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ABSTRACT

This study examined the relationships between brand equity, product
attributes and purchase intention toward Sony Cyber-Shot digital cameras in Bangkok
area. Brand equity is the added value a brand brings to a product beyond the item's
functional value. The researcher used 4 elements of brand equity (brand awareness,
brand association, perceived quality; and brand loyalty) to study the relationship
toward purchase intention. Product attributes for this study were durability, CCD
resolution, memory card capacity, easy to use, zoom distance, compatibility, size,
design, and video record function.

The data were collected from 400 respondents in 5 locations throughout
Bangkok. Data were interpreted and analyzed by using SPSS program. Through the
Spearman's Rho correlation coefficient analysis, it was found that (1) the relationship
between brand equity (brand awareness, brand association, perceived quality, brand
loyalty) and purchase intention were significant and positive and (2) the relationship
between product attributes and purchase intention was significant and positive.

Among elements of Sony Cyber-Shot's brand equity, respondents perceived
highly on brand association, especially on brand image and trustworthiness, while
brand loyalty was perceived lowest. For product attributes, record function CCD
resolution and durability showed a high level of importance for respondents in
considering the purchase of Sony Cyber-Shot digital cameras, while the video record
function was the attribute that respondents' rated as the lowest.

Recommendations for marketing strategies, product attributes and direction
for further researches were also discussed.
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CHAPTER I

GENERALITIES OF THE STUDY
1.1 Introduction of the study
Today's business competition is dominated by emphasizing on brand
building. Businesses and investors recognize brands as the company's most valuable
assets. The study of the impact of brand name on the perception and attitude of
consumers has been a significant issue since the competition is keen on capturing
higher market share. One issue that has emerged, as one of the most critical areas of
marketing management, in the 1990s is brand equity (Cobb-Walgren, Ruble, &
Donthu 1995). Brand equity has been studied and demonstrated that it can influence
consumer recognition and persuade the consumer's purchase intention (Aaker, 1991;
Cobb-Walgren et al., 1995; Lassar, Mittal and Sharma, 1995).
The trend of management has changed since the brand equity concept
emerged. Several articles in both the American and European press dealt with the
discovery of brand equity, or the financial value of the brand. In fact, the emergence
of brands in activities which previously had resisted or were foreign to such concepts
(industry, banking, the service sector, etc) vouched for the new importance of brands.
This is confirmed by the importance that so many distributors place on the promotion
of their own brands.
In the past, the value of a company was measured in term of its buildings and
land, and then its tangibles assets (plant and equipment). Because brand is an
intangible asset, the value of a brand does not appear on the balance sheet, therefore,
the exact value or the price of a brand cannot be calculated directly. Sometimes, huge
companies attempt to take up advantageous position by mergers and acquisition. By
doing that buyer have to pay a very high price to cover tangible assets (factory,
equipment etc.) and intangible assets (i.e. brand name, logo, trademark). To justify the
price of acquisition, the only assets displayed on corporate balance sheets were fixed,
tangible ones. The price of brand, on the other hand, is not mentioned, for which
buyers offered sums much greater that the net value of the assets. The acquiring

companies generally posted this extra value or goodwill in their consolidated
accounts. The actual object of financial cash flows and relentless takeovers which
preceded them was invisible, intangible and unwritten.
It is only recently to be realized that the real value lies outside the business

itself, in the mind of potential buyers. That is the reason why many well-known
brands such as Coca-Cola, Nike, Adidas, and others, attempt to attract consumers by
launching inspiring, encouraging, advertising campaigns. Because those companies
want to build brand awareness and the value of brand provided to consumers.
Building brand equity is not only for persuading consumers at short notice,
but also builds loyalty to consumers for future purchases (Aaker, 1991 ). Building a
strong brand value can create long-term association with the brand which can drive
market position and is capable of resisting aggressive competitors. However, it can
also involve an initial and ongoing investment, which can be substantial and will not
necessarily result in short-term profits.
Consumers do not just buy the brand name, they buy branded products
which are a combination of the tangible and intangible benefits created by the efforts
of the company. Consumers select a product not just for their basic desire, but they
select a product that reflects their image, attitude, and personality. Therefore,
consumers often consider "brand" which refers to their personality (Keller, 1998).
The value of brands comes from their ability to continuously add value while
at the same time remaining at the market price. The brand is not the product but it
gives the product meaning and defines its identity. Companies are discovering that
this brand equity has to be managed, nourished and controlled.
On marketing basis, companies convey the value of brand to consumers
through various instruments, such as advertising, channel relationship, marketing
campaigns, etc. The perception of brand, in tum, contribute to the meaning or value
that the brand adds to consumers then influence consumers in some way. Consumers,
then, perform positive or negative feeling to the brand, and can finally lead to
purchase. Purchase intention is a common effectiveness measure and often used to
anticipate a response behavior (Li, Daugherty & Biocca, 2002). The intention to
purchase a product can be defined by the tendency or likelihood to buy a product.

V/

Purchase intention is the stage in which Kotler (2000) mentioned that the

consumer forms preferences among the brands in the choice set. In the evaluation
stage the consumers might also form an intention to buy the most preferred brand. The
2

value of brand plays a significant role in this process. Consumers will compare each
brand and select the final choice to purchase .
.Beside brand equity, consumers select a product by considering physical
functions, which refers to product attributes. Keller (1998) mentioned that productrelated attributes are defined as the ingredients necessary for performing the product
or service function sought by consumers, and non-product-related attributes are
defined as external aspects of the product or service that often relate to its purchase or
consumption in some way.
\ / Therefore, in this study, the researcher has studied the influence of brand
equity and product attributes to the purchase intention. The influence is examined by
finding the relationship among them. As a result, this research is aimed at studying the
relationship between brand equity, product attribute and purchase intention.
,_

After considering the possibility of this study, the researcher selected digital

cameras as a case study. Digital camera market in Thailand is growing dramatically
(see Table 1.1). Among the competition, Sony is the leader in the digital camera
market (see Figure 1.1 ). According to this information, the researcher studied the
consumer perception of Sony's brand equity and product attributes that influence the
purchase intention.

Digital Camera

Digital camera market in Thailand is growing very fast. Thanks to the rapid
increase of digital photography and imaging quality technologies, digital cameras
have become so popular that digital devices are likely to replace traditional film
cameras in the near future. In the past, popular cameras are single lens reflex (SLR)
and automatic cameras. Single lens reflex (SLR) consists of a lens that reflects a
picture to the viewfinder via prism in side camera, photographers have to adjust the
focus, exposure, and shutter by themselves. Automatic camera is more popular for
camera users, they only press the button to finish the picture. Both cameras require
film to store pictures and the problem is the limited number of pictures in a film roll.
Digital cameras became popular in recent years because of non-film
photography technology. Pictures are recorded with a memory stick instead of film,
which the number of pictures stored depends on capacity of memory stick. Digital
camera in the early stage had many drawbacks, such as, large size, low image quality,
3

small amount of picture storage, complicated functions, high price, and required
specific software program in printing images. Digital cameras, at that time, had
limited use in professional purposes such as modification and enhancement of images
in the journalism industry, or in professional studios. Subsequently, the quality of
picture resolution was enhanced, new function such as video record was introduced,
the capacity of memory stick was increased, and more importantly, the price was
decreased. Nowadays, digital camera market has grown rapidly in every region of the
world. In Japan, the numbers of digital camera sold is more than that of film camera
and this trend is evident in the United States (Vittayawirot, 2003). In the intense
competition in digital camera market, major photographic companies are now
focusing on developing technology to digital camera productions.

Digital Cameras in Thailand

Janejaraskul (2004) stated that the number of digital cameras sold in 2004
was approximately 600,000 units and worth around 7 million Baht. Comparing to the
260,000 cameras sold in 2003, the market grew 130%. Apart from lower prices and
improving technology, another key factor fuelling the popularity of digital cameras is
the growing availability of high speed and online digital photo printing services.
Nowadays, computer users can produce their own prints with a good quality inkjet
printer. In addition, with numerous consumer-oriented software applications on the
market, producing photographic slideshow on video CD is very easy. The increase of
distribution also encourages the sales of digital camera. Digital cameras are distributed
via IT stores, computer stores, photographic stores and mini labs. Moreover, some
distributors focus on using direct market for their main market segments. Distribution
through internet has become more popular because consumers can compare functions,
features, and price by themselves on many websites.
The lifestyle of Thai people is also interesting, Thai people tend to take
pictures in every ceremony, party, or special occasion. The advent of digital camera
can stimulate consumers to try on new digital cameras. According to the various
lifestyles of Thai consumers, the digital camera producers offer the digital camera that
match to the consumers' lifestyles.

4

Table 1.1: Digital Cameras Sold in Thailand (Units)

Year

Unit Sold

2001

39,000

2002

90,000

130%

2003

260,000

188%

2004

600,000

130 %

Growth Rate

Source: Manager Weekly (2004). September 23, p.16

Table I. I indicates the digital cameras sold since 2001 to 2004. It can be noted that
the units sold in 2004 is the expected number. Digital camera market in Thailand has
increased over years since 1999. In 2004, the expected units sold were 600,000 units
with 130% growth rate. The reason of growing market is a result of the decreasing
price as well as awareness of new technology of Thai consumers. Moreover, the price
of digital cameras in 2004 is tending to decrease together with improvement of lenses
and image resolution (Hanwichitchai, 2003). Digital cameras can be divided into three
groups: entry level models offering image resolution of between 1.3 and 2 mega pixels,
mid-range cameras with resolution of around 3 megapixels and higher, end models
boasting 4 to 5 megapixels or more.
Entry-level cameras are ideal for beginners, delivering good quality images for
the 4" x 6" prints offered by most digital photo printing services. Two-megapixel
cameras are ideal for good quality 5" x 7" photo prints.
Mid-range digital cameras with 3 megapixels, the quality of print is normally
excellent up to 8" x 11 ". The cameras often offer a number of features associated with
35mm SLR cameras and manual override of the automatic settings are more common.
Top-of-the-line digital cameras, of 4 megapixels and above, can tum out good
quality prints the A4-size and larger. Those tend to offer advanced features, including
manual focus and exposure settlings. A good high-end digital camera will allow
images to be stored in RAW or TIFF formats, which do not suffer the same degree of
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quality loss as the JPEG compression format. Cameras in this range are quipped with
wide aperture, high quality lenses, allowing brighter, clearer pictures even in low light
conditions.

Table 1.2: Market Trend for Digital Cameras

No. of Pixels
(Mega Pixels)

Units
2002

2003

Percent
Change

0- 0.9

3,700

1,000

-73%

1 - 1.9

23,500

16,000

-32%

2 - 2.9

33,100

40,000

+21%

3 - 3.9

20,500

80,000

+290%

4 -4.9

6,400

25,000

+291%

Over 5

2,800

8,000

+186%

Source: Business Thai (2003). October 15 p. 11.

In 2002, two-megapixel digital camera was the most popular in Thailand,
which was attributed to marketing strategies and price promotion from many
manufacturers such as Sony, Panasonic, Toshiba, Nikon, Cannon, Fuji, and Kodak. In
2003, the most popular cameras are 3 megapixel resolution due to decreasing price for
these cameras. Table 1.2 illustrates the trends of digital camera in 2002 and 2003
divided by number of pixels. In 2003, 2 megapixel digital cameras increased by 21 %
with 40,000 units sold. A total of 80,000 units of 3 megapixel digital cameras were
sold in 2003. However, even overall digital camera market tends to increase, the onemegapixel digital cameras are in the trouble. The main reason restraining this market
is the emergence of built-in-camera mobile phones. The price of one-megapixel digital
camera is close to mobile phone with less utility. In addition, the image quality is
relatively lower than higher-pixel cameras.

The units of digital cameras with 1

megapixel resolution have decreased by 73% with 1,000 units sold in 2003.
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Figure 1.1: Market Share of Digital Cameras in Thailand

DSamsung
15%
r---- ---- - - - --

•Others
------ - --- - - - - - - - - - - ---·-

'

Source: 4 Ps Marketing Magazine (2004). Vol.1, No. 12. p.53

Sony is the leader in Thailand's digital camera market with 30 % market share.
While the second and third place gain market share with 15% of Samsung. The third
place for the market is the competition between Fuji and Cannon which gained 12%
each. Because of the strong competition, manufacturers focus on launching many new
models of cameras with new functions such as zoom function, manual focus.
Additionally, decreasing the price is a strategy that manufacturers continued to use
throughout the year 2004. Figure 2.1 illustrates the market share of digital camera.
Laohapattanapreecha (2003) stated that current digital camera market in
Bangkok is surpassing film cameras with 60: 40 purchase proportion, but upcountry,
the proportion is 40 : 60 and is expected to be 50 : 50 in 2004. Hanwichitchai (2003)
mentioned that 60 % of digital cameras were sold in Bangkok and 40 % upcountry.

7

Sony Digital Cameras

According to Figure 2.1, Sony is the leader in digital camera market in
Thailand, with 30 % of market share. Nowadays, Sony provides more than 20 digital
camera models under "Cyber-Shot" name. Sony digital cameras in Thailand market
are ranging from 2 to more than 5 megapixels of CCD resolutions. The Sony "CyberShot" digital camera's outstanding attributes are the designing of camera that
fashionable, compact, and attractive models. Beside the attractive models, Sony
focuses on advertising to attract consumers by presenting the advantages of compact
design, various functions, and quality of images. Another outstanding function of
Sony is the compatibility to computer. Users can link digital camera easily with USB
cable, which offers convenience for printing images, sending photos by internet, and
storing images by CD or DVD ROM. Sony (Thailand) has 6 Sony Universe
showrooms providing essential information for all Sony products, including Sony
Cyber-Shot digital cameras.

1.1 Statement of Problem
At present, the digital camera market in Thailand is growing dramatically.
Thus, the manufacturers attempt to use various marketing strategies in order to
stimulate their sales. Sony, as the leader in the market, should understand various
aspects related to the consumers' behavior. A key to better understand the consumers'
response to the Sony's various marketing strategies is brand equity. The value of
brand that consumers perceive, can affect their future behavior. Purchase intention is
used to predict subsequent purchase. Moreover, beside the brand, the features and
functions are considered before purchasing a digital camera.
Jn order to understand the brand equity perceived, importance of product
attributes, and purchase intention, the researcher formed the questions for this research
as follows:

" Is the purchase intention of Sony digital camera correlated to some
elements of brand equity?" and

/8

" Is the purchase intention of Sony digital camera correlated to the

perception of product attributes?"

1.2 Research Objectives
The main purpose of this research was to investigate the relationship
between brand equity (brand awareness, brand association, perceived quality, and
brand loyalty), product attributes (durability, CCD resolution, memory card capacity,
easy to use, zoom distance, compatibility, size, design, and video record function) and
the consumer's purchase intention toward Sony digital cameras.

Hence, the

researcher set the objectives of this study as follows:
I. To study the relationship between overall brand equity components and
consumer's purchase intention toward Sony digital cameras.
2. To study the relationship between brand awareness and consumer's
purchase intention toward Sony digital cameras.
3. To study the relationship between brand association and consumer's
purchase intention toward Sony digital cameras.
4. To study the relationship between perceived quality and consumer's
purchase intention toward Sony digital camera.
5. To study the relationship between the perceptions of product attributes
and consumer's purchase intention toward Sony digital cameras.

1.4 Scope of Research
According to research objectives, this research focused on studying the
relationship between brand equity, product attributes and purchase intention. The
independent variables are brand equity (brand awareness, brand association, perceived
quality, and brand loyalty) and product attributes (durability, CCD resolution, memory
card capacity, easy to use, zoom distance, compatibility, size, design, and video record
function). The dependent variable is consumers' intention to purchase digital cameras.
The researcher selected Sony digital cameras to study the relationship of its brand
equity, product attributes and consumer's purchase intention. This study focused only
in Bangkok area because of high density of population. The method of collecting data

was a survey with questionnaires distributed to consumers who were shopping in 5
randomly selected department stores throughout Bangkok. Respondents of this
research were .Po_tential buyers who intended to purchase Sony digital camera.
Because digital camera is considered as a high involvement purchase, the respondents
for this research were aged over 18 years old because people at that age have potential
purchasing power and ideas about the products.

1.5 Limitations of the Study
This research focused on the examination of the relationship between brand
equity, product attributes and purchase intention toward Sony Cyber-Shot digital
cameras in Bangkok area. The definition of brand equity in this research is focused
only on marketing basis. The area of this research was limited only in Bangkok. The
results of this research may not explain the subject in other regions of Thailand. Next
limitation is the period of collection. Since this research was conducted in specific
period, therefore, the results may vary in other periods reflecting changes in consumer
behavior.

1.6 Significance of the Study
The results of this study are expected to explain the relationship between
elements of brand equity, product attributes and purchase intention. The results, also,
provide information to Sony brand manager and marketing staff for better
understanding and measuring the value of brand perceived by customers. Moreover,
the study of this research can help Sony managers to develop effective marketing
strategies as well as product innovations. The results are expected to explain the
effects of brand equity on various consumer intention levels. This research is a
guideline for product manager to evaluate the importance of product attributes of
digital cameras and a guideline for producing new models of Sony Cyber-Shot digital
cameras. This research also useful for the competitors of Sony such as Cannon,
Samsung, Kodak, Fuji, etc. to understand the perception of brand equity and product
attributes of digital cameras. Moreover, they can use the perceptions of product
attributes to develop their new digital cameras.
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1. 7 Definition of Terms
Brand Equity

'-"j:

r_,

c\ 0n '"')
.

The extent to which a consumer holds strong, favorable,
and unique associations with a brand in memory (Keller,
1998).

Brand Awareness

The ability of a potential buyer to recognize or recall
that a brand is a member of a certain product category
(Aaker, 1991).

Brand Association

The infonnational nodes linked to the brand node in
memory which contain the meaning of the brand for
consumers (Keller, 1998).

Perceived Quality

The customer's perception of the overall quality or
superiority of a product of service with respect to its
intended purpose (Zeithaml, 1988).

Brand Loyalty

The biased, behavioral response expressed over time by
some decision-making unit with respect to one or more
alternative brand out of a set of brands and includes a
strong positive attitude toward the brand (Mowen,
1993).

Product Attributes

The product's physical composition or a service's
requirement that determine the nature and level of
product performance (Keller, 1998).

Durability

A measure of the product's expected operating life
under natural or stressful condition (Kotler, 2000).
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CCD Resolution

Charge-coupled device. A light-sensitive silicon chip
used as a photo detector in digital camera systems CCD
is gathered by tiny elements on the sensors, which are
referred to as "pixels", the more the pixels, the higher
the picture quality (www.photomet.com).

Memory Card Capacity

Removable media used to store picture in digital camera
(www .meijer.com).

Easy to Use

The ease or convenience of digital camera users for
using various functions in digital camera
(www.travellersponint.com).

Zoom Distance

The ability of electronically or optically enlarging or
reducing the size of an image
(www.bannerengineering.com).

Compatibility

The ability of digital camera connecting to other devices
such as computer, printer, monitor
(www.photomet.com).

Size

Refers to the size of digital camera that consumers
consider.

Design

Refers to features of shape, configuration, pattern, or
color of digital camera.

Video Record Function

The function of capturing motion picture of digital
camera.

Purchase Intention

Consumer's

willingness

to

buy

or likelihood

of

purchasing a product (Dodd, Monroe & Grewal, 1991).
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CHAPTER II

LITERATURE REVIEW

In this chapter, related theories and concepts are explained. This research
focused on studying the relationship between brand equity and purchase intention of
Sony digital camera, which, in this chapter, require the explanation among variables. All
theories and concepts are necessary to develop a theoretical and conceptual framework
of this research.

2.1 Related Concepts and Theories of Brand Equity
According to the American Marketing Association, a brand is a "name, term,
sign, symbol, or design, or a combination of them intended to identify the goods and
services of one seller of group of sellers and to differentiate them from those of
competition (Keller, 1998).
A brand is a distinguishing name and/or symbol (such as a logo, trademark, or
package design) intended to identify the goods or services of either one seller of a group
of sellers, and to differentiate those goods or services from competitors A brand thus
signals to the customer the source of product, and protects both the customer and the
producer form competitors who would

atte~pt

to provide products that appear to be

identical (Aaker, 1991).
A brand is not a product: it is the product's source, its meaning, and its direction,
and it defines its identity in time and space. Businesses are discovering that brand equity
must be managed, nurtured, and controlled. Products are what the company makes;
what the customer buys is a brand. For potential customer, a brand is a landmark. Like
money, it facilitates trade. Faced with a multitude of silent or "hard-to-read" products,
whose performance cannot be assessed at first glance, customers are confused. Brands
and prices make products easier to read, removing uncertainty. A product's price
measures its monetary value; its brand identifies the product and reveals the surface of
its difference: functional value, pleasure value, and symbolic value as reflection of
buyer's self-image (Kapferer, 1995). A brand encapsulates identity, origin, specificity,
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and difference. It evokes this infonnation concentrated in a word or a sign. This is why
brands are vital for business exchange. For example, a consumer deciding to buy a
passenger car, he or she can use brands to structure this selection, to segment it, helping
him to decide what he or she wants, looking toward the products whose brands indicate
that they will satisfy his expectations, needs, or wishes.
Davis (2000) argued that a brand is an intangible but critical of what a
company should provide to consumers. A consumer generally does not have a
relationship with a producer or service, but he or she may have a relationship with a
brand. In part, a brand is a set of promises. It implies trust, consistency, and a defined
set of expectations. Strong brands in the world own a place in consumer's mind, and
when they are mentioned almost everyone thinks of the same things. De Chematony and
McDonald (1998) explained the brands deliver a variety of benefits, which for ease can
be classified as satisfying buyers' rational and emotional needs. Successful brands are
those that have the correct balance in tenns of their ability to satisfy these two needs.

The Concept of Brand Equity

After reviewing the concepts of brand, the next part is to explain the concept
of brand equity. There are many experts who have explained the concept of brand
equity as the most important asset of the company (Aaker, 1991; Keller, 1993; Lassar,
Mittal & Sharma, 1995). In this part, all related concepts, figures, and materials are
explained and reviewed.
Farquhar (1989) mentioned that brand equity is regarded as a very important
concept in business practice as well as in academic research because marketers can gain
competitive advantage through successful brands. The competitive advantage of firms
that have brands with high equity includes the opportunity for successful extension,
resilience against competitor promotional pressure, and creation of barrier to
competitive entry. Brand is one of the company's principal assets. The "equity" in
question is the perception in the minds of customers that any established brand build up
through years of use, advertising, and distributions. Marketers are well accustomed to
the fact that an established brand's leader defense against new competitors is its
familiarity. This residual image or personality will not disappear quickly, any more than
memories of real people or events will, and it can therefore be treated like any of the
company's more tangible assets, such as money or manufacturing plant.
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Hanna and Wozniak (2001) mentioned that brand equity is the added value a
brand brings to a product beyond the item's functional value. Companies develop equity
for their brands by consistently delivering high quality, building strong associations
between a brand and a set of benefits, and developing a consistent image through the
use of logos, trademarks, trade characters, or spokespeople.
Keller (1998) argued that brand equity is defined in terms of the marketing
effects uniquely attributable to the brand. Brand equity relates to the fact that different
outcomes result from the marketing of a product or service of its brand name or some
other brand element. Cobb-Walgren, Ruble and Donthu (1995) discussed that brand
equity can be viewed from perspective of the investor, the manufacturer, the retailer or
the consumer. Brand names add value to each of these groups. Investors have a financial
motivation for extracting the value of a brand name from the value of a firm's other
assets. Manufacturers and retailers, on the other hand are motivated more by the
strategic implications of brand equity (Keller, 1993). To the manufacturer, brand equity
affords a differential advantage that enables the firm to generate greater volume and
greater margins. Brand equity provides a strong platform for introducing new products
and insulates the brand against competitive attack. From the perspective of the trade,
brand equity contributes to the overall image of the retail outlet. It builds store traffic,
ensures consistent volume, and reduces risk in allocating shelf space. However, none of
this is meaningful if the brand has no meaning to the consumer. In other words, there is
value to the investor, the manufacturer, and the retailer only if there is value to the
consumer (Farquhar, 1989; Crimmins, 1992). Thus it is important to understand how
brand value is created in the mind of the consumers and how it translates into choice
behavior.
Aaker (1991) summarized the brand equity into 5 categories; brand loyalty,
name awareness, perceived quality, brand associations and other proprietary brand
assets.
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Figure 2.1: The Value of Brand Equity
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Figure 2.1 illustrates how brand equity provides value to the customer as well as the
firm in at least three ways. In addition, the resulting customer value becomes a basis for
providing value to the firm .
. First, brand equity assets can help a customer interpret, process, store, and
retrieve a huge quantity of information about products and brands. Second, the assets
can also affect the customer's confidence in the purchase decision. The third and
potentially most important way that brand equity assets, particularly perceived quality
and brand associations, provide value to customer is by enhancing the customer's
satisfaction when the individual uses the product.

Brand Awareness

Brand awareness is the ability of a potential buyer to recognize or recall that a
brand is a member of a certain product category (Aaker, 1991). A link between product
class and brand is involved. The role of brand awareness in brand equity will depend
upon both the context and upon which level of awareness is achieved. Awareness refers
to the strength of a brand's presence in the consumer's mind. Brand awareness is related
to the strength of the resulting brand node or trace in memory, as reflected by
consumers' ability to identify the brand under different conditions. Silk & Urban (1978)
suggested that spontaneous awareness is a key variable in consumer behavior. Also
Aaker (1991) pointed out that there are 3 levels of brand awareness; brand recognition,
brand recall, and the highest level, top of mind.
The lowest level, brand recognition, is based upon an aided recall test.
Respondents are given a set of brand names from a given product class and asked to
identify those that they had heard of before. Thus, although there needs to be a link
between the brand and the product class, it need not be strong. Brand recognition is a
minimal level of brand awareness. It is particularly important when a buyer chooses a
brand at the point of purchase.
The next level is brand recall. Brand recall is based upon asking a person to
name the brand in a product class; it is tenned "unaided recall" (Aaker, 1991) because,
unlike as in the recognition task, the respondents is not aided by having the names
provided. Unaided recall is a substantially more difficult task than recognition, and is
associated with a stronger brand position. A person can recall many more items on an
aided recall basis that when unaided.
17

The first-named brand in an unaided recall task has achieved top-of-mind
awareness, a special position. It is ahead of the other brands in a person's mind.
Brand aware ness is created by increasing the familiarity of the brand through
repeated exposure (for brand recognition) and strong associations with the appropriate
product category or other relevant purchase or consumption cues (for brand recall)
(Alba & Hutchinson, 1987).
In some cases, brand awareness alone is sufficient to result in more favorable

consumer response, for example, in low involvement decision settings where consumers
are willing to base their choices merely on familiar brands. In other cases, the strength,
favorableness, and uniqueness of the brand associations play a critical role in
determining the differential response making up the brand equity. If a brand is perceived
by consumers to be the same as a representative version of the product or service in the
category, then consumer response to marketing for the brand would not be expected to
vary from marketing attributed to fictitiously named or unnamed product of service. If
the brand has some salient, unique association, then consumer response should differ
(Keller, 1998).

Brand Association
A brand association is -·------anything
linked. in memory
to a brand. The association
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also be stronger when it is supported by a network of other links. Associations represent
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for purchase decision and for brand loyal1!' (Aaker, 1991 ). Strength is a function

of the amount of processing that information receives and nature or quality of that
processing. The more deeply a person thinks about product information and relates it to
... -.. -

'----·-•"'

... .,.. ..

-

~

-

.... ...

,

existing brand knowledge, the stronger are the resulting brand association. Two factors
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facilitating the strength of association to any piece of information are the personal
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relevance of the i~formation and the consistency with which this information is
presented over time (Keller, 1998). There are many forms of association: attributes,
benefits, and attitudes. Favorable brand associations occur when consumers believe that
-----··· · .--- ~- - - - --- -·· ···

the brand possesses attributes and benefits that satisfy their needs and wants such that
• • ••••• . , . . .
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.

positive over all brand attitude is formed.
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A brand image is a set of associations, usually organized in some meaningful
way.

Brand image can defined as perception about a brand as reflected by brand

associations held in consumer memory (Herzog, 1963; Newman, 1957). An association
and an image both represent perceptions which may or may not reflect objective reality.
A positive brand image is created by marketing programs that link strong, favorable,
and unique associations to the brand in memory. Consumers vary as to which product
attributes they see as most relevant and the importance they attach to each attribute.
They will pay most attention to attributes that deliver the sought benefits. The consumer
develops a set of brand belief about where each brand stands on each attribute. The set
of belief about a brand make up the brand image. The consumer's brand image will vary
with his of her experiences as filtered by the effects of selective perception, selective
distortion, and selective detention (Kotler, 2000). Brand image long has been
recognized as an important concept in marketing (Gardner & Levy, 1995). Brand
associations are the other informational nodes linked to the brand node in memory and
contain the meaning of the brand for consumers. The strength, favorableness, and
uniqueness of brand associations play an important role in high involvement decision
settings where consumer motivation and ability are sufficiently present (Keller, 1998).

Perceived Quality

Perceived quality can be defined as the customer's perception of the overall
quality
_,,. .
'

.

qr._~.IJP<?ri()rity
of
..
.,_.. .......... ....
.

" ·

,

.. .

a product of service with respect to its intended purpose,
""'"·'"

relative to alternatives (Zeithaml, 1988). Perceived quality cannot necessarily be
objectively determined, in part because it is a perception and also because judgments
about what is important to customers are involved. Perceived quality differs from
satisfaction. A customer can be satisfied because he or she has low expectations about
the performance level. High perceived quality is not consistent with low expectations. It
also differs from attitude; a positive attitude could be generated because a product of
inferior quality is very inexpensive. Conversely, a person could have a negative attitude
toward a high-quality product that is overpriced.
Perceived quality is an intangible, overall feeling about a brand. However, it
usually based on underlying dimensions that include characteristics of the product to
which the brand is attached such as reliability and performance (Aaker, 1991).
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One variable that can be an important quality cue is price. Leavitt (1954)
examined buyer's tendencies to use price as an indicator of quality. In other word,
consumer perceived that the higher the price of product, the higher the quality
perceived.

When suggesting that people may judge quality by price, Scitovsky (1945)

pointed out that such behavior is not irrational; it simply reflects a belief that the forces
of supply and demand would lead to a natural ordering of products on a price scale,
leading to a strong positive relationship between price and product quality. Rao and
Monroe (1989) studied the price-quality perception and concluded that price was
consistently found to be a strong quality cue, nearly as strong as the brand name.
Zeithaml (1988) proposed the model illustrated the relationship between price, perceive
quality, and purchase. Moreover, he concluded that the price and quality are positively
related (i.e. the higher the price, the greater the perceived quality). Rao and Monroe
(1989) and Grewal, Monroe, and Krishnan (1998) studied the influence of price on
product quality, the results indicated that price has a positive effect on perceived
quality, buy a negative effect on perceived acquisition value and willingness to buy.
Buyers perceive added value in a brand because they recognize certain clues
which give signals about the offer. In industrial markets, for example, buyers evaluate
brands on a wide variety of attributes, rather than just on price. As a consequence, price
is rarely the most important variable influencing the purchase decision. So it is not
unusual for a buyer to remain loyal to a supplier during a period of price rises. However,
if the price of a brand rises and one of the signaling clues is weak (poor reliability of
delivery) compared with the other signaling clues (product quality), the buyer may
perceive that the brand's value has diminished and will therefore be more likely to
consider competitive brands (De Chematony & McDonald, 1998).

Brand Loyalty

After consumers purchase a product, the level of satisfaction and dissatisfaction
is assessed. Satisfaction usually leads to a repurchase when a good or service wears out.
In addition, repurchase of the same brand occurring from product satisfaction leads to
consumer brand loyalty (Solomon, 2002). The brand loyalty of the customer base is
often the core of a brand's equity (Aaker, 1991). If customers are indifferent to the
brand and buy with respect to features, price, and convenience with little concern to the
brand name, there is likely little equity. If, on the other hand, they continue to purchase
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the brand even in the face of competitors with superior features, price, and convenience,
substantial value exits in the brand and perhaps in its symbol and slogans. Brand loyalty
is a measure of the attachment that a customer has to a brand. It reflects how likely a
customer will be to switch to another brand, especially when that brand makes a change,
either in price or in product features.
Brand loyalty is the biased, behavioral response, expressed over time by some
decision-making unit with respect to one or more alternative brand out of a set of brands
and includes a strong positive attitude toward the brand (Mowen, 1993). Brand loyalty
is a pattern of repeat product purchases accompanied by an underlying positive attitude
toward the brand. The ultimate objective for marketers is that the buyers be loyal to
their brand (Murphy & Enis, 1985). In particular, a person who is considered as brand
loyal person has three characteristics: (I) feel positively disposed toward the brand, (2)
buy the brand more than other brands it the category, and (3) continue to buy the brand
over long periods of time (East, 1997). Brand loyalty is also associates with brand
preference. McNeal (1982) mentioned that if brand preference is high and persistent, it
can be termed brand loyalty.

2.2 Product Attributes
According to Crawford and Benedetto (2000), attributes are of three types:
features, functions, and benefits: benefits can be broken down in an almost endless
variety - uses, users, used with, used where, and so forth. Theoretically, the three basic
types of attributes occur in sequence. A feature permits a certain function, which in turn,
leads to a benefit.
According to Keller (1998) attributes are descriptive features that characterize
a product or service, such as what a consumer thinks the product or service is or has and
what is involved with its purchase or consumption. Attributes can be categorized in a
variety of ways. Product-related attributes are defined as the ingredients necessary for
performing the product or service function sought by consumers, and non-productrelated attributes are defined as external aspects of the product or service that often
relate to its purchase or consumption in some way. Non-product-related attributes' may
affect the purchase or consumption process but do not directly affect the product
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performance (i.e. price, user imagery, usage imagery, feeling and experiences, and
brand personality (Keller, 1998).
Product-related attribute refer to a product's physical composition or a
service's requirement that determine the nature and level of product performance.
Product-related attributes can be further distinguished according to essential ingredients
and optional features, either necessary for a product to work, or allowing for
customization and more versatile, personalized usage (Blattberg & Wisniewski, 1989).
Keller (1998) also mentioned that consumers also consider benefits for product
attribute. Benefits are the personal value and meaning that consumers attach to the
product or service attributes. Benefits can be distinguished into three categories:
functional, benefits, symbolic benefits, and experiential benefits.

Functional benefits are the more intrinsic advantage of product or service
consumption and usually correspond to product-related attributes. These benefits
are often linked to fairly basic motivations such as physiological and safety
needs and involve a desire to satisfy problem removal or avoidance.

Symbolic benefits are the more extrinsic advantages of product or service
consumption and usually correspond to non-product-related attributes. Symbolic
benefits relate to underlying needs for social approval or personal expression.

Experiential benefits relate to what it feels like to use the product or service and
can correspond to both product-related attributes as well as non-product-related
attributes.

A digital camera is considered as innovative product, which the technology is
improving dramatically. Consumers assesses the attractiveness of an innovative product
category as a function of extra brand attributes, which go beyond product or brand
attributes to include attributes such as the number of competing firms, firm reputation,
the existence of inform standards of technology, and the availability of local product
support and repair service (Boyd & Mason, 1999).

The product attribute for this research are as following:

- Durability:

A measure of the product's expected operating life under
natural or stressful condition (Kotler, 2000).
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- CCD Resolution:

Charge-coupled device. A light-sensitive silicon chip used as
a photo detector in digital camera systems CCD is gathered
by tiny elements on the sensors, which are referred to as
"pixels", the more the pixels, the higher the picture quality
(www.photomet.com).

- Memory card capacity: Removable media used to store picture in digital camera.
Memory cards come in different capacities. A 16MB card
holds roughly 32 pictures at 1600xl200 resolution using
normal JPEG compression (www.meijer.com).

- Easy to use:

The ease or convenience of digital camera users for using
various functions in digital camera
(www.travellersponint.com).

- Zoom distance:

The ability of electronically or optically enlarging or reducing
the size of an image (e.g. 4x zoom, represents the ability to
enlarge the image size up to 4 times)
(www.bannerengineering.com).

- Compatibility:

The ability of digital camera connecting to other devices such
as computer, printer, monitor (www.photomet.com).

- Size

Refers to the size of digital camera that consumers
considered. The advance of technology enables high-end
digital camera into smaller size.

-Design

Refers to features of shape, configuration, pattern, or color of
digital camera.

- Video record function: The function of capturing motion picture of digital camera.
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2.3 Related Concepts and Theories of Purchase Intention
Once consumers have selected a product alternative, the next step in consumer
decision-making model is to complete the purchase. The purchase part of the transaction
is influenced by the buyer's intention and other special conditions that exist in the
market place (Douglas & Dalrymple, 2000). Purchase intention, or willingness to buy,
has been defined as the consumer's likelihood of purchasing the product (Dodd et al.,
1991 ). Purchase intention has been widely used in the literature as a predictor of
subsequent purchase (Nevin & Houston, 1980). Li, Daugherty and Biocca (2002) stated
that purchase intention is a common effectiveness measure and often used to anticipate
a response behavior. Dodds and Monroe (1985) suggest that willingness to buy or
purchase intention is a behavioral tendency that the consumer will purchase the product.
Consumer forms preferences among the brands in the choice set in the evaluation stage
the consumers might also form an intention to buy the most preferred brand (Kotler,
2000).

It is important for marketer to predict consumer's future behavior for
forecasting and conducting appropriate marketing programs. Behaviors are specific
actions directed to some goal. Behaviors always occur in a situational context or
environment and a particular time (Ajzen and Fishbein, 1980).

Attitude Toward Behavior

·J

Attitude can affect individual's behavior in many ways. Attitudes are

consistent inclinations-whether favorable or unfavorable--that people hold toward
product, service, people, places or events (Hanna & Wozniak, 2001). They can be more
formally defined as learned predispositions to respond in a consistent manner in respect
to a given object (Fishbein & Ajzen, 1975). In this study, attitude is related to the
consumers' perception of brand equity especially for brand association and brand
loyalty.

Components of Attitude
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Schiffman and Kanuk (2004) mentioned that there are three components of
attitudes: cognitive, affective, and behavioral

Cognitive Component
The cognitive component consists of a person's cognition, that is knowledge
and perceptions that are acquired by a combination of direct experience with the attitude
object and related information from various sources. This knowledge and resulting
perception commonly take the form of belief, that is, the consumer believes that the
attitude object possesses various attributes and that specific behavior will lead to
specific outcomes. An individual's belief could be based on knowledge, opinion, faith,
or value system (Hanna & Wozniak, 2001).

Affective Component
A consumer's emotion or feelings about a particular product or brand
constitute the affective component of an attitude. These emotions and feeling are
frequently treated by consumer researchers as primarily evaluation in nature; that is,
they capture an individual's direct or global assessment of the attitude-objective (or the
extent to which an individual rates the attitude-objective as "favorable" or
"unfavorable", "good" or "bad".

Conative Component
Conation is concerned with the likelihood or tendency that an individual will
undertake a specific action or behave in a particular way with regard to the attitude
object. According to some interceptions, the conative component may include the actual
behavior itself. In marketing and consumer research, the conative component is
frequently treated as an expression of the consumer's intention to buy. Buyer intention
scales are used to assess the likelihood of a consumer purchasing a product or behaving
in a certain way (Schiffman & Kanuk, 2004). The behavioral component may take the
form of overt behavior. Assael (1981) suggested an example that consumer's rush to
purchase and use the product after reading any article is a manifestation of the response
to the positive feeling generated by the article, this is generally measured in terms of
intention to buy. Measuring purchase intention is particularly important in developing
marketing strategy. Marketing managers frequently test the components of marketing
mix to determine what most effectively influences purchase behavior (Assael, 1981).
25

Figure 2.2: Three Attitude Components
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Source: Sheth, J.N., Mittal, B. and Newman, B. (1999). Consumer Behavior. Orlando.
Dryden. p. 395.

Sheth, Mittal, and Newman (1999) mentioned that the consistency among
components of attitude can be revealed to two factors: valence and intensity. Attitude
valence refers to favorable and unfavorable thoughts, feelings, and actions. Thus,
favorable cognitions will be associated with positive affects, and unfavorable cognitions
with negative affect, regardless of sequence in which they might have arisen initially.
Likewise, favorable action tendencies will be associated with positive affect and
positive cognitions. If one of them needs to be modified, then the other components will
need to be modified as well.
The second dimension on which the three components have to be consistent is
intensity: the strength with which they occur. Some beliefs are strong; others weak.
Attitude strength refers to degree of commitment one feels toward a cognition or feeling
or action. Just as on valence, so too on strength: the three components have to be
balanced. Strong belief produce strong feelings and very committed action tendencies,
and vice versa.
Researchers· draw on the Fishbein's theory of attitude-behavior to explain the
intention to purchase a product. Behavioral intention is a proposition connecting self
and a future action. Behavioral intention is created though a choice /decision process in
which beliefs about two types of consequences-performing behaviors and social
influence-are considered and integrated to evaluate behaviors and select among them
(Peter & Olson, 2002).
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There is a connection between behavioral intention and attitudes as attitude
can predict a consumer's behavioral intention. According to Ajzen and Fishbein,
attitude and behavioral phenomena comprise of fours elements: the action, the target of
that action, the context within which the action occurs, and the time at which it takes
place (Ajzen & Fishbein, 1980). The correspondence between the attitude prediction
and the behavioral criterion depends on the degree to which the attitude entity matches
the behavioral entity in these four elements. Consistent strength in the relationship
between an individual's attitude and behavior occurs when both are directed toward an
identical target and both refer to the same action (F oxall, 1996).

In the study of attitude and behavior, Fishbein (1967) defined attitude only in
terms of affect (or overall evaluation), and defined cognitions in terms of the beliefs of
which attitudes are a function and conation as the behavioral intentions, which mediate
and approximate overt behavior and, which are a function of attitudes toward
performing a behavior act in a specific situation plus the individual's normative belief
about the social expediency of performing the act as activated by his/her motivation to
comply with the norms as he/she perceives them (Fishbein & Ajzen, 1980)
The following is the intention theory model:

The Fishbien's Behavioral Intention Theory
B =BI= [Aact]
Where; B =
BI =

Wo

+ [NB(Mc)] W1

Overt behavior
Behavioral intention

Aact= Attitude toward the act
NB= Normative belief
Mc =

Motivation to comply with NB

And w0, w 1 = Empirically determined regression weighs

Beside attitude, the affects of social environment oil behavior are accounted
for in behavioral intentions model by a term (NB), which subsumed the individual's
expectations that a specific reference group's member expect him/her to behave in the
particular way under investigation (Foxall, 1996).
Based on Fishbein, Ajzen, and the others, the theory of reasoned action, which
implies that the derives from the restrictions and qualifications placed upon the
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definition and measurement of the attitude and behavior variables involves, such as the
measurement of attitude toward the act rather than the more general attitude toward the
object, and the above-noted insistence upon correspondence between attitude and
behavior measures (Fiahbein, Ajzen, & Anderson, 1982).
Fishbein and Ajzen (1980) also concluded that even when appropriate attitudes
are considered (i.e., attitudes toward the performance of a behavior rather than attitudes
toward an object or person) a change in that attitude may not produce behavioral change
and thus, even under these conditions, there is little reason to expect attitude-behavior
consistency. The more important task is to find the factors that control behavior.
The Fishbein and Ajzen's theory of reasoned action is based upon the
frequently substantiated finding that an individual's behavior is predictable from his/her
beliefs about consequences of performing a particular

behavio~

(in a given situation),

the way in which he/she evaluates these consequences, social norm which describe
correct behavior in that situation, and his/her (learned) motivation to exhibit correct
behavior (Fishbein, 1980).
All of determinants of behavioral intention and behavior itself are situationally
modified; the relative importance of attitude toward the act and subjective norm in any
particular behavior prediction is itself determined by the nature of the behavior in
question, the contextual conditions specified for its performances, and the personal
characteristics of the individual (Foxall, 1996). The relevant past behavior can account
for a significant amount of variability in present behavior, which is not mediated by
behavior intentions (Bentler & Speckart, 1981).

Figure 2.3: Schematic Representation of Fishbein' s Intentions Model

Attitude
toward a
specified target
behavior
Behavioral
Intention

Target
Behavior

Subjective
norm with
respect to
target behavior

28

St. Gabriel's Library, AU

Source: Ajzen, I., and Fishbein, M. (1980). Understanding Attitudes and predicting
Social Behavior. Englewood Cliffs. New Jersey. Prentice-Hall.

The model of behavior intention advanced by Ajzen and Fishbein (Figure 2.3)
represents one of the most sophisticated means of relating behavioral intentions to
actual behavior. This model actually predicts behavior intentions rather than behavior,
but the assumption is that under the right conditions these will approximate behavior. It
arrives at its prediction of behavioral intention by summing two others measures:
A measure of the respondent's attitude toward behaving in some stated way
toward of with an object, and
A measure of the individual's subjective norm, i.e., his or her belief about other
people's evaluation to comply with what they think (Foxall, 1996).
Attitude-Behavior Consistency

Foxall, Gordon, and Goldsmith (1994) proposed that attitudes both affect and
are affected by behavior. In seeking ways in which behavior can be predicted from
attitudes, it is tempting to represent the relationship of attitude and behavior as a oneway association. However, it is clear that, if attitudes are themselves influenced by past
behavior, the relationship must be more complicated. It is usually represented as twoway process. This representation also incorporates the multi-dimensional model of
attitudes (Figure 2.4) and makes explicit the consequence with, which this described the
relationship among the attitude components.

Figure 2.4: Multidimensional Model of Attitude

Information
Reason

Belief

Affect

Intention

Behavior

Experience

Source: Foxall, R. Gordon, and Golsmith, R.E. (1994). Consumer Psychology for
Marketing, Routledge. p. 107
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A crucial test of the entire infonnation processing model is whether its
cognitive outcomes attitude and intentions are consistent with its behavioral outcome,
which in the present context include purchasing and consumption of products and
brands. Both social psychology and marketing are also found on the expectation that
changes in behavior are likely to follow changes in attitudes and that strategy of
persuasive communication (advertising and sales promotion) can be built upon this. At
the level of general attitudes towards an object, the empirical fails to support this taken
of granted proposition (Fishbein, 1973). He also proposed that a person tend to bring his
of her attitudes into line with his or her behavior rather than from studied demonstrating
that behavior is a function of attitude.
Schiffman and Kanuk (2004) pointed out that the consumer's attitude toward a
product or specific brands of a product is a function of the presence or absence and
evaluation of certain product-specific beliefs or attributes. Consumers generally have
favorable attitudes toward those brands that they believe have an adequate level of
attributes that they evaluate as positive, and they have unfavorable attitudes toward
those brands they feel do not have as adequate level of desired attributes or have too
many negative or undesired attributes. Well and Prensky (1996) proposed that when
evaluating a product, the consumer's overall attitude toward that product is aggregation
of his or her beliefs about each of its attributes as well as an evaluation of the
importance of relevance of that attribute in providing the needed benefits. The consumer
can then combine the different attributes to fonn an overall attitude.

Product Involvement
Another concept that can illustrate the consumer's purchase intention is
product involvement. Product involvement is related to a consumer's motivation to
attain the goal influences his or her desire to expend the effort necessary to attain the
products or services believed to be instrumental in satisfying that objective (Solomon,
2000).
Involvement is defined as a person's perceived relevance of the object based
on their inherent need, values, and interests (Zaichkowsky, 1985). The word object is
used in the generic sense and refers to a product (or a brand), an advertisement, or a
purchase situation. Consumers can find involvement in all these objects. Because
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involvement is a motivational construct, it can be triggered by one or more of the
different antecedents. The antecedents are something about the person (e.g. needs,
interests), something about object (e.g. differentiation of alternative) and something
about situation (e.g. purchase situation, occasion of use). The possible results of
involvement are; for example, perceived differences in product attributes, preference of
a particular brand, purchase intention, type of decision rule used in choice etc.
Involvement can be viewed as the motivation to process information (Mitchell,
1979). To the degree that there is a perceived linkage between a consumer's needs,
goals, or values and product knowledge, the consumer will be motivated to pay
attention to product information. When relevant knowledge is activated in memory, a
motivational state is created that drives behaviors (Solomon, 2000). As involvement
with product increases, the consumer devotes more attention to ads related to the
product, exerts more cognitive effort to understand these ads, and focuses attention on
the product-related information in them (Celsi & Olsen, 1988).
Blythe (1997) mentioned that involvement is the perceived importance or
personal relevance of an object or event. It is about the degree to which the consumer
feels attached to the product and brand, and the loyalty felt towards. Attitude toward a
particular product of those consumers have a high product involvement are likely to be
quite different from that of the consumers with lower involvement. More importantly, it
is widely believed that consumer' s attitude formation and decision making process is
different among high-involvement and low-involvement consumers (Table 2.1). Hence
those who study consumer's attitude formation must make sure that the level of
consumer's product involvement concerning the given product and situation.
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Table 2.1: Comparisons of Involvement Levels

High Involvement

Medium Involvement

Low Involvement

Attribute strongly linked to

Attributes only linked to

Attribute irrelevant to

end goals

function

consequences

Important to get it right

Need to have reasonably

Results perceived be the

first time

reliable results

same whichever product
chosen

Consumer has in-depth

Consumer has knowledge

No strong feelings,

knowledge and strong

of the product group, no

knowledge of product

opinions

strong feeling

group irrelevant

Discrepant information

Discrepant information

Discrepant information

ignored or discounted

considered carefully

ignored

Source: Blyth, J. (1997). The Essence of Consumer Behavior. London. Prentice-Hall.
p. 139

Although the level of involvement does not always increase in proportion to
price, if the purchase of a particular product comes up with higher risks, such as high
price, consumer needs to have a high product involvement to make a decision to buy it.
Consumer needs to put high value on the product to take a risk. Hence in the purchasing
process of high-involvement goods, a consumer tends to show extended information
seeking and problem solving behavior. Therefore, in general, purchasers of high
involvement goods from relatively clear attitudes in advance of actual purchase
behavior. on the other hand, in the case of low-involvement goods, attitudes do not
always lead to purchase behavior since purchasers may buy products on trial before
having enough information on the product (Krugman, 1965; Ray & Webb, 1974;
Robertson, 1976).
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2.4 Brand Equity and Purchase Intention
After reviewing all concepts and theories related to brand equity and purchase
intention, the next step is to explain the relationship between variables (brand equity as
independent variable and purchase intention as dependent variable).
The issue of brand equity has emerged as one of the most critical areas for
marketing management in the 1990s. Many researchers identify brand equity as the
most important assets of a company (Farquhar, 1989; Aaker, 1991; Kapferer, 1997;
Keller, 1998), drawing attention, intention, and decision to purchase the products. As
stated earlier, brand equity consists of 5 elements: brand awareness, brand association,
perceived quality, brand loyalty, and other proprietary assets (see Figure 2.1 ). Each
element is employed by many companies to produce their brand equity. The primary
goal of the marketer is to understand, predict, and to a certain extent control the
behavior of consumers. Thus, consumer behaviors are everything that consumers do
related to acquiring, disposing, and using products and services. Examples of consumer
behaviors include buying a product or service, providing word-of-mouth information
about a product of service to another person, disposing of a product, and collecting
information for a purchase (Mowen, 1993). A study of Cobb-Walgren et al., (1995)
examined the effects of brand equity on consumer preference and intentions. They
proposed antecedents and consequences of brand equity and suggested that advertising
can influence brand equity in many ways. It can create awareness of the brand and
increase the probability that the brand included in the consumer's evoke set. It can
contribute to brand associations which, when stored in accessible memory, translate into
nonconscious but reliable predispositions (Krishnan & Chakravarti, 1993)
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Figure 2.5: Antecedents and Consequences of Brand Equity

Advertising
and Other
Information
Sources
,

Physical
Features

Psychological
Features

Perceptions

'
Preferences

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

Choice

Purchase
Intentions

...·::,____----~

Source: Cobb-Walgren, Ruble, and Donthu. (1995). Brand Equity, Brand Preference,
and Purchase Intent. Journal of Advertising, 24, 3, 29.

Cobb-Walgren et al., (1995) suggested that consumers form perceptions about
the physical and psychological features of a brand from various information sources.
Their perceptions of physical product could come from various sources such as
advertising or personal experience. Psychological distinctions, on the other hand, come
primarily through advertising. These perceptions, in tum, contribute to the meaning or
value that the brand adds to the consumers-Le., brand equity .•Brand equity then
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influences consumer preferences and purchase intentions, and ultimately brand choice.
Figure 2.5 is a pictorial representation of these ideas.

Brand association and Purchase Intention

Consumer brand knowledge determines how a consumer thinks about a brand
and how the consumer responds to different stimuli regarding a brand. An important
element related to the relationship between brand equity and purchase intention is the
brand association (O'Cass & Lim, 2002). A major component of brand knowledgebrand awareness, reflected by a consumer's ability to identify a brand under different
conditions--is related to the strength of the brand node or trace in memory and
influence how a brand is perceived by consumers, leading to a purchase (Aaker,
Stayman, & Hagerty, 1986). Such associations are seen in the favorability, strength, and
uniqueness of the association (Keller, 1993). Whether brand associations for a specific
brand imply superiority over the brands, depends on the types of brand associations
attached to the brand by consumers. Such associations can include price, self-image
congruency, country of origin, and perhaps culture of origin (O'Cass & Lim, 2002).

Perceived Quality and Purchase Intention

Scitoveszky (1945) observed that the use of price as an indicator of product
quality is not irrational, but represents a belief that price in the marketplace is
determined by the interplay of the forces of competitive supply and demand. Such
forces would lead to a natural ordering of competing products on a price scale, resulting
in a strong actual positive relationship between price and perceived quality. Thus, given
the belief that price and product quality related, it is natural that consumers would use
price as an indicator of quality (Dodds, Monroe, & Grewal, 1991).
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Figure 2.6: Conceptual Relationship of Price Effect

Perceived
Quality

Perception
of Price

Perceived
Value

Willingness
to Buy

Perceived
Sacrifice
Source: Dodds, Monroe, and Grewal, (1991). Effects of Price, Brand, and Store
Information on Buyer's Product Evaluations. Journal of Marketing Research,
28, 308.

Monroe and Krishnan (1985), using Moroe's (1979) conceptualization of
perceived value, provided a model relating price, perceived quality, perceived sacrifice,
perceived value, and willingness to buy (see Figure2.6). In the model, actual price is an
objective external characteristic of a product that consumers perceive as a stimulus.
Therefore, price has both objective external properties and subjective internal
representations that are derived from the perceptions of price, thus resulting in some
meaning to consumers (Jacoby & Olson 1977).
Price can both an indicator of the amount of sacrifice needed to purchase a
product and an indicator of the level of quality. Higher prices lead to higher perceived
quality and consequently to a greater willingness to buy. Simultaneously, the higher
price represents a monetary measure of what must be sacrificed to purchase the good,
leading to reduced willingness to buy (Dodds, Monroe, & Grewal, 1991).

Brand Awareness and Purchase Intention

Ke11er (1998) mentioned that in general, the more a consumer experiences the
brand by seeing it, hearing it, or thinking about it, the more likely it is that the brand
becomes strongly registered in memory. Thus, any thing that cause consumers to
experience a brand name, symbol, logo, character, packaging, or slogan can potentially
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increase familiarity and awareness of that brand element-though advertising and
promotion, sponsorship and event marketing, publicity and public relation, and outdoor
advertising. Advertising can influence brand equity a number of certain ways. It can
create awareness of the brand and increase the probability that the brand included in the
consumer's evoked set (Krishnan & Chakravatri, 1993). A study of Grewal, Kavanoor,
Fem, Costley, and Barnes (1997) showed that comparative ads are more effective than
non-comparative ads in generating attention, message and brand awareness, favorable
sponsored brand attitudes and increased purchase intentions and purchase behaviors.
Woodside and Wilson (1985) mentioned that the position of a brand in a consumer's
mind (brand awareness) is related positively to purchase intention. The awareness levels
of brand advertising are related positively to purchase intention toward the brand, and
that purchase intention toward a brand is related positively to behavior toward the
brand.

Brand Loyalty and Purchase Intention

That loyalty is a key marketing goal is so widely accepted that its value has
been deemed to be "self-evident to every business person" (Reichheld, 1996). Marketers
have generally shared a fundamental understanding of what loyalty means and how it is
created. Loyalty has been traditionally understood to be reflected by repeat purchase
behavior and/or the expression of a favorable attitude toward such behavior (Jacoby and
Chestnut 1978). To achieve loyalty, marketers have emphasized the need to provide and
improve customer satisfaction (Jacoby and Kyner 1973; Jones and Sasser 1995;
Szymanski and Henard 200 I). Consumer loyalty expresses an intended behavior related
to the product or service. This includes the likelihood of future purchase or renewal of
service contracts or, conversely, how likely it is that the customer will switch to another
brand or service provider. Customers may be loyal owing to high switching barriers
related to technical, economical or psychological factors, which make it costly or
difficult for the customer to change supplier. Customers may also be loyal because they
are satisfied with the supplier or product brand, and thus want to continue the
relationship (Selnes, 1993).
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2.5 Previous Studies
O'Cass and Lim (2002) examined the preference and purchase intentions of
young South-east Asian consumers. Specifically, the study focused on the non-product
brand associations proposed by Keller (1998) and tests their effects on brand preference
rating and purchase intention toward different brands of fashion apparel. Data were
gathered in Singapore via a self-administered survey and the results indicate differential
effects of brand associations, such as, price perceptions, brand personality, brandelicited feelings, self-image and brand -user-image congruency on consumer brand
preference and purchase intention. The results shows significant relationship between
brand preference, brand association, and purchase intention.

Lin (2001) studied impact of extrinsic cues on perceived quality, perceived
risk, and purchase intention. The study used on-line questionnaires to collect data from ·
Internet shoppers, and used face-to-face interview to collect data from physical store
shoppers. The results of this study are: price, brand image, and store image have
significant impacts on perceived quality and perceived risk. Perceived quality and
perceived risk affect significantly purchase intention. When consumers shop in Internet
stores, perceived quality has a greater impact on purchase intention than perceived risk.

Anantachart (1998) studied the development of an individual approach using
preference and satisfaction as the key components. The brand equity model was
proposed as the equity of a brand is equal to a person's preference for a brand multiplied
by the person's level of satisfaction with the brand, divided by the sum of the person's
level of satisfaction with all brands in the category tested. The model was tested by
correlating an individual equity score for a brand with the likelihood of purchasing a
competitive brand (i.e., the differential response). The Results from 295 respondents
indicated that the equity scores for brands were significantly related to differential
response.

Heireguntanur (2003) studied the relationship between perceived brand equity
and brand value of an international brand by selecting Sony televisions as a case study.
Researcher identified the relationship between elements of brand equity and consumers'
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trust and consumer satisfaction. The data collected from 200 samples who are Sony
television users in Bangkok. The results indicated that high brand equity implies
customers have positive strong association related to the brand, perceived the brand is of
high quality. There are positive potential benefits that the Sony will gain economical
value in the future . Researcher also concluded that Sony has to improve quality and
durability of the product as it has direct impact on the perception of consumers' trust by
implementing new strategy of innovative technology.

Lassar, Mittal and Shanna (1995) studied the measure of customer-based
brand equity. They conceptualized how customers evaluate brand equity. Subsequently,
they developed framework for brand equity that includes the definition and perceptual
dimensions. The data collected from 113 consumers. After reviewing the definition of
brand, they proposed new perceptual dimensions of brand equity as perfonnance, social
image, price/value, trustworthiness, and identification/attachment. Finally, they created
a measurement instrument of brand equity. The results demonstrated that prices
reflected the equity associated with the brand. They also suggest promotion is critical in
developing brand equity.
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CHAPTER Ill

RESEARCH FRAMEWORKS
In this

chapter, theoretical

framework,

conceptual

framework,

and

hypotheses are included. Theoretical framework refers to the theories and concepts
being used as a basis or reference drawn from the literature revie\v. Conceptual
framework is developed by researcher. Finally, after developing theoretical and
conceptual framework, the researcher generated the research hypotheses related to this
study.

3.1 Theoretical Framework
Theoretical framework is a conceptual model of how one theorizes or makes
logical sense of the relationship among the several factors that have been identified as
important to the research. After reviewing the theories and concepts related to the
research, researchers can identify the relationship between independent and dependent
variables.
This research focused on examining the relationship between brand equity
and purchase intention of Sony digital camera. The independent variables of this
research are elements of brand equity (brand awareness, brand association, perceived
quality, and brand loyalty) and the perception of product attributes (durability, CCD
resolution, memory card capacity, zoom distance, easy to use, compatibility, size,
design, and video record function)
For brand equity, researcher adopted the concept of brand equity provided by
Aaker (1991) as the fundamental theory of brand equity in this research. The elements
of brand equity are the most valuable assets of a company. Brand equity assets, first,
can help a customer interpret, process, store, and retrieve a huge quantity of
information about products and brands. Second, the brand equity affects consumer's
confidence in the purchase decision. Third, perceived quality and brand association
are potentially most important values provided to customers by enhancing customer
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satisfaction when they use the product. Keller (1998) presented a conceptual model of
brand equity from the perspective of the individual consumer.
Customer-based brand equity is defined as the differential effects of brand
knowledge on consumer response to the marketing of the brands. A brand is said to
have positive customer-based brand equity when consumers react more favorably to
and element of the marketing mix for the brand that they do to the same marketing
mix element when it is attributed to a fictitiously named or unnamed version of the
product or service. Brand knowledge is conceptualized in terms of two components,
brand awareness and brand image (i.e., a set of brand association). Customer-based
brand equity occurs when the consumer is familiar with the brand and holds some
favorable, strong, and unique brand association in memory.
For perception of product attributes, the researcher employed similar
products attributes from a study of factors influencing purchase decision toward
digital camera published by Brand Age (2004). According to Kelter (1998) attributes
are those descriptive features that characterize a product or service, such as, what a
consumer thinks the product or service is or has and what is involved with its purchase
or consumption. Product attributes of this research are durability, CCD resolution,
memory card capacity, zoom distance, easy to use, compatibility, size, design, and
video record function.

V The dependent variable of this research is purchase intention. The researcher
used the theory of attitude and behavior (Fishbein & Ajzen, 1980) to explain purchase
intention of this research. Buyer intention scales are used to assess the likelihood of a
consumer purchasing a product or behaving in a certain way (Schiffman & Kanuk,
2004). Kotler (2000)

menti~ned

that the consumer forms preferences among the

brands in the choice set; in the evaluation stage the consumers might also form an
intention to buy the most preferred brand. The intention to purchase is affected by the
individual's attitude and belief. In this research, purchase intention is affected by
elements of brand equity and the perception of product attributes.

V

The researcher used the value of brand equity model (Aaker, 1991) and the

antecedents and consequences of brand equity model (Cobb-Walgren et al., 1995) as
prototypes to portray the relationship between the independent and dependent
variable. Figure 3.1 illustrates the model of Aaker and Cobb-Walgren et al. theories.
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Figure 3.1 Illustrations for Theoretical Framework
Brand A"1areness
Brand Association ,:'<,,

Brand Equity

Perceived Quality
Bran Loyalty
Other Proprietary
Assets

Advertising

Psycho logical

Physical

Perceptions

Brand Equity

Purchase
Intention

Preference

Choice

In this research, the researcher selected 4 components of brand equity, which
are brand awareness, brand association, perceived quality, and brand loyalty. The
other proprietary assets component was eliminated because the definition of this
component is extensive and open. The physical features in the antecedents and
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consequences of brand equity in this research are the perceptions of product attributes.
Consequently, the models are used to construct the following conceptual framework
of this research.

3.2 Conceptual Framework
Conceptual framework is the specific map of ideas of this study. The
researcher developed the conceptual framework for this research based on the Aaker's
brand equity concept. Subsequently, researcher applies the antecedents and
consequences of brand equity model (Cobb-Walgren et al., 1995) to construct a
specific model of this research.

Figure 3.2 Modified Conceptual Framework

Brand Equity Elements
- Brand Awareness
- Brand Association
- Perceived Quality
- Brand Loyalty

,____

!

Perception of Product
Attributes
- Durability
- CCD Resolution
- Memory Card Capacity
- Ease of Use
- Zoom Distance
- Compatibility
- Size
- Design
- Video Record Function

Independent Variables

Purchase Intention

-

Dependent Variable
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Conceptual framework of this study is designed for illustrating the
relationship between independent and dependent variables. In the framework, brand
equity includes brand awareness, brand association, perceived quality and brand
loyalty. Product attributes include durability, CCD resolution, memory card capacity,
zoom distance, easy to use, compatibility, size, design, and video record function.
The researcher set purchase intention as the dependent variable of this
research.

3.3 Research Hypotheses

The main objective of this study is to examine the relationship between
brand equity and purchase intention. According to conceptual framework, the
hypotheses for this research are constructed as follows:

Group A: Brand Equity and Purchase Intention

Hl 0 :

There is no relationship between overall brand equity components and
purchase intention.

Hla:

There is a relationship between overall brand equity components and purchase
intention.

H2 0 :

There is no relationship between brand awareness and purchase intention.

H2a:

There is a relationship between brand awareness and purchase intention.

H3 0 :

There is no relationship between brand association and purchase intention.

H3a:

There is a relationship between brand association and purchase intention.

H4 0 :

There is no relationship between perceived quality and purchase intention.

H4a:

There is a relationship between perceived quality and purchase intention .

H5 0 :

There is no relationship between brand loyalty and purchase intention.
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H5a :

There is a relationship between brand loyalty and purchase intention.

Group B: The perception of product Attributes and Purchase Intention

H6o:

There is no relationship between the perception of durability and purchase
intention.

H6a:

There is a relationship between the perception of durability and purchase
intention.

H7 0 :

There is no relationship between the perception of CCD resolution and
purchase intention.

H7a:

There is a relationship between the perception of CCD resolution and purchase
intention.

H8o:

There is no relationship between the perception of memory card capacity and
purchase intention.

H8a:

There is a relationship between the perception of memory card capacity and
purchase intention.

H9 0 :

There is no relationship between the perception of ease of use and purchase
intention.

H9a :

There is a relationship between the perception of ease of use and purchase
intention.

Hl00 : There is no relationship between the perception of zoom distance and purchase

intention.

HlOa: There is a relationship between the perception of zoom distance and purchase
intention.
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Hl lo: There is no relationship between the perception of compatibility and purchase
intention.
H 11 a: There is a relationship between the perception of compatibility and purchase
intention.

Hl2o: There is no relationship between the perception of digital camera size and
purchase intention.
Hl2a: There is a relationship between the perception of digital camera size and
purchase intention.

H 13 0 : There is no relationship between the perception of digital camera design and
purchase intention.
Hl3a: There is a relationship between the perception of digital camera design and
purchase intention.

H14o: There is no relationship between the perception of video record function and
purchase intention.
H l 4a : There is a relationship between the perception of video record function and
purchase intention.

3.4 Operationalization of the Independent and Dependent Variables

A concept is a generalized idea about a class of objects, occurrences, or
process (Zikmund, 2003). A concept should be made operational in order to be
measured. Operational definitions help research specify the rules for assigning
numbers. The values assigned in the measuring process can be manipulated according
to certain mathematical rules. Once the variables of interest have been identified and
defined conceptually, a specific type of scale must be selected. The following tables
explain and clarify the ~perational definitions independent and dependent variables.
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Table 3.1: Operationalization of Independent Variables

Variables

Conceptual Definition
The ability of a

Operational Components

-

potential buyer to

is a brand name that I can recall

Awareness

recognize or recall that

quickly.

-

Measurement

Sony Cyber-Shot digital camera

Brand

a brand is a member of

Scale

Ordinal

I have consistently heard or

a certain product

seen Sony Cyber-Shot digital

category.

camera brand.

- Sony Cyber-Shot is the first
name of digital camera that I
can recall .

-

Sony Cyber-Shot Digital
camera is different from
competing digital camera
brands

Brand

Anything linked in

Association

memory to a brand

- I have a good attitude toward
Sony Cyber-Shot digital

Ordinal

camera.

-

Sony Cyber-Shot digital camera
has a good im age.

-

Sony Cyber-Shot digital camera
is a trustworthy brand.

.

The customer's

Perceived

perception of the

Quality

overall quality or

-

is of high quality.

-

Sony Cyber-Shot digital camera

Ordinal

provides good value for money.

superiority of a product
of service with respect

Sony Cyber-Shot digital camera

-

to its intended purpose.

The quality of Sony Cyber-Shot
digital camera has been
improved continuously over last
several years.

-

Sony Cyber-Shot digital camera
is respected for its innovation.
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Conceptual Definition

Operational Components

The biased, behavioral

- Sony Cyber-Shot digital camera
- If there is another brand as good

Brand

decision-making unit

as Sony Cyber-Shot digital

Loyalty

with respect to one or

camera, I prefer to purchase

more alternative brand

Sony Cyber-Shot.

out of a set of brands

-

Ordinal

I will buy Sony Cyber-Shot
digital camera at next purchase.

and includes a strong
positive attitude toward

Measurement

would be my first choice.

response expressed
over time by some

Scale

- I would recommend Sony
Cyber-Shot digital camera! to

the brand.

others.

Product

The perception of

- Durability

Attributes

product's physical

-

composition or a

- Memory Card Capacity

service's requirement

- Ease of Use

that determine the

- Zoom Distance

nature and level of

-

Compatibility

product performance.

-

Size

CCD Resolution
Ordinal

- Design
- Video Record Function

Table 3.2: Operationalization of Dependent Variable

Variable

Conceptual Definition

Operational

Scale

Components

Measurement

Purchase

Consumer's willing to buy,

Intention

tendency to purchase a

buying a Sony Cyber-

product.

Shot digital camera.

- The likelihood of
Ordinal
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CHAPTER IV

RESEARCH METHODOLOGY
This chapter contains a description of research design, methodology of
research, sampling design, questionnaire design, data collection, and statistical
treatment used to test hypotheses. The purpose of this chapter is to explain which
method will be used for each process of the research.

4.1 Research Method
Descriptive research is used in this research. The reason for using descriptive
research as the method is that the researcher wants to estimate the perceptions of
brand equity. More importantly, determination of the degree to which independent and
dependent variables are associated, is conducted. The researcher selected survey
method for this study. The survey method of obtaining information is based on
questioning respondents. Survey is used when the research involves sampling a large
number of people and asking them a series of question (Malhotra, 2002). The
advantage of the survey method is that it can collect a great deal of data about an
individual respondent at one time. Survey also provides a quick, inexpensive, efficient
and accurate means of assessing information about a population (Kumer, Aaker &
Day, 1999).
Usually, consumers will search for information before they decide to
purchase a product, therefore, people who intend to buy a Sony digital camera are the
target population. Unfortunately, the researcher cannot ask every Sony digital camera
consumer for their responses on the importance of brand equity related to buying
intention. Therefore, researcher used a survey method for obtaining information from
respondents. Moreover, the survey method has the advantage of ease, reliability, and
simplicity. The researcher employed self-administered questionnaires for this research
to obtain data from respondents.
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4.2 Respondents and Sampling Procedures
4.2.1 Target Population

Sampling design begins by specifying the target population. The target
population is the collection of elements or objects that possess the information the
researcher is seeking (Malhotra, 2002). Defining target population involves translating
the research problem into a precise statement of who should and should not be
included in the sample. Target population of this research was Bangkok consumers
who are potential purchasers of Sony Cyber-Shot digital camera. The respondents
were both male and female aged over 18 years old because digital camera is
considered as high involvement purchasing product and people at that age have both
purchasing power and ideas about the product. In addition, people who are over 18
years over potentially have adequate knowledge, experience, and ability to use digital
camera.

4.2.2 Sampling Procedure

Non-probability sampling technique was used in this research because the
population that is chosen is unknown. The non-probability sampling relies on
researcher's judgment or convenience. The probabilities of elements in the population
who are the sample subjects are not determined (Malhotra, 1999). The technique of
non-probability sampling used for this research is convenience sampling. It is a
technique that attempts to obtain a sample of convenient elements.
According to the consumer's purchasing process, Kotler (2000) argued that
an aroused consumer will be inclined to search for more information. The researcher
considered the possible places that consumers look for information on Sony digital
cameras. Therefore, people who were shopping in the department stores throughout
Bangkok were possible targets for this research.
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Researcher used simple random sampling, in which each respondent has an
equal chance of being selected. The researcher randomly drawn 5 department stores
from 50 department stores in Bangkok (researcher collected the number of 50
departments stores from Bangkok Guide map). The results are as follows:
1. The Mall, Bangkapi

2. Central Ladprao

4. Maboonkrong Center

3. The Mall, Ngamwongwan

3.The Mall, Bangkae

After determining the sample elements, researcher used quota sampling
method by setting 80 samples for each of the 5 department stores in order to get the
total sample of respondents to be equal to 400 respondents.

Location

No. of Respondents

The Mall, Bangkapi

80

Central Ladprao

80

The Mall, Bangkae

80

Maboonkrong Center

80

The Mall, Ngamwongwan

80

400

Total

Finally, convenience sampling was applied to collect the data for each
location. Respondents were selected because they happened to be right place in the
right time. Researcher selected respondents who were shopping in the depmtment
stores by judgment, and they were asked to fill out the self-administered
questionnaires.

4.2.3 Sam pie Size

As the exact number of people who visit the Sony Universe showrooms is
unknown, in order to determine the sample size, the researcher used the previous
studies as a guideline for determining the sample size of this research.
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•

Heireguntanur (2003) studied the relationship between perceived brand equity
and brand value of an international brand by selecting Sony company as a
case study using 400 respondents.

•

Taylor and O'Bearden (2002) studied of price on brand extension perceived
quality, perceived value, and purchase intention using 285 respondents.

•

Anatachart (1998) used 295 respondents in a study of re-conceptualizing and
measuring brand equity from individual consumers' perspective.

•

McAlexander, Kim, Roberts (2003) empirically explored the relative impacts
of satisfaction, brand community integration, and consumer experience on
customer loyalty as expressed by future purchase intentions and behavior
using 372 respondents.

Considering the previous studies, the researcher decided to collect data from
400 respondents.

4.3 Research Instruments/Questionnaire
Questionnaires were used in this research to obtain data from respondents.
Each questionnaire consists of 3 parts. The questionnaires were constructed based on
theoretical and conceptual framework of this study. In addition, the questionnaires
were developed based on the measure of brand equity provided by Aaker (1996). The
detail of each part is shown below:

Part I: Brand equity: The perceptions about Sony's brand equity dimensions are
asked. This part consists of 15 questions relating to brand equity dimensions (brand
awareness, brand association, perceived quality, and brand loyalty). All questions are
stated in Likert scale with 5 levels of agreement (5 =Strongly agree, 4 =Agree, 3 =
Neutral, 2 =Disagree, and 1 =Strongly disagree).

Part II: Product Attributes: Respondents are asked to identify the importance of
product attribute related to the purchase of Sony Cyber-Shot digital camera. The
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questions are stated in a Likert scale with 5 levels of importance (5 =Very important,
4 = Important, 3 =Neutral, 2 =Not important, 1 =Not at all important).

Part ID: Purchase intention: In this part, respondents were asked to identify the
willingness or likelihood to buy Sony digital cameras. Questions of this part were also
framed by Likert scale. At the end of this part, respondents were asked to indicate the
reasonable price as well as the source of gathering information Sony digital camera.
The question is stated in Likert scales with 5 levels of likelihood (5 =Very likely, 4 =
Likely, 3 =Neutral, 2 =Unlikely, 1 =Very unlikely).

4.4 Pre Testing
Before the questionnaire is distributed to the respondents, a researcher has to
conduct pretest in order to identify and eliminate potential problems and errors. Even
the best questionnaires can be improved by pretest. Vanichbancha (2001) mentioned
that generally, pretest should be at least 25 sets of questionnaires for testing the
reliability of questions. Therefore, the number of pretest questionnaires for this
research was 30 sets of questionnaires. The data were coded and processed by SPSS
program to find the reliability by using the Cronbach's Coefficient Alpha test.
Malhotra (2000) pointed out that if the reliability value is more than 0.6, it is
considered reliable . The result of reliability of the pretest is shown in Table 4.1.

Table 4.1: Reliability Analysis

Description

a - Coefficient

Brand Equity

0.9382

Brand Awareness

0.7804

Brand Association

0.7861

Perceived Quality

0.7992

Brand Loyalty

0.9024

Product Attributes

0.8666

Overall

0.9427
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4.5 Collection of Data/Gathering Procedures
In this research, primary data were coIIected by using self-administered
questionnaires. The advantage of using this method is that it is easy to provide
information and be interpreted. Self-administered questionnaire is a less expensive,
less time-consuming method used to collect information from a large number of
individuals simultaneously. After the data collected, the questionnaires were checked
for the quality and the correction of data. Then the questionnaires were edited to
identify illegible, incomplete, and inconsistent. The ineligible questionnaires were
return to the respondents until the questionnaires were completed.
Secondary data were collected from several sources, such as, periodicals,
journals, textbooks, newspaper, internet, and previous academic researches. A muster
of data was gathered and the researcher attempted to analyze and discriminate the
most appropriate data for this research.

4.6 Statistical Treatment of Data
After complete collecting the necessary data, the Statistical Package for Social
Sciences (SPSS) was employed to summarize and analyze data. The fonn of data
presentation from these procedures is presented in a readable and easily interpreted
form in the following chapter.

Descriptive Analysis
Descriptive analysis is used to describe or summarize information about a
population or sample. Describing responses or observations is typically the first form
of analysis (Zikmund, 2000). To summarize the data, the calculation of averages,
frequency distribution and percentage distributions was used in this research.

Inferential Statistics

Inferential statistics is the method of data analysis that goes beyond the
descriptive analysis. It involves verifying specific statements about the population
(Davis, 1996). Inferential statistics is based on the theory of probability and logic;
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these are used to make inferences about the characteristics of a population from the
characteristics of random samples drawn from the population. Hypothesis testing was
used to analyze the correlation between independent and dependent variables.

Hypothesis Testing

Hypotheses are conjectural statements of the relationship between two or more
variables that carry implications for the stated relations. Hypotheses are tentative
statements that are considered to be plausible given the variable information (Cooper
& Emury, 1995). Hypothesis statements are operationalized into logical statements i.e.

true or false statements or Null Hypothesis State (H0) and Alternative Hypothesis (Ha).
For this research, the data are analyzed and summarized in a readable and easily
interpretable form after the required data are collected. The Statistical Package for
Social Science (SPSS) is utilized to summarized that data where needed.

Significant Level

A standard level of significance is established as a benchmark critical value of
statistics, then, the value of the statistics is calculated to see whether it meets that
level. If the calculated value of statistics exceeds the critical value, the result being
tested is said to be statistically significant at that level. Generally, the symbol Ho is
null hypothesis and symbol Ha is alternative hypothesis. The purpose of hypothesis
testing is to determine which one of the two hypotheses is accepted. In this research,
correlation coefficient significant at 0.05 confidence is being tested.

Spearman Rank-Order Correlation Coefficient

In situations in which it cannot be assumed that data are metric (interval or .
ratio scaled), a nonparametric correlation technique is used to analyze the relationship
between variable (Zikmund, 2000). A group of correlation measures deals with rankorder data. In this research, all variable are measured in ordinal scale, therefore, the
Spearman rank-order correlation is utilized to determine the relationships between
variables. The Spearman rank-order correlation coefficient is computed as follows:
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Where di is the difference between the ranks.

Researcher uses Speannan rank-order correlation coefficient to test all
hypotheses of this research. Correlation coefficients generally range from -1.00 to
+ 1.00 the correlation coefficient is interpreted as fol1ows (Gay & Diehl, 1992):

-1.00

Perfect negative correlation

-0.95

Strong negative correlation

-0.50

Moderate negative correlation

-0.10

Weak negative correlation

0.00

No correlation

+0.10

Weak positive correlation

+0.50

Moderate positive correlation

+0.95

Strong positive correlation

+1.00

Perfect positive correlation

The correlation coefficient, r, ranges from + 1.0 to -1.0. If the value of r is
-1.0, there is a perfect negative linear (straight-line) relationship. In contrast, the value
of r is +1.0, there is a perfect positive linear relationship. No correlation is indicated
if r

=

o. A correlation coefficient indicates both the magnitude of the linear

relationship and the direction of the relationship. For example, if the researcher found
that r

= -0.92,

it means there is a relatively strong negative relationship. That. is, the

greater the value measured by variable X, the less the value measured by variable Y
(Zikmund, 2000).
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CHAPTERV

PRESENTATION OF DATA AND CRITICAL DISCUSSION OF
RESULTS
This

chapter contains the

summaries of the data collected from

questionnaires. The data was interpreted by using SPSS program. The analysis is
derived from all responses, including brand equity, product attributes and purchase
intention. The data analysis is divided into 2 parts: descriptive analysis and hypotheses
testing.

5.1 Descriptive Analysis
Descriptive analysis provides the summary measures of the data collected
from respondents. Descriptive analysis refers to the transformation of data into forms
that will make them easy to understand and interpret. The data collected from
respondents was analyzed by using the SPSS program to calculate frequency
distribution and percentage distributions.
Respondents of this research are people who are over 18 years old . The 400
sets of questionnaires were delivered to both male and female respondent in 5
locations around Bangkok. The respondents were asked for scanning question which
asking about the knowledge and interesting of purchasing Sony Cyber-Shot digital
cameras. Most of the target respondents were understand and participate to answer the
questions. However, the researcher did not asked the questions for some target
respondents who unwilling to answer the scanning question.
Data collected from questions 1-15 are related to the perception of elements
of brand equity of Sony

Cyber~Shot

digital cameras. Question numbers 1-4 refer to

brand awareness, question numbers 5-7 refer to brand association, question numbers
8-11 refer to perceived quality, and question numbers 12-15 refer to brand loyalty.
Finally, data collected from questions 16-24 are related to the importance of product
attributes when respondent consider purchasing Sony Cyber-Shot digital cameras. The
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last question involves the likelihood of purchasing Sony Cyber-Shot digital cameras in
the future.

Table 5.1 Frequency distribution of responses to the statement "Sony Cyber-Shot
digital camera is a brand name that I can recall quickly".
Sony Cyber-Shot digital camera is a brand name that I can recall quickly.

Valid

Strongly Disagree
Disagree
Neutral
Agree
Strongly Agree
Total

Frequency
1
8
59
244
88
400

Percent
.3
2.0
14.8
61.0
22.0
100.0

Valid Percent
.3
2.0
14.8
61.0
22.0
100.0

Cumulative
Percent
.3
2.3
17.0
78.0
100.0

Table 5 .1 shows the frequency of respondents who answered to the statement "Sony
Cyber-Shot digital camera is a brand name that I can recall quickly". Most of them
answered agree, counted for 61 %, following by strongly agree for 22%. A total of
14. 8% of respondents said neutral and only 0.3% responded with strongly disagree.

Table 5.2 Frequency distribution of responses to the statement "I have consistently
heard or seen Sony Cyber-Shot digital camera brand".

I have consistently heard or seen of Sony Cyber-Shot dlgital camera brand.

Valid

Strongly Disagree
Disagree
Neutral
Agree
Strongly Agree
Total

Freauencv
1
14
103
235
47
400

Percent
.3
3.5
25.8
58.8
11.8
100.0

Valid Percent
.3
3.5
25.8
58.8
11.8
100.0

Cumulative
Percent
.3
3.8
29.5
88.3
100.0

Table 5.2 exhibits the results of the respondents who answered to the statement "I
have consistently heard or seen Sony Cyber-Shot digital camera brand". The
respondents answered strongly agree counted for 11.8%, 58.8% for agree, 25.8% for
neutral, 14% for disagree, and 0.3% for strongly disagree.
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Table 5.3 Frequency distribution of responses to the statement "Sony Cyber-Shot is
the first name of digital camera that I can recall" .

Sony Cyber-Shot is the first name of digital camera that I can recall.

Valid

Strongly Disagree
Disagree
Neutral
Agree
Strongly Agree
Total

Freauencv
4
28
102
174
92
400

Percent
1.0
7.0
25.5
43.5
23.0
100.0

Valid Percent
1.0
7.0
25.5
43 .5
23.0
100.0

Cumulative
Percent
1.0
8.0
33.5
77.0
100.0

According to Tables 5.3, most of respondents agreed that Sony Cyber-Shot is the first
digital camera brand they can recall with 43.5% of respondents showing agreement.
The 25.5% of respondents answered neutral, 23% said strongl y agree, while 7%
replied with disagree, and only 1% answered strongly disagree.

Table 5.4 Frequency distribution of responses to the statement "Sony Cyber-Shot
Digital camera is different from competing digital camera brands" .

Sony Cyber-Shot Digital camera is different from competing digital camera
brands.

Valid

Strongly Disagree
Disagree
Neutral
Agree
Strongly Agree
Total

Frequency
1
20
152
178
49
400

Percent
.3
5.0
38.0
44.5
12.3
100.0

Valid Percent
.3
5.0
38.0
44.5
12.3
100.0

Cumulative
Percent
.3
5.3
43.3
87.8
100.0

Table 5.4 shows the frequency of respondents who answered to the statement "Sony
Cyber-Shot digital camera is different from competing digital camera brands". Most
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of them answered agree, counted for 44.5%, following by neutral for 38%. A total of
12.3% respondents said strongly agree, and only 0.3% replied strongly disagree.

Table 5.5 Frequency distribution of responses to the statement "I have a good
attitude toward Sony Cyber-Shot digital camera".

I have a good attitude toward Sony Cyber-Shot digital camera.

Valid

Strongly Disagree
Disagree
Neutral
Agree
Strongly Agree
Total

Frequency
4

Percent
1.0
1.8
25.5
53.5
18.3
.100.0

7
102
214

73
400

Valid Percent
1.0
1.8
25.5
53.5
18.3
100.0

Cumulative
Percent
1.0
2.8
28.3
81.8
100.0

Table 5.5 represents how respondents reacted to the statement "I have a good attitude
toward Sony Cyber-Shot digital camera". A total of 53.5% of respondents answered
agree to this statement, 25.5% answered neutral, 18.3% said strongly agree, while
1.8% answered disagree, and 1% for strongly disagree.

Table 5.6 Frequency distribution of the responses to the statement "Sony Cyber-Shot
digital camera has a good image".

Sony Cyber-Shot digital camera has a good Image.

Valid

Disagree
Neutral
Agree
Strongly Agree
Total

Frequency
11
60
223
106
400

Percent
2.8
15.0
55.8
26.5
100.0

Valid Percent
2.8
15.0
55.8
26.5
100.0

Cumulative
Percent
2.8
17.8
73.5
100.0

Table 5.6 shows the frequency of respondents who answered to the statement "Sony
Cyber-Shot digital camera has a good image". Most of them answered agree, counted
for 55.8%, following by strongly agree for 26.5%. A total of 15% of respondents said
neutral and 2.8% replied disagree. None of them answered strongly disagree.
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Table 5.7 Frequency distribution of responses to the statement "Sony Cyber-Shot

digital camera is a trustworthy brand".

Sony Cyber-Shot digital camera is a trustworthiness brand.

Valid

Disagree
Neutral
Agree
Strongly Agree
Total

Freauencv
7
77
210
106
400

Percent
1.8
19.3
52.5
26.5
100.0

Valid Percent
1.8
19.3
52.5
26.5
100.0

Cumulative
Percent
1.8
21.0
73.5
100.0

Table 5. 7 represents how respondents reacted to the statement "Sony Cyber-Shot
digital camera is a trustworthy brand". A total of 52.5% of respondents answered
agree to this statement, 26.5% of respondents said strongly agree, while 19.3%
answered disagree, and 1.8% for disagree. None of them answered strongly disagree.

Table 5.8 Frequency distribution of responses to the statement "Sony Cyber-Shot

digital camera is of high quality".

Sony Cyber-Shot digital camera is of high quality.

Valid

Strongly Disagree
Disagree
Neutral
Agree
Strongly Agree
Total

Freauencv
1
16
89
240
54
400

· Percent
.3
4.0
22.3
60.0
13.5
100.0

Valid Percent
.3
4.0
22.3

Cumulative
Percent
.3
4.3
26.5

60.0
13.5
100.0

86.5
100.0

Table 5.8 shows the frequency of respondents answered to the statement "Sony
Cyber-Shot digital camera is of high quality". Most of them answered agree, counted
for 60%, following by neutral for 22.3%. A total of3 .5% of respondents said strongly
agree, 4% answered disagree, and only 0.3% replied strongly disagree.
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Table 5.9 Frequency distribution of responses to the statement "Sony Cyber-Shot
digital camera provides good value for money".

Sony Cybe ....Shot digital camera provides good value for money.

Valid

Strongly Disagree
Disagree
Neutral
Agree
Strongly Agree
Total

Frequency
4
30
133
185
48
400

Percent
1.0
7.5
33.3
46.3
12.0
100.0

Va!id Percent
1.0
7.5
33.3
46.3
12.0
100.0

Cumulative
Percent
1.0
8.5
41.8
88.0
100.0

Table 5.9 exhibits the results of the respondents answered to the statement " Sony
Cyber-Shot digital camera provides good value for money". The respondents
answered strongly agree counted for 12%, 46.3% for agree, 33.3% for neutral, 7.5%
for disagree, and 1% for strongly disagree.

Table 5.10 Frequency distribution of responses to the statement "The quality of
Sony Cyber-Shot digital camera has been improved continuously over
last several years".

The quality of Sony Cyber-Shot digital camera has been improved
contlnuously over last several years.

Valid

Strongly Disagree
Disagree
Neutral
Agree
Strongly Agree
Total

Frequency
1
3
78
239
79
400

Percent

.3
.8
19.5
59.8
19.8
100.0

Valid Percent
.3
.8
19.5
59.8
19.8
100.0

Cumulative
Percent

.3
1.0
20.5
80.3
100.0

According to tables 5.10, most ofrespondents agreed to the statement "The quality of
Sony Cyber-Shot digital camera has been improved continuously over last several
years" with 59.8% of respondents. A total of 19.5% of respondents answered neutral,
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19.8% said strongly agree, while 0.8% replied with disagree, and only 0.3% answered
strongly disagree.

Table 5.11 Frequency distribution of responses to the statement "Sony Cyber-Shot

digital camera is respected for innovation".

Sony Cyber-Shot digital camera is respected for Innovation.

Frequency
Valid

Disagree
Neutral
Agree
Strongly Agree
Total

5
65
244
86
400

Percent

1.3
16.3
61.0
21.5
100.0

Valid Percent

Cumulative
Percent

1.3
16.3
61.0
21.5
100.0

1.3
17.5
78.5
100.0

Table 5.11 shows the frequency of respondents who answered to the statement "Sony
Cyber-Shot digital camera is respected for innovation". Most of them answered agree,
counted for 61 %, following by strongly agree for 21.5%. 16.3% of respondents said
neutral, and only 1.3% replied strongly disagree. None of them answered strongly
disagree.

Table 5.12 Frequency distribution of responses to the statement "Sony Cyber-Shot

digital camera would be my first choice".

Sony Cyber-Shot digital camera would be my first choice.
Freauencv
Valid

Strongly Disagree
Disagree
Neutral
Agree
Strongly Agree
Total

3
39
127
160
71
400

Percent

.8
9.8
31.8
40.0
17.8
100.0

Valid Percent

.8
9.8
31.8
40.0
17.8
100.0

Cumulative
Percent

.8
10.5
42.3
82.3
100.0

Table 5.12 exhibits the results of the respondents who answered to the statement
"Sony Cyber-Shot digital camera would be my first choice". The respondents
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answered strongly agree, counted for 17.8%, 40% for agree, 31.8% for neutral, 9.8%
for disagree, and 0.8% for strongly disagree.

Table 5.13 Frequency distribution of the responses to the statement "If there is

another brand as good as Sony Cyber-Shot digital camera, I prefer to
purchase Sony Cyber-Shot.

If there is another brand as good as Sony Cyber-Shot digital camera, I
prefer to purchase Sony Cyber-Shot.

Frequencv
Valid

Strongly Disagree
Disagree
Neutral
Agree
Strongly Agree
Total

11
51
135
145
58
400

Percent

Valid Percent

2.8
12.8
33.8
36.3
14.5
100.0

2.8
12.8
33.8
36.3
14. 5
100.0

Cumulative
Percent

2.8
15.5
49.3
85.5
100.0

Table 5.13 shows the frequency of respondents who answered to the statement "If
there is another brand as good as Sony Cyber-Shot digital camera, I prefer to purchase
Sony Cyber-Shot". Most of them answered agree, counted for 36.3%, following by
neutral for 33.8%. 14.5% of respondents said strongly agree, 12.8% answered
disagree, and only 0.3% replied strongly disagree.

Table 5.14 Frequency distribution of the responses to the statement "I will buy Sony

Cyber-Shot digital camera at next purchase".

I will buy Sony Cyber-Shot digital camera at next purchase.
Frequency
Valid

Strongly Disagree
Disagree
Neutral
Agree
Strongly Agree
Total

12
37
164
141
46
400

Percent

3.0
9.3
41.0
35.3
11.5
100.0

Valid Percent

3.0
9.3
41.0
35.3
11. 5
100.0

Cumulative
Percent

3.0
12.3
53.3
88.5
100.0
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Table 5.14 represents how respondents reacted to the statement "I will buy Sony
Cyber-Shot digital camera at next purchase". A total of 41.1 % of respondents
answered neutral to this statement, 35.3% answered agree, 11.5% said strongly agree,
. while 9.3% answered disagree, and 3% for strongly disagree.

Table 5.15 Frequency distribution of the responses to the statement "I would
recommend Sony Cyber-Shot digital camera! to others".

I would recommend Sony Cyber-Shot digital cameral to others.
Frequency
Valid

Strongly Disagree
Disagree
Neutral
Agree
Strongly Agree
Total

Percent

8
31
179
151
31
400

2.0
7.8
44.8
37.8
7.8
100.0

Valid Percent

2.0
7.8
44.8
37.8
7.8
100.0

Cumulative
Percent

2.0
9.8
54.5
92.3
100.0

Table 5.15 represents how respondents reacted to the statement "I would recommend
Sony Cyber-Shot digital camera to others". A total of 44.8% of respondents answered
neutral to this statement, 37.8% answered agree, 7.8% said strongly agree as well as
disagree, while 2% answered strongly disagree.

Table 5.16 Frequency distribution for the response of durability.

Durability
Frequency
Valid

Not at all Important
Not Important
Neutral
Important
Very Important
Total

1
5
36
162
196
400

Percent

.3
1.3
9.0
40.5
49.0
100.0

Valid Percent
.3

1.3
9.0
40.5
49.0
100.0

Cumulative
Percent

.3
1.5
10.5
51.0
100.0

Table 5.16 shows the importance of durability as an attribute when respondents
consider purchasing Sony Cyber-Shot digital cameras. Almost half of respondents
(49%) indicated that durability is very important, while 40.5% answered that it is
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important, 9% replied neutral, 1.3% said not important, and 0.3% indicated that
durability was not at all important.

Table 5.17 Frequency distribution for the response of CCD resolution.

CCD Resolution
Frequency
Valid

Not at all Important
Not Important
Neutral
Important
Very Important
Total

2
1
27
164
206
400

Percent

Valid Percent

.5
.3
6.8
41.0
51.5
100.0

.5
.3
6.8
41.0
51.5
100.0

Cumulative
Percent

.5
.8
7.5
48.5
100.0

Table 5.17 shows the importance of CCD resolution when respondents consider
purchasing Sony Cyber-Shot digital cameras. Most of them (51.5%) indicated that it is
very important, 41 % answered important, 6.8% said neutral. While 0.3% of them
answered not important, and 0.5% replied not at all important.

Table 5.18 Frequency distribution for the response of memory card capacity.

Memory card capacity
Frequency
Valid

Not at all Important
Not Important
Neutral
Important
Very Important
Total

3
6
49
169
173
400

Percent
.8

Valid Percent
.8

1.5
12.3
42.3
43.3
100.0

1.5
12.3
42.3
43.3
100.0

Cumulative
Percent
.8

2.3
14.5
56.8
100.0

Table 5.18 shows the importance of memory card capacity when respondents consider
purchasing Sony Cyber-Shot digital cameras. Most of them (51.5%) indicated that it is
very important, 41 % answered important, 6.8% said neutral. While 0.3% of them
answered not important, and 0.5% replied not at all important.
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Table 5.19 Frequency distribution for the response of ease in using.

Easy to Use

Frequency
Valid

Not at all Important
Not Important
Neutral
Important
Very Important
Total

1
8
44
157
190
400

Percent

Valid Percent

.3

Cumulative
Percent

.3
2.0
11.0
39.3
47.5
100.0

2.0
11.0
39.3
47.5
100.0

.3
2.3
13.3
52.5
100.0

Table 5.19 shows responses to the easy to use attribute when respondents consider
purchasing Sony Cyber-Shot digital cameras. Most of them (47.5%) indicated that it is
very important, 39.9% answered important, 11 % said neutral. While 2% of them
answered not important, and 0.3% replied not at all important.

Table 5.20 Frequency distribution for the response of zoom distance.

Zoom Distance
Freauencv
Valid

Not at all Important
Not Important
Neutral
Important
Very Important
Total

1
10
48
167
174
400

Percent

.3
2.5
12.0
41.8
43.5
100.0

Valid Percent

Cumulative
Percent

.3
2.5
12.0
41.8
43.5
100.0

.3
2.8
14.8
56.5
100.0

Table 5.20 shows the importance of zoom distance as an attribute when respondents
consider purchasing Sony Cyber-Shot digital cameras. Most of them (43.5%)
indicated that it is very important, 41.8% answered important, 12% said neutral, while
2.5% of them answered not important, and 0.3% replied not at all important.

67

Table 5.21 Frequency distribution for the response of compatibility

Compatibility
Frequency
Valid

Not at all Important
Not Important
Neutral
Important
Very Important
Total

1
3
56
176
164
400

Percent

Valid Percent

.3
.8
14.0
44.0
41.0
100.0

.3
.8
14.0
44.0
41.0
100.0

Cumulative
Percent

.3
1.0
15.0
59.0
100.0

Table 5.21 shows the importance of the compatibility to other devices (e.g. computer,
printer) when respondents consider purchasing Sony Cyber-Shot digital cameras.
Most of them (44%) indicated that it is important, 41% answer very important, 14%
said neutral. While 0.8% of them answered not important, and 0.3% replied not at all
important.

Table 5.22 Frequency distribution for the response of size

Size
Freauencv
Valid

Not at all Important
Not Important
Neutral
Important
Very Important
Total

5
12
67
192
124
400

Percent

Valid Percent

1.3
3.0
16.8
48.0
31.0
100.0

1.3
3.0
16.8
48.0
31.0
100.0

Cumulative
Percent

1.3
4.3
21.0
69.0
100.0

Table 5.22 shows the importance of camera size when respondents consider
purchasing Sony Cyber-Shot digital cameras. Most of them (48%) indicated that it is
important, 31 % answered very important, 16. 8% said neutral, while 3% of them
answered not important, and 1.3% replied not at all important.
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Table 5.23 Frequency distribution for the response of design.

Design

Frequencv
Valid

Not at all Important
Not Important
Neutral
Important
Very Important
Total

2
11
84
191
112
400

Percent

Valid Percent

.5
2.8
21.0
47.8
28.0
100.0

Cumulative
Percent

.5
3.3
24.3
72.0
100.0

.5
2.8
21.0
47.8
28.0
100.0

Table 5.23 shows the importance of design as an attribute when respondents consider
purchasing Sony Cyber-Shot digital cameras. Most of them (47.8%) indicated that it is
important, 28% answered very important, 21 % said neutral. While 2.8% of them
answered not important, and 0.5% replied not at all important.

Table 5.24 Frequency distribution for the response of video record function.

Video Record Function

Frequency
Valid

Not at all Important
Not Important
Neutral
Important
Very Important
Total

4
19
110
167
100
400

Percent

Valid Percent

1.0
4.8
27.5
41.8
25.0
100.0

1.0
4.8
27.5
41.8
25.0
100.0

Cumulative
Percent

1.0
5.8
33.3
75.0
100.0

Table 5.24 shows the importance of video function when respondents consider
purchasing Sony Cyber-Shot digital cameras. Most of them (41.8%) indicated that it is
importa9t, 25% answered very important, 27.5% said neutral, while 4.8% of them
answered not important, and 1% replied not at all important.
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Table 5.25 Frequency distribution for purchase intention.

Purchase Intention

Valid

Very Unlikely
Unlikely
Neutral
Likely
Very Likely
Total

Frequency
7
30
157
142
64
400

Percent
1.8
7.5
39.3
35.5
16.0
100.0

Valid Percent
1.8
7.5
39.3
35.5
16.0
100.0

Cumulative
Percent
1.8
9.3
48.5
84.0
100.0

Table 5.25 demonstrates the data from respondents regarding their purchase intention
toward Sony Cyber-Shot digital cameras. A total of 16% (64 respondents) answered
that they are very likely to buy Sony Cyber-Shot digital camera, 35.5% (142
respondents) said likely, 39.9% (157 respondents) said neutral, 7.5% (30 respondents)
answered unlikely, and 1. 8% (7 respondents) replied very unlikely.

Table 5.26: Summary of Mean and Standard Deviation of Questionnaires

x

S.D.

4.0250

0.68597

3.7825

0.70102

3. 8050

0.90500

3.6350

0.77023

3.8625

0.76161

4.0600

0.72298

4.0375

0.72623

Brand Awareness

I. Sony Cyber-Shot digital camera is a
brand name that I can recall
quickly.
2. I have consistently heard or seen of
Sony Cyber-Shot digital camera
brand.
3. Sony Cyber-Shot is the first name
of digital camera that I can recall.
4. Sony Cyber-Shot Digital camera is
different from competing digital
camera brands
Brand Association
5. I have a good attitude toward Sony
Cyber-Shot digital camera.
6. Sony Cyber-Shot digital camera has
a good image.
7. Sony Cyber-Shot digital camera is
a trustworthy brand.

70

St. Gabriel's Library, Au

Perceived Quality
8. Sony Cyber-Shot digital camera is
of high quality.
9. Sony Cyber-Shot digital camera
provides good value for money.
10. The quality of Sony Cyber-Shot
digital camera has been improved
continuously over last several years.
11. Sony Cyber-Shot digital camera is
respected for innovation.

3.8250

0.71460

3.6075

0.83076

3.9800

0.66762

4.0275

0.65407

12. Sony Cyber-Shot digital camera
would be my first choice.

3.6425

0.90926

13. If there is another brand as good as
Sony Cyber-Shot digital camera, I
prefer to purchase Sony CyberShot.
14. I will buy Sony Cyber-Shot digital
camera at next purchase.
15. I would recommend Sony CyberShot digital cameral to others.

3.4700

0.98056

3.4300

0.91772

3.4150

0.82126

16. Durability

4.3675

0.72024

17. CCD Resolution

4.4275

0.67519

18. Memory Card Capacity

4.2575

0.78596

19. Easy to Use

4.3175

0.76692

20. Zoom Distance

4.2575

0.78277

21. Compatibility to Other Devices

4.2475

0.73661

22. Size

4.0450

0.84247

23. Design

4.0000

0.80412

24. Video Record Function

3.8500

0.88570

Brand Loyalty

Product Attributes

This research was focused on studying the relationship between brand
equity, product attributes and purchase intention. The data collected by questionnaires
for this research represents the perceived value of brand equity and product attributes
related to purchase intention. Researcher uses X of each question to interpret
respondents' perception toward Sony Cyber-Shot digital cameras. Table 5.26 exhibits
the X and standard deviation for each question.
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Brand awareness: the statement "Sony Cyber-Shot digital camera is a brand name
that I can recall quickly" provides highest X (4.0250), which can imply that
respondents perceive this statement as the highest element in brand awareness.

Brand association: the highest X (4.0600) belongs to the statement "Sony CyberShot digital camera has a good image", by which it can be implied that respondents
perceive the good image of Sony Cyber-Shot as the highest element of brand
association.

Perceived quality: respondents perceive that "Sony Cyber-Shot digital camera is
respected for innovation" with the 4.0275 of X. Most of respondents consider the
innovation feature of Sony Cyber-Shot digital cameras as the most important element
of perceived quality.

Brand loyalty: among elements of brand equity, brand loyalty obtained the lowest
perceived value. The highest X of brand loyalty aspect is 3.6425, belongs to the
statement "Sony Cyber-Shot digital camera would be my first choice".

Product attribute: among various product attributes, CCD resolution obtained the
highest X (4.4275), followed by durability ( X = 4.3675), ease of use ( X = 4.3175),
zoom distance and memory card capacity (X= 4.2575), compatibility (X= 4.2475),
size (X= 4.0450), design (X= 4.0000) and video record function (X= 3.8500),
respectively. The results show the importance of product attributes on the purchase
intention toward Sony Cyber-Shot digital cameras. In this research, respondents
consider CCD resolution as the most important attribute followed by durability, ease
of use, while the attributes that they consider least is the video record function.

5.2 Tests of Hypotheses
Correlation analysis

In this study, the relationship between independent and dependent variable
are tested. After collecting the data from questionnaires, the researcher processed the
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data by using SPSS program to analyze and interpret the data. To test the relationship
between two variables, the researcher used correlation analysis in SPSS program to
examine the association. The data collected from questionnaires was measured as
ordinal scale. Therefore, to test the association between two ordinal data, the
Spearman rank-order correlation was used in this research.

Significance Level

The significance level is a critical probability in choosing between the null
hypothesis (Ho) and alternative hypothesis (H 1). The level of significance determines
the probability level-say 0.05 or 00.1-that is considered too low to warrant support
of the null hypothesis. On the assumption that the null hypothesis being tested is true,
if the probability of occurrence of the observed data is smaller than the level of
significance, then the data suggests the null hypothesis should be rejected. In other
words, there is evidence to support contradiction of the null hypothesis, which is
equivalent to supporting the alternative hypothesis (Zikmund, 2003). The purpose of
hypothesis testing is to determine which one of the two hypotheses is accepted. In this
research, correlation coefficient significant at 0.05 confidence is used.

Correlation Coefficient Interpretation

The level of correlation coefficient, (rs), ranges from -1.0 to + 1.0, if the
value of value of rs shows negative sign, it is considered a negative relationship. In
contrast, if rs shows positive sign, it is considered a positive relationship exists
between variables. Correlation coefficient also exhibits the direction of the
relationship between variable. The positive sign of rs represents the positive
relationship, variable changes in the same way as the other variable. On the other
hand, the negative sign of rs represents the negative relationship, variable changes in
opposite side as other variable.
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Hypothesis 1

Hlo:

There is no relationship between overall brand equity components and
purchase intention.

Hla:

There is a relationship between overall brand equity components and purchase
intention.

Table 5.27 The analysis of the relationship between overall brand equity and
purchase intention by using Spearman 's Rho Correlation Coefficient
test.
Correlations
Brand Equity
Spearman's rho

Brand Equity

Correlation Coefficient

1.000

Sig. (2-tailed)
Purchase Intention

N
Correlation Coefficient
Sig. (2-tailed)
N

400
.739**

Purchase
Intention
.739**

.000
400
1.000

.000
400

400

**. Correlation is significant at the .01 level (2-tailed).

According to Table 5.27, the Spearman rank-order correlation coefficient
shows the significant level of 0.000, which is less than 0.05, therefore, Hlo is rejected
and Hla is accepted. This means there is a relationship between overall brand equity
components and purchase intention.
Correlation coefficient at 0. 739 indicates a moderate positive relationship
between two variables, which means the relationship between overall brand equity and
purchase intention is in the same direction.

Hypothesis 2

H2 0 :

There is no relationship between brand awareness and purchase intention.

H2a:

There is a relationship between brand awareness and purchase intention.
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Table 5.28 The analysis of the relationship between brand awareness and purchase
intention by using Spearman 's Rho Correlation Coefficient test.

Correlations
Brand
Awareness
Spearman's rho

Brand Awareness

Correlation Coefficient
Sig. (2-tailed)

N
Purchase Intention

1.000
400

Correlation Coefficient

.525**

Sig. (2-tailed)

.000
400

N

Purchase
Intention
.525**

.000
400
1.000
400

**. Correlation is significant at the .01 level (2-tailed).

According to Table 5.28, the Speannan rank-order correlation coefficient
shows the significant level of 0.000, which is less than 0.05, therefore, H2o is rejected
and H2a is accepted. This means there is a relationship between brand awareness and
purchase intention.
Correlation coefficient at 0.525 indicates a moderate positive relationship
between two variables, which means the relationship between brand awareness and
purchase intention is in the same direction.

Hypothesis 3

H3 0 :

There is no relationship between brand association and purchase intention.

H3a:

There is a relationship between brand association and purchase intention.
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Table 5.29 The analysis of the relationship between brand association and purchase
intention by using Spearman 's Rho Correlation Coefficient test.

Correlations
Brand
Associaiton
Spearman's rho

Brand Associaiton

Purchase Intention

Correlation Coefficient
Sig. (2-tailed)

N
Correlation Coefficient
Sig. (2-tailed)
N

1.000
400
.579**

.000
400

Purchase
Intention
.579**

.000
400
1.000
400

**. Correlation Is significant at the .01 level (2-tailed).

According to Table 5.29, the Spearman rank-order correlation coefficient
shows the significant level of 0.000, which is less than 0.05, therefore, H3o is rejected
and H3a is accepted. This means there is a relationship between brand association and
purchase intention.
Correlation coefficient at 0.579 indicates a moderate positive relationship
between two variables, which means the relationship between brand association and
purchase intention is in the same direction.

Hypothesis 4

H4 0 :

There is no relationship between perceived quality and purchase intention.

H4a : There is a relationship between perceived quality and purchase intention.
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Table 5.30 The analysis of the relationship between perceived quality and purchase
intention by using Spearman 's Rho Correlation Coefficient test.

Correlations
Perceived
Oualitv
Spearman's rho

Perceived Quality

Correlation Coefficient

1.000

Purchase
Intention
.655**

Sig. (2-tailed)
Purchase Intention

N

400

Correlation Coefficient

.655**

Sig. (2-tailed)

.000
400

N

.000
400
1.000
400

* *. Correlation is significant at the .01 level (2-tailed).

A ccording to Table 5.30, the Spearman rank-order correlation coefficient
shows the significant level of 0.000, which is less than 0.05, therefore, H4o is rejected
and H4a is accepted. This means there is a relationship between perceived quality and
purchase intention.
Correlation coefficient at 0.655 indicates a moderate positive relationship
between two variables, which means the relationship between perceived quality and
purchase intention is in the same direction.

Hypothesis 5

H5 0 :

There is no relationship between brand loyalty and purchase intention.

H5a:

There is a relationship between brand loyalty and purchase intention.
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Table 5.31 The analysis of the relationship between brand loyalty and purchase
intention by using Spearman 's Rho Correlation Coefficient test.

Correlations

Spearman's rho

Brand Loyalty

Purchase Intention

**.

Correlation Coefficient
Sig. (2-tailed)

Brand Loyalty
1.000

N

400

Correlation Coefficient
Sig. (2-tailed)

.741 **
.000

N

400

Purchase
Intention
.741 **
.000
400
1.000
400

Correlation is significant at t he .01 level (2-tailed).

According to Table 5.31, the Spearman rank-order correlation coefficient
shows the significant level of 0.000, which is less than 0.05, therefore, H5 0 is rejected
and H 5a is accepted. This m eans there is a rel ationship between brand loyalty and
purchase intention.
Correlation coefficient at 0.74 1 indicates a moderate positive relationship
between two variables, which means the relationship between brand loyalty and
purchase intention is in the same direction.

Hypothesis 6

H6 0 :

There is no relat ionship between the perception of durability and purchase
intention.

H6a:

There is a relationship between the perception of durability and purchase
intention.
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Table 5.32 The analysis of the relationship between durability and purchase
intention by using Spearman 's Rho Correlation Coefficient test.

Correlations

Spearman's rho

Durability

Purchase Intention

Correlation Coefficient
Sig. (2-tailed)

N
Correlation Coefficient
Sig. (2-tailed)
N

Durabilitv
1.000
400
.341**

Purchase
Intention
.341 **
.000
400
1.000

.000
400

400

**. Correlation is significant at the .01 level (2-tailed).

According to Table 5.32, the Spearman rank-order correlation coefficient
shows the significant level of 0.000, which is less than 0.05, therefore, H60 is rejected
and H6a is accepted. This means there is a relationship between durability and
purchase intention.
Correlation coefficient at 0.741 indicates a weak positive relationship
between two variables, which means the relationship between durability and purchase
intention is in the same direction.

Hypothesis 7

H7 0 :

There is no relationship between the perception of CCD resolution and
purchase intention.

H7a:

There is a relationship between the perception of CCD resolution and purchase
intention.
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Table 5.33 The analysis of the relationship between CCD resolution and purchase
intention by using Spearman 's Rho Correlation Coeffici ent test.

Correlations

Spearman's rho

CCD Resolution

Purchase Intention

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

CCD
Resolution
1.000
400

Sig. (2-tailed)

.312**
.000

N

400

Purchase
Intention
.312**
.000
400
1.000
400

**. Correlation is significant at the .01 level ( 2-tailed).

According to Table 5.33, the Spearman rank-order correlation coefficient
shows the significant level of 0.000, which is less than 0.05, therefore, H7 0 is rejected
and H7a is accepted. This means there is a re lationship between CCD resolution and
purchase intention.
Correlation coefficient at 0.31 2 indicates a weak positive relationship
between two variables, which means the re lati onship between CCD resolution and
purchase intention is in the same direction.

Hypothesis 8

H8 0 :

There is no relationship between the perception of memory card capacity and
purchase intenti on.

H8a :

There is a relationship between the perception of memory card capacity and
purchase intention.
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Table 5.34 The analysis of the relationship between memory card capacity and
purchase intention by using Speannan 's Rho Correlation Coefficient
test.

Correlations
Memory Card
Caoacity
Spearman's rho

Memory Card Capacity Correlation Coefficient
Sig. (2-tailed)
Purchase Intention

1.000

N

400

Correlation Coefficient

.299**

Sig. (2-tailed)

.000
400

N

Purchase
Intention
.299**

.000
400
1.000
400

**. Correlation is significant at the .01 level (2-tailed).

According to Table 5.34, the Spearman rank-order correlation coefficient
shows the significant level of 0.000, which is less than 0.05, therefore, H80 is rejected
and H8a is accepted. This means there is a relationship between memory card capacity
and purchase intention.
Correlation coefficient at 0.299 indicates a weak positive relationship
between two variables, which means the relationship between memory card capacity
and purchase intention is in the same direction.

Hypothesis 9

H9 0 :

There is no relationship between the perception of ease of use and purchase
intention.

H9a :

There is a relationship between the perception of ease to use and purchase
intention.
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Table 5.35 The analysis of the relationship between easy to use and purchase
intention by using Spearman 's Rho Correlation Coefficient test.

Correlations
Easv to Use
Spearman's rho

Easy to Use

Purchase Intention

Correlation Coefficient
Sig. (2-tailed)

1.000

N
Correlation Coefficient

400
.325**

Sig. (2-tailed)

.ooo

N

400

Purchase
Intention
.325**

.000
400
1.000
400

**. Correlation is significant at the .01 level (2-tailed).

According to Table 5.35, the Spearman rank-order correlation coefficient
shows the significant level of 0.000, which is less than 0.05, therefore, H9o is rejected
and H9a is accepted. This means there is a relationship between ease of use and
purchase intention.
Correlation coefficient at 0.325 indicates a weak positive relationship
between two variables, which means the relationship between easy to use and
purchase intention is in the same direction.

Hypothesis 10

Hl 00 : There is no relationship between the perception of zoom distance and purchase
intention.
H 1Oa : There is a relationship between the perception of zoom distance and purchase
intention.
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Table S.36 The analysis of the relationship between zoom distance and purchase
intention by using Speannan 's Rho Correlation Coefficient test.

Correlations
Zoom
Distance
Spearman's rho

Zoom Distance

Purchase Intention

Correlation Coefficient
Sig. (2-tailed)

1.000

N
Correlation Coefficient
Sig. (2-tailed)
N

400
.322*

.000
400

Purchase
Intention
.322*

.000
400
1.000
400

**. Correlation is significant at the .01 level (2-tailed).

According to Table 5.36, the Spearman rank-order correlation coefficient
shows the significant level of 0.000, which is less than 0.05 , therefore, H10 0 is
rejected and HlOa is accepted. This means there is a relationship between memory
zoom distance and purchase intention.
Correlation coefficient at 0.322 ind icates a weak positive relationship
between two variables, which means the relationship between zoom distance and
purchase intention is in the same direction.

Hypothesis 11

H 11 0 : There is no relationship between the perception of compatibility and purchase
intention.
Hl la: There is a relationship between the perception of compatibility and purchase
intention.
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Table 5.37 The analysis of the relationship between compatibility and purchase
intention by using Spearman 's Rho Correlation Coefficient test.

Correlations

Spearman's rho

Compatibility

Purchase Intention

Correlation Coefficient
Sig. (2-tailed)

N
Correlation Coefficient
Sig. (2-tailed)
N

Compatibility
1.000

Purchase
Intention
.254**
.000

400
.254**
.000

400
1.000

400

400

**. Correlation is significant at the .01 level (2-tailed).

According to Table 5.37, the Spearman rank-order correlation coefficient
shows the significant level of 0.000, which is less than 0.05, therefore, HI 10 is
rejected and HI la is accepted. This means there is a relationship between
compatibility and purchase intention.
Correlation coefficient at 0.254 indicates a weak positive relationship
between two variables, which means the relationship between compatibility and
purchase intention is in the same direction.

Hypothesis 12

Hl2 0 : There is no relationship between the perception of digital camera size and
purchase intention.
Hl2a: There is a relationship between the perception of digital camera size and
purchase intention.
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Table 5.38 The analysis of the relationship between size and purchase intention by

using Spearman 's Rho Correlation Coefficient test.

Correlations

Spearman's rho

Size

Correlation Coefficient

Purchase Intention

Sig. (2-tailed)
N
Correlation Coefficient

Size
1.000
400

Sig. (2-tailed)

.308**
.000

N

400

Purchase
Intention
.308**
.000
400
1.000
400

**. Correlation is significant at the .01 level (2-tailed).

According to Table 5.38, the Spearman rank-order correlation coefficient
shows the significant level of 0.000, which is less than 0.05, therefore, H12 0 is
rejected and H12a is accepted. This means there is a relationship between memory size
and purchase intention.
Correla.tion coefficient at 0.308 indicates a weak positive relationship
.

.

between two variables, which means the relationship between size and purchase
intention is in the same direction.

Hypothesis 13

Hl3 0 : There is no relationship between the perception of digital camera design and
purchase intention.
HI 3a: There is a relationship between the perception of digital camera design and
purchase intention.
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Table 5.39 The analysis of the relationship between design and purchase intention

by using Spearman 's Rho Correlation Coefficient test.

Correlations

Spearman's rho

Design

Purchase Intention

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

N

Design
1.000
400
.330**
.000
400

Purchase
Intention
.330**
.000
400
1.000
400

**. Correlation is significant at the .01 level (2-tailed).

According to Table 5.39, the Spearman rank-order correlation coefficient
shows the significant level of 0.000, which is less than 0.05, therefore, H13 0 is
rejected and Hl3a is accepted. This means there is a relationship between memory
design and purchase intention.
Correlation coefficient at 0.330 indicates a weak positive relationship
between two variables, which means the relationship between design and purchase
intention is in the same direction.

Hypothesis 14

Hl4 0 : There is no relationship between the perception of video record function and
purchase intention.
Hl4a: There is a relationship between the perception of video record function and
purchase intention.
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Table 5.40 The analysis of the relationship between video record function and
purchase intention by using Spearman 's Rho Correlation Coefficient
test.

Correlations

Spearman's rho

Video Function

Correlation Coefficient
Sig. (2-tailed)

Purchase Intention

Correlation Coefficient

N
Sig. (2-tailed)

N

Video
Function
1.000
400
.449**
.000
400

Purchase
Intention
.449**
.000
400
1.000
400

**. Correlation is significant at the .01 level (2-tailed).

According to Table 5.40, the Spearman rank-order correlation coefficient
shows the significant level of 0.000, which is less than 0.05, therefore, HI40 is
rejected and H14a is accepted. This means there is a relationship between memory
video record function and purchase intention.
Correlation coefficient at 0.449 indicates a relatively moderate positive
relationship between two variables, which means the relationship between video
record function and purchase intention is in the same direction.
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Table 5.41: Summary of hypotheses testing results

Hypothesis

Hla :

There is a

Test Statistics

Spearman' s Rho

relationship between

Correlation

brand equity and

Coefficient

Level of

Correlation

Result

Significance

Coefficient

0.000

0.739

Reject Hl o

0.000

0.525

Reject H2o

0.000

0.579

Reject H3o

0.000

0.655

Reject H4o

0.000

0.741

Reject H5o

0.000

0.341

Reject H6o

purchase intention.
H2a :

There is a

Spearman's Rho

relationship between

Correlation

brand awareness and

Coefficient

purchase intention.
H3a:

There is a

Spearman's Rho

relationship between

Correlation

brand association

Coefficient

and purchase
intention.
H4a:

There is a

Spearman's Rho

relationship between

Correlation

perceived quality

Coefficient

and purchase
intention.
H5a:

There is a

Spearman' s Rho

relationship between

Correlation

brand loyalty and

Coefficient

I•

purchase intention.
H6a :

There is a

Spearman' s Rho

relationship between

Correlation

the perception of

Coefficient

durability and
purchase intention.
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Hypothesis

Test Statistics

There is a

Spearman ' s Rho

relationship between the

Correlation

perception of CCD

Coefficient

H7a:

Level of

Correlation

Result

Significance

Coefficient

0.000

0.312

Reject H7o

0.000

0.299

Reject H8o

0.000

0.325

Reject H9o

0.000

0.322

Reject

resolution and purchase
intention.
There is a

Spearman's Rho

relationship between the

Correlation

perception of memory

Coefficient

H8a:

card capacity and
purchase intention.
There is a

Spearman's Rho

relationship between the

Correlation

perception of ease of use

Coeffic ient

H9a :

and purchase intention.
HI Oa: There is a

Spearman's Rho

relationship between the

Correlation

perception of zoom

Coefficient

HIOo

distance and purchase
intention.
Hlla: There is a

Spearman' s Rho

relationship between the

Correlation

perception of

Coefficient

0.000

0.25 4

Reject
HI lo

compatibility and
purchase intention.
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Hypothesis

Hl2a: There is a

Test Statistics

Spearman' s Rho

relationship between the

Correlation

perception of digital

Coefficient

Level of

Correlation

Significance

Coefficient

0.000

0.308

Result

Reject
Hl2o

camera size and purchase
intention.
HI3a: There is a

Spearman's Rho

relationship between the

Correlation

perception of digital

Coefficient

0.000

0.330

Reject
Hl3o

camera design and
purchase intention.
H14a : There is a

Spearman's Rho

relationship between the

Corre lation

perception of video

Coefficient

0.000

0.449

Reject
Hl4o

record function and
purchase intention.
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CHAPTER VI

SUMMARY FINDING, CONCLUSIONS AND
RECOMMENDATIONS
This chapter consists of three sections. The first section is a summary of the
results and hypotheses testing. The second section is the conclusion of the whole
study. The last section contains recommendations and suggestions for further research.

6.1 Summary of Findings
The main objective of this research was to investigate the relationship
between brand equity, product attribute and purchase intention toward Sony CyberShot digital cameras. Four elements of brand equity (brand awareness, brand
association, perceived quality, and brand loyalty) and product attributes (durability,
CCD resolution, memory card capacity, easy to use, zoom distance, compatibility,
size, design, and video record, function) were set as indepen,d ent variables, while the
dependent variable was purchase intention toward Sony Cyber-Shot digital cameras.
The researcher constructed 14 hypotheses based on independent and dependent
variables. Hypotheses 1-14 showed statistically significant correlations between
independent and dependent variables. All hypotheses were positively correlated.

6.2 Discussion of Results
After the data is interpreted and analyzed, the next task is to discuss the
results of this research. The relationships between independent and dependent
variables are positive and useful for supporting the theories and concepts used in this
research. Hypothesis 1 represents the relationship between overall brand equity and
purchase intention (Table 5.27), which is the main objective in this research. Purchase
intention is influenced by brand equity, which is defined by elements of brand equity;
brand awareness, brand association, perceived quality, and brand loyalty. According
to Aaker (1991), brand equity generally adds or subtracts value for customers. Brand
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equity provides value to consumer by enhancing consumer's interpretation and
processing of information, use satisfaction, and confidence in purchase decision. As a
predictor of purchase decision, the result of hypothesis I shows that intention to
purchase Sony Cyber-Shot digital cameras is influenced by brand equity. Jn addition,
the results also support the study of Cobb-Walgren et al., (199 5) who pointed out that
the perceptions of brand equity subsequently influences consumer preference and
purchase intention.

Hypothesis 2 exhibits the positive relationship between brand awareness and
purchase intention (Table 5.28). High brand awareness may be explained by the effect
of advertising provided by Sony. As the leader of digital cameras (by market share),
Sony provides many strategies in order to maintain it' s leading position. Advertising
can increase the awareness of a brand to consumers and also increases the probability
that the brand is included in the consumer's evoked set (Cobb-Walgren et al., 1995).
Similar to the findings of Woodside and Wilson (1985), the position of a brand in a
consumer's mind is related positively to purchase intention, the result of Hypothesis 2
(brand awareness and purchase intention) indicate the same direction.
Brand association obtained the highest score from respondents with the
highest X (Table 5.26). The result of testing of hypothesis 3 (brand association and
purchase intention in Table 5.29) supports the findings of O' Cass and Lim (2002) who
examined the effect of brand association on purchase intention. The results showed a
positive relationship between the variables. Brand association is reflected by brand
image and trustworthiness of Sony Cyber-Shot brand. Respondents recognize the
image of Sony Cyber-Shot through the marketing programs and generate positive
attitude toward the brand.
Hypothesis 4 describes the relationship between perceived quality and
purchase intention (Table 5.30). The result is supported by the findings of Lin (2001),
who concluded that perceived quality and perceived risk significantly affect purchase
intention. In this research, the positive relationship between perceived quality and
purchase intention, represents the respondents' confidence in Sony Cyber-Shot digital
camera innovation which is subsequently related to their intention to purchase. The
results of hypothesis 4 also supports the finding of Boyd and Mason (1999) who
argued that innovation affects the adoption of a new product.
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Hypothesis 5 exhibits the relationship between brand loyalty and purchase
intention (Table 5.31). Aaker (1991) mentioned that if customers are indifferent to the
brand and buy with respect to feature, price, and convenience with little concern with
the brand name, there is likely to be little equity. If, on the other hand, they continue
to purchase the brand even in the face of competitors with superior features, price, and
convenience, substantial value exists in the brand and perhaps in the symbol and
slogan. The result indicates that brand loyalty for Sony Cyber-Shot is relatively lower
than other elements. Therefore, the scores on perception of brand loyalty should be
considered for Sony because brand loyalty could represent long-term attachment,
brand preference, and positive attitude of consumer.
Hypotheses 6-14 demonstrate the relationships between product attributes
and purchase intention toward Sony Cyber-Shot digital cameras (Table 5.32-5.40).
According to Table 5.26, CCD resolution is the most important for respondents in
considering purchase of Sony Cyber-Shot digital cameras, while the video record
function is the attribute that respondents were least concerned with. The correlation of
product attributes and purchase intention is relatively weak, which indicates that the
changes of product attribute have a relatively low effect on purchase intention.
Moreover, respondents perceive highly on innovation aspect of Sony Cyber-Shot, as a
result the innovation attributes hold a strong position in respondent's mind. Boyd and
Mason (1999) mentioned the attractiveness of an innovation is also affected by factors
beyond the characteristics of the product itself, for example, the reputation of the fim1
offering the product, and extra brand attributes (e.g. advertising, distribution system,
marketing position, trend of the market).

6.3 Conclusions
Branding has long been the crucial decision in marketing practice.
Academics and practitioners have attempted to define and evaluate the value of a
brand and how such a brand value can benefit marketers. One of the emerging themes
that has generated and drawn a lot of discussions among academics and practitioners
is a brand's "equity"
Brand equity is generally defined as the added value or the premium which a
branded product has over an unbranded product. In the last ten years or so, a number
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of definitions have been drawn from all over the fields of marketing and advertising.
However there is a need to set up an initial definition among researchers regarding the
perspectives of brand equity. A financial perspective would call for the monetary
value of a brand for a company or trade, while a consumer or marketing perspective
stresses on the value of brand in the consumer's minds. Brand value at the company
level, though important, is arguably the result of brand value at the buyer/user level.
Hence, the current research focused on brand equity from an individual's standpoint.
To study the consumer brand equity, in this research, Sony Cyber-Shot digital cameras
was used as a case study.
The digital camera market in Thailand is growing dramatically. Many digital
camera producers are utilizing several strategies to increase the satisfaction,
preference, and finally the purchase decision of consumers. Sony is the leader in
Thailand's digital camera market. Interestingly, Sony has long been a famous brand in
the electronic appliances industry but after Sony came into the digital camera market,
it became the major brand in consumer's choice. In this study, purchase intention was
used as a predictor of subsequent purchase, which is affected by the perception of
Sony Cyber-Shot's brand equity. Beside the brand, the perceptions of product
attributes were used as factors that could affect consumers' purchase intention.
The data were collected from 400 respondents on 5 locations throughout
Bangkok. Through the correlation analysis, it was found that (1) the relationship
between brand equity (brand awareness, brand association, perceived quality, and
brand loyalty) purchase intention were significant and positive; and (2) the
relationship between product attributes and purchase intention was significant and
positive.

The relationships between elements of brand equity and purchase intention
are moderately positive (Hl-H4). Such relationships demonstrate that the intention or
likelihood to purchase Sony Cyber-Shot digital cameras will increase when
consumers' perception of brand equity increased. Among elements of Sony CyberShot's brand equity, respondents awarded high scores on brand association, especially
on brand image and trustworthiness, while brand loyalty was perceived lowest.
The relationships between product attributes (durability, CCD resolution,
memory card capacity, ease of use, zoom distance, compatibility, size, design, and
video record function) and purchase intention are weak. The results of H6-H 14
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indicate that product attributes slightly affect purchase intention toward Sony CyberShot digital cameras. Respondents consider CCD resolution as the most imp01tant
attribute for digital cameras, while video record function is the least important.

6.4 Recommendations
The results of this research provide useful information for Sony's brand
managers and staffs. It will allow them to estimate the consumers' perception of Sony
Cyber-Shot brand in addition to setting appropriate marketing strategies. Moreover,
the results of product attributes could be important for product managers to adapt or
improve various product attributes of forthcoming models of Sony Cyber-Shot digital
cameras. The following are the researcher' s recommendation fo r brand equity
elements and product attributes:
- For brand awareness: Sony should maintain or increase the level of
advertising exposure, to ensure that consumer still receive infonnation related to
overall brand equity and product attributes of Sony Cyber-Shot, thus subsequently
creating an association with the brand . The research er recommends that Sony should
use multimedia advertising (e.g. advertising via internet, mobile phone) to attract more
awareness of Sony Cyber-Shot brand to consumers.
- For brand association: the high level of perception is related to brand image
and trustworthiness. A positive brand image is created by marketing programs that
link strong, favorab le, and unique associations to the brand in memory (Keller, 1998).
Sony may increase the association by selecting a superstar or a celebrity for Sony
Cyber-Shot digital cameras.
- For perceived quality, the innovation feature of Sony was perceived as
important to the respond ents. The perceived quality can increase the perception of
acquisition and transaction value, which subsequently influence the willingness to buy
(Grewal et al., 1998). Sony should continue to improve the innovation feature and
subsequently increase the price premiums for it's digital cameras. Because the
perceived quality is linked to purchase intention, it can make all elements of
marketing program more effective. If Sony can generate higher perceived quality, the
job of advertising and promotion is more likely to be effective.
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- For brand loyalty: as the results show a relatively lower perception of brand
loyalty in respondent's mind, Sony has to immediately increase the perception of
brand loyalty among it's consumers. Brand loyalty is related to the consumers'
commitment to the brand, the level of commitment is influenced in part by the other
elements of brand equity especially by brand association and perceived quality or
attribute association (Aaker, 1991). Therefore Sony should link consumers' positive
attitude, association, and quality of product attributes to the brand in order to get
higher brand loyalty.
- For product attributes: Sony should maintain the quality of CCD resolution.
As this attribute is the most important for consumers. Sony may introduce the new
model of Sony Cyber-Shot digital camera for teenagers who are not familiar with the
complicated functions of digital camera. The new model should be easy to take a
picture, economical price, and designed to attract young consumers.

6.5 Further Research
This research has a limitation, in that it only focuses on the brand equity,
product attributes and purchase intention toward Sony Cyber-Shot digital cameras in
Bangkok only. Therefore, it could be recommended to the further researchers to
investigate more specific factors that influence the intention to purchase Sony CyberShot in other areas of Thailand. For example, further research could be directed at
more specific attitudes toward Sony Cyber-Shot, association and brand image, price
and value perception, organizational association,

consumer expectation and

satisfaction, and the performance of brand as measured by market share. These could
enable the researcher to understand more about Sony's brand equity in greater detail
in terms of each aspect. Moreover, the sources of generating brand equity, such as,
advertising that creates the value of the brand should be examined. For comparative
results, further research should examine the comparative brand equity value between
Sony and competitive brands. Finally, this study provided the measurement of brand
intention which represents future possibility to purchase. For greater understanding of
real purchase behavior, further studies may relate to the real purchase or purchase
decision.
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Appendix A

English Version Questionnaires

SL Gabriel's Library, Au

Questionnaires
This questionnaire was constructed to study the relationship between brand equity and
purchase intention of Sony digital camera. As a partial fulfillment of the requirement
for the degree of Master of Business Administration, Assumption University. Your
information will be use only for this research. Thank you very much for your precious
time and efforts to answer this survey.

Part I: Brand Equity
Please indicate your opinion as to extent to which you agree or disagree of the following
sentences.

Strongly
Agree
Brand Awareness
1. Sony Cyber-Shot digital camera is
a brand name that I can recall
quickly.
2. I have consistently heard or seen
of Sony Cyber-Shot digital
camera brand.
3. Sony Cyber-Shot is the first name
of digital camera that I can recall.
4. Sony Cyber-Shot Digital camera
is different from competing
digital camera brands
Brand Association

5. I have a good attitude toward Sony
Cyber-Shot digital camera.
6. Sony Cyber-Shot digital camera
has a good image.
7. Sony Cyber-Shot digital camera is
a trustworthiness brand.
Perceived Quality

8. Sony Cyber-Shot digital camera is
of high quality.
9. Sony Cyber-Shot digital camera
provides good value for money.

Agree

Neutral

Disagree

Strongly
Disagree

Strongly
Agree

Agree

Neutral

Disagree

Strongly
Disaeree

10.The quality of Sony Cyber-Shot
digital camera has been improved
continuously over last several
years.
11. Sony Cyber-Shot digital camera is
respected for innovation.

Brand Loyalty
12. Sony Cyber-Shot digital camera
would be my first choice.
13. If there is another brand as good
as Sony Cyber-Shot digital
camera, I prefer to purchase Sony
Cyber-Shot.
14. I will buy Sony Cyber-Shot
digital camera at next purchase.
15. I would recommend Sony CyberShot digital camera) to others.

Part Il: Product Attributes
Please indicate the level of importance of product attributes for your intention to purchase
Sony Cyber-Shot Digital Camera.
Very
Important

16. Durability
17. CCD Resolution

v

18. Memory Card Capacity
19. Easy to Use
/

/

20. Zoom Distance
21. Compatibility to Other Devices
22. Size
v/
23. Design
24. Video Record Function

Important

Neutral

Not
Important

Not At All
Important

Part ill: Purchase Intention
Very Likely
Purchase Intention
25. Your likelihood to purchase
Sony Cyber-Shot digital
camera in the future.

Likely

Neutral

Unlikely

Very
Unlikely

AppendixB

Thai Version Questionnaires
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Appendix C

Data Analysis

Correlation Analysis of Brand Equity and Purchase Intention
Correlations
Brand Eauitv
Spearman's rho

Brand Equity

Purchase Intention

Correlation Coefficient
Sig. (2-tailed)

1.000

N

400

Correlation Coefficient
Sig. (2-tailed)

.739**

N

.000
400

Purchase
Intention
.739**

.000
400
1.000
400

**. Correlation is significant at the .01 level (2-tailed).

Correlation Analysis of Brand Awareness and Purchase Intention
Correlations
Brand
Awareness
Spearman's rho

Brand Awareness

Correlation Coefficient

1.000

Sig. (2-tailed)
Purchase Intention

N

400

Correlation Coefficient
Sig. (2-tailed)

.525**

N

.000
400

Purchase
Intention
.525**

.000
400
1.000
400

**. Correlation is significant at the .01 level (2-tailed).

Correlation Analysis of Brand Association and Purchase Intention
Correlations
Brand
Associaiton
Spearman's rho

Brand Associaiton

Correlation Coefficient

1.000

Sig. (2-tailed)
Purchase Intention

N

400

Correlation Coefficient
Sig. (2-tailed)

.579**

N
**. Correlation is significant at the .01 level (2-tailed).

.000
400

Purchase
Intention
.579**

.000
400
1.000
400

Correlation Analysis of Perceived Quality and Purchase Intention
Correlations

Spearman's rho

Perceived
Quality
1.000

Perceived Quality

Correlation Coefficient
Sig. (2-tailed)

N

400

Purchase Intention

Correlation Coefficient
Sig. (2-tailed)

.655**
.000

N

400

Purchase
Intention
.655**
.000
400
1.000
400

**. Correlation is significant at the .01 level (2-tailed).

Correlation Analysis of Brand Loyalty and Purchase Intention
Correlations

Spearman's rho

Brand Loyalty

Correlation Coefficient

Brand Loyalty
1.000

Sig. (2-tailed)
Purchase Intention

N

400

Correlation Coefficient
Sig. (2-tailed)

.741 **
.000

N

400

Purchase
Intention
.741 **
.000
400
1.000
400

**. Correlation is significant at the .01 level (2-tailed).

Correlation Analysis of Durability and Purchase Intention
Correlations

Spearman's rho

Durability

Correlation Coefficient

Durability
1.000

Sig. (2-tailed)
Purchase Intention

N

400

Correlation Coefficient
Sig. (2-tailed)

.341 **
.000
400

N
**. Correlation is significant at the .01 level (2-tailed).

Purchase
Intention
.341 **
.000
400
1.000
400

Correlation Analysis of CCD Resolution and Purchase Intention
Correlations

Spearman's rho

CCD Resolution

Purchase Intention

Correlation Coefficient
Sig. (2-tailed)

CCD
Resolution
1.000

N

400

Correlation Coefficient
Sig. (2-tailed)

.312**
.000

N

400

Purchase
Intention
.312**
.000
400
1.000
400

**. Correlation is significant at the .01 level (2-tailed).

Correlation Analysis of Memory Card Capacity and Purchase Intention
Correlations

Spearman's rho

Memory Card
capacity
1.000

Purchase
Intention
.299**
.000
400
1.000

Memory Card capacity

Correlation Coefficient
Sig. (2-tailed)

N

400

Purchase Intention

Correlation Coefficient
Sig. (2-tailed)

.299**
.000

N

400

400

**. Correlation is significant at the .01 level (2-tailed).

Correlation Analysis of Easy to Use and Purchase Intention
Correlations

Spearman's rho

Easy to Use

Correlation Coefficient

Easv to Use
1.000

Sig. (2-tailed)
Purchase Intention

N

400

Correlation Coefficient
Sig. (2-tailed)

.325**
.000

N

400

**. Correlation is significant at the .01 level (2-tailed).

Purchase
Intention
.325**
.000
400
1.000
400

Correlation Analysis of Zoom Distance and Purchase Intention
Correlations

Spearman's rho

Zoom Distance

Correlation Coefficient
Sig. (2-tailed)
N

Purchase Intention

.

Correlation Coefficient

Zoom
Distance
1.000
400

Sig. (2-tailed)

.322**
.000

N

400

Purchase
Intention
.322**
.000
400
1.000
400

**· Correlation is significant at the .01 level (2-tailed).

Correlation Analysis of Compatibility and Purchase Intention
Correlations

Spearman's rho

Compatibility

Correlation Coefficient

Compatibility
1.000

Sig. (2-tailed)
Purchase Intention

Purchase
Intention
.254**
.000

N

400

Correlation Coefficient
Sig. (2-tailed)

.254**
.000

N

400

400

Size
1.000

Purchase
Intention
.308**
.000

N

400

400

Correlation Coefficient
Sig. (2-tailed)

.308**
.000

N

400

400
1.000

** . Correlation is significant at the .01 level (2-tailed).

Correlation Analysis of Size and Purchase Intention
Correlations

Spearman's rho

Size

Correlation Coefficient
Sig. (2-tailed)

Purchase Intention

**. Correlation is significant at the .01 level (2-tailed).

1.000
400

Correlation Analysis of Design and Purchase Intention
Correlations

Spearman's rho

Design

Correlation Coefficient

Desiqn
1.000

Sig. (2-tailed)
Purchase Intention

Purchase
Intention
.330**
.000

N

400

Correlation Coefficient

.330**

Sig. (2-tailed)

.000

N

400

400
1.000
400

**. Correlation is significant at the .01 level (2-tailed).

Correlation Analysis of Video Record Function and Purchase Intention

Correlations

Spearman's rho

Video Function

Correlation Coefficient

Video
Function
1.000

Sig. (2-tailed)
Purchase Intention

.449**
.000

N

400

Correlation Coefficient

.449 **

Sig . (2-tailed)

.000

N

400

**. Correlation is significant at the .01 level (2-tailed).

Purchase
Intention

400
1.000
400

Reliability Test

Brand Awareness
R E LI A B I L IT Y A N A LY S I S - S CA L E (A L P H A)

Reliability Coefficients
N of cases

=

Alpha =

. 7804

30.0

N of Items= 4

Brand Association

R E L I A B I L I TY A N A L Y S I S -

S CA L E (A L P H A)

Reliability Coefficients
N of cases =
Alpha=

30.0

N of Items= 3

.7861

Perceived Quality

R E L I A B I L I TY A N A L Y S I S - S C A L E (A L P H A)

Reliability Coefficients
N of Cases

=

Alpha =

. 7992

30.0

N of Items= 4

Brand Loyalty
R E L I A B I L IT Y A N A LY S I S - S C A L E (A L P H A)

Reliability Coefficients

N of Cases =
Alpha =

30.0

N of Items= 4

.9024

Overall Brand Equity
R E L I A B I L IT Y A N A LY S I S - S C A L E (A L P H A)

Reliability Coefficients

N of Cases ==
Alpha

30.0

N of Items = 15

= .9382

Product Attribute
R E L I A B I L I T Y A N A L Y S I S - S CA L E (A L P H A)

Reliability Coefficients
N of Cases ==
Alpha=

.8666

30.0

N of Items == 9

Overall
R E L I A B I L I TY A N A L Y S I S - S C A L E (A L P H A)

Reliability Coefficients
N of cases=

Alpha=

30.0

N of Items = 25

.9427
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