statistical 

relationship between brand value and brand loyalty at the 0.01 significant level. The 

coefficient value (0.169) means that there is positive relationship between brand value and 

brand loyalty and the relationship is at low positive correlation level. 
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Hypothesis 6: 

H60 : There is no statistical relationship between brand image and brand loyalty 

H6a: There is a statistical relationship between brand image and brand loyalty 

Table 5.20: The Analysis of Relationship between Brand Image and Brand Loyalty by using 
Pearson Correlation Coefficient (Bivariate) 

Correlations 

corn bi corn bl 

Pearson 

Correlation 
1 

corn bi 
Sig. (2-tailed) 

N 400 

Pearson .. 
Correlation 

. 877 

com bl 
Sig. (2-tailed) .000 

N 400 

**. Correlation is significant at the 0.01 level 

(2-tailed). 

** .877 

.000 

400 

1 

400 

As indicated in Table 5.20, the result from the Pearson correlation analysis showed 

that the sig. is equal to 0.000 which is less than 0.01 (0.000 < 0.01). It means that null 

hypothesis was rejected. Then, the researchers can conclude that there is a statistical 

relationship between brand image and brand loyalty at the 0.01 significant level. The 

coefficient value (0.877) means that there is positive relationship between brand image and 

brand loyalty and the relationship is at high positive correlation level. 
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Table 5.21: Summary of Hypothesis Test 

Null Hypothesis Statement Significant Level Result 

Hlo: There IS no statistical relationship .004 Reject H0 

between satisfaction and brand loyalty 

H2o: There IS no statistical relationship .000 Reject H0 

between brand trust and brand loyalty 

H3o: There IS no statistical relationship .000 Reject Ho 

between price fairness and brand loyalty 

H4o: There IS no statistical relationship .000 Reject Ho 

between brand affect and brand loyalty 

H5o: There IS no statistical relationship .001 Reject Ho 

between brand value and brand loyalty 

H6o: There IS no statistical relationship .000 Reject Ho 

between brand image and brand loyalty 

As indicated in Table 5.27, all the null hypotheses in this study are rejected, which 

means that there is a positive relationship between each independent variable and dependent 

variable. 
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Chapter 6 

Summary, Implications, 

Recommendations and Conclusions 

This chapter provides the conclusion and recommendation from the result of this 

research paper and there are five main sections in this chapter. The first section is a summary 

of the demographic factors and hypotheses testing of this study. The second section is about 

the discussion and implications of this study. The last part is about conclusion, 

recommendations and further research. After the analysis of the primary data garnered from 

400 respondents through SPSS, the results will be concluded. 

6.1 Summary of Findings 

6.1.1 Summary of Demographic Factors 

In this research, the researcher distributed 400 questionnaires as the primary data 

and these data are collected from five Chang'an branches at Xi'an City, Shaanxi, China. The 

researcher collected these data by using questionnaires in June and July of 2014. According 

to the result of this study, there are more male respondents (81 % ) than the females (19% ). 

The respondents of the highest age level group is 26 - 3 5 years old ( 41.3 0% ). The highest 

education level group is Bachelor's degree (50.20%). The largest occupation group is 

company staff (35%) and the largest monthly income group is between 3,001 - 5,000 Yuan 

(36.5%). 
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Table 6.1: Summary of Demographic Factors Analysis 

Demographics Factor Characteristics Frequency (j) Percentage (%) 

Gender Male 324 81% 

Age 26-35 165 41.30% 

Education level Bachelor degree 201 50.2% 

Occupation Company staff 140 35% 

Monthly income 3,001 - 5,000 Yuan 146 36.5% 

6.1.2 Summary of Hypotheses Testing 

The researcher applied Pearson Correlation Analysis and Statistical Significant 

(t-statistic) to test the relationship of each hypothesis in this study. All the statistical 

treatments in this study are conducted by using SPSS program. There are six hypotheses in 

this study. According to the research methodology and the Pearson Correlation Coefficient 

results, the outcome showed that all null hypotheses are rejected. Therefore, the findings of 

this study are shown as follows: 

Hypothesis 1: The null hypothesis (H0 ) was rejected. 

There is a low positive significant relationship between satisfaction and brand 

loyalty. 

Hypothesis 2: The null hypothesis (H0 ) was rejected. 

There is a low positive significant relationship between brand trust and brand 

loyalty. 
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Hypothesis 3: The null hypothesis (H0 ) was rejected. 

There is a medium positive significant relationship between price fairness and 

brand loyalty. 

Hypothesis 4: The null hypothesis (H0 ) was rejected. 

There is a low positive significant relationship between brand affect and brand 

loyalty. 

Hypothesis 5: The null hypothesis (H0 ) was rejected. 

There is a low positive significant relationship between brand value and brand 

loyalty. 

Hypothesis 6: The null hypothesis (H0 ) was rejected. 

There is a high positive significant relationship between brand image and brand 

loyalty. 
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6.2 Discussion and Implications 

The researcher studied the factors affecting the brand loyalty of Chang'an car in 

Xi'an city, Shaanxi, China. Primary data are collected from the respondents who are the 

owners of Chang' an cars. The researcher collected the data from five Chang' an branches in 

Xi'an, China in June and July of 2014. The researcher applied five demographic factors: 

gender, age, education level, occupation and monthly income in this study. 

The researcher utilized the Pearson Correlation Coefficient to test the correlation of 

each hypothesis in this study. The researcher utilized six hypotheses and seven variables, 

customer satisfaction, price fairness, brand trust, brand affect, brand value, brand image and 

brand loyalty in this study. The results of significant (2-tailed test) values are all less than 

0.01, which means all of the null hypotheses are rejected. The detailed results of this study 

are described below. 

Table 6.1: Summary of Hypothesis testing results 

Hypothesis Variables Correlation value 

Hl Customet satisfaction and brand loyalty 0.145 

H2 price fairness and brand loyalty 0.199 

H3 brand trust and brand loyalty 0.590 

H4 brand affect and brand loyalty 0.189 

HS brand image and brand loyalty 0.169 

H6 brand value and brand loyalty 0.877 
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Overall Demographic Factors 

The researcher collected 400 primary data from respondents who are the owner of 

Chang' an car. The majority of the respondents are males (81 % ) and the highest age level 

group is 26 - 35 years old (41.30%). The highest education level group is Bachelor's degree 

(50.2%). The largest occupation group is company staff (35%) and the largest monthly 

income group is between 3,001 - 5,000 Yuan (36.5%). Then, based on the result of 

descriptive analysis, mostly the buyers or users of Chang'an car are young individuals. 

According to the Chinese auto magazines (AUTOFAN 01/06/2013, CAR AND DRIVER 

24/09/2013,), design of Chang'an cars attracts young people. Its motor vehicle dynamic 

characteristics is also very high compared to other brand within the same price level. The 

magazine of MOTOR TREND (05/03/2014) said that mostly the young people will buy the 

new products from Chang'an, but young people like new things, and they are changing and 

switching all the time. Teenagers and young adults are the main population group in the 

future consumption. 

Hypotheses 

Hypothesis One (H1): Based on the results of hypothesis one, the researcher found 

that there is a significant relationship between satisfaction and brand loyalty. The Pearson 

correlation coefficient between these two variables is 0.145, and the researcher can conclude 

that there is a low positive relationship between customer satisfaction and brand loyalty. As 

the minds of young people are active, they are bold in innovation and easy to accept new 

things. The newfangled things and products could easily attract the them. Then, the young 

people may change their mind to a new product or new model in a short time. 

The result of hypothesis one is supported by Martt'n-Consuegra et al. (2007), who 

studied an integrated model of price, satisfaction and loyalty: an empirical analysis in the 

service sector and the researcher found that price fairness is influenced on customer 

satisfaction and loyalty, and the result showed that the relationship between customer 
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satisfaction and brand loyalty was significant. Liljander and Strandvik (1997) also supported 

this study that loyalty is an important factor which could help people understand about 

customer satisfaction. Wong and Zhou (2006) also revealed that customer satisfaction leads 

to brand loyalty; consumer satisfaction is an essential factor to acquire more loyal customers. 

Most researchers found that there is a positive relationship between customer satisfaction and 

brand loyalty. However, in this study, the statistical relationship was a little bit low between 

these two variables, because it depends on its age group and products. 

Hypothesis Two (H2): Based on the results of hypothesis two, the researcher found 

that there is a significant relationship between brand trust and brand loyalty. The Pearson 

correlation coefficient between these two variables is 0.199, and the researcher can conclude 

that there is a low positive relationship between brand trust and brand loyalty. Teenagers and 

young people may trust some brand, but not for long time. If the company made some minor 

mistakes, even the young people can feel uncomfortable about the brand; they will easily 

switch to another brand. 

The result of hypothesis 2 is supported by Taylor et al. (2005), who studied the 

-importance of brand equity to brand loyalty and the researchers found the relative influences 

of satisfaction, value, resistance to change, brand affect, trust, and brand equity on 

perceptions of brand loyalty using structural equation analysis. The researchers deeply found 

that there is a positive relationship between brand trust and brand loyalty. Wu et al., (2008) 

also supported that brand loyalty is a part of the continual process of valuable and notable 

relationships which is produced by brand trust. Most researchers found that there is a positive 

relationship between brand trust and brand loyalty. However, based on the majority and the 

age of demographic factor, the result is quite low. 

Hypothesis Three (H3): Based on the results of hypothesis three, the researcher 

found that there is a significant relationship between price fairness and brand loyalty. The 
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Pearson correlation coefficient between these two variables is 0.590, and the researcher can 

conclude that there is a medium positive relationship between the price fairness and brand 

loyalty. This would imply that the lower price can play a significant role for maintaining 

brand loyalty. In China, Chang'an is famous for its economical and practical products. Low 

price level attracts the young people who just began working and is financially challenged. 

The result of hypothesis three is supported by Mart1'n-Consuegra et al. (2007), who 

studied an integrated model of price, satisfaction and loyalty. An empirical analysis in the 

service sector and the researchers found that price fairness influences customer satisfaction 

and loyalty, and the researchers found that there is a positive and significant relationship 

between price fairness and brand loyalty. Bei and Chiao, (2001) also supported this study 

that price fairness positively affects brand loyalty. It is possible for consumers to rebuy or 

display the intention of repeat purchase behavior, when the price of a product or received 

service is reasonable. But the consumers may not repurchase again if they perceive the price 

is not worthwhile even when they are satisfied with the product or service. 

Hypothesis Four (H4): Based on the results of hypothesis four, the researcher found 

that there is a significant relationship between brand affect and brand loyalty. The Pearson 

correlation coefficient between these two variables is 0.189, and the researcher can conclude 

that there is a low positive relationship between brand affect and brand loyalty. Based on the 

demographic factor, most of customers are young males. The male customers like practical 

and stable products more than female customers. Young people are emotional. They may 

purchase the product without deeply thinking. The impulsive purchasing mostly happens to 

young people group. As the author form AUTOFAN (01/06/2013) magazine stated that the 

young people are easily attracted by design and new technology. 

Result from hypothesis four is supported by Taylor et al. (2005), who studied the 

importance of brand equity to brand loyalty and the researcher found the relative influences 
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of satisfaction, value, resistance to change, brand affect, trust, and brand equity on 

perceptions of brand loyalty using structural equation analysis, and the researcher found that 

there is a positive relationship between brand affect and brand loyalty. Sung and Kim, (2010) 

also supported this study that it was empirically evident that brand affect has a significant 

impact on brand loyalty. Most researchers found that there is a positive relationship between 

brand affect and brand loyalty. However, based on the majority and the age of demographic 

factor, the result is quite low. 

Hypothesis Five (H5): Based on the results of hypothesis five, the researcher found 

that there is a significant relationship between brand value and brand loyalty. The Pearson 

correlation coefficient between these two variables is 0.169, and the researcher can conclude 

that there is a low positive relationship between brand value and brand loyalty. Product design, 

function, package, reliability, quality, extension influence purchasing behavior and loyalty of 

young people to the product. 

The result of hypothesis five is supported by Kuikka and Laukkanen (2012), who 

studied brand loyalty and the role of hedonic value. In this study, the researchers found that 

brand value helps companies to- achieve and maintain customer relationships. Also, 

companies can gain their competitive advantage through brand value. Feldwick (1996) also 

found that brand value is a part of brand strength, which affects brand loyalty. Keller and 

Lehmann (2006) also mentioned that brand value is both a functional and emotional value, 

which could lead to brand trust and brand loyalty. Most researchers found that there is a 

positive relationship between brand value and brand loyalty. However, in this study, the 

statistical relationship was a little bit low between these two variables because it depends on 

its young age group and products. 

Hypothesis Six (H6): According to the results obtained from hypothesis six, there is 

a significant relationship between brand image and brand loyalty. The Pearson correlation 
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coefficient between these two variables is 0.877, and the researcher can conclude that there is a 

high positive relationship between brand image and brand loyalty. The result illustrated that if 

the brand image of the customer is positive and high, the purchase intention or brand loyalty 

will be high. In China, Chang' an becomes the first choice of household car because of its 

lower price and better quality. In recent years, Chang' an Company improved its technique 

for car control and optimization, and automobile emissions. Also, it invited domestic and 

foreign first-class designers in model designing to create the perfect flow line. 

The result of hypothesis six is supported by Hsieh and Li (2008) who studied about 

the moderating effect of brand image on public relations perception and brand loyalty. The 

researcher found that brand image may function as a precursor or gatekeeper to more 

extensive ramifications. When brand image is favorable, this positive impression would 

enhance the interest and loyalty of customers, and consumers would gear towards a positive 

cognitive, attitude and behavior toward the company. Lee and Wu (2011) also supported that 

a company with an inferior brand image acquires one with a superior or average brand image 

and affects the brand association and brand loyalty. 

6.3 Conclusion 

This study investigated the vanous factors which affect the brand loyalty of 

Chang'an car in Xi'an city, China. The researcher investigated the six hypotheses based on 

the seven dependent and independent variables: customer satisfaction, brand trust, price 

fairness, brand affect, brand value, brand image and brand loyalty. The researcher applied the 

survey method to collect the primary data and scaled them by using a 7-point Likert scale. 

The researcher collected the primary data from five Chang'an branches in Xi'an, 

China in June and July 2014. The respondents are male or female customers who are already 

owners of Chang'an car. The researcher applied five demographic factors in this study: 
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gender, age, education level, occupation and monthly income. The maJonty of the 

respondents are males (81%) and the highest age level group is 26 - 35 years old (41.30%). 

The highest education level group is Bachelor's degree (50.2%). The largest occupation 

group is company staff (35%) and the largest monthly income group is between 3,001 - 5,000 

Yuan (36.5%). 

The researcher applied 400 primary data to explore the relationship of each variable 

by using SPSS program. The researcher utilized the Pearson Correlation Coefficient 

(Bivariate) to test the correlation of each hypothesis in this study. The researcher explored 

the relationship of six hypotheses and the results of significant (2-tailed test) values are less 

than 0.01, which identified that all of the null hypotheses are rejected. 

The researcher investigated that from the six hypotheses, four (H 1, H2, H4 and H 5) 

have low positive relationship between each variable which means that there is a low positive 

relationship between customer satisfaction and brand loyalty, brand trust and brand loyalty, 

brand affect and brand loyalty, and brand value and brand loyalty. The researcher also 

explored that the other one hypothesis (H3) shows a medium positive relationship between 

price fairness and brand loyalty. Finally, the researcher discovered that the H 6 indicates that 

there is a high positive relationship between brand image and brand loyalty. This article 

examines the relationship between customer satisfaction, brand trust, brand affect, price 

fairness, brand value, brand image and brand loyalty. The study finds a positive relationship 

between these variables. These findings confirm the results of previous studies such as 

Taylor et al. (2005), Mart1'n-Consuegra et al. (2007), Kuikka and Laukkanen (2012), Hsieh 

and Li (2008). 
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6.4 Recommendations 

This study has proven the importance of analyzing brand loyalty and its factors. 

According to the data analysis of this study, the results and recommendations can help 

managers and marketers not only to understand the brand loyalty towards Chang'an car but 

also to gain more competitive advantages. The researcher would like to make some 

suggestions as follows: 

According to the result of hypothesis one (r = 0.145), there is a low positive 

relationship between customer satisfaction and brand loyalty. Based on this result, Chang'an 

should carefully consider customers' needs and feelings in order to ensure the customers feel 

satisfied with its products and services. Also, the researcher suggests the managers improve 

the function, safety, quality, design, after sales service, accessories and other information· 

relating to the product to satisfy customer needs. At the same time, it can improve brand 

loyalty and maintain the loyalty of customers especially that the customer profile is young 

people. They always follow the popular trend and change their mind. Therefore, the company 

should design more new car and new model to satisfy customer needs. 

According to the result of hypothesis two (r = 0.199), there is a low positive 

relationship between brand trust and brand loyalty. The result imply that the positive b_rand 

trust can play a significant role for increasing brand loyalty. Also building brand trust is a 

way of maintaining or increasing loyalty. The research findings have shown that brand 

loyalty is positively influenced by brand trust. Therefore, building brand trust is a way of 

maintaining or increasing loyalty. The researcher suggests that long warranty, high quality, 

good service could aid in gaining trust from customers; at the same time, the manager could 

use media to demonstrate its products and its advantages to inform people. 
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According to the result of hypothesis three (r = 0.590), there is a medium positive 

relationship between price fairness and brand loyalty. The researcher suggests that a firm 

should focus more on delivering the right quality at the right price and on treating the 

customers fairly rather than focusing on competitors' prices. To manage pricing decisions 

effectively, the marketer must be able to understand both economic and psychological 

responses to various prices and price changes When a service provider explains how a price 

is derived and shows that price increases are due to uncontrollable external factors such as 

increase in fuel costs, the consumer is more likely to accept the price increase and perceive it 

as being fair, or at least less unfair (Vaidyanathan and Aggarwal, 2003; Xia et al., 2004). 

According to the result of hypothesis four (r = 0.189), there is a low positive 

correlation between brand affect and brand loyalty. It is pointed out that if the customers' 

emotional value towards the brand is positive or high, the brand loyalty of customers will 

also be high. This research finding can support that brand affect is an important antecedent to 

maintain consumer's brand loyalty. Where there is an increase in the number of brands in the 

automotive industry, brand affect becomes a driving factor of brand loyalty. The researcher 

suggests for the manager to focus on diversification and innovation to enrich affective 

association. 

According to the result of hypothesis five (r = 0.169), there is a low positive 

correlation relationship between brand value and brand loyalty. It is pointed out that if the 

brand value from customers is positive or high, the brand loyalty of customers will also be 

high. This research finding can support that brand value is an important factor for consumer's 

brand loyalty. The researcher suggests the manager to improve the quality, design and 

function of the product. Also, Chang' an can focus on brand extension for the new car 

vers10n. 
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According to the result of hypothesis six (r = 0.877), there is a high positive 

correlation between brand image and brand loyalty. This result demonstrated that if the 

image of the brand is high, brand loyalty will also be high. Consumers firstly evaluate the 

image by using the information about the brand. Brand image is one of the important factors 

in automobile industry. The positive brand image can be evaluated to increase the consumers' 

aspiration towards that product. The personality of Chang' an brand is young, economical and 

practical. That is the reason that most customers in 2013 are young people after the new 

products come into the market. The researcher suggests that the Chang'an manager should 

focus on environmental protection, public image, science and technology to improve brand 

image. Understanding consumer needs has already transcended the issues of products and 

services, and that the concept of image exploration is of growing importance (Fredericks et al. 

2001). Both corporate image and brand image could support or destroy consumer beliefs 

about value gained, thereby indirectly influencing customer behavior and loyalty (Abdullah 

et al., 2000). 

6.5 Further Research 

The research mainly focused on the factors affecting brand loyalty for those who 

own a Chang'an car. The questionnaires were completed by the people who are living in 

Xi'an City, Shaanxi, China. For developing the results of this research, several further studies 

would be able to conduct this investigation as follows: 

Firstly, based on the current research, only a set of critical factors is deemed as 

being important. However, there are many other factors cited as being important as indicated 

in the other related literatures. These factors are satisfaction, brand trust, price fairness, brand 

affect, brand value and brand image that are dependent on brand loyalty. Therefore, a 

suggestion for future study would be to cover more independent factors in order to obtain a 

more in-depth understanding of the elements that influence people to own a Chang'an car 

and be loyal with the brand. 
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Secondly, future researchers may study from different geographic areas such as 

Chang'an car showroom located in other cities around China. The customers who come to 

the Chang'an showroom must pay deep interest in Chang'an brand. Therefore, to give them 

the questionnaires must be more effective than those who have completed it at the five 

branches in Xi'an city, Shaanxi, China. All will get the stability of the responses with a 

stronger result about their satisfaction, brand trust, price fairness, brand affect, brand value 

and brand image toward the Chang' an car. 

Thirdly, Chang' an Company has several production lines that are in joint venture 

with Mazda, Mitsubishi, and Ford in China. This research used the same conceptual 

framework to study the other products that are all developed by Chang' an Company. Future 

studies can extend to other products which are jointly produced by two or more companies. 

Finally, further studies could be carried out to compare brand loyalty of automobile among 

several brands, such as The Great Wall, BYD and Kia. 
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Assumption University 

The purpose of this research is to know what factors affect Brand loyalty of Chang'an. 

As I am writing the thesis in Assumption University MBA day program, my research is on 

Chang' an Car and I would like you to complete this questionnaire. It will just take 5 minutes 

of you time to complete this questionnaire. Thank you for your cooperation. 

If you have any questions, please ask the questionnaire providers. 

Part 1: Screening Question: 

1. Are you an owner of Chang'an car? 

D 
Yes 

D 
No 

If yes, please continue answering the questionnaire. If no, please return the questionnaire to 

the surveyor. 

Part 2: Factors Influencing Brand Loyalty 

Please indicate whether you agree or disagree (1: Strongly Disagree, 2 Moderately disagree 3. 

Slightly Disagree, 4 Neither agree nor disagree, 5. Slightly agree 6. Moderately Agree, 7 

Strongly Agree) to the following statements on Chang' an cars. 
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2. Chang'an car has exceeded my highest 

expectations. 

3. Chang' an car is exactly what I needed. 

4. I am satisfied with my decision to buy 

Chang' an car. 

5. I am sure that it was the right thing to buy 

Chang'an car. 

6. Using Chang'an car has been a good. 

experience. 

Brand trust 

7. I trust Chang' an car. 

8. Chang' an car is a reliable. 

9. I believe that Chang'an car does not take 

advantage from its customers. 

10. I consider the company and people ·who 

stand behind Chang'an car to be 

trustworthy . 

Price fairness 

11. I paid a fair price for Chang' an car. 

12. I consider Chang'an car's pricing policy as 

fair. 

13. I consider Chang'an car's pricing policy as 
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14. I consider Chang'an car's pricing policy as 

acceptable. 

Brand affect 

15. When I think about Chang'an car, I feel 

good about it. 

16. When I think about Chang'an car, I am 

happy knowing that I made the decision to 

purchase it. 

17. When I think about Chang'an car, it gives 

me pleasure knowing that I made the 

decision.to purchase it. 

Brand Value 

18. The Chang'an brand offers good design for 

the products. 

19. The Chang'an brand provides customers 

with a good deal. 

20. I consider the Chang'an brand has a good 

brand extension. 

Brand Image 

21. I feel that Chang'an company branding 

product possesses its practical function. 
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company 

product possesses a positive symbolic 

meanmg. 

23. I feel that Chang'an company branding 

product can relate to the pleasant 

experience. 

Part 3: Brand Loyalty 

Please indicate whether you agree or disagree ( 1: Strongly Disagree, 2 Moderately disagree 3. 

Slightly Disagree, 4 Neither agree nor disagree, 5. Slightly agree 6. Moderately Agree, 7 

Strongly Agree) to the following statements on Chang'an cars. 

Brand loyalty 

24. I consider this brand my first choice in this 

category 

25. I would not switch to a competitor, even ifl 

had a problem with a car of Chang'an 

company. 

26. I intend to repurchase a car from Chang'an 

Company. 

27. I am very loyal customer. 
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Personal Data 

28. Gender 

DMale 

29. Age 

018-25 

036-45 

30. Education 

DFemale 

026-35 

045 above 

OHigh school or lower OBachelor degree OMaster degree 

ODoctor degree OOther ___ _ 

31. Occupation 

OStudent 

OGovemment Officer 

OOther ----

32. Income 

OBelow 1,000 Yuan 

03,001-5,000 Yuan 

DAbove 10,000 Yuan 

OBusiness owner 

OCompany Staff 

01,001-3,000 Yuan 

05,001-10,000 Yuan 
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60. tt1l!J 
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0 1,001-3,000 5G 
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Reliability of Variables 

a. Reliability : Customer Satisfaction 

Reliability Statistics 

Cronbach's 
N of lterms 

Alpha 

0.772 5 

b. Reliability: Brand Trust 

Reliability Statistics 

Cronbach's 
N of lterms 

Alpha 

0.848 4 

c. Reliability: Price Fairness 

Reliability Statistics 

Cronbach's 
N of lterms 

Alpha 

4.769 4 
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d. Reliability: Brand Affect 

Reliability Statistics 

Cronbach's 
N of !terms 

Alpha 

0.853 3 

e. Reliability: Brand Value 

Reliability Statistics 

Cronbach's 
N of !terms 

Alpha 

0.750 3 

f. Reliability: Brand Image 

Reliability Statistics 

Cronbach's 
N of !terms 

Alpha 

0.863 3 
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g. Reliability: Brand Loyalty 

Reliability Statistics 

Cronbach's 
N of lterms 

Alpha 

0.772 4 

Descriptive Analysis 

a. Frequency Table 

Gender 

Frequency Percent Valid Cumulative 

Percent Percent 

Male 324 81.0 81.0 81.0 

Valid Female 76 19.0 19.0 100.0 

Total 400 100.0 100.0 
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Age 

Frequency Percent Valid Cumulative 

Percent Percent 

18-25 114 28.5 28.5 28.5 

26-35 165 41.3 41.3 69.8 

Valid 36-45 81 20.3 20.3 90.0 

45 above 40 10.0 10.0 100.0 

Total 400 100.0 100.0 

Highest education level 

Frequency Percent Valid Cumulative 

Percent Percent 

High School or 
98 24.5 24.5 24.5 

lower 

Bachelor degree 201 50.2 50.2 74.8 

Valid 
Master degree 68 17.0 17.0 91.8 

Doctor degree 15 3.8 3.8 95.5 

Other 18 4.5 4.5 100.0 

Total 400 100.0 100.0 
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Occupation 

Frequency Percent Valid Cumulative 

Percent Percent 

Student 30 7.5 7.5 7.5 

Business owner 110 27.5 27.5 35.0 

Government 
60 15.0 15.0 50.0 

Valid 
officer 

company staff 140 35.0 35.0 85.0 

Other 60 15.0 15.0 100.0 

Total 400 100.0 100.0 

Income 

Frequency Percent Valid Cumulative 

Percent Percent 

Below 1000 Yuan 54 13.5 13.5 13.5 

1001-3000 Yuan 141 35.3 35.3 48.8 

3001-5000 Yuan 146 36.5 36.5 85.3 

Valid 
5001-10000 Yuan 34 8.5 8.5 93.8 

Above 10000 
25 6.3 6.3 100.0 

Yuan 

Total 400 100.0 100.0 
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b. Mean Store and Standard Deviation 

Customer Satisfaction 

Descriptive Statistics 

N Minimum Maximum Mean Std. 

Deviation 

has exceeded my 
400 1 7 5.43 1.294 

highest expectations. 

exactly what I needed 400 1 7 5.59 1.211 

satisfied with my 

decision to buy 400 1 7 5.94 1.151 

Chang'an car. 

it was the right thing to 
400 1 7 5.76 1.226 

buy Chang'an car. 

good experience. 400 2 7 5.59 1.058 

Valid N (listwise) 400 
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Brand Trust 

Descriptive Statistics 

N Minimum Maximum Mean Std. 

Deviation 

trust Chang'an car. 400 2 7 5.82 1.034 

reliable. 400 2 7 5.59 1.149 

Chang'an car does not 

take advantage from its 400 2 7 5.92 1.019 

customers. 

the company and people 

who stand behind 

Chang'an car to be 
400 1 . 7 5.83 .995 

trustworthy . 

Valid N (listwise) 400 
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Price Fairness 

Descriptive Statistics 

N Minimum Maximum Mean Std. 

Deviation 

paid a fair price for 
400 1 

Chang'an car. 
7 4.25 1.678 

Chang'an car's pricing 
400 1 7 5.07 1.641 

policy as fair. 

Chang'an car's pricing 
400 1 7 5.14 1.646 

policy as ethical. 

Chang'an car's pricing 
400 1 7 4.70 1.857 

policy as acceptable. 

Valid N (listwise) 400 
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Brand Affect 

Descriptive Statistics 

N Minimum Maximum Mean Std. 

Deviation 

I feel good about it. 400 1 7 5.53 1.226 

I am happy knowing that 

I made the decision to 400 1 7 5.67 1.200 

purchase it. 

it gives me pleasure 

knowing that I made the 400 1 7 5.95 1.123 

decision to purchase it. 

Valid N (listwise) 400 
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Brand Value 

Descriptive Statistics 

N Minimum Maximum Mean Std. 

Deviation 

Chang'an brand offers 

good design for 400 2 7 5.92 1.019 

products. 

provides customers with 
400 1 7 5.83 .995 

a good deal. 

Has a good brand 
400 1 7 5.58 1.123 

extension. 

Valid N (listwise) 400 
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Brand Image 

Descriptive Statistics 

N Minimum Maximum Mean Std. 

Deviation 

Chang'an company 

branding product 
400 1 7 4.55 1.782 

possesses its practical 

function. 

Chang'an company 

branding product 
400 1 

possesses a positive 
7 5.23 1.669 

symbolic meaning. 

Chang'an company 

branding product can 

relate to the pleasant 
400 1 7 5.35 1.581 

experience. 

Valid N {listwise) 400 
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Brand Loyalty 

Descriptive Statistics 

N Minimum Maximum Mean Std. 

Deviation 
-

intend to repurchase a 

car of Chang' an 400 1 7 4.63 1.859 

Company. 

would not switch to a 

competitor, even if I had 
400 1 7 4.57 1.781 

a problem with a car 

of Chang' an company. 

intend to repurchase a 

car from Chang' an 400 1 7 5.22 1.672 

Company. 

loyal customer. 400 1 7 5.35 1.609 

Valid N (listwise) 400 
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Correlation Coefficient Analysis (Pearson Correlation) 

a. Customer Satisfaction and Brand Loyalty 

Correlations 

comes com bl 

Pearson 

Correlation 
1 

comes 
Sig. (2-tailed) 

N 400 

Pearson 

Correlation 

.. 
.145 

comb I 
Sig. (2-tailed) .004 

N 400 

**. Correlation is significant at the 0.01 level 

(2-tailed). 
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.. 
. 145 

.004 

400 

1 

400 



b. Brand Trust and Brand Loyalty 

Correlations 

combt com bl 

Pearson 

Correlation 
1 

combt 
Sig. (2-tailed) 

N 400 

Pearson .. 
. 199 

Correlation 

comb I 
Sig. (2-tailed) .000 

N 400 

**. Correlation is significant at the 0.01 level 

(2-tailed). 
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.. 
.199 

.000 

400 

1 

400 



c. Price Fairness and Brand Loyalty 

Correlations 

corn pf corn bl 

Pearson 
1 

Correlation 

corn pf 
Sig. (2-tailed) 

N 400 

Pearson 
. 590 

.. 
Correlation 

comb I 
Sig. (2-tailed) .000 

N 400 

**. Correlation is significant at the 0.01 level 

(2-tailed). 
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.. 
. 590 

.000 

400 

1 

400 



d. Brand Affect and Brand Loyalty 

Correlations 

comba corn bl 

Pearson 

Correlation 
1 

comba 
Sig. (2-tailed) 

N 400 

Pearson 
. 189 

.. 
Correlation 

corn bl 
Sig. (2-tailed) .000 

N 400 

**. Correlation is significant at the 0.01 level 

(2-tailed). 
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.. 
. 189 

.000 

400 

1 

400 



e. Brand Value and Brand Loyalty 

Correlations 

cinbv comb I 

Pearson 
1 

Correlation 

cinbv 
Sig. (2-tailed) 

N 400 

Pearson 
. 169 

.. 
Correlation 

com bl 
Sig. (2-tailed) .001 

N 400 

**. Correlation is significant at the 0.01 level 

(2-tailed). 
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.. 
.169 

.001 

400 

1 

400 



f. Brand Image and Brand Loyalty 

Correlations 

corn bi corn bl 

Pearson 

Correlation 
1 

corn bi 
Sig. (2-tailed) 

N 400 

Pearson ** 

Correlation 
.877 

comb I 
Sig. (2-tailed) .000 

N 400 

**. Correlation is significant at the 0.01 level 

(2-tailed). 

- 141-
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.000 

400 
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