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Abstract

This study investigates factors that lead to briny@lty and repurchase intention specifically mebihone
brand of Nokia among Malaysian. Mobile phone manketv has become very competitive with very rapid
technology that facilitates the production of nexariuls of mobile phones. Data was collected frorecset!
students of Graduate School of Management of UsitiePutra Malaysia particularly Malaysian students
Regression and correlation analyses were conduotethalyzing the data. The results establishedtipesi
significance correlation among the variables (brasadisfaction, brand loyalty, perceived brand duyali
perceived brand equity, and repurchase intention).

The study concluded that, these factors; brandfaation, brand loyalty, perceived brand qualitgrgeived
brand equity, and repurchase intention, have somgidations to the managers, government and other
stakeholders.
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1. Introduction

Mobile phone has become part and parcel of daibpleelife, but companies need to develop and toecom
with new product with functions. Euromonitor (200@ports that due to the constant competition froabile
phone manufacturers, new models and better pricenaifile phones increased in 2008. The situation als
increased sales of mobile phones by 15% in volunte1®% in market value. It has been identified #mthe
competition become stiff, quality brand becomessauoe to be considered by the firms.

This paper answers two questions (1) what are dglotoffs that affecting mobile phone brands loyaitgl a
repurchase intention? (2) What is the correlatietwken the brand satisfaction, and brand loyalty?

2. Brand Loyalty

Brand loyalty has been found to have positive icgmt relationship with brand satisfaction, witlyréficance
level of (p=0.0001). This suggests that customerdacoming loyal to the brand when they are satisfith it.

Sheth and Park (1974) define brand loyalty as “sitimely biased emotive, evaluative and/ or beharabd
response tendency toward a branded, labelled dedralternative or choice by an individual in hégpacity as
the user, the choice maker, and/or the purchagagta(p.3). Consumers in mobile-phone brands esitive

bias according to the results of this study. Thulgtproves that brand satisfaction leads to bragdlty. The
findings of this study support Lanza (2008), hevesopositive and significant correlation of braogdlty in his
study of automotive brands.

The research findings further suggest that conssimee committed on the brand and keep continuing to
purchase and use the brand as far as the bralngrstilde satisfaction to them. These results @y ¥important

as they answer the research question that askst“i#/ti&e correlation between the brand satisfactma brand
loyalty?” yet, fulfilling one of the research objees that is to measure the correlation betweamdioyalty
and brand satisfaction, while the answer to thisstjon is there is positive and significance relahip between
brand satisfaction and brand loyalty.

Furthermore, brand loyalty has negative and sicguifte correlation of (p=0.00) with perceived pritteis
surprisingly that even though the price keep insires still consumer buy the brand, this result supphe
concept of brand loyalty, that consumers are Idgathe brand hence, they are willing to buy thenbra
regardless the increasing of the price. The resultsver the question “What is the correlation betwbrand
loyalty and perceived price?” as well one among rigearch objectives is acknowledged that the ledioa
between brand loyalty and perceived price is negati

There is general perception on customers to agequiice with quality of the brand that the highies price the
good the quality of the particular brand. Zeithahlal (1996) conceptual model, made it clear theaté&ived
cost is proposed to influence purchase behaviolyrindirectly through its effects on perceived valuvhich in
turn influence perceived satisfaction, a determtirerpurchase behaviour. While Karjaluoto et alQ2pPtheir
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results show that respondents agreed that priaedband size of the phone were the main factéestaig their
choice of the new model.

However, there are some researchers, who provedocbe barrier in using mobile devices. Anckaale2003)
their study shows that the cost-related issuesh(bigerating costs, high initial costs) stood outttes main
barriers to using mobile services at present dnénfuture.

Offering brand with quality is very important agthrand quality creates brand loyalty, this hash@eved by
this study results in which brand loyalty has bdéeund to have positive and significant relationskijth
perceived brand quality of (p=0.0001). This resuswers the question “What is the correlation betwrand
loyalty and perceived brand quality?” the resuboalbccomplish the research objective that measies
correlation between brand loyalty and perceivechrguality. Sometimes the quality of a brand isjective to
the customers themselves on how they judge thatguld their study Delivering Quality Service: Beaicing
Customer Perceptions and Expectations Zeithamll.ef1890) point out that the criteria customers fise
evaluating service quality include comparing consupxpectations with the actual service performance

The findings of this study has shown positive aigghificant relationship between brand loyalty aretqeived
brand equity with (p=0.0001). The research questi@t asks “What is the correlation between bramalty
and perceived brand equity?” has been answerekivyesult;

Furthermore, the result has shown the researclctblgethat measure correlation between brand Igyaittd
perceived brand equity. The result shows that aoress have awareness on the brand and they aredfiawiih
it, they can equate the utility level that is pard by the brand and their needs and wants.

Keller and Lehmann (2006) have explained five ‘Akbrand equity as Awareness (recognition, famtiar
salience and recall) Association (tangible and rigile product considerations) Attitude (describing
acceptability to attraction) Activity (involvemertpnsumption and purchase) Attachment (descrilogglty to
addition. Taylor, Celuch and Goodwin (2004) wheeytlassessed their known antecedents to their nesastir
behavioural loyalty, the results of that first aysé$ suggest that behavioural loyalty was largefuraction of
brand equity and trust.

Brand loyalty has positive and significant relaship with repurchase intentions, this result suppi@ study of
Pan and Xie (2008) their study suggests that affeddyalty (e.g., the extent to which a customefers a band
or how consistently favourable her attitude towatltks brand is) often proves to be a credible ptediof

behavioural loyalty (e.g., a customer’s repeat pase behaviour or repurchase intention). The sshdys that
customers really have loyalty on the brand as steyw the intention to repurchase the brand; thelteealso
support the concept of brand loyalty.

Lanza (2008) support this result, Lanza shows atipescorrelation between brand loyalty and repaszh
intention. Moreover, the results answer the reseapeestion and suffice the research objective lywatg
positive and significant correlation between brémalty and repurchase intention.

3.Repurchase Intention

Zeithaml et al. (1996) describe five behaviouraeimions of repurchase intention as along with lkyya
willingness to pay a price premium, word-of-moutimd complaining. Boonlertvanich (2009) measures
customer’s intention to repurchase by the behagiomtention and were found to continue with theiesent
service repair shops, and their preference to remamd the company to other persons.

This study has proved that repurchase intentionpleagtive and significant correlation with brandisfaction.
The result either strengthens the concept of Igy#hiat customers show the loyalty on the branddytinuing
buying the same brand repeatedly. The level obfsatiion is seemingly high to the customers thaegjithe
value of (p=0.0001) significant level. On the othand, the result answers the research questibadka “What
is the correlation between brand satisfactions seplirchase intention as well as performing the arese
objective that measure the relationship betweendsatisfactions and repurchase intention.

However, the study has not shown any positive Bagrice between repurchase intention and the peei
price. It seems that customers are not willing gomes to pay for the same brand; it is somehowreoyto the
concept of the brand loyalty, and that when custsraee loyal to the brand, and they are also wgltim pay to
as much as they can to the brand. The p-value=8.283) significant level. Here we get the answethe
research question that ask “What is the correlabietween repurchase intention and perceived pritie®”
answer is; there is negative insignificance retatiop between repurchase intention and perceived.pr
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The results has shown that repurchase intentiorpbaiive and significant correlation with percalvbrand
quality with the (p=0.0001) significant level. Casters have tendency of purchasing the same bratdhby
perceive it has quality. Perceived brand qualityital factor to look as it all about the custonsegeneral
judgment of a brand’s features and characteristaportment on the brand’s ability to suit a nekanza
(2008) maintains that perceived quality is viewsddaect satisfaction antecedent, Lanza furthersstrs that
customer anticipates more value then the cost @eitstur when purchasing brand. Obviously, when the
customer receives what he/she perceives is quality particular brand; the customer will be mucliimg to
repurchase the same brand for next time.

The answer to the question that asks “What is theetation between repurchase intention and peedebrand
quality?” is; there is positive significant relatighip between repurchase intention and perceivaddbquality.
Repurchase intention has positive and significaotretation with perceived brand equity with p-valoé
(p=0.0001) significant level.

It should be recalled that brand loyalty has pesitind significant relationship with repurchasermion as well
as perceived brand equity, this result build thecept that perceived brand equity leads to brayalty which
in turn brings to repurchase intention. Furthermesen the brand satisfaction conforms to existiogcept and
it has positive and significant relationship wittabd loyalty/perceived brand equity, and repurchiatsantion. A
positive relationship between brand equity and draatisfaction has been found for both brands kanth,
2008). If we look at the answer of the researchstioe, we can see that there is positive and sogmif
relationship between repurchase intention and perddorand equity.

4. Brand Satisfaction

The result shows that there positive and significaetationship between brand satisfaction and pezdeprice,
with p-value of (p=0.001) exists. Satisfaction erywimportant because customers are willing to foaytheir
satisfaction, if the brand provides what custonmersd and want based on their satisfaction levelptand will
have the number of customers, hence enjoying taeestf the market. The result introduces the ansaéne
research question that asks “What is the correldbetween brand satisfaction and perceived pries?ivell
gives the clarity on the research objectives. Thewar to that question is; there is positive arghificant
relationship between brand satisfaction and peeceprice.

Lanza (2008) shows positive and significant refaitp between brand satisfaction, brand equity, lanachd
quality. The result of this study supports thisvaroas it shows positive and significant relatiopghetween
brand satisfaction, perceived brand equity, andeyeed brand quality, with p-value of (p=0.000)rsfgcant
level for both. Lanza further suggests that peestibbrand equity correlate positively with satisfact and it
may positively influence the persistence commitnterthe brand. The result of the study gives thenen to the
research questions that ask “What are the comemtamong brand satisfaction, perceived brand yecauitd
perceived brand quality?” which is positive relasbip among these three variables. Again the esulbport
the idea that brand quality and equity lead toamst’s satisfaction of the brand

5. Perceived rand Quality

The result of this study has shown negative sigaifi relationship between perceived brand qualitg a
perceived price, the p-value is (p=0.031) signifidavel. Also the result answers the researchtiouethat asks
“What is the correlation between perceived brandlitjuand perceived price?” in which the answenégjative
significance relationship. Customers are seen togpee the quality of the brand by comparing witice, and
this relates to the general perception that psaqual to quality.

Customers have shown that the price they pay fbthnd is reasonable to the brand itself, aseabeltrshows
negative relationship between perceived brand gt perceived price of (p=0.009) significant leviehe
answer to the research question that asks aboutotiielation between perceived brand equity andgreed
price is; there is negative significance betweergiged brand equity and perceived price.

6. Perceived Brand Equity

Perceived brand equity has positive significanceh wrand satisfaction, brand loyalty, perceivedndrguality,
and repurchase intention, while for perceived ptioere is negative significant relationship. Theute has
answered the question that asks the relationshigmieived brand equity and other variables.

7. Perceived Price

Perceived price has negative relationship with @rsatisfaction according to our results, with (86d). The
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result is very important to marketers as price diasct impact to business as it governs the piifita of the
firm. Ramirez and Goldsmith (2009) in their studysome antecedents of price sensitivity, they fotivad price
sensitivity is positively related to perceived kigrarity. The result of this study answers the jaeghat there

is negative significance between perceived prickt@and satisfaction.

Moreover, the result shows that perceived price &las negative significance with brand loyalty, ceéred
brand quality, and perceived brand equity, but @eexd price does not have significance relationshigh

repurchase intention.

8. Conclusion

In conclusion, the results have shown that thepositive significance among all five variables epcfor one,
which is perceived price. The total perception edor perceived price is (p=.482), (which is gredtan 0.05,

implying that the relationship is insignificant).

While for the rest variables (p=0.0001), which skothe relationship is significant. The insignifitan
relationship between perceived price and the reghe variables might be due to the general pereephat,
customers looking for product satisfaction mosttgept any price; being it low or high. Furthermoseme
users are taking it as luxury; hence, customersready to pay for whatever price as far as thepemihe

satisfaction.

Table 15: Pearson Correlations among variables

M SD BS PP BL PBQ PBE RI
Brand satisfaction (BS) 14.85 1.26 1
Perceived price (PP) 9.22 0.06 -.183" 1
Brand loyalty (BL) 13.07 2.73 682" -.205" 1
Perceived brand quality
(PBQ) 27.60 3.10 6437 -113% 625" 1
Perceived brand equity
(PBE) 12.79 0.92 559 -1427 598" 682 1
Repurchase intention (RI)
3.32 4.06 368" 035 334" 282" 3817 1

*#*_Correlation is significant at the 0.01 level (1-tailed).

*_ Correlation is significant at the 0.05 level (1-tailed).

Note: N=274

Source: Data generated from the study by the Author
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