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ABSTRACT 

Sustaining brand loyalty is the key success for the survival of any organisation. 
Maintaining brand loyalty becomes more challenging during a crisis. A slight mistake in 
responding to the brand crisis will jeopardise the brand image of the organisation. 
Despite the seriousness of the issue, little is understood how brand crisis response 
strategy could influence post- crisis brand loyalty. This study investigated the relationship 
between brand crisis response strategy, namely primary crisis response strategy, 
secondary crisis response strategy and corporate rebranding of the brand loyalty after the 
brand crisis occurred. Brand reputation was also taken into consideration as a mediator. 
The research framework of this study was developed based on the Situational Crisis 
Communication Theory and the Reciprocity Theory. Personally administered 
questionnaires were used in collecting the data from· the flight passengers in Northern 
Malaysia with a sample size of 384 respondents. The PLS-SEM was employed to analyse 
the data. The findings revealed that brand crisis response strategy and corporate 
rebranding have significant relationships to brand loyalty. Brand reputation mediates the 
relationship between brand crisis response strategy and corporate rebranding of the brand 
loyalty. The results of this research have further strengthened the theory and related 
literature on brand loyalty and put forward recommendations for structuring the 
comprehensive brand crisis response strategy. This study proposes theoretical and 
practical contributions for academics and professionals. The limitations of the study have 
been addressed, and some valuable suggestions for future research are presented. 

Keywords: Brand loyalty, brand reputation, brand crisis response strategy and 
corporate rebranding 
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ABSTRAK 

Kunci kejayaan untuk kelangsungan setiap organisasi ialah mengekalkan kesetiaan 
jenama dan hal ini menjadi lebih mencabar terutamanya apabila berlakunya krisis. 
Kesilapan kecil dalam tindak balas kepada krisis jenama akan menjejaskan imej jenama 
bagi organisasi. Isu ini merupakan satu isu yang serius. Namun, pemahaman mengenai 
cara tindak balas krisis yang dapat mempengaruhi kesetiaan jenama pascakrisis masih 
kurang dikaji. Oleh itu, kajian ini bertujuan untuk rnengenal pasti hubungan di antara 
strategi tindak balas krisis jenama yang dinamakan sebagai strategi tindak balas krisis 
utama dan strategi tindak balas krisis kedua serta penjenamaan semula korporat terhadap 
kesetiaan jenama selepas krisis jenama berlaku. Reputasi jenarna telah diambil kira 
sebagai pengantara. Kerangka kajian ini telah dibangunkan berdasarkan "Situational 
Crisis Communication Theory" dan "Reciprocity Theory". Data dikumpulkan rnelalui 
soal selidik daripada penumpang penerbangan di bahagian utara Malaysia dengan sampel 
saiz sebanyak 384 orang responden. PLS-SEM telah digunakan untuk menganalisis data 
tersebut. Dapatan kajian menunjukkan bahawa strategi tindak balas krisis jenama dan 
penjenamaan semula korporat mempunyai hubungan yang signifikan kepada kesetiaan 
jenama. Selain itu, reputasi jenama mempunyai kesan pengantara di antara strategi tindak 
balas krisis jenama dan penjenamaan semula korporat terhadap kesetiaan jenama. Hasil 
kajian ini telah mengukuh.kan lagi teori dan sorotan kajian yang berkaitan kesetiaan 
jenama serta mengemukakan cadangan untuk penstrukturan strategi tindak balas krisis 
jenama secara menyeluruh. Kajian ini memberi sumbangan secara teori dan praktikal 
untuk ahli akademik serta profesional. Batasan kajian untuk kajian ini telah dinyatakan, 
dan beberapa cadangan yang berharga untuk kajian akan datangjuga telah dicadangkan. 

Katakunci: Kesetiaan jenama, reputasi jenama, strategi tindak balas k:risis jenama dan 
penjenamaan semula korporat 
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CHAPTER I 

INTRODUCTION 

This chapter provides fundamental information regarding the present study. Starting with 

a brief discussion on the background and the issues of the research, the discussion 

continues with the problem statement. The discussion then proceeds with the research 

objectives, research questions, significances of the study and the scope of the study. The 

last section of this chapter is the definition of key terms used in this study and also the 

organisation of the thesis. 

1.1 Background of Study 

Brand loyalty is the vital survival factor for any organisation, especially in term of 

gaining the competitive advantages and dominates the market share in which brand 

loyalty will help to increase the organisation's competitive advantage and market share 

(Dick & Basu, 1994). Organisations with high brand loyalty gain the advantages of 

charging the premium prices and gain a higher percentage of profit, higher return on 

investment as well as to create the entry barrier to the competitive brands (Denoue & 

Saykiewicz, 2009). Furthermore, in facing tremendous market challenges and 

competitiveness, brand loyalty is considered as the asset and key success factor for 

organisation sustainability (Gurau, 2012). Gradually, more organisations are recognising 

the need to expand and maintain brand loyalty to certify long-term profitability, creating 

and maintaining loyal customers become increasingly complicated in today's competitive 

environment. 
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APPENDIX A 

Approval letter to collect data in the airports 
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APPENDIXB 

Set of questionnaire 

Serial no: 

UUM 
Universiti Utara Malaysia 

RESEARCH QUESTIONNAIRE 
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Dear Respected Respondent, 

My name is Roslizawati binti Ahmad, a PhD student of Universiti Utara Malaysia. I 

am currently conducting a research on examining the relationship between brand 

loyalty, brand reputation and post crisis response strategy among the airline 

passengers in Northern Region of Malaysia. I would very much appreciate if you 

could spend of your valuable time to answer enclosed questions. Your responses are 

very important and significant to the accuracy of the information pertaining to my 

research. The information gathered from here is STRICTLY FOR AN ACADEMIC 

PURPOSES only and will be treated STRICTLY CONFIDENTIAL. If you have any 

inquiries, do not hesitate to contact me at: 

Roslizawati binti Ahmad 
School of Business Management, 

Universiti Utara Malaysia, 
06010, Sintok, Kedah Darul Aman. 

Tel: 011-36311588 
E-mail: roslizawatiahmad@gmaH.com 

or my Supervisor: 

Dr Hasnizam bin Shaari 
School of Business Management, 

Universiti Utara Malaysia, 
06010, Sintok, Kedah Darul Aman. 

Tel: 04-9284000 

Your kind cooperation and participation is highly appreciated. Thank you 

ROSLIZA WA TI BINTI AHMAD 
PhD Student, 
School of Business Management, 
Universiti Utara Malaysia. 
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Kepada Responden yang dihormati, 

Nama saya Roslizawati binti Ahmad, seorang pelajar PhD di Universiti Utara 

Malaysia. Saya kini sedang menjalankan penyelidikan mengenai perhubungan 

antara kesetiaan jenama, reputasi jenama dan strategi tindak balas selepas krisis 

dikalangan penumpang syarikat penerbangan di Wilayah Utara Malaysia. Saya 

sangat menghargai sekiranya anda sudi meluangkan masa berharga anda untuk 

menjawab soal selidik ini. Jawapan anda adalah sangat penting kepada ketepatan 

maklumat yang berkaitan dengan kajian saya. Maklumat yang dikumpulkan adalah 

HANYA UNTUK TUJUAN AKADEMIK SAHAJA dan ianya adalah SULIT. Jika anda 

mempunyai sebarang pertanyaan, jangan teragak-agak untuk menghubungi saya di: 

Roslizawati binti Ahmad 
School of Business Management, 

Universiti Utara Malaysia, 
06010, Sintok, Kedah Darul Aman. 

Tel : 011-36311588 
E-mail : roslizawatiahmad@gmail.com 

atau Penyelia saya: 

Dr. Hasnizam bin Shaari 
School of Business Management, 

Universiti Utara Malaysia, 
06010, Sintok. Kedah Darul Aman. 

Tel : 04-9284000 

Kesudian dan kerjasama dari anda amat saya hargai. Terima kasih. 

ROSLIZAWATI BINTI AHMAD 
Pelajar PhD, 
School of Business Management, 
Universiti Utara Malaysia. 
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THE NEWSPAPER 
Newspaper.com THE WORLDS FAVOURITE NEWSPAPER 9 SEPT 2016 

Malaysia Airlines 'technically bankrupt' 

M11lnysin Ail'!in('S is "l('cbukally bnnkrupt", its rhid uecutiw bns said, ns be 
:iuno1m<'l'cl a l'l'Strnrt111ing programm«' llll(t plans to mt 111,0111 6,000 jol,s. The 
a.ui101mcemeut fol1011--s tile rwin ni.r disaster;, which forced its 1rntio11alizatio11 last year. Tue 

airline said it had "offered jobs'' to 14.000 of its 20.000 workforce. The move was expected 
and follows the appointment of new chief executive Christoph Mueller iJ1 May."We are 
technically bankrupt," .Mr. Mueller told n uews conference. "The decline of perfonnance 
stalled long before the tragic evc.•n1s of2014." 

The airliue is operating a.s nonnnl ancl no flights are cmJe11tly affected . .l.u March last year, 
Malaysia Airlines flight MH370 disappeared with ::?39 passeugers and crew aboard. The 
pfane is still mi~sing. Fmu· months l~ter, flight MHI 7 was sbot clo1111 b)' a suspected grmmd­

to-air missile 1vhi.1e i.u Ukrniuinn niJ:spnce. with tile loss of 298 pa,seu!!ers aud crew. Tile 
two disa5te1'5 proved to be the fina l straw for the already strnggling busines~. which had 

repo11ed losses for several years n~ n re~ult of s trong regional competition. 
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BERITAKINI 
lxritakiui.com AKHBAR TIRBAIK DlJ-:\"lA 9 SEPT 2016 

Malaysia Airlines "secara teknikalnya muflis" 

:'llalaysh\ Ail"Uoe~ "~rcora rtkn.lk:llnya muflis", 1-nln kf'lua rk~clrntUuya k<'llka m~ngumutokn.o program 

peuyusuuaa st'mn.la rlou mernoc-Ang uncuk mt'ngumugkAU kira-k.lrn <1,000 pekerjn. Pe11g11mllUlRI\ in1 susulan 

b~uca1ia ua.,ra berkembar yaug memaksa uasionalisasi.uya 1all1u1 lepas. Sy.ici.kat pen~rllaugau i111 l>erkala ia 

memp1wyai pekerjaan yaug di1awarkan sebanyak 14,000, ill<'Utnkala teW1ga kerja sedio ada adalah sebanyak 

20.000. Laugkah itu telah dijru18}ia ~e1elah pelnutikan Kenui EJ.:sel.111if ban, Cluistopll MneUer pada b11la11 Mei 

lalu. "Kami secara teknilal.t1ya telall l>aukrnp." knta i\foelkr pnda sida11g akhbar. "Pcu1u,mau prcstasi tclali 

benuula sekiflil lama sel>el1un pe1is1iwa•peris1iwa tragis :2014 lngi." 

· Syarik.nt penerban~an im bero~a,i seperti bia,a da.n 1iada penerl>angan Yflil!'- 1e1jej,,~. Pada Mnc tahun lepas . 

Malnysia Airlines telah kehilaugan MH370 bers .. 11rn1 239 penmnpm1g <liln anak tapal. Ernpat b11lan ke11111dian. 

peueroou~an }.!HI O teluh ditembak jamh olcl:i peluru be'l)audu di manp. ud.un l>"kraiuc. mcugru.:.ibntkau kell.ilnugmt 

296 ~111m1pang dan anak J;apal. Ked11a-dua bencaua im menjadi kem1wcak kepadn peruingaan ya11g ~nclah lnma 

bcrnu1~alah. yang mana 1elah melaporka11 kemgian 5daum bebernpa 1ah1m akibat pcr..aingau serrullau }'llll!t 

mencabar. 
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SECTION C: POST CRJSJS RESPONSE STRATEGY/ STRA TEGI TINDAi< BALAS SELEPAS KR/SIS 

Using the scale of 1 - 7, please circle the appropriate number that best describe yom· perception based on 
the news provided in page 4. 
De1tqo11 ,11e1~q,q1111okn11 skalo 1 · 7, silo bulorko,, nombor J'n1w sPsuoi yon,q p<11i11_q 111e11_q,qambnrkn11 p@.I-sepsi n11rln 
berdnsnrkcm kerornn akhbar dihnlamn11 5. 
(1= strongly disagree/sa119ac ridok sewju, 4:: naturalf11ar11rnl, 7:: strongly agree/sa11gac sen,ju) 

PC 1 : Primary crisis response strategy SrroJ1gly Disagree ... ...... Strongly Agree 
PC 1 , Sn·ateai tilldak balas la·isis ucama Sangat TIDAK Sen1iu ....... Sane:at Setuiu 

MAS should confront the person or group claiming something is 

PCl 
wrong with this airlines carrier. 

1 2 3 4 5 6 7 
MAS per/11 bersemuka der19a11 orang amu lam1p11/a11 yang me11dakwa 
sesuatu i·ann ridak ke11a de1111n11 si•nriknt pe11erbanaa11 ini. 

PC2 
MAS should attack the accuser or the accusation. 

1 2 3 4 5 6 7 
MAS per/11 meIwera11_q pe11ud11l1 atau tud11hm1 inr. 

MAS's Cl'isis Manager should asse1t that there is no crisis in this 

PC3 
airlines carrier. 

1 2 3 4 5 6 7 
Pengunrs Kr/sis MAS perlu 111e11e9ask1111 bnhawa tidok nda krisis 
da/11111 SJ•arikat peJ1erba11oa11 i11i. 

PC4 
MAS should deny of the accusation. 

1 2 3 4 5 6 7 
MAS verlu me11a/ikcw n,du//1111 rersebur. 
MAS should blame other person or group outside this organization 

PCS 
for the crisis happened. 

1 2 3 4 5 6 7 
MAS per/11 me11ynlahkcw ora119 orou k11111p11/a11 /0/11 di luar or9n11isasi 
i11i bngi krisis int berlnku. 
MAS should state that this crisis is a reasonable response to 
someone else's act or to pnblic policy ,llange. 

PC6 MAS per/11 me11ynrnkn11 bahmva kl'isis i11i adalah ti11dakba/as ya119 1 2 3 4 5 6 7 
111111111sabah 1mruk perbuara11 ora119 lain arau w1tuk perobalrnn dasar 
awant. 
MAS should state that the organization has been framed by 

PC7 
irresponsible party. 

1 2 3 4 5 6 7 
MAS per/11 111e11yatt1kn11 balimva or9n11isasi it11 re Ioli diperal!9k11p oleh 
11ihakyn11g ridak be1ra11aou1111iawnb. 
MAS should state tl1at the company lacked the resources or had no 
ability to preventthe event from happening. 

PCS MAS per/11 me11yacnkcm bohaiva syarikar it11 kekurm,9a11 sumber arm, 1 2 3 4 5 6 7 
ridak 111emp1111yai keupaynan wIt11k mence9ah kejadia11 iw dnripnda 
berlaku. 
MAS should s rate tl1at the event stemmed from the corporation's 

PC9 
good intentions. 

1 2 
MAS per/u 111e11yarak1111 bnhmva perisriwa itll berpwrca dnripada 11iat 

3 4 5 6 7 

baik o,:qa11isasi in,. 

PC 
MAS should focus on new .issues occur after the crisis. 

10 
MAS per/u membe1i nI111pua11 kepada isu-is11 baru berlaku se/epas 1 2 3 4 5 6 7 
krisis tersebut. 

PC 
MAS should show concern and/or so1Tow to express the feelings. 
MAS per/u 111e1w11j11kka11 kep1ihari11a11 dim/ nrau kesedilran wm1k 1 2 3 4 5 6 7 

11 me/11ahk1111 perasaan. 
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PC 1 : Prima1y crisis response stTategy Strongly Disagree .. _.Strongly Agree 
PC 1 , Strate9i ti11dak balas k1isis 11ta111a Sangat TIDAK Setuju ... Sangat Seruju 

MAS should state those others airlines canier hacl similar or rnore 
PC offensive crisis events. 

l 2 3 4 5 6 7 12 MAS per/11 me11yntakm1 bahawn synrikor pe11erba11gar1 lain 
111en1µ1111yni perisriwayang sa111n (l(mt lebih 111e11yakitkc111. 

PC l\·IAS should explain the cause of this airliues carrier's c1isis to the 

13 customer. 1 2 3 4 5 6 7 
MAS µerlt1 me11je/oskn11 punca kl"isis icu kepada µela11gga11. 

MAS should state that the event is not as serious as outsider views 
PC it. 

1 2 3 4 5 6 7 14 MAS perlu me1u·atakn11 bahm,•a krisis itu tidnk be9it11 selius 
sebnnoi111a11a n1u111ava,1 Q/"allll /uor: 

MAS should reframe the facets or the c.auses of the crisis in a more 
PC advantageous view. 

l 2 3 4 5 6 7 15 MAS perlu mern11gka sem:.tla aspek atnu p1111ca • pwicn krisis di 
dnlctm pa11da11ga,1ya119 lebih berfaedali. 

PC MAS should admit the alleged accusation. 
1 2 3 4 5 6 7 

16 MAS per/11111e11gnku pern1duilnuya119 diwduh. 

PC MAS should promise to change the corporate public policy. 
l 2 3 4 5 6 7 17 MAS perlt1 be1j n11ji 1111wk 111e119ul>ail dasa,· awa111 korµornr. 

MAS should provide the public wirh instructive infonnation, (e.g., 
how to react to a crisis in terms of actual beha,~011r) and adapth-e 
infom1arion, (e.g., infonning the people how to react to a crisis in 

PC terms of psyd1ological reactions). 

18 
MAS perlu me11yediaka11 om119 rnmoi de119a,1 moklumnt berbe11tuk 1 2 3 4 5 6 7 
µe119ajara11, (co11tolmya, bagoima11a w1nrk be.1ti11dak balns kepodo 
krisis da1i segi tingknh laku sebe111u) da11 mak/umat berbe11tuk 
pe11yes11ni011, (cor1tolrnyn, me111berirnhu rnkyat bogni111mw 1111tuk 
berti11dak balas kep11do krisis dari segi 1i11dok bnlcts psikologi). 

PC MAS should promise to compensate the victims. 1 2 3 4 5 6 7 
19 MAS per/11 be1ja11ji untuk membaynr pompnsn11 kepada m<urgsn. 

MAS should take full responsibility for the crisis and asks fo1· 
PC forgiveness. 1 2 3 4 s 6 7 
20 MAS perlt1 1>errn11g9wigjawab sepe1wlmya ke atas krisis da11 

memoho11 111aa[. 

PC MAS should apologize and/ or ask for forgiveness. 1 2 3 4 5 6 7 
21 MAS per/11 memoho11 mnaf da11 / ntnu memi11ta nmpw1, 

MAS should promise to corl'ect the wrong and/or make proactive 
PC actions for the future. 1 2 3 4 s 6 7 
22 MAS perlu be1jm1ji 1111ruk 111embewlkm1 ym19 salah rlan / arnu 

membuat ti11daka11 proaktif u11t11k 11msa depan 
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SC 1 , Sec-011da1-y crisis response strategy Strongly Oisagree ........... Strongly Agree/ 
SC 1 : Srracegi ti11dnk bnlns krisis kerlun S:\ngat TIOAK Setuju ........... S:\11gat St>tuju 

MAS should offer more p1ice-off prnrnotiou to the customers 

SC 
after the crisis. 

I MAS per/u rnwor lebili promosi potor1gm1 horga kepado pela1199au 1 2 3 4 5 6 7 
selepos krisis berlaku. 

MAS should gil•e more free gifts to rh1>ir customers ilfrer rhe 

SC 
oisis. 

'.! J\,fAS pel'/u memberi Jrndiah percw11a kepadn pelar199an mereka 1 2 3 4 5 6 7 
selepns krisis ber/oku. 

M.4-.S should offer more coupons to thetr tustower s after the ciisis. 
SC 1Y!A.S per/11 111e111bCJ1 kupon kepada pelm1ggan mereka se/epas krisis 

1 2 3 4 5 6 7 
3 bi?rlaku. 

MAS should offer greater rewnrds points to b.? redeewed after the 

SC crisis. 

4 
MAS perlu 111e11nll'arlm11ga11jam11111ara _1,-ang /ebili besar 1111t11k 1 2 3 4 5 G 7 
direbus se/eµas krisis berlaku. 

MAS should more aggrc5$iV<!i)' ad,·c,1ise Their ~irlincs servites i.n 

SC 
wedia after the nisis. 

s AUS per/11 Iebih agres1f1111mgikla11ka11 perkhidmntm1 pe11erba11gn11 1 2 3 4 5 6 7 
111erelm dalam me.dia selepos krisis berlnku. 

t--1AS should offer other support to the \ictnus oftbe crisis 
persoually 01her rhan com~u~atio11. 

SC' kU.S perlu 111e11a11'/lrka11 soko11ga11 lain kepada 111m,gsa-111a11gsa 
1 2 3 4 5 6 7 6 krisis secnra peribadi selai11 rlaripada pm11pasm1 se/epas krisis 

ber/alw. 

MAS should praise the support or loyalty of ~ir customers ou their 

SC 
nuiiu website afterthe crisis. 

7 MAS per/11 111e11111,ii soko11ga11 arari kcsetiaau pelrmgga11 merekn di l 2 3 4 5 6 7 
lammr web utama mereka selepas iaisis ber/aku. 

MAS should infonu chat !hey leam a Joi from the cmtomer·s 

SC" 
feedback 

8 
MAS per/11 mo111akl11mkan bahmm mereka ba1{rak be/ajar darlpada 1 2 3 4 5 6 7 

mak/11111 balas pelmrggan. 

MAS should iwplellWlf wost of the iruprOVellletlt suggesiiou by 
!heir cus1011\c1"!i on their service after th~ oisis. 

SC MAS per/11 111e/aba11akan keba11yaka11 cada11ga11 pe11a111ballbnika11 
l 2 3 4 s 6 7 

9 o/eh pe/auggall mereka pada perkhid111ara11 111('.l'eka se/epns krisis 
berlnku. 
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MAS should infonn personally 10 their customer abollt their 

SC previous aud ctuTent achievemems. 

10 MAS perlu 111e111ak/11mfi:a11 sec:ara penbadi k'Rpada pelrmggan l 2 3 4 5 6 7 
111e11get1ai pe11(apaia11 sebe/11111 da11 semnsa ya11g te/ah rlicapai. 

MAS should remiucl the cusrowers tl1M U1ey are also the victim of 

SC the crisis. 

I I 
J,,J.A.S per-Ju me11gi11garkm1 pelatrgga11 bnhmm moreka j11gn ado/ah l 2 3 4 5 6 7 
mnngsa kl1sis. 

MAS should stale !hey b.ld no abiliry ro pre\·ent the evem from 

SC 
happ~niug.. 

1.2 M.A.S perlu me,1.rnrnka11 bal1111m menlm ridnk me111pu11yni keupaynm1 l 2 3 4 5 6 7 
1111111k me11cegah kejadimi ill/ daripada berlak11. 

1'1.'\.S should coufcss that the crisis is uonnal e-.·ents aud li:equemly 

SC happen~ to orh~r airlines carrier also. 

u M.A.S perlu 111e11gak11i bahmm krisis i11i adalah peristi,m biasa dm1 l 2 3 4 5 6 7 
sering berlaku kepnda de11g1111 1ynrifi:a1 pe11erba11ga11 lni11 Jugo. 

/1,[AS should eu1phasize their pre\ious positive records and their 
uoble 11e1ions ns pro\·es tlm they art' NOT inr~utioually in\'Olved iu 

SC the crisis. 

14 MAS perlu 11,e11eka11l.an rekod positifml!reka sebe/11111 bu dall 1 2 3 4 5 6 7 

1i11dnkm1 11111/ia mereka sebngai 111e111buklikm1 baliawa 111ereka 
TIDAK sengaja terlibar dalam krisis. 
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SECTION D: CORPORATE REBRANDING/PENJENAMAAN SEMULA KORPORA T 

Using the scale or 1 - 7, please circle tbe appropriate number that best describe your perception 
based on the statement given below. 
De1iqo11 111en_q_q1111aka11 skaln 1 • 7, si/a b11/arka11 110111bor ya11.11 sesuai J'nl\11 µnli11_q 111e119.r,nmbarka11 µerseµsi rrnda 
berdasorkn11 ke11yntaa11ya119 diberi dibmvah. 
(l= strongly disagree/scutgor tidak setuj11, 4= natural/11ot11rnl, 7= strongly agree/sn11gnt seruj11) 

"On 1 September 2015, Malaysia Airlines started their business as a new entity when its holding 
company, Malaysian Airline System Berhad (MAS), changed to J\fa)aysia Airlines Berhad (MAB)" 

"Parla 1 September 2015. Malaysia Airlines 111e11111/akn,1 pemiagaaJJ mereka sebagai e11titi ban, 
npobila synrikat i11duk11ya, Malaysian Airline System Berhnd (MAS), dituknr kepnda Malaysia Aidi11es 

Berharl {MAB)" 

CR 1: Corpor.ite rebranding Strongly Disagree .. -........ Strongly Agree/ 
CR 1 : Pe11je11amam1 sem11/a koIporar Sangat TIDAK Sen,;u .......... Sangat Seruj\l 

CR! I prefer MAB brand name than MAS brand name. 
Saro /ebih suka ienn111a MAB dariµada jenamn MAS. 

1 2 3 4 5 6 7 

CR2 I think MAB is a positivt> brand name. 
Sm·n rasn MAB adnlah 1101110 iel//unn l'ml.<I oosi1if. 

1 2 3 4 5 6 7 

CR3 I think MAB is a favourable brand name. 1 2 3 4 5 6 7 
Sol'n rosa MAB ndolnh 11011111 ie1101110 varw rlioemari. 

CR4 I think MAB is a good brand name. 
Snva rasn MAB adalnh 11m110 ie11ama l'Oll.Q baik. 

l 2 3 4 5 6 7 

CRS I know ,•ery much about airline services. l 2 3 4 s 6 7 
Sol'o tahu ba11vak 111e11oe11ai 1,1erkhiclmarar1 si'arikat oe11erb1111om1. 

I am experienced in using airline se1vices. 
CR6 Sayn ndalnh seorn119yn119 berpe1wnto111n11 dalam 111e1199w1aka11 1 2 3 4 5 6 7 

1,1erkhidmara11 s-.•arikar ve11erba1wa11. 

I am infonned al>out the airlines sen~ces-related infonnation. 
CR7 Soya sedi<I mak/11111 111e119e11ai mnk/umat symikat pe11erba119m1 1 2 3 4 5 6 7 

verk/ridmata11 1•01111 berkoitn11. 

Compare-cl with average, I a111 an l'xpert airlines se1vices user. 
l 2 3 4 s 6 7 CR8 Secarn p11mro, saya ndnlah pe1199Ima yn119 pakm· 111e119e11ai 

s!'nrikar µe11erbn11.c1a1L 

CR9 
I like MAB. 

1 2 3 4 5 6 7 
Sayn suka MAB. 

CR My overall opinion on MAB is l)Osltive. 1 2 
10 Pada 1>e11da1>at savn secarn kese/umhan di MAB adalnh posit if 

3 4 5 6 7 

CR I think MAB is a good brand. 1 2 3 4 5 6 7 
11 Sm•o rnsa MAB adalah sani ie11a111n van.o baik. 

CR 
I will choose MAB the next time to fly. 
Soya akm1 memilih MAB 1111tuk pe11erban.9a11 pnda moso okn11 1 2 3 4 5 6 7 

12 
rtara11_q. 
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SECTION E: OEMOGRAPHIC INFORMATION/ MAKLUMAT DEMOGRAFI 

Please tick ff) at appropriate box that suit you.-self. 
Si/a tandako11 (/) pado korakya119 berkemw11 deriga11 a11dr:. 

What ls your gender? 
Apak11l1Ja11tina (lllda? 

What is your :lge? 

Be.-apakah um11r ando? 

\,\/hat is your cltiunshlp> 
Apakah ko-akyacan a11da? 

Wh.it Is vour e<lucatlon level? 
Apakah rcihap pemiidikn11 m1da? 

Please specify your race. 
Si/a 11yacok1111 kec111,111m1 ondo. 

\Nhat ls your current job? 
Apakah peke11ao11 t111da sdwra119? 

What catego11• best descnbe your 
monthly l.ncome?/Apoka/1 kau9orl 

pe11dapatn11 anda? 

D Male/ Ldnkl 

□ 25-35 

□ 47-57 

D Malaysi;i 

D High scbool/Me11~1190/z 

D Master/1/azah S111janci 

D Malay/ MdaJ-11 
Oindia 

D Government serw.u1t/ 
liaklro119c111 kem/0011 

D Self-employed/ 
Bekerja sendfri 

B<RM2000 
RM 4001 - RM 6000 

D Female/ Perempun.n 

D 36-46 

D 5 7 an<I above/ 57 da11 /ebllL 

D Non Malaysia/b11kci11 Mcilnysin 

D Bachelor degree//jnzoli SaIJmIa 

D 
Muda 
PhD/ Doktor Falsafah 

D Chinese/ C/1111 

D Others/ lal11 -lni11 

D P11vate sector/ 
Pekerja sektor SIVOSCII 

D Retired/ 
P~sarn 

D RM2001 -RM 4000 

D > RM6001 

Please specify you1· preferable JlrllnE' company /Si/a 

nyornkan syarikar pe11erba119m1 ke9e111arm1 a11da. B MAS D Air Asia 

Others. please specify/ loi11-/ol1t slla 11yatnka11 

How often you use airline service? 
Berapa kernp a11da me11gg1111al:a11 pc1khidmara11 
~nkar penerbn11ga11? 

How did you Orst hear about MAS's crisis? 

Bogaima11a a11da pe11a111a l:nli mt11dengar 
111e11genai knsi.s ,\:US? 

At least once In a week/ Semi119gu seko/1 
Al least 011ce i.n a mo11thl Scb11/a11 sekali 
At I.east once in a y-ear/ s~1ahun seka/i 

§ lV 
Nt>wspaper/S11rnt khabar 

Word of mouth/ 
§ Radio 

Mag~2lne/ Majnlah 
Internet 

11111/uc ke mulut 

D Others. please specify/ laiJ1· /al11. s/111 l!)larnkcm. 

THANK YOU VERY MUCH FOR YOUR ASSISTANCE IN COMPLETING THIS QUESTIONNAIRE. 

TERJMA KASIH DIA TAS BANTUAN ANDA UNTUK MENG/SI SOAL SELIDIK IN/. 
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APPENDIXC 

Reliability result for pilot test 

1. Brand Loyalty 

Reliability Statistics 

Cronbach's Cronbach's N of Items 

Alpha Alpha Based on 

Standardized 

Items 

.915 .917 7 

Item-Total Statistics 

Scale Mean if Scale Variance Corrected Item- Squared Cronbach's 

Item Deleted If Item Deleted Total Multiple Alpha if Item 

Correlation Correlation Deleted 

Brand Loyalty 1 28.10 58.714 .876 .865 .888 

Brand Loyalty 2 28.47 63.223 .870 .872 .888 

Brand Loyalty 3 28.27 71.099 .573 .433 .921 

Brand Loyalty 4 28.30 67.666 .784 .697 .898 

Brand Loyalty 5 28.23 68.944 .742 660 .902 

Brand Loyalty 6 27.47 72.189 .715 .711 .906 

Brand Loyalty 7 27.77 75.013 .680 .705 .910 
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2. Brand reputation 

Reliablllty Statistics 

Cronbach's Cronbach's N of Items 

Alpha Alpha Based on 

Standardized 

Items 

.812 ,857 10 

Item-Total Statistics 

Scale Mean if Scale Variance Corrected Item- Squared Cronbach's 

Item Deleted if Item Deleted Total Multiple Alpha if Item 

Correlation Correlation Deleted 

Brand Reputation 1 46.30 45.183 .749 .719 .771 

Brand Reputation 2 46.60 42.524 .701 .762 .769 

Brand Reputation 3 48.50 63.500 -.349 .271 .903 

Brand Reputation 4 46.23 43.771 .824 .812 .761 

Brand Reputation 5 45.87 45.292 .706 .741 .774 

Brand Reputation 6 46.37 44.516 .785 .725 .766 

Brand Reputation 7 45.87 46.051 .699 .696 .776 

Brand Reputation 8 46.03 46.654 .681 .665 .779 

Brand Reputation 9 46.60 41.076 .795 .750 .756 

Brand Reputation 10 46.33 52.782 .112 .176 .839 
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3. Primary crisis response strategy 

Reliability Statistics 

Cronbach's Cronbach's N of Items 

Alpha Alpha Based on 

Standardized 

Items 

.780 .797 22 

Item-Total Statistics 

Scale Mean if Scale Variance Corrected Item- Squared Cronbach's 

Item Deleted if Item Deleted Total Correlation Multiple Alpha if Item 

Correlation Deleted 

Primary Crisis Response 
98.54 168.110 .352 .906 .771 

Strategy 1 

Primary Crisis Response 
97.64 161.497 .484 .948 .761 

Strategy 2 

Primary Crisis Response 
97.46 171.962 .313 .953 .773 

Strategy 3 

Primary Crisis Response 
99.00 175.333 .220 .916 .778 

Strategy 4 

Primary Crisis Response 
97.93 162.143 .518 ,957 .759 

Strategy 5 

Primary Crisis Response 
98.25 174.565 .198 .954 .781 

Strategy 6 

Primary Crisis Response 
97 57 165.143 .452 .896 .764 

Strategy 7 

Primary Crisis Response 
98.11 169.433 .330 .962 .772 

Strategy 8 

Primary Crisis Response 
96.32 166.004 .595 .910 .759 

Strategy 9 
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Primary Crisis Response 
96.43 166.476 .510 .855 .762 

Strategy 10 

Primary Crisis Response 
97.75 159.602 .687 .944 .751 

Strategy 11 

PrimaryCrisis Response 
95.86 164.127 .601 .917 .757 

Strategy 12 

Primary Crisis Response 
98.14 178.720 .099 .935 .787 

Strategy 13 

PrimaryCrisis Response 
96.14 172.201 .338 .894 .772 

Strategy 14 

Primary Crisis Response 
98.00 172.741 .264 .967 .776 

Strategy 15 

Primary Crisis Response 
96.64 173.053 .317 .924 .773 

Strategy 16 

Primary Crisis Response 
96.50 171.963 .348 .864 .771 

Strategy 17 

Primary Crisis Response 
95.89 169.803 .518 .918 .764 

Strategy 18 

PrimaryCrisis Response 
96.82 185.115 -.049 .932 .799 

Strategy 19 

Pri maryC risls Response 
96.54 180.258 .066 .965 .789 

Strategy 20 

Primary Crisis Response 
95.79 184.101 .007 .938 .788 

Strategy 21 

Primary Crisis Response 
96.18 172.671 .415 .799 .769 

Strategy 22 
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4. Secondary crisis response strategy 

Reliability Statistics 

Cronbach's Cronbach's N of Items 

Alpha Alpha Based on 

Standardized 

Items 

.821 .848 14 

Item-Total Statistics 

Scale Mean if Scale Variance Corrected Item• Squared Cronbach's 

Item Deleted if Item Deleted Total Correlation Multiple Alpha if Item 

Correlation Deleted 

Secondary Crisis Response 
67.46 92.554 .557 .957 .801 

Strategy 1 

Secondary Crisis Response 
67.36 92.831 .552 .962 .801 

Strategy 2 

Secondary Crisis Response 
67.18 

Strategy 3 
90.671 .588 .799 .798 

Secondary Crisis Response 
66.46 98.406 .643 .836 .800 

Strategy 4 

Secondary Crisis Response 
66.54 97.962 .599 .818 .801 

Strategy 5 

Secondary Crisis Response 
66.29 99.841 .640 .930 .802 

Strategy 6 

Secondary Crisis Response 
66.39 98.766 .622 .927 .801 

Strategy 7 

Secondary Crisis Response 
66.64 98.460 .577 .780 .803 

Strategy 8 
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Secondary Crisis Response 
66.93 95.847 .663 .697 .797 

Strategy 9 

Secondary Crisis Response 
67.18 93.041 .631 .592 .796 

Strategy 10 

Secondary Crisis Response 
67.46 104.036 .171 .597 .833 

Strategy 11 

Secondary Crisis Response 
68.57 99.069 .302 .623 .823 

Strategy 12 

Secondary Crisis Response 
66.79 96.249 .494 .649 .806 

Strategy 13 

Secondary Crisis Response 
69.86 117.757 -.234 .460 .858 

Strategy 14 
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5. Corporate rebranding 

Reliability Statistics 

Cronbach's Cronbach's N of Items 

Alpha Alpha Based on 

Standardized 

Items 

.845 .823 12 

Item-Total Statistics 

Scale Mean if Scale Variance Corrected Item- Squared Cronbach's 

Item Deleted if Item Deleted Total Correlation Multiple Alpha if Item 

Correlation Deleted 

Corporate Rebranding 1 43.59 89.823 .628 .798 .824 

Corporate Rebranding 2 42.90 84.310 .779 .873 .811 

Corporate Rebranding 3 43.38 85.458 .775 .953 .812 

Corporate Rebranding 4 43.17 84.219 .765 .953 .812 

Corporate Rebranding 5 41.72 108.350 .017 .582 .863 

Corporate Rebrani:ting 6 40.83 109.362 -.023 .817 .865 

Corporate Rebranding 7 41 .28 108.707 .018 .871 .860 

Corporate Rebranding 8 42.03 97.534 .413 .609 .840 

Corporate Rebranding 9 42.72 85.421 .783 .922 .811 

Corporate Rebranding 10 42.24 92.190 .598 .758 .827 

Corporate Rebranding 11 42.52 85.901 .757 .929 .813 

Corporate Rebranding 12 41 .90 95.953 .442 .716 .839 
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APPENDIXD 

Independent Sample t-test 

Equal variances 

IV1 
assumed 
Equal variances not 
assumed 
Equal variances 

IV2 
assumed 
Equal variances not 
assumed 
Equal variances 

IV3 assumed 
Equal variances not 
assumed 
Equal variances 

MV assumed 
Equal variances not 
assumed 
Equal variances 

DV 
assumed 
Equal variances not 
assumed 

Levene's Test for Equality of 
Variances 

F Sig. 

1.086 .298 

3.605 .058 

.019 .892 

.006 .939 

2.441 .119 
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Independent Samples Test 

t-test for Equality of Mear 

t df Sig. (2- Mean 

~ 
Std. E1 

tailed) Difference Differe 

,794 381 .428 .09181 .1 

.802 258.385 .423 .09181 .1 

.025 382 .980 .00279 .1 

.026 282.344 .979 .00279 .1 

-.790 382 .430 -.10840 .1 

-.790 254.655 .430 -.10840 .1 

-.460 380 .646 -.03532 .( 

-.457 248.633 .648 -.03532 .C 

.868 382 .386 .13672 .1 

.894 275.838 .372 .13672 .1 



APPENDIXE 

Original Sample Standard Standard T Statistics 
Sample Mean (M) Deviation Error (JO/STERRI) 

(0) (STDEV) (STERR) 

BLl<- 0.888098 0.889326 0.020612 0.020612 43.086247 

BL 

. BLl <- 0.936961 0.938089 0.012238 0.012238 76.561683 
Attitude 

BL2 <- 0.881084 0.882287 0.023389 0.023389 37.670209 

BL 

BL2<- 0.937738 0.938397 0.011969 0.011969 78.349260 
Attitude 

BL3<- 0.793044 0.790952 0.042540 0.042540 18.642127 

BL 

BL3 <- 0.857423 0.855043 0.034884 0.034884 24.579441 
Attitude 

BL4<- 0.899978 0.900357 0.021142 0.021142 42.569050 

BL 

BL4<- 0.876005 0.875982 0.023763 0.023763 36.864352 
Behaviour 

BLS<- 0.822585 0.822420 0.042404 0.042404 19.398547 

BL 

BLS<- 0.848819 0.848612 0.034748 0.034748 24.427676 
Behaviour 

BL6<- 0.851948 0.849382 0.036535 0.036535 23.318461 

BL 

BL6<- 0.919843 0.918179 0.022572 0.022572 40.751501 
Behaviour 

BL7<- 0.849301 0.846841 0.036146 0.036146 23.496576 

BL 
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BL7<- 0.918396 0.916864 0.020563 0.020563 44.661834 
Behaviour 

BRI <- 0.732217 0.731609 0.060969 0.060969 12.009688 

BR 

BRlO <- 0.881382 0.883162 0.019461 0.019461 45.290659 

BR 

BR2<- 0.663018 0.661409 0.082918 0.082918 7.996072 

BR 

BR3 <- 0.884100 0.885776 0.018976 0.018976 46.590069 

BR 

BR4<- 0.867100 0.869626 0.025493 0.025493 34.013320 

BR 

BR5<- 0.746177 0.744522 0.047693 0.047693 15.645328 

BR 

BR6<- 0.868755 0.869994 0.029346 0.029346 29.604372 

BR 

BR7<- 0.782895 0.783032 0.049393 0.049393 15.850301 

BR 

BR8<- 0.765021 0.767382 0.056135 0.056135 13.628157 

BR 

BR9<- 0.693929 0.691549 0.070854 0.070854 9.793820 

BR 

CRI <- 0.767757 0.770713 0.053374 0.053374 14.384566 

CR 

CRIO<- 0.738388 0.739370 0.057029 0.057029 12.947657 

CR 

CRll<- 0.514753 0.5 14471 0.113884 0.113884 4.519963 
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CR 

CR12 <- 0.511029 0.510981 0.114417 0.114417 4.466365 

CR 

CR2<- 0.762063 0.762064 0.056161 0.056161 13.569320 

CR 

CR3<- 0.663847 0.661815 0.082805 0.082805 8.016999 

CR 

CR4<- 0.825407 0.826899 0.034243 0.034243 24.104360 

CR 

CRS<- 0.824390 0.825984 0.035605 0.035605 23.153515 

CR 

CR6<- 0.735201 0.733712 0.047424 0.047424 15.502555 

CR 

CR7<- 0.863048 0.864817 0.026980 0.026980 31.989007 

CR 

CR8<- 0.781816 0.782526 0.048867 0.048867 15.998728 

CR 

CR9<- 0.836780 0.837361 0.043749 0.043749 19.126860 

CR 

PCl <- 0.876193 0.877716 0.036642 0.036642 23.912420 
BCRS 

PClO <- 0.889704 0.891557 0.019161 0.019161 46.433760 
BCRS 

PCll <- 0.886380 0.887972 0.022649 0.022649 39.135198 
BCRS 

PC12 <- 0.774251 0.771861 0.044689 0.044689 17.325285 
BCRS 

PC13<- 0.867094 0.867618 0.031 561 0.031561 27.473824 
BCRS 
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PC14 <- 0.769421 0.769712 0.052450 0.052450 14.669489 
BCRS 

PC15 <- 0.719506 0.722733 0.063465 0.063465 11.336970 
BCRS 

PC16 <- 0.650671 0.649936 0.073801 0.073801 8.816516 
BCRS 

PC17 <- 0.888220 0.890011 0.019743 0.019743 44.988836 
BCRS 

PC18 <- 0.699294 0.698288 0.066673 0.066673 10.488374 
BCRS 

PC19 <- 0.628106 0.626533 0.087041 0.087041 7.216180 
BCRS 

PC2<- 0.878022 0.879674 0.030060 0.030060 29.209011 
BCRS 

PC20 <- 0.865120 0.867347 0.035086 0.035086 24.657399 
BCRS 

PC21 <- 0.877135 0.878475 0.027565 0.027565 31.82056 l 
BCRS 

PC22 <- 0.763741 0.760845 0.052845 0.052845 14.452465 
BCRS 

PC3 <- 0.774212 0.771616 0.044378 0.044378 17.446008 
BCRS 

PC4 <- 0.877534 0.878429 0.027045 0.027045 32.447133 
BCRS 

PCS<- 0.771103 0.771365 0.052040 0.052040 14.817527 
BCRS 

PC6<- 0.806855 0.806593 0.039857 0.039857 20.243949 
BCRS 

PC7<- 0.671221 0.672685 0.065796 0.065796 10.201552 
BCRS 

PCS <- 0.684879 0.685951 0.071685 0.071685 9.554028 
BCRS 

PC9 <- 0.625218 0.622576 0.089047 0.089047 7.021205 
BCRS 
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. SCl <- 0.702211 0.701041 0.067154 0.067154 10.456716 
BCRS 

SClO <- 0.887454 0.889629 0.018955 0.018955 46.818440 
BCRS 

scu <- 0.889417 0.891277 0.018552 0.018552 47.942675 
BCRS 

SC12<- 0.892562 0.894134 0.020821 0.020821 42.867430 
BCRS 

SC13 <- 0.780911 0.778184 0.043051 0.043051 18.139145 
BCRS 

SC14 <- 0.871138 0.873303 0.028630 0.028630 30.427590 
BCRS 

SC2 <- 0.623378 0.621558 0.087612 0.087612 7.115195 
BCRS 

SC3 <- 0.878479 0.881377 0.030119 0.030119 29.167222 
BCRS 

SC4 <- 0.878528 0.879950 0.027281 0.027281 32.203187 
BCRS 

scs <- 0.776125 0.773785 0.044434 0.044434 17.466811 
BCRS 

SC6<- 0.856415 0.857148 0.042817 0.042817 20.001602 
BCRS 

SC7<- 0.736578 0.737735 0.064767 0.064767 11.372796 
BCRS 

SC8<- 0.710748 0.715368 0.069237 0.069237 10.265381 
BCRS 

SC9 <- 0.650211 0.649054 0.073917 0.073917 8.796492 
BCRS 
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APPENDIXF 

Average Variance Extracted (A VE) 

AVE 

Attitude 0.830807 

BCRS 0.629860 

BL 0.732526 

· BR 0.627730 

Behaviour 0.794361 

CR 0.553329 

Composite Reliability (CR) 

CR 

Attitude 0.936330 

BCRS 0.983723 

BL 0.950343 

BR 0.943501 

Behaviour 0.939151 

CR 0.935601 

242 



APPENDIXG 

Cross Loading 

Variables 

Brand Loyalty 
(BL) 

Brand 
Reputation 

(BR) 

BLl 

BLI 

BL2 

BL2 

BL3 

BL3 

BIA 

BIA 

BLS 

BLS 

BL6 

BL6 

BL7 

BL7 

BR! 

BRIO 

BR2 

BR3 

BR4 

BRS 

BR6 

BR7 

BR8 

Attitude BCRS 

0.936961 0.677838 

0.936961 0.677838 

0.937738 0.675715 

0.937738 0.675715 

0.857423 0.626782 

0.857423 0.626782 

0.829783 0.677469 

0.829783 0.677469 

0.698341 0.585688 

0.698341 0.585688 

0.673408 0.615493 

0.673408 0.615493 

0.66974 l 0.594853 

0.669741 0.594853 

0.464135 0.709210 

0.671834 0.892352 

0.410862 0.645318 

0.677350 0.896230 

0.701591 0.890092 

0.625707 0.775594 

0.611739 0.873465 

0.506917 0.769802 

0.493721 0.725041 
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BL BR Behaviour CR 

0.888098 0.673862 0.772236 0.658323 

0.888098 0.673862 0.772236 0.658323 

0.881084 0.662058 0.759740 0.650954 

0.881084 0.662058 0.759740 0.650954 

0.793044 0.608830 0.672697 0.617170 

0.793044 0.608830 0.672697 0.617170 

0.899978 0.678748 0.876005 0.694100 

0.899978 0.678748 0.876005 0.694100 

0.822585 0.600312 0.848819 0.615847 

0.822585 0.600312 0.848819 0.615847 

0.851948 0.619041 0.919843 0.668342 

0.8S1948 0.619041 0.919843 0.668342 

0.849301 0.596042 0.918396 0.646282 

0.849301 0.596042 0.918396 0.646282 

0.543634 0.732217 0.559462 0.761519 

0.631181 0.881382 0.544252 0.832988 

0.450659 0.663018 0.443164 0.674433 

0.638090 0.884100 0.551665 0.837946 

0.657616 0.867100 0.565805 0.830789 

0.565209 0.746177 0.467845 0.729441 

0.683057 0.868755 0.679129 0.859939 

0.627504 0.782895 0.667973 0.777383 

0.579209 0.765021 0.596000 0.770199 



BR9 0.395299 0.650591 0.45 l 888 0.693929 0.457301 0.669903 

PCl 0.661640 0.876193 0.621164 0.862083 0.535265 0.817302 

Brand Crisis PCIO 0.668105 0.889704 0.633811 0.877358 0.551651 0.831120 
Response 

PCl 1 0.695415 0.653156 0.563089 0.825374 Strategy 0.886380 0.863832 

(BCRS) 
PC12 0.624226 0.774251 0.564004 0.745000 0.466959 0.728551 

PC13 0.606128 0.867094 0.676957 0.861922 0.673150 0.852777 

PC14 0.504372 0.769421 0.625867 0.782758 0.667171 0.776950 

PC15 0.489029 0.719506 0.573935 0.759143 0.590732 0.762937 

PC16 0.396623 0.650671 0.452453 0.693051 0.457190 0.669183 

PC17 0.663158 0.888220 0.625357 0.876524 0.541233 0.829378 

PC18 0.459706 0.699294 0.53101 I 0.716721 0.541397 0.743584 

PCl9 0.403627 0.628106 0.435343 0.640237 0.422754 0.649415 

PC2 0.688857 0.878022 0.641783 0.855470 0.548891 0.819577 

PC20 0.639425 0.865120 0.600234 0.849650 0.517162 0.801464 

PC21 0.695092 0.877135 0.649581 0.852249 0.557276 0.814972 

PC22 0.631580 0.763741 0.572004 0.733251 0.474822 0.712597 

PC3 0.621152 0.774212 0.565169 0.746480 0.471439 0.726861 

PC4 0.619781 0.877534 0.686919 0.869887 0.679341 0.865907 

PCS 0.5 11602 0.771103 0.630176 0.781869 0.668805 0.782210 

PC6 0.538626 0.806855 0.673264 0.802854 0.721740 0.844426 

PC7 0.442497 0.671221 0.501676 0.675394 0.505122 0.730579 

PCS 0.445166 0.684879 0.522379 0.705684 0.538238 0.734824 

PC9 0.393084 0.625218 0.432509 0.641823 0.426266 0.653060 

SCI 0.460233 0.702211 0.533838 0.720108 0.545825 0.748020 

SCIO 0.665216 0.8874S4 0.624622 0.876254 0.538301 0.827677 

SC11 0.672052 0.889417 0.634996 0.876851 0.550570 0.831098 

SC12 0.704027 0.892562 0.661756 0.869359 0.570950 0.834946 
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SCl3 0.629744 0.780911 0.571469 0.751678 0.475317 0.733870 

SC14 0.615458 0.871138 0.681905 0.862822 0.674221 0.860097 

SC2 0.396432 0.623378 0.430226 0.635474 0.419778 0.646454 

SC3 0.657343 0.878479 0.619395 0.863546 0.535626 0.816728 

SC4 0.692822 0.878528 0.645815 0.854062 0.552641 0.816361 

SC5 0.626396 0.776125 0.565733 0.746252 0.468201 0.727351 

SC6 0.597680 0.856415 0.666310 0.850024 0.661706 0.839733 

SC7 0.477208 0.736578 0.597412 0.747810 0.640193 0.745096 

SC8 0.483522 0.710748 0.569535 0.747723 0.587579 0.755478 

SC9 0.395900 0.650211 0.451803 0.693294 0.456692 0.669236 

Corporate CR! 0.490148 0.721674 0.575576 0.761551 0.592636 0.767757 
Rebranding 

CRlO 0.429444 0.674359 0.491462 0.679119 0.498037 0.738388 (CR) 

CRl 1 0.326007 0.407400 0.350403 0.418718 0.338883 0.514753 

CRl2 0.334206 0.403781 0.355660 0.416009 0.341358 0.511029 

CR2 0.464662 0.709255 0.543831 0.732229 0.559372 0.762063 

CR3 0.397189 0.632109 0.436836 0.650468 0.430420 0.663847 

CR4 0.665656 0.873912 0.626253 0.861920 0.540758 0.825407 

CR5 0.719311 0.869449 0.676527 0.848016 0.583955 0.824390 

CR6 0.636706 0.778776 0.580722 0.750023 0.485580 0.735201 

CR7 0.619950 0.870726 0.692618 0.864435 0.688919 0.863048 

CR8 0.517448 0.768927 0.635773 0.779822 0.673709 0.781816 

CR9 0.542280 0.797792 0.675729 0.793335 0.723110 0.836780 
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APPENDIXH 

Fornell-Larcker Criterion 

Attitude BCRS 

Attitude 1.000000 

. BCRS 0.724631 1.000000 

BL 

BL 0.938260 0.744525 1.000000 

BR 

BR 0.711886 0.995390 0.741940 1.000000 

Behaviour 

Behaviour 0.807717 0.695370 0.961796 0.701013 1.000000 

CR 

CR 0.704629 0.977009 0.759953 0.980346 0.737491 l.000000 
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APPENDIXL 

Construct Cross Validated Redundancy 

Brand Loyalty 

Brand Reputation 

sso 

384.0000 

384.0000 

SSE Q1 (=1-SSE/SSO) 

13.1050 0.9659 

5.3992 0.9859 
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