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Abstract

The marketing situation with a specific region iste different as compared to global markets. Tim ¢igher
market share and competitiveness firms has beenitgathe consumers need and values. Therefore sthdy
induced the factors of consumer based brand ethatyinfluence consumer-brand relationship in Tdradl For
developing a strong base for consumer-brand relstiip, marketing strategies must be composed ddihgi
brand awareness, perceived quality and brand im3geh relationship with brand could be developed by
designing stronger brand loyal customers. This papalyzed the variables of brand equity by congide
Samsung Smartphone brand because it is the leadiagt-phone firm in Thailand. The findings showhdtt
brand awareness, perceived quality and brand imegge significant statistically associated but onhartal
awareness was not influenced on brand loyalty. Ashedimension of brand equity results can increase
profitability and firm’s performance of the comparsp the model of brand loyalty in this study cogldde
marketing strategies of Smartphone industry toterascompetitive advantage and expand its consbas in
Thailand market. Thus, investors and marketers ldhconsider their dimensions for building a strong
Smartphone brand.

Keywords: Brand Equity, Brand Awareness, Perceived QualitgnB Image and Smartphone

1. Introduction

In Smartphone Industry, brand equity strategies aare of the most important marketing tools to iase
customer base because manufacturers differenti@m tbased on brand equity. The competitiveness of
Smartphone market in Thailand is contending figrdetcause the features and attributes of all Simamngs
resemble in the consumer market. Therefore, ity wifficult for consumers to distinguish betwegmducts
due to the variety and accessibility. To capturghéir market share and consumer loyalty, the maturtrs
should focus on branding strategies and marketiamgpaigns of the product to get success in theustrges.
Especially Smartphone manufacturers, those aredating their products in Thailand market have dmpete
with international brand like iPhone, Samsung aational brand such as G-net, I-mobile. In suchtaatbn,
consumer loyalty played a vital role in generatimyenues and increasing brand equity. In this stuey
selected Samsung Smartphone brand because Samasmedd its Smartphone’s with intensive and enierget
marketing campaigns in Thailand market. The re$emras aimed to explore the distinctive aspectsrahd
equity, which compose on brand awareness, brandeimperceived quality and country of origin. Itals
analyzed the influence of these dimensions on btapdlty of Samsung Smartphone. Simultaneouslymfro
investment perceptive in Thailand this study cogldde investors and managers about the crucialctspe
generate revenues based on brand equity dimensions.

2. Theoretical background and resear ch hypothesis

From consumer aspects, brand equity is the valu¢hefbusiness and expectations of consumers to the
organization, products and services, including élperience of communication and awareness of thadbr
(Auken, 2002). Brand equity management can be meddwy brand loyalty or willingness to pay higheices
(Blackston, 1995). Thus, manufacturers have toterésand loyalty in mind of the consumer by buitdia
strong brand which consists of developing the pcbéieatures and makes a difference until it pretéioe brand
and attract consumers (Randall, 1997). Prior rebeamn consumer perspective, such as Aaker (19919lwded
that brand equity could be measured by five dinmrsiwhich consist of brand awareness, brand asgogia
perceived quality, brand assets and brand loy@ltythe contrary, Keller (1993) had presented thecept of
(CBBE) customer base brand equity that measuredevaf the brand from consumer perceptions. It is a
guideline for analyzing the behavior of consumensards the brand and to create marketing progrhatsare
associated with the brand.

The brand knowledge is the important key to buildtomer base brand equity and can be divided imto t
components: brand awareness and brand image whith ia the customer memory. Meanwhile, brand
awareness consists recall and recognition. Brardjéntan be divided based on three characteristizhvare
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product related attributes, non-product relatedbaites and benefits (Chen, 2001). The productedlattribute
represents the physical and functional attribuBasthe contrary, non-product related attributeraemtioned as
marketing mix which includes price information, gaging or product, user imagery and usage imagdéeiidr,
1993). The benefit characteristic specifies theeouie of consumer after using or purchasing thatiywbor
service. Benefits are further divided into funcfnexperiential and symbolic benefits. The linkiof the
attitude describes the overall assessment of theuooer to the brand arising from a link on the fezd¢ and
benefits expected to be received from a brand.

Based on psychological and reliability availabilityconsumer of different culture, brand equitynsasured by
means of four dimensions which are brand loyalgrcpived quality, brand awareness and brand assosa
Yoo & Donthu, (2001) concluded that in differentitates, brand equity-related marketing strategiesdnto
focus more on different dimensions of brand eqfatythe greater loyal customer base. Moreover, Kimb.,
Kim, & WG (2005) concluded that brand loyalty, peiked quality and brand image is a key component of
brand equity in the consumer mind which has a pesitelationship with the firm’'s performance. Ineth
restaurant industry, brand image and brand loyaleya key factor in building brand equity and ie fhotel
industry, perceived quality, brand loyalty and lwtamage are a key factor for brand equity. Thughea
dimension has its own characteristics which affaetbehavior of the consumers. In a manufactunioigistry,
Taylor, Celuch & Goodwin (2004) conducted a studytiee importance of brand equity to brand loyakie
result suggested that brand equity, reliability andt are the first important factors before thehdovior and
attitude of customer loyalty.

2.1 Brand awareness

In general, the consumers began from an unknowndbuatil sales-representatives communicate to coass
about the product/service which result in knowimgl avhen they often hear the brand name. Thus, cmgrsu
began to recognize and remember the first brandenamker and Keller have mentioned brand awareiméss
two parts: brand recall and brand recognition. Bhend awareness is a component of knowledge abeut t
brand as well as the concept of Keller (Kohli & Heesser, 2001). On the other hand, (Baldauf, 20030& &
Donthu, 2001) described brand awareness concepalar that is the buyer's ability to recognize aachll the
brand of the product. The main goal of the brandchagament strategy is to develop and maintain brand
awareness because it influences the decisionsrsfuaters and affect the business value. Thus, g ukis
approach, consumers should be able to recognizérdmed and the brand is considering the purchake. T
selection of brand consists on the rememberingracdgnizing the brand name. Moreover, brand awaeeise
linked to the brand strength in the minds of constenwhich provide firm’'s with a brand value thahde used
in future to attract and promote products or sewiKim & Kim, 2005). Based on previous research extract
top of mind, unaided brand recall and brand redagniariables because they measure brand awar&oess
consumer perspective. These measures predict tiavibeal aspect of the consumer based on brandl seth
brand recognition.

2.2 Brand image

Keller (1993) described brand image is a set ohdrassociation. Brand association is the imagéefrand
come from the perception of consumers about thedbtiaat links in the memory of consumers. The d@atoa
has come from all forms and it affects the featwfethe product. Positive brand image is creatednlyketing
programs that are associated with strength of bessdciation, favorability of brand association anéjueness
of brand association. According to Chen (2001) eission with the brand can be divided into threpeass.
Firstly, attributes association described the dttarstics of the goods or services and thesebatgs can be
divided into the product related and the non-prodelated. The product related represents the palyatures
and functions and features. The non-product reladpdesents the price, packaging, user imageryusage
imagery. Secondly, benefits association describedcobnsumer can get benefits from the using of glokictan
be divided to the functional benefits, experienbahefits and symbolic benefits. Thirdly, attitudessociation
described the overall assessment of the consummeesds the brand as a result of a link on thebaiteis and
benefits that would expect from the brand. Thugsnbrassociation means the many things that areiassh
with the memory of the brand which would have iased from frequency of brand awareness (Yoo & Dgnth
2001). So, linking the image of the brand is cheadflected in the increased value priced over astitgrs
(Debra Grace & Aron O’Cass, 2002). Based on previ@search, consumer perception about brand image w
predicted by product-related attributes, benefiis attitudes of consumers towards that producéorice.

2.3 Perceived quality

Lassar, Mittal, & Sharma (1995) defined perceivedlily as the overall performance of the produdie T
perceived quality is the ability to perceive thattees of the product which build consumer satigfacand used
as the criteria for decision making process to lpagse products or services. The perceived qualityesofrom
the decision of the consumer about the brand mdaf physical characteristics of the product sagmo errors,
have a permanent and no defects. Moreover, thedlmmame is created to reflect familiarity with theoguct
quality and associated with the value, utility arahfidence in the quality. According to Baldaufa@ens, &

183



European Journal of Business and Management www.iiste.org
ISSN 2222-1905 (Paper) ISSN 2222-2839 (Online) may
Vol.6, No.16, 2014 IIS E

Binder (2003) perceived quality is evaluated alibatproduct for varied individual consumers thatording to
their satisfaction. The perceived quality is usedaakey factor by many firms to create their coiitipet
advantage in their relative industry. So, Kelle843) concluded some features on which perceivetitguean
be measured which consists of performances, coafocenquality, reliability, durability, servicealyliand style
and design.

2.4 Brand loyalty

In general, brand loyalty means the repeat purcloéise product or service based on consumer sdiisfac
Brand loyalty is a major factor in increasing tharket share of a firm because when consumers gattto the
brand they purchase and promote that specific bwdrch results in higher market growth and profiliagb As
Schiffman & Kanuk (2004) defined that brand loyalgpresents a commitment of the consumer to thedbra
which makes it as an intangible asset that refldfetscompany's price of the product or service hwéispect to
brand equity, loyalty played an important role hesgahigher loyalty increases consumer satisfacfeling
towards the brand and repurchase. Meanwhile, A@l&91) explained that brand loyalty dimension i$edént
from the other dimensions of brand equity becatisgand loyalty is linked to the usage experience.

2.5 Country of origin

More than thirty years, different researchers awelydng the relationship of (COO) country-of-origamd the
perception of products. Nagashima (1970) definedcibncept of COO agHe picture, the reputation and the
stereotype that businessmen and consumers attable firoducts of a specific country. This imageréated by
variables such as representative products, natiaharacteristics, economic and political backgrouhdtory,
and traditions” The importer and consumers believe that the mtsdwhich are produced by developed
countries are of better quality and earn more cmesurust due to the COO image (Srikatanyoo andtiGno
2002). This showed that country-of-origin has a eoand influence to change the evaluation of prtedaad
brands. Especially, country of origin image influea brand equity, either directly or indirectly. sudy
conducted by Norjaya Mohd Yasin et al., (2007) stigate the relationship between brand’s countrgradin
image and brand equity in three product categoxigish are television, refrigerator and air-condigo. They
concluded that the brand’s COO image has a positik certain impact on different dimension of consu
based brand equity. Moreover, Arash Shahin ef(20]12) found that brand country-of-origin has aedirand
significant effect on perceived quality, brand libyabrand association and brand awareness. Wiet to the
country image, both micro and macro images of trendis country-of-origin are positively associat@idh
brand equity (Ravi Pappu et al., 2007).

2.6 Research hypothesis

This study aims to explore the relationship betweramd awareness, brand image, perceived qualitybeend
loyalty with the influence of COO country-of-origbased on the concept of Aaker (1991) and Kell@f8}. As
shown in (figure I).

H,: Brand awareness is positively related to Braydlty.

H,: Brand image is positively related to Brand loyalt

Hs: Perceived quality is positively related to Brdagalty.

H,: Brand awareness has increased influence on Bogatly by using weighted least squares criterion

by country of origin.

Hs: Brand image has increased influence on Brandtioyy using weighted least squares criterion byrtoy
of origin.

He: Perceived quality has increased influence on @rayalty by using weighted least squares criterign
country of origin.

Comntry of origin
Brand &wareness I
= H4
H1 W Hz
H&
Brand Loyalt
Brand Image — HI yelty

Perceived Quality ~ |— H5

Figure I: Proposed frarmework for Brand loyalty
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3. Resear ch M ethodology

3.1 Data collection

The convenience sampling method was used to calltet from 200 Samsung Smartphones users in THailan
The questionnaire was distributed to the Samsungrtphrone store located in a shopping mall in Bakgkae
capital city of Thailand because it has populatiensity, variable occupation and variable inconte data was
collected between January-February 2014 and inrdodesinforce the coverage of the questionnalne, data
were conducted during three different time periadsrning, afternoon and evening (Long-Yi Lin, 2010)

The survey questionnaire consisted of two sectidhe. first section was designed to acquire theamedents’
demographic information toward the Smartphones gtaik Thailand. The second section was designed to
measure the relationship between brand awareness] image, perceived quality, country-of-origirddrand
loyalty. A five-point Likert scale was used to meses the questionnaire (1= strongly disagree to rongly
agree) (Likert, 1932). Likert scale is a widely digating scale that requires the respondents tcadtela degree

of agreement or disagreement and it is easy totrmmtsadminister and understand. The questionnaas
adapted from the work of Keller (2008) and Yoo &riffwu (2001). We used statistical package for social
science programs (SPSS) Ver.17 for data analydie. [ivariate correlation and regression analysisewe
analyzed to measure the outcome of brand loyalfyhimiland. The results could be implied for invgsating the
brand loyalty of Smartphones manufacturers in Hmail and determine the value of different brand tgqui
dimensions while designing a marketing strategyetam country-of-origin of the brand.

3.2 Result

A total of 200 valid responses was collected fas $tudy. Among them, 51% of respondents were fesal
while 49% of respondents are male with an age gailgb years to 34 years and this age group aceduor
33%. This demographic result represents that nigjofirespondents are young and they have knowladget
leading Smartphone brand. Moreover, we exploresthecation attained by respondents which showed46t

of respondents have earned their bachelor degree.otcupation of respondents indicated that 30%e wer
company employees, which is followed by student$ ®B.50% and the monthly income of respondent® wer
ranging 15,001 — 20,000 Thai Baht. The summargspondents’ demographics is shown in Table I.

Table I. Description of demographics Variables

Gender Per centage/M ean SD
Male (115) 49.00 %
Female (85) 51.00 %
Age
15-24 Years 26.50 %
25-34 Years 33.00 %
35-44 Years 28.50 %
45-54 Years 10.50 %
More than 55 Years 1.50 %
Education
Lower than bachelor degree 25.25 %
Bachelor degree 46.00 %
Master degree 23.50 %
Higher than master degree 5.00%
Occupation
Student 28.50 %
Housewife 2.00 %
Company employee 30 %
Government officer 23.00 %
Owner business 16.50 %
Income' 3.06 1.567

Notes:'Represents Respondents Family Income: 1 = 10,00€ssrTHB, 2 = 10,001 — 15,000
THB, 3 = 15,001 — 20,000 THB, 4 = 20,001 — 25,06{BTand 5 = 25,001 or more THB
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The mean of variables explored that brand awarehasshigher mean as compared to other variablds wit
3.5486 followed by brand image of 3.4372 and cagunfrorigin by 3.23. The result showed that responsd
thought country of origin and brand awareness wagagor dimensions while evaluating the variablesaof
Smartphone brand in Thailand as shown in Table Il

Table II: Descriptive statistics of variables

Variables Mean Std. Deviation
Brand awareness 3.5486 48934
Brand Image 3.4372 54715
Brand loyalty 2.9850 .88828
Perceived quality 3.3186 52204
Country of origin 3.2333 .98449

Pearson's correlation analysis was employed totteshypothesis to find the correlation among bragdity
dimensions. If one of the variables is changei, édbrrelated with other variables as well. A rielaship close to

1 or -1 means variable with high affinity, althoughis correlated positively or negatively and whte
relationship is 0 means there is no relationshigvéen variables. From Table IlI, r = 0.429, p =D& 0.05
which has a statistical significance. It means Brawareness is positively related to brand loyddat supported
H;. r = 0.831, p = 0.008 0.05 which has a statistical significance. It neelarand image is positively related to
brand loyalty that supported,Hr = 0.765, p = 0.00& 0.05 which has a statistical significance. Thisange
perceived quality is positively related to brangadlby that supported

Table 1lI: Correlation analysis

Brand Brand Image Brand Per ceived Country  of
Awar eness Loyalty Quality orign

Brand Awareness 1.000

Brand | mage 0.495 1.000

Brand Loyalty 0.429 0.831 1.000

Per ceived Quality 0.382 0.798 0.765 1.000

Country of origin 0.212" 0.387 0.406" 0.433 1.000

**Correlation is significant at the 0.01 level (@ied).

The multiple regression analysis was adopted to ttes influence of brand awarengdsand image and
perceived quality with brand loyalty. The effect lfand loyalty on different brand equity dimensiare
explored by using two conditions, firstly, weightledst square criterion by country of origin, whibdtermined
a positive relationship among independent variabtbgr than brand awareness. Secondly, we usechigdig
least square criterion without using country ofgorithe outcome explained similar results but thefficients
showed higher significant. Thus, brand awarenessath an insignificant relationship with brand IdyalThe
results of the regression analysis were shown aeTd. From the data shown, the correlation R 848.if the
correlation test with weighted least squares ddtetby country of origin R = 0.851. It means whesed
weighted least squares, the 3 factors have inadeaseslationship with brand loyalty. In this regries, the
independent variables predicted the relationshtp Wie dependent variable at 72.00 % (R Square&’200.but
if tested with weighted least squares increasedigability at 72.3%, ANOVA statistics (F = 167.909 <.05)
which indicate that the overall model fit is sthgally significant and has Std. Error of the Esitsmat +0.47372.
When considering the regression data of independhaidble, we found that only brand awareness (B051,
S.Ey = 0.079,p = 0.028, t = 0.646, p = 0.519) doesn’t have infee on brand loyalty with a statistical
significance at 0.05. It rejected,HBesides that, brand image (B = 0.962, $£0.108,5 = 0.592,t=8.874,p =
0.000), brand image tested by weighted least squ&e 0.974, S.E.=0.107, = 0.604, t = 9.065, p = 0.000)
and perceived quality (B = 0.479, S,E 0.107,5 = 0.282, t = 4.484, p = 0.000), perceived qudkisted by
weighted least squares (B = 0.448, §.£0.108, = 0.260, t = 4.168, p = 0.000) predicted branalyywith a
statistically significant at 0.05. This showed thatnd image and perceived quality have an inflaemt brand
loyalty and also the influence was increased bpgugieighted least squares criterion by country rafio too.
We accept E & Hg The structural equation model reveals the follgvimeighted least squares regression
equations for analyzing the brand loyalty of SamgsBmartphone brand in Thailand:

Un-standardized Score Y =-2.112+ 0.0B8) + 0.974 (BI) + 0.448 (PQ)
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Standardized Score r Z 0.043BA) + 0.604 (BI) + 0.260 (PQ)

Table IV: Regression Analysis

Independent variable Unstandardized Standar dized
Coefficients B Coefficients g t Sig.
Constant ¢) -2.092 -2.112 -7.516 | -7.781 | 0.000 | 0.000
Brand awareness (BA) 0.051 0.076° 0.028 0.043"| 0.646 | 0.948 0.519 | 0.345°
Brand image (BI) 0.962* | 0.974*° | 0.592* 0.604*° | 8.874 | 9.06%° 0.000 | 0.0007
Perceived quality (PQ) 0.479* | 0.448* | 0.282* 0.260*° | 4.484 | 4.168 0.000 | 0.00C°

Dependent Variable: Brand loyalty (BL)
R 0.848 0.85F
R 0.720 0.723
Adjusted R 0.716 0.719°
F-statistics 167.9* 170.854*
Note. *p <.05
& Weighted least squares by country of origin

4. Discussion

The results of Pearson's correlation analysis fainedrelationship of brand awareness, perceiveditguand
brand image (a set of brand association) has aiymselated to brand loyalty with a statisticajrsficance at p
<0.05. This outcome contributes compatible, findasycompared to Ahmed and Salah (2009) which studie
customer-based brand equity with brand market padace; they found that knowledge equity (in tertn o
awareness) and attitudinal equity (in term of peex quality) positively affect behavioral loyaltyut opposing
the result of Jungmi Oh and Susan S. Fiorito (2@6&) concluded brand awareness had a negativi@relaip
with the brand loyal customer group when purchagicgets of Korean women's clothing. Moreover, ibgults
are similar to the study of Arthur Cheng-Hsui Ch@001) which found the perceived quality and brand
associations influence user satisfaction, whiclilteés brand loyalty too. The findings of this syudiso found
the relative levels of three dimension brand equiy influenced on brand loyalty. It means thah8rianage (a
set of brand association) was the highest coroglatith brand loyalty, the second was perceivedityuand the
third was brand awareness. As a result of thisystadonsistent with the research of Xiao and J2089) that
studied the creation of brand equity in the Chings¢hing market found the relative level of thrdienension
brand equity were the first was brand associatibae,second was perceived quality and the third vasd
awareness which has a significant positive effattboand loyalty. Furthermore, this result accordhwhe
research of Ravi Shekhakumar, (2013) that studied the nature and antecedsiibrand equityand its
dimensionswhich found the relationships between braatiity dimensions were brand association leading
to perceived quality.

The outcome of multiple regression analysis shotird brand image was highest influence on brandltpy
followed by perceived quality. If we used weightedst squares criterion by country of origin, th#uence of
both variables showed higher significance on bilagdlty

This result was consistent with Norjaya Mohd Yaghal., (2007) found that brand’s country-of-omigmage
directly or indirectly influences brand equity aitds consistent with the research of Hong, et@Q011) which
found that perceived quality has a stronger imgacbrand loyalty for the banks than the discoutres.
Moreover, it also supported the work of lke-Ele€gba and Zhenzhen Tan (2009) which found that brand
image has an influence on customer loyalty anhjitaict the customer commitment to market offerinthiwithe
Chinese mobile phone market. On the other hand loaslgd awareness has no influence on brand lowéttya
statistical significance at 0.05 which was incotesis with Mustafa Tepeci (1999) which concludedttha
customer highest awareness of the product willsase brand loyalty of consumers.

5. Conclusion

From this study, we developed a prototype to creadad loyalty in the Smartphone industry in ThadaWe
concluded that brand image is the most importamedsion for creating brand loyalty followed by peEved
quality. The manufacturers and marketing manadweosld allocate marketing investments by focusingbcand
image because it will strengthen brand perceptimaddition, the perceived quality should also devstronger
consumer base if managers promote the country mfinothrough marketing campaigns. However, the
manufacturers must produce their Smartphone’s Wwétier quality and make diverse strategies for torga
brand image in the mind of the consumer. Thus, fieatwrers and marketers should investigate brandtyeq
dimensions in Smartphone brand and consider theiemkions for building a strong Smartphone brand in
Thailand market. Further research should focus therovariables such as advertising, price and brand
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preference because they might have a significapaéion brand loyalty. In addition, a comparisotween
national and international Smartphone brands caimiestigated for exploring consumer based brandtgn
Thailand.
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