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Abstract

Brand equity is very important to marketers of consumer goods and service. Brand
equity facilitates in the effectiveness of brand extensions and brand introductions.
This is because consumers who trust and display loyalty toward a brand are willing
to accept possible brand extension and willing to recommend the brand to others.
While there have been a lot of studies based on the financial value and management
of brand equity, research in customer-based brand equity has been lacking. This
paper studies the dimensions of customer-based brand equity focusing on the five
dimensions that have been suggested by Lassar et al., (1995). Five dimensions are
identified: performance, trustwothiness, social image, value/price, and attachment.
16 hypotheses have been constructed in which related to the objective of this study.
The objective of this paper is to study the dimensions of customer-based brand
equity effect on consumer responses. By way of hypothesis, 10 of the hypothesis
have been proposed that these dimensions have no significant relationship on
consumer willingness to recommend the brand to other and willingness to accept
brand extension. While five of the hypothesis proposed that there have no
significant difference on consumer responses based on selected demographic factors.
The hypotheses have been tested in the mobile phone market in Ipoh, Perak. The
data collected was analysed using descriptive statistic, t-test, ANOVA, and Pearson-
Bivariate Correlation Analysis. The results obtained confirm the relationship
between the dimensions of customer-based brand equity and consumer responses.
However, there is no significant difference in consumer responses based on

demographic factors.
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Abstrak

Ekuiti jenama adalah sangat penting dalam pemasaran barangan dan perkhidmatan.
Ekuiti jenama membantu pengembrangan dan pengenalan jenama. Ini disebabkan
pengguna yang percaya dan setia terhadap suatu jenama bersedia menerima
kebarangkalian pengembangan jenama dan bersedia untuk mencadangkan jenama
tersebut kepada individu yang lain. Walaupun terdapat banyak kajian telah
dijalankan terhadap ekuiti jenama berasaskan kewangan dan pengurusan, namun
kejian terhadap ekuiti jenama berasaskan pelanggan masih kurang diberi perhatian.
Kajian ini mengkaji dimensi-dimensi ekuiti jenama berasaskan pelanggan menjurus
kepada lima dimensi seperti yang dicadangkan oleh Lassar et al., (1995). Lima
dimensi yang telah dikenalpasti tersebut ialah: prestasi, kepecayaan, imej sosial,
nilai/harga dan kesetiaan. 16 hipotesis telah dibina berdasarkan kepada objektif
kajian ini. Objektif kajian ini ialah untuk mengenalpasti dimensi-dimensi ekuiti
jenama berasaskan pelanggan yang memberi kesan kepada reaksi pelanggan.
Berdasarkan hypotesis yang dibina, 10 daripadanya mencadangkan bahawa
kesemua dimensi itu tidak mempunyai hubungan yang ketara terhadap kesediaan
pengguna untuk mencadangkan jenama kepada inividu lain dan kesediaan untuk
menerima pengembangan jenama. Manakala 5 daripada hipotesis tersebut,
mencadangkan bahawa tiada perbezaan yang ketara dalam reaksi pelanggan
berdasarkan faktor demografi yang terpilih. Hipotesis-hipotesis ini telah diuji dalam
pasaran telefon bimbit di Ipoh, Perak. Data-data yang telah dikumpul dianalisa
menggunakan statistik deskriptif, ujian-t, ANOVA, dan Analisis Hubungan Pearson-
Bivariate. Keputusan yang telah diperolehi mengesahkan terdapat hubungan yang
signifikan diantara dimensi-dimensi ekuiti jenama dan reaksi pelanggan.
Bagaimanpun, tidak terdapat perbezaan yang signifikan terhadap reaksi pengguna
berdasarkan kepada faktor demografi.
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CHAPTER 1

1.0 INTRODUCTION

Generally, brand is a trademark or label used by a marketer to identify their product
than other competitors. It also can be defined as the name associated with one or
more item in the product line that is used to identify the source or character of the
items. According to the American Marketing Association brand can be defined as a
name, term, sign, symbol, or a combination of them, intended to identify the goods
or services of one seller or group of sellers and to differentiate them from those of

competitors (Kotler, 1999; Kotler, Ang, Leong & Tan, 1999).

Brands have been a part of the marketing landscape for many years, but in the past
few years the future of the brands have been questioned. In response to the brand
contentions, researchers have focused their efforts on developing a more
sophisticated understanding of how strong brands can be created and nurtured. Due
to its importance, there are many practitioners explore the importance of brand
equity in marketing. Although brand equity has been proposed as a financial
instrument for capturing and measuring the value of brands, perhaps its most
important contribution is a metric for discovering the differential consumer behavior

effect of the firm’s marketing mix activities.
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