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ABSTRACT

The evaluation of brand equity has often been described as the new research direction,
particularly in small and medium enterprises. Accordingly, this study which was
conducted in Malaysia investigated the sources of brand equity for Malaysian SMEs
brand such as packaging, word of mouth and brand personality with relationship quality
as the mediator. Although past researches had investigated the effect of these sources of
brand equity, only a few researchers discovered the effect of relationship quality as a
mediator between the sources of brand equity and brand equity in the context of SMEs.
In this study, the model was developed based on the theory of brand equity and the
social exchange theory. The study employed systematic sampling where 538
questionnaires were distributed to the consumers of SMEs food products in Malaysia.
The data gathered was analysed using the Structural Equation Model- Partial Least
Square (SEM-PLS). The results indicated that packaging, word of mouth and brand
personality have significant and positive effects on brand equity. It also showed that
relationship quality has a direct relationship with brand equity. Moreover, relationship
quality mediates the relationship between the sources of brand equity such as packaging,
word of mouth and brand personality, and brand equity. Consequently, the findings of
this study have further strengthened the theory on brand equity and the social exchange
theory and related literature as well. This study also put forth recommendations for
SMEs food industries regarding the best approaches to build brand equity using the
strategic sources of brand equity to ensure long-term relationships with customers in the
light of the strong competitive advantage. For future research, it would be interesting to
incorporate other strategic sources which may contribute to strengthen the theory besides
providing the management the know-how for better-informed decisions.

Keywords: brand equity, packaging, word of mouth, brand personality, brand
relationship quality, small and medium enterprises (SMEs)
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ABSTRAK

Penilaian ekuiti jenama sering digambarkan sebagai hala tuju penyelidikan yang baharu
terutamanya untuk perusahaan kecil dan sederhana (PKS). Sehubungan itu, kajian ini
dijalankan di Malaysia yang bertujuan untuk mengkaji sumber-sumber ekuiti jenama
bagi jenama keluaran PKS Malaysia seperti pembungkusan, komunikasi lisan dan
personaliti jenama dengan kualiti hubungan sebagai faktor pengantara. Walaupun
penyelidik terdahulu telah mengkaji kesan sumber-sumber ini ke atas ekuiti jenama,
namun hanya beberapa orang pengkaji sahaja yang telah mendapati bahawa kesan kualiti
hubungan sebagai pengantara antara sumber ekuiti jenama dan ekuiti jenama dalam
konteks industri makanan PKS. Dalam kajian ini, model yang dibangunkan adalah
berdasarkan Teori Ekuiti Jenama dan Teori Pertukaran Sosial. Kajian ini menggunakan
kaedah pensampelan sistematik yang mana sebanyak 538 borang soal selidik telah
diedarkan kepada pengguna produk jenama PKS di Malaysia. Data yang diperolehi
dianalisis dengan menggunakan “Structural Equation Model- Partial Least Square
(SEM)”. Dapatan kajian menunjukkan bahawa pembungkusan, komunikasi lisan dan
personaliti jenama mempunyai kesan positif dan signifikan ke atas ekuiti jenama. Hasil
kajian juga menunjukkan bahawa kualiti hubungan mempunyai kesan hubungan
langsung yang positif ke atas ekuiti jenama. Selain itu, kualiti hubungan didapati
menjadi pengantara bagi hubungan antara sumber ekuiti jenama seperti pembungkusan,
komunikasi lisan dan personaliti jenama serta ekuiti jenama. Oleh itu, penemuan kajian
ini mengukuhkan lagi Teori Ekuiti Jenama, Teori Pertukaran Sosial dan juga kajian
literatur yang berkaitan. Kajian ini juga mengemukakan cadangan kepada industri
makanan PKS berkenaan dengan pendekatan yang terbaik dalam usaha untuk
membangunkan ekuiti jenama dengan menggunakan sumber-sumber ekuiti jenama yang
strategik. la adalah usaha untuk memastikan hubungan jangka panjang dengan
pelanggan berdasarkan kelebihan daya saing yang mampan. Oleh itu, adalah disyorkan
untuk kajian pada masa hadapan supaya dapat menggabungkan sumber-sumber strategik
yang lain yang boleh mengukuhkan lagi teori ini, di samping membantu pihak
pengurusan membuat keputusan yang lebih baik.

Katakunci: Ekuiti jenama, pembungkusan, komunikasi lisan, personaliti jenama dan
kualiti hubungan, Perusahaan Kecil dan Sederhana (PKS).

i1



TABLE OF CONTENT

CERTIFICATION OF THESIS WORK ....cc.ciiiiiiiiiiiieienterteeeteeee et i
PERMISSION TO USE ..ottt ettt ettt sneeseeneas i
ABSTRACT ...ttt ettt ettt et e et e sttt e e st e st enteeseenseenseeneesaeenseenee e il
ABSTRAK ...ttt ettt et ae et st a et ettt il
ACKNOWLEDGEMENT .....ooiiiiiiieit ettt sneens v
TABLE OF CONTENT ...ttt ettt et ss et nne s v
LIST OF TABLES ...ttt sttt ettt ix
LIST OF FIGURES ...ttt sttt ettt xi
LIST OF ABBREVIATIONS ......oooiieieiieieeieeteee ettt st saa e snaesneenne s xii
CHAPTER ONE: INTRODUCTION .....ccciiiiiiiiiiieniteeeereee e 1
1.1 Background of the StUAY .......ccocuieiiiiiiiiieceeeeeeee e e 1
1.2 Introduction to the Malaysian Small and Medium Enterprises (SMES)....................... 4

1.2.1 Background of Malaysian Small and Medium Enterprises (SMEs) .................. 4

1.2.2 Malaysian SMES Brand SCENArio.............ccceerviriiieriieeiienieeiieseeereeseneeveesne e 6
1.3 The Statement of the Problem...............oooiiiieiiiice e 12
1.4 Research QUESTIONS ..........oooiiiiiiii et e e e e e e e e ere e e aeeeaneas 20
1.5 Researgh@bjectives... MILIVE T 1L Wtala fldid¥=20d e 21
1.6 Scope Of the StUAY ....coeieiiiie e 21
1.7 Significance of the StUAY .......cooiiieiiiieeeee e 23

1.7.1 Theoretical SIZNIICANCE ........ccivieeriieeieeeieeeee e e e 23

1.7.2 Practical SINIfICaNCe .........cceeiiriiiiiiriiniiieciceeeee e 24
1.8 Definition Of Key TeIMS ....c.uiieiiieeiiieeiiieeieeeeeete et s 25
1.9 Organisation Of the TRESIS ......cccuvieiiiiiiiieeieeceeee e e e 27
1.10 Chapter SUMMATY ......covirtiriirieriieieeteete ettt ettt ettt st ste et sbe b et saeenaeenne s 28
CHAPTER TWO: LITERATURE REVIEW .......c.ccooiiiiiiiiiieeeeeee e 29
2.1 INErOAUCION .ttt ettt ettt et e st e s sneens 29
2.2 The Concept of Brand EQUILY ......cccoeiiiiiiiiiiiiiieiieee e 29

2.2.1 Dimensions of Brand EQUILY ........ccccceeriiiiiiiiieiiiccecee e 31

2.2.2 Studies on the Sources of Brand EQUIty........ccccveeiiieeiiiiiiiieceece e 40

2.2.3 Studies on the Sources of Brand equity in Malaysia Context.............cceuueenee. 42
2.3 The Sources of Brand EQUILY .......cooouiiiiiiiiiiie et e 46

v



2.3.1 PACKAGING ...eouviieiiieiieeiieee ettt ettt et ettt e s be e e enbeennnas 47

2.3.2 Word of Mouth (WOM) .......oiiiiiiiiie ettt e svee e 52
2.3.3 Brand Personality .........ccccoeciiiiiiiiiiiie ettt e 57
2.4 Relationship QUALILY ......ccvieiiiiiiieiieeie ettt st saeebeessaeenseens 62
2.4.1 Definition of Relationship QUality .......c.ccccoieeiiiieiiieeiieeee e 64
2.4.2 The Concept of Relationship Quality.........cccceeouieeiiiieiiieciiecieceee e 66
2.4.3 Dimensions of Relationship Quality ..........cccoocveeviieriieiiieniicieeie e, 67
2.5 The Sources of Brand Equity and Relationship Quality.........ccccoeevieviieiniiiecnieeeeen. 72
2.5.1 Packaging and Relationship Quality .........ccccoevviieiiieciiiecieeceecee e 72
2.5.2 Word of Mouth and Relationship Quality..........ccccoovvieiiieniieiienieeieeieeieeee, 74
2.5.3 Brand Personality and Relationship Quality ..........ccccoeeveriieiiieniieenienieeieeee, 75
2.6 Relationship Quality and Brand EQUItY ........cccceeiiiieiiiiiiiiieieee e 76
2.7 Underpinning THEOTY ......ccueeiuiiiiiieiiieeiieiee ettt eiee e eteesteebeessaeeseesssessseessneensaens 78
2.7.1 Brand EQUItY THEOTY ....cccvieiiieiiiieiiecieeiie ettt et 78
2.7.2 Social EXChange Theory......ccooiiiiieriiiiieiieeiie ettt 84
2.8 Introduction to Key Research Variables ............ccccveveeiiiiiieniieniiiiieesieeeie e 87
2/ BEInUI EEENty..). .. ......... . B B R N 87
2ABID PICIaaTON.. <] N, . W A BN Y B 88
2.8.3 Word of MOULh .....oeoviiiiiiiiiiee e 89
2.8¥:BaMPeomalit Iniyvrarciti- 11tara - Malavi@im. e 89
2.8.5 Relationship QUAlity .......coceeieriininiinieeiiceeeeee e 90
2.9 Chapter SUMMATY .......cccvieeiiiieiiieeeieeeeieeeeieeesreeesteeestaeesereesseeessseeessseeensseesnseeensseas 90
CHAPTER THREE: METHODOLOGY .......oooiiiiiiiiiieeeeeeeeee e 91
3.1 INEFOAUCTION ..ttt ettt et ettt st e e bt e e be e bt e eabeebeeenbeesseeenseans 91
3.2 Theoretical Framework ..........coccoiiiiiiiiiiiieeeee e 91
3.3 Hypotheses DevelOPMENL ...........coecuiiiiiiiiiiiieeeiieeeie et 97
3.3.1 Relationship between Packaging and Brand Equity..........ccccooerviiniininiinnenne. 97
3.3.2 Relationship between Word of mouth and Brand Equity..........cccccceevrvvennnenn. 98
3.3.3 Relationship between Brand Personality and Brand Equity.............c............ 100
3.3.4 Relationship between Packaging and Relationship Quality..............ccceee..e.. 101
3.3.5 Relationship between Word of Mouth and Relationship Quality .................. 102
3.3.6 Relationship between Brand Personality and Relationship Quality............... 103
3.3.7 Relationship between Relationship Quality and Brand Equity ...................... 103
3.3.8 The Mediating Effect of Relationship Quality on The Relationship
between Packaging and Brand Equity. ........ccocceveiiniiiiiiniicieee 104

v



3.3.9 The Mediating Effect of Relationship Quality on the Relationship

between Word of Mouth and Brand Equity. ........ccccceevveviiiiniiiie e, 105

3.3.10 The Mediating Effect of Relationship Quality on the Relationship
between Brand Personality and Brand Equity..........ccccooeovieiiiiiiniiecieee, 105
3.4 ReSCAICH DESIZN...cuuiiiiiiieeiiieee ettt e e e e et e e eraeeearee e 106
3.5 Product StIMULL ....oeviiiiiiiieiece e e 106
3.6 Sampling and Population Frame..........c.ccccccveeeiiieeiiiicieeie e 107
3.7 Sampling TeChNIQUES.......cccuviieiiieciieeciie ettt e e et e e eraeeeeaee e 109
3.8 Operationalisation and Measurement of Variables...........cccoccveeiieviieniieenienieeneeen. 111
3.8.1 Brand EqQUILY.....c.cooviiiiieiiiiiiieiecie ettt 112
3.8.2 The Sources of Brand EQUILY .......ccccoeeviiieriiiieciiieee e 115
3.8.3 Relationship QUALILY ........ccocuieoiieeiieiiieeieeieeee et 118
3.9 Research InStrumentation............oc.eeeerierierieniieieeeeee e 120
3.10 Pre-testing the QUEStIONNAITE ........cocuieiuieiiieiie et 120
BoLT PlOt TSt ettt sttt sttt et st e 121
3.12 Data Collection Procedures and AdminiStration...........cccceveeverieneesieneeneeneeneenne. 123
3.13 Data Analysis TeChNIQUES.........cccueriiiiireiieiii ettt ettt 124
3.13.1 Structural Equation Modelling (SEM) .......ccccociiiviiiiiiiiineiieieeieeeee e 124
3.13.2 Partial Least Squares Path Modelling (PLS-SEM) ..........ccccoeeviivivenieeneenen. 125
3.14 Model Evaluation: Goodness-of-Fit (GOF).........cccccoooiiiriii e, 130
3.15 Chapter SUMMATY ....cccciiiiiiieeiieeeiie et eiee e ee e et e e et e e e aeeesaaeeesnseeennseesnsseessseesnnns 130
CHAPTER FOUR: DATA ANALYSIS AND RESULTS........coooiiiiiiieeeeeeeee, 132
4.1 INETOAUCTION .eviiiniiieiiieiie ettt ettt ettt et e sabe e bt e sabeesseeeseesneeenne 132
4.2 RESPONSE RALE .....eeeeiiiiiiiiieciieecie ettt et bee e e e e e ebee e 132
4.3 DAta SCTEENING .....eeevvieiiieeeiieeeieeeeteeesteeeseteeeseteeeseteeesaeeesseeaseeessseeensseesnsseesnsseesnns 133
4.3.1 Missing DataAnNalySiS.......cccouierieiiiieniieeieerie ettt 133
4.3.2 Assessment Of OULHETS ......coueiiiiiiiiiiiiiceieeeeeeee e 133
4.3.3 NOTMAIILY TSt . uveeiiiieeiiieeiie ettt earee e eenees 135
4.3.4 Multicolin@arity TeSt .........ccvuieriiriiieieeieecee ettt 135
4.3.5 NON-TESPONSE BIaS.....ccoiuiiiiiiiiiiieiiie e 137
4.3.6 Common Method Variance ...........ccooeeeieiiieiiiieniiiieieeieesee e 138
4.4 Respondent” PrOfIle ........ccieiiiiiiiiiiieieceee et e 140
T T 1031 1 1T SRR 141
4.6 Analysis of Research Model ...........cccoooiiiiiiiieiiieeeeeeeeeeee e 142
4.6.1 Assessment of the Measurement Model..............cocoeviviiniiiiniininiicnee 143

vi



4.6.2 Assessment of the Structural Model.........ooooviiiiiiiiiiiiiieeeeee 152

4.6.3 Hypotheses TESTING ....cccvvieiiiiieeiieeciieeciee ettt e eeee s aee e ereeesveeesnveeeeneas 158
4.7 Goodness of Fit of the Overall Model ...........ccccuvveiiiieiiiieieeee e 164
4.8 Summary of Hypotheses Results ..........ccccoeviiiiiiiiiniiiiieciieeeee e 165
4.9 Chapter SUMIMATY .......ccccuieeiuiieiiieeeiieeeieeesteeesteeesaeeessaeeessaeesseeessseeessseeessseessseesnnns 165
CHAPTER FIVE: DISCUSSION OF RESULTS AND CONCLUSIONS.............. 167
ST INEOAUCTION. ...ttt ettt ettt 167
5.2 Discussion of Research Objectives and Results ..........ccccccveeeeiieiiieeiiieiciee e, 167
5.2.1 The Effect of Packaging, Word of mouth and Brand Personality on
Brand EQUILY......c.cooiiiiiiiiie ettt et 168
5.2.2 The Effect of the Sources of Brand Equity on Relationship Quality ............. 174
5.2.3 The Effect of Relationship Quality and Brand Equity ........c.cccceviiininnnenen. 178
5.2.4 The Mediating Effect of Relationship Quality ..........ccceeevievieiiienieniieieenen. 180
5.3 Contribution of the ReSearch ............ccceeeviieiiiiiciiceecee e 186
5.3.1 Theoretical CoNtribULION ..........cceiiiieiiieeiieeeie e e e e e e e ree e 186
5.3.2 Practical CONtribULION........cocuiiuiiriiertiiieriieieete ettt sttt st et 189
5.4 Limitations of the Research and Future Directions ...........cccccceevevieeicieeicieecciee e, 191
5.5ConciySion L W))W SN 0 WA . SN BN W B 193
REFERENCES..........oooiiiiie ettt ettt sttt st be e 195
APPENDIX A: SME Best Brands Product Branding Awards.........c..ccccecveveenenncnnene 225
APPENDIX B: Letter of Recommendation for Data Collection ............c.ccceveeeveeenee. 226
APPENDIX C: QUESHIONNAITE ....cccuvviieeeiiiiieeeeiieeeeeeiieeeeeiieeeeeetveeeeeeaareeeeesarseeeeenneeaeas 228
APPENDIX D: Chi-square Table ........c.cccoerviiriiniiiiiiiiieeciecceeseeeeee e 239
APPENDIX E: Normality TeSt.....cc.cocueriiriiiiniiiiiieniceeeeteseceseesie et 241
APPENDIX F: Descriptive Statistics of Respondents...........ccccoecuveeriiieiniieenieeenieeenne, 241
APPENDIX G: Common Method Variance...........cocceeeeeeerieeiienieiieenieeieese e 243
APPENDIX H: Measurement Model ............ccoceriiiiiiiiiinieiiiee e 245
APPENDIX I: Structural Model ..........coocoiiiiiiiiiiieeeeeee e 246

vil



ACKNOWLEDGEMENT

In the name of ALLAH, the Most Gracious and the Most Merciful. Praise be to ALLAH,
Ya Kholiq, the creator and custodian of the universe. Selawat and Salam to our Prophet
Muhammad S.A.W, peace and blessings of ALLAH be upon him and his family
members, companions and followers.

I would like to acknowledge my sincere appreciation to everyone who helped me in my
PhD journey. First and foremost, I would like to express my heartfelt thanks and
gratitude to ALLAH Ya Awal Ya Akhir, for His blessings which enabled me to
complete this thesis.

Secondly, my sincere gratitude goes to my supervisors, Assoc. Prof. Dr Noor Hasmini
binti Hj. Abd. Ghani and Dr Sahadah binti Hj. Abdullah for their knowledge, support,
time, spirit and guiding me in this research. I gained invaluable experience and
knowledge working with them and I am truly honoured and grateful to have worked
under their supervision.

Thirdly, I would like to express my sincere appreciation to Prof. Dr. Osman bin
Mohamad, Assoc. Prof. Dr Hasnizam bin Shaari and Assoc. Prof. Dr Abdul Rahim bin
Othman for their constructive comments and invaluable suggestions in improving the
quality of my thesis. I also greatly appreciate the Ministry of Higher Education,
Malaysia and Malaysia Polytechnics for giving me a scholarship to pursue my study.

Fourthly, I would like to convey my deepest appreciation to my beloved family. To my
husband — Mohd Irwan Ismail, my childrens - Nor Ifeezul Haikal, Muhammad Iman
Fahim, Nur Aisyatul Khalishah and Nur Aisyatul Shafiyyah, my parents — Mat Daud
Awang and Rahimah Jaffar, parents in law - Ismail Yusof and Wan Karimah Wan
Ghazali, my siblings and the entire family, a million thanks for the untiring prayers,
unconditional love, understanding, sacrifice and patience. Thank you for always having
faith in me and thank you for always inspires and encourages me to be the best. You are
meant the world to me. I could not have pursued my dream without your love and
support.

And last but not least, a big thank you to all of the academic and administrative staff in
UUM in general and Othman Yeop Abdullah Graduate School of Business, and School
of Business Administration in specific for their assistance. My colleagues and friends —
Intan Shafina Suid, Dr Intan Maiza Abd Rahman, Dr Azli Muhammad, Nur Akidah
Zahari, Azilah Wahid and Salbiah — a million thanks for the support, spirit, advice and
encouragement you all gave me.

Alhamdulillah. Thank you Allah, Thank you everyone.

May Allah reward you all abundantly.

viil



Table 1.1:
Table 2.1:
Table 2.2:
Table 3.1:
Table 3.2:
Table 3.3:
Table 3.4:
Table 3.5:
Table 3.6:
Table 3.7:
Table 3.8:
Table 4.1:
Table 4.2:
Table 4.3:
Table 4.4:
Table 4.5:
Table 4.6:
Table 4.7:
Table 4.8
Table 4.9:

Table 4.10:
Table 4.11:
Table 4.12:
Table 4.13:
Table 4.14:
Table 4.15:
Table 4.16:
Table 4.17:
Table 4.18:
Table 4.19:

LIST OF TABLES

Putra Brand Awards: Foodstuff Category...........ccovuuuvvueevcvueencieeenceeencreeennnes 12
A Summary of Studies on the Sources of Brand Equity ................cccccuveuneen... 41
A Summary of Studies on the Sources of Brand Equity: Malaysia Context ..46
Sample Size of a Given POPULALION...............ccceeeeeeciiaiieaiieeieeieeeeeeeeee 108
Population in Northern States of Malaysia ................ccceeeeeeeeeeeenceeencrenanns 108
Name of States and Selected Hypermarket/supermarkets .......................... 111
Measurements of Brand EQUILY ...........ccoueeeeeeecueeesieeeiieeecieeecieesieeesvee e 114
Measurement of the Sources of Brand EQUItY ............c..ccoeeeeeeeeenceeesnennnnn, 116
Measurement of Relationship Quality(RQ) .....cccoeeeeveeeioiiiieiieiieeiieeenne 119
Reliability of Cronbach’s Alpha in Pilot Study. ............cccoeevevceeecvencrnannnne. 122
Validity Guidelines for Assessing Measurement Model .............................. 128
Skewness And KUTTOSIS ........c....cccuvuieiiiiiiiiiiiiiiieesiee et 135
MulticOllINEArity TESt........couueeecieeeeieeeeieeeeieeeeieeesaeessaeeessssesssteeseseeesseaenns 136
Independent Sample T-teSt RESUILS ..........cccceeeveieevcueiaiiieeiiieeeieeeie e 138
Demographic Profile of ReSpondents ................cccccoeceeeienieeiiisiieieannn, 140
ReliabigtTest Llniversiti-Utara - -Malaveig. ..o 142
Item Deleted to Increase AVE Value ..............ccccoueveevoeieiieniiaiiaaiieieeen, 145
Internal Consistency of the Initial Model ...................cccoueevveveeeveiniieannan. 146
Reliability and Validity of the Measurement Model................................... 148
Discriminant Validity Assessment Fornell-Larcker Criterion..................... 150
Loadings and CroSsloadings ................ccocceevevveeciniecnieeiinieneneneeneenes 151
R? Values for the Endogenous Variable.................cccoceoueeeeveencveenceeannnnnn 154
Effect Size on Relationship Quality (endogenous construct)..................... 155
Effect Size on Brand Equity (endogenous CONSIFUCT).............cccveevereeennnenn. 156
Predictive Relevance of the Structural Model ..................cccocveeveueeennnen.. 158
Hypotheses TeSting RESULLS...........ccccueeuieiieiieeiieiieeiiesie et 160
Summary of Mediating Effect TeSLS .........ccouueeveeeicieeecieeeiieeeeieeeceeesieeens 163
Mediating VaAlUe.............c..ocueecueeiieeiiieeiiecieee ettt 163
GOOANESS Of Fit (R?) coveeeieeeiie ettt ettt s 165
Summary of the Results of the Structural Model ...................cccccueeevenn.. 165

X



Universiti Utara Malaysia



Figure 2.1:
Figure 2.2:
Figure 3.1:
Figure 4.1:
Figure 4.2:

LIST OF FIGURES

Aaker’s Brand Equity Theory (Aaker, 1991)..........cccoooeeevuinoeeieenienirennnnns 81
Brand Equity Creation Process Model (BECPM). ..........ccocoeeueeecveeecreeannne. 82
Theoretical FrameWOrk ............cccocueceiieiiiiiiniesieeeesie et 92
Results of the Measurement Model..................cccccoueeeueeecueeeiieeeiieencieeenns 147

Results of the Structural Model

X1



ACCCIM
AVE
CBBE
CMV

CR

GDP
MATRADE
SEM
SMEs
SME Corp
PLS

PUNB

LIST OF ABBREVIATIONS

Associated Chinese Chambers of Commerce & Industry of Malaysia
Average Variance Extracted

Consumer-based Brand Equity

Common Method Variance

Composite Reliability

Gross Domestic Product

Malaysia External Trade Development Corporation
Structural Equation Model

Small and Medium Enterprises

Small and Medium Enterprises Corporation

Partial Least Square

Perbadanan Usahawan Nasional Berhad

xii



CHAPTER ONE

INTRODUCTION

1.1 Background of the Study

In today‘s business environment, branding is crucial for companies‘ survival and
competitiveness whether they are large companies or Small and Medium Enterprises
(SMEs) and is even more important for the SMEs (Noharuddin, 2009). This is because
having a strong brand will considerably enhance a firm‘s performance (Ahmad &
Thyagaraj, 2014; Geuens, Weijters, & Wulf, 2009). Brand can be described as a unique
name and/or symbol (such as logo, trademark, or package design) intended to
distinguish the goods or services of one seller or a group of sellers, and to differentiate
goods or services from those of competitors (Aaker, 1991; Keller, 1993). Brand is
successful when it is able to differentiate itself from competitors and creates better

customer loyalty (Nedeljkovi¢-Pravdi¢, 2010).

Brand is important not only to consumers but also to companies. For consumers, strong
brand will simplify their choice process, promise quality, reduce post purchase risk and
motivate repeat purchase intention (Aaker, 1996; Keller & Lehmann, 2006). As for
companies, brand with high brand strength will benefit them in terms of consumer
preference, purchase intention, greater customer loyalty, larger margins gain, market
share, less vulnerability to competitive attacks, consumer price insensitivity, additional
brand extension opportunities, more cooperation from trade and other intermediaries and

resilience to product-harm crisis (Christodoulides & de Chernatony, 2010; Gill &
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APPENDIX A:

SMEs Best Brands Product Branding Awards: Food and Beverage Product

YEAR BRANDS PRODUCT

2016 None

2015 Ceygold Tea

2014 None

2013 Grand Imperial Chinese Cuisine
Hui Lau Shan Desset
Mykuali Instant Noodles
Pappa Rich Malaysian Delight
Kebab Turki Baba Rafi Kebab

2012 Coliseum Cafe Western Cuisine
Charlie Brown Cafe Caf¢
Chatime Bubble Tea
Goodday Fresh Milk Fresh And Low Fat Milk
My Chef Ready Cooked Meals
Pasific Coffee Coffee
Shogun Japanese Buffet
The Big Rajah Food Caterers Food Catering

2011 Colavita Olive Oil
Grand Saisaki Japanese Cuisine
Jasmine Rice
Ramly Frozen Meat Patties
Subway Sandwiches
Tutti Frutti Frozen Yogurt

2010 Chek Hup Coffee
Colavita Olive Oil
Dairy Champ Condensed/Evoporated Milk
Jati Rice
Mm Vitaoils Edible Oil Products
Sakae Sushi Japanese Cuisine
The Loaf Delicatessen

2009 The Loaf Food & Beverage
The Ship Food & Beverage
Koong Who Tong Food & Beverage
Jasmine Food Chek Hup Food & Beverage

2008 Big Apple Food & Beverage
Chek Hup Coffee
Daily Fresh Corn And Snack
Kipas Udang Food & Beverage
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Letter of Recommendation for Data Collection and Research Work
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APPENDIX C:

Questionnaire

Ref. No:

Tuan/puan yang dihormati,
Tuan/puan terpilih untuk mengambil bahagian di dalam kajian akademik yang bertajuk:

STRATEGI PEMASARAN DAN EKUITI JENAMA DALAM INDUSTRI PKS:
PERANAN KUALITI HUBUNGAN SEBAGAI MEDIATOR

Saya memohon jasa baik tuan/puan menjawab soalan ini dengan ikhlas bersandarkan persepsi
dan pengalaman tuan/puan sendiri. Tuan/puan hanya memerlukan 15 minit untuk melengkapkan
borang soal selidik ini dan TIADA JAWAPAN BETUL ATAU SALAH ke atas jawapan-
jawapan yang tuan/puan berikan. Oleh itu, saya memohon jasa baik tuan/puan menjawab soalan
ini dengan ikhlas bersandarkan persepsi dan pengalaman tuan/puan sendiri Bagi memudahkan
tuan/puan menjawab soalselidik ini, sila baca dengan teliti semua arahan yang berkaitan bagi
setiap bahagian.

Untuk makluman tuan/puan, maklumat yang diperolehi daripada soal selidik ini adalah untuk
TUJUAN AKADEMIK SEMATA-MATA dan akan DIRAHSIAKAN.

Terima kasih untuk segala kerjasama dan penglibatan tuan/puan dalam kajian ini. Penglibatan
tuan/puan sangatlah dihargai.

Suhaini Bt Mat Daud
011-10941170
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Ref. No:

Ladies and Gentlemen,

You are invited as a participant in this research entitled.:
MARKETING STRATEGIES AND BRAND EQUITY IN SMEs: THE ROLE OF
RELATIONSHIP QUALITY AS A MEDIATOR

Please do not hesitate to answer this questionnaire frankly based on your perception and
experience. To assist you in completing this questionnaire, please read carefully all instructions
pertaining to every section.

For your information, all the data gathered from this questionnaire are STRICTLY FOR
ACADEMIC PURPOSE and will remain CONFIDENTIAL.

Thank you for your coorporation and involvement to this survey. Your participation is highly
appreciated.

Doctoral Researcher,
Suhaini Bt Mat Daud
01000 Kangar, Perlis
011-10941170
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Istilah

Perusahaan Kecil dan Sederhana (PKS) — merujuk entiti perniagaan yang
memperoleh jualan tahunan tidak melebihi RM50 juta ataupun mempunyai jumlah
pekerja sepenuh masa tidak melebihi 200 orang. Dalam konteks kajian ini, PKS merujuk
kepada PKS dalam sektor pembuatan produk makanan dan minuman di Malaysia.

JenamaPKS- merujuk jenama produk keluaran PKS yang dikilangkan di Malaysia dan
mempunyai logo -Barangan Buatan Malaysia”.

Terminology

Small and Medium Enterprises (SMES) — refers to the business entities with annual
sales turnover not exceeding RM50 million or with full-time employees not exceeding
200 persons. In this study, SMEs refers to Malaysian SMEs’ food product.

SMEs Brand — refer to the brand of product produced by SMEs and manufactured in
Malaysia and certified to use the logo “Made in Malaysia “(Barangan Buatan
Malaysia).

Skala/scale
1 2 3 4 5 6 7
Sangat tidak Tidak Kurang  Neither Sedikit Setuju/Agree Sangat
setuju/Strongly  setuju/Disagree  setuju/  disagree setuju/Slightly setuju/Strongly
disagree Slightly nor agree agree

disagree  agree
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BAHAGIAN A/ Section A:
PENGETAHUAN PRODUK/ PRODUCT KNOWLEDGE
Bahagian ini adalah merupakan bahagian wajib jawab. Sila jawab soalan ini dengan jujur.
Sila tandakan (/) pada kotak yang berkenaan dan isikan jawapan pada tempat kosong
yang berkaitan.

Instruction: This section is a preliminary question. Please answer all of the questions frankly

and honestly. You are indicated to tick (/) at appropriate box and fill in your answer at the
blank.

Soalan Wajib Jawab/ Preliminary Questions:

1.  Saya mempunyai pengalaman menggunakan produk makanan keluaran PKS/ [ have
experience using SMEs food product.

Ya/ Yes (Jika Ya, sila jawab soalan no. 2 dan bahagian seterusnya/ If yes,
proceed to the next question and the following section)

Tidak/ No

2. Saya kerap menggunakan produk makananan keluaran PKS/ I regularly consume SMEs
food product.

Ya/ Yes

Tidak/ No

3. Berikut adalah merupakan jenama produk makanan keluaran PKS yang sedang saya
gunakan pada masa ini? Please tick (/) the brand of SMEs food product that you are
currently using?

Adabi Tamin
Kipas Udang Kart‘s
Kawan Brahim's
Ramly My Chef
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BAHAGIAN B/ Section B:

PEMBUNGKUSAN/ PACKAGING

Berdasarkan jenama yang dipilih, sila nyatakan pendapat tuan/puan tentang pengaruh
pembungkusan dengan membulatkan jawapan ikhlas anda menggunakan tahahp skala di bawah
bermula dengan skala 1: hingga skala 7: sangat setuju. Sila pilih SATU skala yang paling tepat
sahaja.
Based on the selected brand, please indicate your perception regarding product packaging by
circling your frank response. Please use scale 1: strongly disagree to 7: strongly agree. Please
choose only ONE appropriate scale.

No.

Pernyataan-pernyataan
Statements

Sangat tidak
setuju

Sangat
Setuju

Warna pembungkusan adalah antara factor utama yang menarik
minat saya untuk membeli produk jenama ini.

The colour of the packaging is the first thing that attracts my
attention to buy this brand.

Reka bentuk pembungkusan yang menarik mempengaruhi
pembelian saya jenama ini

The packaging’s attractive design influences my purchasing of
this brand

Saya menghargai pembungkusan produk ini kerana ia kelihatan
lebih bersih
I value the packaging for this product as it seems more hygienic.

Saya memilih untuk membeli produk jenama ini dengan
pembungkusan yang digunakan sekarang kerana ia mudah untuk
dibuka.

I prefer to buy product of this brand with its current packaging
because it is easy to open

Saya memilih untuk membeli produk jenama ini dengan
pembungkusan yang digunakan sekarang kerana ia mudah untuk
ditutup.

I prefer to buy product of this brand with its current packaging
because it is easy to close

Ciri produk yang mudah untuk digunakan mempengaruhi
pembelian produk jenama ini.

The ease of use of product of this brand favours purchase
intention

Unsur maklumat yang tertera pada pembungkusan produk ini
(maklumat produk dan kandungan) membantu saya untuk
membuat keputusan yang tepat dalam pembelian produk

The informative elements printed on the packaging of this
product (product information and content) help me to make the
right decision for product purchase

Lokasi maklumat yang tertera pada pembungkusan produk ini
(contoh: tarikh luput) membantu saya membuat keputusan
pembelian.

The location of the information printed on the packaging of this
product (e.g. expiration date) helps my purchase decision.

Simbol-simbol yang tertera pada pembungkusan mempengaruhi
pembelian jenama ini
The symbols on the packaging favour the purchase of this brand

232




BAHAGIAN C/SECTION C

KOMUNIKASI BUALAN/ WORD-OF-MOUTH

Berdasarkan jenama yang dipilih, sila nyatakan pendapat anda terhadap komunikasi bualan dengan
menggunakan tahap skala di bawah bermula dengan skala 1: sangat tidak setuju hingga skala 7: sangat
setuju. Sila pilih SATU skala yang paling tepat sahaja
Based on the selected brand, please indicate your perception regarding word-of-mouth communication by
circling your frank response. Please use scale 1: strongly disagree to 7: strongly agree. Please choose
only ONE appropriate scale.

No Pernyataan-pernyataan Sangat jﬂdak Sangat
Statements setuju setuju

Saya sering merujuk komunikasi bualan untuk mengetahui

1 jenarpa yang mempunyai tanggapan baik dalam kalangan orang 1 5 3 4 5 6 7
ramai.
I often refer to word-of mouth communication to know what
brands make good impressions on others.
Bagi memastikan saya membuat pembelian jenama yang betul,

2 | saya sering merujuk komunikasi bualan. 1 2 3 4 5 6 7
To make sure I buy the right brand, I often refer to word-of-
mouth communication
Saya sering mempertimbangkan komunikasi bualan untuk

3 | membantu memilih jenama yang betul 1 2 3 4 5 6 7
1 often consult word-of-mouth communication to help choose the
right brand.
Saya sering mendapatkan maklumat daripada komunikasi bualan

4. | sebelum membeli jenama tertentu. 1 2 3 4 5 6 7
1 frequently  gather information from  word-of-mouth
communication before I buy a certain brand.
Jika saya tidak merujuk kepada komunikasi bualan, saya

5. | bimbang dengan keputusan pembelian saya 1 2 3 4 5 6 7
If I don’t refer to word-of-mouth communication when I buy a
brand, I worry about my decision
Apabila saya membeli sesuatu jenama, komunikasi bualan akan

6. | membuatkan saya yakin dengan pembelian tersebut. 1 2 3 4 5 6 7
When I buy a brand, word-of mouth communication make me
confident in purchasing the brand
Saya mendapat cadangan daripada keluarga, kawan-kawan dan

7. | jiran sebelum saya membeli jenama tertentu. 1 2 3 4 5 6 7
1 seek advice from family, friends and neighbours before I
purchase certain brand

Nota:

Komunikasi bualan merujuk kepada perbualan tidak formal mengenai sesuatu jenama/ produk di kalangan
ahli keluarga, kawan-kawan dan jiran-jiran.
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BAHAGIAN D:
PERSONALITI JENAMA/BRAND PERSONALITY

Berdasarkan jenama yang dipilih, sila nyatakan pendapat anda terhadap personaliti jenama dengan
menggunakan tahap skala di bawah bermula dengan Skala 1: sangat tidak setuju hingga skala 7: sangat
setuju. Sila pilih SATU skala yang paling tepat sahaja.

Based on the selected brand, please indicate your perception regarding brand personality by circling your
frank response. Please use scale 1: strongly disagree to 7: strongly agree. Please choose only ONE
appropriate scale.

Pernyataan-pernyataan Sangat Sangat
No. . . .
Statements tidak setuju setuiu
I think the brand (refer to the selectedbrand) is:
Realistik
! Down-to-earth ! 2 3 ! > 6 !
Stabil
2 Stable 1 2 3 4 5 6 7
3 Bertanggung] awab 1 ) 3 4 5 6 7
Responsible
4 | Akif 12| 3|4 ]s5 |67
Active
5 | At 12| 3|4 ]s5 |6 /|7
Dynamic
6 Inovatlf. 1 2 3 4 5 6 7
Innovative
7 | Aeresif Ll 23145 ]6]7
Aggressive
Berani/ jelas
8 Bold 1 2 3 4 5 6 7
Biasa
9 Ordinary 1 2 3 4 5 6 7
10 Mudah/ senang disebut/ mudah dikenali 1 2 3 4 5 6 7
Simple
11 | Romantik 12345 ]6]7
Romantic
Sentimental
12 Sentimental ! 2 3 ! > 6 !
Nota:

Realistik — Merujuk sifat produk yang menggambarkan keadaan sebenar

Stabil — Merujuk sifat produk yang kukuh dan mantap

Aktif — Merujuk sifat produk yang kuat dan bertenaga

Dinamik — Merujuk produk yang bersifat cergas dan bertenaga

Inovatif — Merujuk produk bersifat inovasi

Agresif — Merujuk sifat produk yang menggambarkan keadaan suka melawan atau suka menentang
Berani — Merujuk sifat produk yang menggambarkan ciri gagah berani

Biasa — Merujuk sifat produk yang biasa atau normal

Mudah — Merujuk sifat produk yang mudah untuk digunakan

Romantik — Merujuk sifat produk yang menggambarkan kasih sayang, keindahan dan kemesraan
Sentimental — Merujuk sifat produk yang menyentuh perasaan dan bersifat lembut
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BAHAGIAN E:
KUALITI HUBUNGAN/RELATIONSHIP QUALITY

Berdasarkan jenama yang dipilih, sila nyatakan pendapat anda tentang kualiti hubungan dengan
menggunakan tahap skala di bawah bermula dengan skala (1): sangat tidak setuju hingga skala (7): sangat
setuju. Sila pilih SATU skala yang paling tepat sahaja.

Based on the selected brand, please indicate your perception regarding relationship quality by circling
your frank response. Please use scale 1: strongly disagree to 7: strongly agree. Please choose only ONE
appropriate scale.

No Pernyataan-pernyataan Sangat Sangat
’ Statements tidak setuju setuju

Saya berpuas hati dengan keputusan saya untuk membeli jenama

1 | ini 1 2 3 4 5 6 7
1 am satisfied with my decision to purchase this brand
Pilihan saya untuk membeli jenama ini merupakan langkah yang

2 | bijak 1 2 3 4 5 6 7
My choice to buy this brand was a wise one
Saya merasakan bahawa saya telah melakukan perkara yang

3 | betul apabila saya membeli jenama ini 1 2 3 4 5 6 7
1 think that I did the right thing when I bought this brand
Saya berasa gembira membeli jenama ini

4 1 am happy that I bought this brand ! y 3 4 > 6 7

5 Saya benar-benar menikmati pembelian saya bagi jenama ini 1 ) 3 4 5 6 7
1 truly enjoyed my purchase of this brand
Jenama ini menangani dengan jujur perkara-perkara yang

6 | membimbangkan penggunanya 1 2 3 4 5 6 7
This brand is honest in what concerns its consumers
Jenama ini boleh dipercayai

7 This brand is reliable | A 3 4 > 6 7

3 Membeli produk daripada jenama ini merupakan satu jaminan 1 ) 3 4 5 6 7
Buying the product of this brand is a guarantee
Saya akan kekal memilih jenama ini tidak kira pada masa baik

9 | atau tidak baik. 1 2 3 4 5 6 7
1 will stay with this brand through good and bad times
Saya bersedia membuat pengorbanan kecil untuk terus
menggunakan produk ini

10 I am willing to make small sacrifices in order to keep using this ! 2 3 4 > 6 7
product.

11 Saya berikrar untuk setia dengan jenama ini 1 ) 3 4 5 6 7
1 have made a pledge to stick with this brand
Saya komited terhadap jenama ini

12 I am committed to this brand ! 2 3 4 > 6 7
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BAHAGIAN F:
JENAMA/BRANDING

Berdasarkan jenama yang dipilih, sila nyatakan pendapat anda tentang jenama dengan menggunakan tahap
skala di bawah bermula dengan skala (1): sangat tidak setuju hingga skala (7): sangat setuju. Sila pilih
SATU skala yang paling tepat sahaja.

Based on the selected brand, please indicate your perception regarding branding by circling your frank
response. Please use scale 1: strongly disagree to 7. strongly agree. Please choose only ONE appropriate
scale.

Pernyataan-pernyataan Sangat

No. Statement tidak setuju

Sangat
setuju

Saya tahu akan kewujudan jenama ini
I am aware of this brand

Apabila saya berfikir tentang produk makanan, jenama ini
adalah salah satu daripada jenama yang terlintas difikiran saya
When I think of food product, this brand is one of the brands
that comes to mind

Jenama ini adalah jenama yang biasa saya gunakan
3 This brand is a brand of food product that I am very familiar | 1 2 3 4 5
with.

Saya tahu produk jenama ini.
I know what this brand looks like

Saya dapat mengenal/mengecam jenama ini berbanding
jenama pesaing lain

I can recognise this brand amongst other competing brands of
food product.

Saya tahu rupa simbol jenama ini
1 know how the symbol of this brand looks like

Saya tidak menghadapi kesukaran dalam membayangkan
7 | jenama ini dalam fikiran saya 1 2 3 4 5
I have no difficulties in imagining this brand in my mind

Saya boleh mengingat dengan cepat simbol atau logo jenama
8 ini. 1 2 3 4 5
I can quickly recall the symbol or logo of this brand

Saya mempunyai pendapat mengenai jenama ini
1 have an opinion about this brand

Jenama ini menawarkan produk yang berkualiti

10 This brand offers very good quality products

Jenama ini menawarkan produk yang mempunyai kualiti yang
11 | konsisten. 1 2 3 4 5
This brand offers products of consistent quality

Jenama ini menawarkan produk yang sangat boleh dipercayai

12 This brand offers very reliable products

Jenama ini menawarkan produk dengan ciri-ciri yang sangat
13 | baik 1 2 3 4 5
This brand offers product with excellent features

Saya menganggap bahawa saya setia dengan jenama ini

14 1 consider myself to be loyal to this brand

Jenama ini akan menjadi pilihan pertama saya apabila saya
membeli produk makanan.
This brand would be my first choice when considering food

15 product
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Saya tidak akan membeli jenama lain sekiranya jenama ini ada
16 di kedai tersebut. 1 ) 3 4 5
I will not buy other brands of food product if this brand is

available at the shop.

BAHAGIAN G: LATAR BELAKANG
SECTION G: BACKGROUND

Arahan: Sila tandakan (/) pada kotak yang berkenaan dan isikan jawapan di tempat kosong yang
berkaitan.
Instruction: Please tick (/) appropriate box and fill in the blanks

1. Jantina/ Gender

Lelaki/ Male Perempuan/ Female

2. Etnik/ Ethnicity:

Melayu/Malay Cina/Chinese
India/Indian Lain-lain (Sila nyatakan)
Others (Please specify)

3. Umur anda/ Your age
Kurang daripada 20 tahun 21 hingga 30 tahun
Under 20 years old 21to 30 years old

31 hingga 40 tahun
31 to 40 years old

51 hingga 60 tahun
51 to 60 years old

Tahap pendidikan tertinggi/ Highest level of education

41 hingga 50 tahun
41 to 50 years old

Melebihi 60 tahun
Over 60 years old

Sijil Sekolah Menengah/ Higher School Certificate (SPM)

Diploma/ Diploma Lanjutan/ Sijil
Diploma/ Advanced Diploma/ Certificate

ljazah/ Bachelor Degree

Ijazah Lanjutan (Sarjana/ PhD)/ Post Degree (Master/ PhD)



Status Perkahwinan/ Marital Status

Belum Berkahwin/ Single Berkahwin/ Married

Bercerai/ Divorced

Pekerjaan/Occupation

Pekerja/ Employed

Bekerja Sendiri/Self-employed

Tidak Bekerja/Unemployed

Surirumah/ Housewife

Pendapatan bulanan isi rumah anda/ Your household monthly income

1000 dan ke bawah/ 1000 and below 1001 hingga 3000/1001 to 3000
3001 hingga 5000/ 3001 to 5000 5001 hingga 7000/ 5001 to 7000
7001 hingga 9000/ 7001 to 9000 9001 dan ke atas 11,000/

9001 and above

Terima kasih kerana sudi melibatkan diri dalam kajian ini.
Thank you for participating in this survey.
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APPENDIX D: Chi-square Table

F-statistics with other P-values: P=0.05 | P=0.01 | P=0.001

df P =0.05 P =0.01 P =0.001
1 3.84 6.64 10.83
2 5.99 9.21 13.82
3 7.82 11.35 16.27
4 9.49 13.28 18.47
5 11.07 15.09 20.52
6 12.59 16.81 22.46
7 14.07 18.48 24.32
8 15.51 20.09 26.13
9 16.92 21.67 27.88
10 18.31 23.21 29.59
11 19.68 24.73 31.26
12 21.03 26.22 3291
13 22.36 27.69 34.53
14 23.69 29.14 36.12
15 25.00 30.58 37.70
16 26.30 32.00 39.25
17 27759 33.41 40.79
18 28.87 34.81 4231
19 30.14 36.19 43.82
20 31.41 37.57 45.32
21 32.67 38.93 46.80
22 33.92 40.29 48.27
23 35.17 41.64 49.73
24 36.42 42.98 51.18
25 37.65 4431 52.62
26 38.89 45.64 54.05
27 40.11 46.96 55.48
28 41.34 48.28 56.89
29 42.56 49.59 58.30
30 43.77 50.89 59.70
31 44.99 52.19 61.10
32 46.19 53.49 62.49
33 47.40 54.78 63.87
34 48.60 56.06 65.25
35 49.80 57.34 66.62
36 51.00 58.62 67.99
37 52.19 59.89 69.35
38 53.38 61.16 70.71
39 54.57 62.43 72.06
40 55.76 63.69 73.41
41 56.94 64.95 74.75
42 58.12 66.21 76.09
43 59.30 67.46 77.42
44 60.48 68.71 78.75
45 61.66 69.96 80.08
46 62.83 71.20 81.40
47 64.00 72.44 82.72
48 65.17 73.68 84.03
49 66.34 74.92 85.35
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APPENDIX D: Chi-square Table (continue)

df P =0.05 P =0.01 P =0.001
50 67.51 76.15 86.66
51 68.67 77.39 87.97
52 69.83 78.62 89.27
53 70.99 79.84 90.57
54 72.15 81.07 91.88
55 73.31 82.29 93.17
56 74.47 83.52 94.47
57 75.62 84.73 95.75
58 76.78 85.95 97.03
59 77.93 87.17 98.34
60 79.08 88.38 99.62
61 80.23 89.59 100.88
62 81.38 90.80 102.15
63 82.53 92.01 103.46
64 83.68 93.22 104.72
65 84.82 94.42 105.97
66 85.97 95.63 107.26
67 87.11 96.83 108.54
68 88.25 98.03 109.79
69 89.39 99.23 111.06
70 90.53 100.42 112.31
71 91.67 101.62 113.56
72 92.81 102.82 114.84
73 93.95 104.01 116.08
74 95.08 105.20 117.35
75 96.22 106.39 118.60
76 97.35 107.58 119.85
77 98.49 108.77 121.11
78 99.62 109.96 122.36
79 100.75 111.15 123.60
80 101.88 112.33 124.84
81 103.01 113.51 126.09
82 104.14 114.70 127.33
83 105.27 115.88 128.57
84 106.40 117.06 129.80
85 107.52 118.24 131.04
86 108.65 119.41 132.28
87 109.77 120.59 133.51
88 110.90 121.77 134.74
89 112.02 122.94 135.96
920 113.15 124.12 137.19
91 114.27 125.29 138.45
92 115.39 126.46 139.66
93 116.51 127.63 140.90
94 117.63 128.80 142.12
95 118.75 129.97 143.32
96 119.87 131.14 144.55
97 120.99 132.31 145.78
98 122.11 133.47 146.99
929 123.23 134.64 148.21
100 124.34 135.81 149.48
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APPENDIX E:

Normality Test
No. Missing  Mean Media Min  Max Stagdgrd Excesg Skewness
Deviation  Kurtosis
OPKG 123 0 50.371 51 35 63 6.056 -0.517 -0.238
OWOM 124 0 37.307 37 21 49 5.638 -0.300 -0.167
OBP 125 0 63.435 63 47 79 7.387 -0.697 -0.12
ORQ 126 0 66.898 67 45 84 8.245 -0.284 -0.268
OBE 127 0 91.182 93 60 112 11.267 -0.248 -0.333
OBA 186 0 28.856 30 19 35 3.808 -0.436 -0.353
OBASS 187 0 22.649 23 13 28 3.186 -0.144 -0.383
OPQ 188 0 17.364 18 11 21 2223 -0.108 -0.400
OBL 189 0 16.601 17 8 21 2.734 0.152 -0.575
APPENDIX F:
Descriptive Statistics of Respondents
Gender
Frequency Percent Valid Percent Cumulative Percent
Valid Male 102 32.6 32.6 32.6
Female 211 67.4 67.4 100.0
Total 313 100.0 100.0
Ethnicity
Frequency Percent Valid Percent Cumulative Percent
Valid Malay 286 91.4 91.4 91.4
Chinese 18 5.8 5.8 97.1
Indian 9 29 29 100.0
Total 313 100.0 100.0
Age
Frequency Percent Valid Percent |Cumulative Percent
Valid Under 20 years old 6 1.9 1.9 1.9
21 to 30 years old 127 40.6 40.6 42.5
31 to 40 years old 125 39.9 39.9 82.4
41 to 50 years old 51 16.3 16.3 98.7
51 to 60 years old 3 1.0 1.0 99.7
Over 60 years old 1 3 3 100.0
Total 313 100.0 100.0
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Edu

Cumulative
Frequency Percent Valid Percent Percent
Valid High School Certificate/ SPM 60 19.2 19.2 19.2
Diploma/ STPM/ Certificate 54 17.3 17.3 36.4
Bachelor Degree 135 43.1 43.1 79.6
Master/ PhD 64 20.4 20.4 100.0
Total 313 100.0 100.0
Marital Status
Frequency Percent Valid Percent Cumulative Percent
Valid Single 118 37.7 37.7 37.7
Married 191 61.0 61.0 98.7
Divorced 4 1.3 1.3 100.0
Total 313 100.0 100.0
Occupation
Frequency Percent Valid Percent | Cumulative Percent
Valid Employed 213 68.1 68.1 68.1
Self-employed 26 8.3 8.3 76.4
Unemployed 67 21.4 21.4 97.8
Housewife 7 2.2 2.2 100.0
Total 313 100.0 100.0
Income
Frequency Percent Valid Percent [Cumulative Percent
Valid 1000 and below 75 24.0 24.0 24.0
1001 to 3000 92 29.4 29.4 534
3001 to 5000 82 26.2 26.2 79.6
5001 to 7000 35 11.2 11.2 90.7
7001 to 9000 18 5.8 5.8 96.5
9001 and above 11 3.5 3.5 100.0
Total 313 100.0 100.0

242




APPENDIX G:

Common Method Variance

Total Variance Explained

Component Initial Eigenvalues Extraction Sums of Squared Loadings
Total % of Variance = Cumulative % Total % of Variance Cumulative
%
1 23.200 41.428 41.428 23.200 41.428 41.428
2 3.526 6.297 47.725 3.526 6.297 47.725
3 2.501 4.466 52.191 2.501 4.466 52.191
4 1.928 3.442 55.634 1.928 3.442 55.634
5 1.684 3.007 58.640 1.684 3.007 58.640
6 1.508 2.693 61.333 1.508 2.693 61.333
7 1.349 2.409 63.743 1.349 2.409 63.743
8 1.198 2.139 65.881 1.198 2.139 65.881
9 1.041 1.858 67.740 1.041 1.858 67.740
10 962 1.717 69.457
11 914 1.632 71.089
12 .838 1.497 72.586
13 766 1.367 73.953
14 745 1.330 75.284
15 728 1.301 76.584
16 672 1.199 77.784
17 .626 1.118 78.902
18 .601 1.073 79.975
19 .589 1.052 81.027
20 .580 1.036 82.063
21 B .959 83.022
22 504 .899 83.921
23 489 .873 84.794
24 454 .810 85.605
25 444 792 86.397
26 424 758 87.154
27 413 737 87.891
28 388 .693 88.584
29 378 674 89.258
30 365 .652 89.911
31 355 .634 90.545
32 344 615 91.159
33 320 571 91.731
34 309 551 92.282
35 305 544 92.826
36 288 514 93.340
37 268 478 93.818
38 254 453 94.271
39 248 443 94.714
40 246 439 95.153
41 240 428 95.582
42 227 405 95.987
43 226 404 96.390
44 207 369 96.759
45 197 352 97.111
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APPENDIX G: Common Method Variance (continued)

Total Variance Explained

Component Initial Eigenvalues Extraction Sums of Squared Loadings
Total % of Variance = Cumulative % Total % of Variance Cumulative
%

46 179 320 97.431

47 178 317 97.749
48 171 305 98.054
49 .165 294 98.348
50 159 283 98.631

51 .149 266 98.897
52 .140 250 99.147
53 129 231 99.378

54 123 220 99.598

55 116 206 99.804
56 110 .196 100.000
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APPENDIX H:

Measurement Model
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APPENDIX I:

Structural Model
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