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                                               Executive Summary  
 
In today’s world, consumerism is dominating all the aspects of our life. In society, life 
follows the pattern of the capitalist culture where the human values have a different measure. 
We do live in a branded world. There is no doubt about it. We all make product decisions 
every day. We probably all have certain types of products of which we like only one or two 
brands, while we buy other things based on what is on sale on a given day. This inclination 
to buy branded products is rooted in two basic things: recollection and satisfaction. We 
remember which one we like by brand name. 
 
A survey by the Henley Centre revealed that the public trust brand names such as Kellogg’s, 
Heinz and Marks & Spencer more than Parliament, the police and the legal system (Sunday 
Times, “A can of worms is a bad diet”, 5 April 1998). This research highlights the 
importance of the relationship between consumers and key brands; and shows that it has 
strengthened to such an extent that it is now healthier than the relationship with our social 
structures. This is evidence of the power of consumer culture and the liberal free market 
economics of the westernized world. The Brands not just represent the symbol of the 
company but also to a greater extant defines lives people in the society. What a person uses 
can reflect his taste, his or her status in the society, his / her economic background as well. 
This makes a deep connection between the company and its brand, with the consumer. In 
this two way relation both the company and consumers are dependent on each other.  
   
The salient of purpose of our study was to find out to what extent brand names influence the 
consumers’ purchase decisions with regard to high-involvement products. We conducted this 
study based on theories and survey. We reviewed a good number of relevant theories of 
brand and consumer decision making process. We also conducted a survey among the 
students. The respondents of our survey were those students who own a notebook PC, a high 
involvement product. We used convenience sampling for our survey. We analyzed the data 
of the survey in order to be able to draw conclusions and find answers to our questions. 
 
On analysis of the collected data, we came to a conclusion that brand names have an 
influence on the consumer decision not only in case of notebook PC, but also in other 
product categories. The overall means of brand equity for male and female student are 3.64 
and 3.66 respectively. Both the means are considerably higher than the average of 2.5 on the 
Likert Scale. So, it is reasonable to say that both male and female students’ purchase 
decisions are influenced by the brand equity to an extent.  The consumers are very conscious 
about branded products because they have the view that well-known brands are more 
reliable. This study also explains that customers trust the branded products. Before 
purchasing a notebook PC people do not consider the lesser known brands. Our survey 
results show that the respondents previously automatically knew which brand of Notebook 
PC to buy. The mean of the statement “I automatically knew which brands of this product to 
buy” was much higher than average indicating that respondents had only a few brands in 
their evoked set and they ended up buying their top-of-the-mind brand. Consumers opined 
that well-known brand companies maintain quality of their product. Which is why, brand 
name affects the customer choice while making a purchase decision. Moreover, consumers 
also tend to trust well-known branded products. The mean of the statement “When I see an 
advertisement of this brand I believe the information in it is accurate” was much higher than 
the average which testifies to the fact that consumers usually trust the brands.     
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INTRODUCTION  

 
The principle purpose of this chapter is to provide an overview of the problem to be studied. 
Firstly it discusses the reasons highlighting the role of branding found on this subject, 
relevant to study. Subsequently, the authors formulated their research questions and 
explained the purpose of their study so that the readers can continue with a firm grasp on the 
topics at hand. 
 
 

1.1 Problem Background: 
 
 
We do live in a branded world. There is no doubt about it. We all make product decisions 
every day. We probably all have certain types of products of which we like only one or two 
brands, while we buy other things based on what is on sale on a given day. This inclination 
to buy branded products is rooted in two basic things: recollection and satisfaction. We 
remember which one we like by brand name.1 The “brand” concept evolved in the eighteenth 
century as the name and pictures of animal, place of origin, and famous people replaced 
many producers name. According to Farquhar, the new purpose of brand was to strengthen 
the association of the brand name with a product. Producers started making their products 
easier for consumers to remember and to differentiate their products further from those of 
competitors. In the nineteenth century a brand was used to enhance a product’s perceived 
value. The purposes and strategies of branding have evolved further in the twentieth 
century.2 
 
Branding has been around for centuries as a means to distinguish the goods of one producer 
from those of another. Brands today are playing a number of important roles that improve 
consumers’ lives and enhance the financial value of firms. It can signal a certain level of 
quality so that satisfied buyers can easily choose the products again. To firms, brands 
represent enormously valuable pieces of legal property that can influence consumer 
behavior, be bought and sold, and provide the security of sustained future revenues to their 
owners. Strong brands leads to better earnings and profit performance for firms which, in 
turn creates greater value for shareholders. Much of the recent interest in brands by senior 
management has been a result of these bottom line financial considerations. Consumers learn 
about brands through past experiences with the product and its marketing program.3 
 
A brand is a name, term, sign, symbol, or design or some combination of these elements, 
intended to identify the goods and services of one seller or group of sellers and to 
differentiate them from those of competitors.4 A product is something that offers a functional 
benefit (e.g. toothpaste, a life insurance policy, or a car) and a brand which enhances the 
value of the product beyond its functional purpose. It can have added value to the firm, the 
trade or the consumer.5 The value of a brand name is associated closely with awareness, 
quality perception, and the customer satisfaction engendered by related products and 

                                                
1 Nicolino, P.  F. (2000) Complete Idiot's Guide to Brand Management. Indianapolis, IN, USA: Alpha Books,. p 3 

 
2 

Farquhar P.H (1989), Managing Brand Equity, Journal of Marketing Research, page 25 

3 Kotler, P  and Keller K.L, Marketing Management, 12th edition, p  274, 275 

4 Ibid p. 303 

5.Farquhar P.H (1989), Managing Brand Equity, Journal of Marketing Research, page 24-25 



    

 2   

offerings among others Aaker (1991).Brands are symbols that consumers have learned to 
trust over time and they often signal intangible product qualities (Erdem 1993).This signal is 
often based on “experience attributes” such as perceived quality, reliability and safety 
(Nelson 1970) that products and related marketing program afford.6 
 
A strong brand deserves competitive advantages to the firm. According to Farquhar, a strong 
brand provides a platform for new products and for licensing. He also mentioned a strong 
brand has resiliency to endure crisis situation, periods of reduced corporate support, or shifts 
in consumer tastes. It offers another advantage by providing resistance form competitive 
attack. Besides a dominant brand can be a barrier to entry in some markets. He also 
examined that a strong brand has more leverage advantage due to easier acceptance and 
wider distribution.7 
 
Brands play a significant role in affecting consumer choice behavior. Among the competitive 
products consumers face uncertainty and risk about product quality during the purchase time 
and it is closely related to high involvement products like mobile phone, television, camera, 
and laptop. This uncertainty arises from the imperfect and asymmetric information among 
the product attributes over the competitive products. In such situation, brands play key roles 
to consumers to pick up the right choice among the alternative product.8 In his review of 
research on pre-purchase information seeking, Newman (1977) found little evidence of 
extensive search and some evidence that no search or evaluation occurred in many instances. 
Several studies have shown that many consumers limit their attention to few alternatives.9 
  
“Today in a competitive market, the question is about the survival of the company in the 
market. But the answer depends on companies to survive by packing, design, price, quality, 
distribution channel and other means. The proper strategy planning is needed to achieve 
revenue, sales, quality and market share. A good strategy differentiates company brand to 
other competitor’s brands. The intention to offer marketing package for consumer benefits 
by a marketer is to win the competition by creating new and decisive consumer value.”10

 

 
Farquhar suggested three types of brand evaluation that can be stored in consumers’ 
memory. The first one is affective response (e.g. the brand makes consumers feel good about 
them, it is a familiar friend or it symbolizes status, affiliation or uniqueness).The second one 
is cognitive evaluations which are inferences made from beliefs about the brand( the brand 
lowers the risk of something bad or the brand is more effective than others).And the final 
one behavioral intentions that are developed from habits or heuristics toward the brand (the 
brand is the only one my family uses, the brand is a “change of pace” or the brand is on sale 
this week.11 
 

                                                
6.Shocker A.D. Srivastava R.K, and.Ruekert R.W (1994) Challenges and Opportunities Facing Brand Management: An introduction to the 

Special Issue, Journal of Marketing Research Vol XXX1 , p 155 

7.Farquhar P.H.(1989), Managing Brand Equity, Journal of Marketing Research, p 24-25 

8 Erdem T, Swait, J and Louviere J (2002)The impact of brand credibility on consumer price sensitivity International Journal of Research 

in Marketing, Volume 19, Issue 1, March 2002, P. 1 

9 Olshavsky, R. W and Granbois, D. H (1979), Consumer Decision Making- Fact or fiction,  Journal of Consumer research, Vol. 6, p. 93 

10 William M. Welibacher, (1993) Brand Marketing, Building Winning Brand Strategies That Deliver Value And Customer Satisfaction, 

p.130 

11.Farquhar P.H (1989), Managing Brand Equity, Journal of Marketing Research, page 24-25 
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Understanding the content and structure of brand knowledge is important because they 
influence what comes to mind when a consumer thinks about a brand for example in 
response to marketing activity for that band. According to Keller consumer brand knowledge 
can be defined in terms of personal meaning about a brand stored in consumer memory, that 
is all descriptive and evaluative brand related information. Keller focused different type of 
information linked to brand (Awareness, Attributes, Benefits, Images, Thoughts, Feelings, 
Attitudes and Experiences) which can be seen as some of the key dimension of brand 
knowledge. These different kinds of information affect consumer response to marketing 
activities as a part of consumer memory. Thus, brand knowledge works as the source of 
brand equity.12 
 
However, brand familiarity among the competitive brand affects the consumers purchase 
decision. And higher levels of experiences with a brand (brand familiarity) may lead to 
retention of a more developed schema (the hierarchical network of associations to the brand), 
involving retention of stronger links between the product class and brand and between the 
brand and its attributes. These links should make attribute information easier to retrieve and 
may reduce susceptibility to competitive interference. Familiarity also guides the consumer 
attention to specific brand.13 Kent and Allen suggest that Consumers memory for the 
advertising of familiar brands is less affected by exposure to competitive advertising. The 
authors also contend that well known brand have important advantage in market place 
advertising and consumer appear to better remember new product information for familiar 
brand. On the other hand, consumers may receive multiple exposures to ads for brands they 
have never seen or tried. Thus, familiar brand dominate over the unfamiliar brand.14  
 
Time is an important factor while making decision. According to the many investigator the 
consumers’ decision task are generally consist of two stages. Park and Lessig mentioned 
both of stages in their writings. One is choice reduction stage and another choice selection 
stage. In the first stage, consumer reduces the number of available alternatives to a smaller 
set and in the second stage consumer decides which alternative is the best among those in the 
acceptable set. The authors also examined that consumers show high confidence in usage of 
brand name and price in the choice decision for higher familiar product compared to lower 
familiar product.15 The degree of consumer involvement in a product category is now widely 
recognized. Depending on his or her level of involvement, individual consumers differ in the 
extent of his or her buying decision making process and their search for information. 
Depending on their level of involvement, a buyer may be passive or active when they receive 
advertising communication, and limit or extend their processing of this communication.16 
High involvement usually refers to the initiation of some type of problem-solving behaviour 
when the purchase is perceived as high in personal importance and involves comparatively 
higher amounts of risk.17 

                                                
12 Keller K.L , (2003) Brand Synthesis: The Multidimensionality of  Brand Knowledge, Journal of Consumer research , Volume 29, page 

596 

13 . Kent R.J and. Allen C.T (1994)Competitive Interference Effects in consumer Memory for Advertising: The Role of Brand Familiarity, 

Journal of Marketing Vol 58, page 98 

14 Ibid p.103 

15 Park C.Wand Lessig V.P (1981),  Familiarity and its impact  on Consumer Decision Biases and Heuristics ,Journal of Consumer 

Research Vol 8, p. 224 

16 Kapferer, J.N and Laurent G. (1985), Measuring consumer involvement profiles, Journal of Marketing Research, Vol. XXII, P. 41-53   

17 Patterson, P. G. (1993), Expectations and Product Performance as Determinants of Satisfaction for a High Involvement Purchase, 

Psychology and Marketing, Vol. 10 (5), P. 449-465  
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Consumer behaviour researchers have developed a number of complex theories to explain 
and foresee the behaviour of the consumer. These theories propose that consumers keenly 
search for and use information to make informed decision. This implies that the consumer is 
an intelligent, rational, thinking, and problem solving organism, that stores and evaluates 
sensory inputs to make a reasoned decision. However, a great deal of consumer behaviour 
does not involve extensive search for information or a comprehensive evaluation of the 
choice alternatives, even for the purchase of major items. The average consumer makes 
dozens of mundane decisions each day. For such decisions, it may be inappropriate to 
assume an active information processor.18 The attempt to empirically investigate the effect of 
information load on consumers was pioneered by Jacoby and his associates. In their 
experiments, they systematically varied the amount of product information provided in terms 
of the number of brands in the choice set and the number of attributes per brand and 
examined the effects of information provision on decision-making performance. Based on 
their investigations, these authors concluded that consumers "actually make poorer purchase 
decisions with more information.19  
 
Choice is one of the most important issues in consumer behavior research. Consumers 
always think about the outcome of a choice and so they are forced to deal with uncertainty or 
risk. Perception of risk is one pivotal aspect of consumer behavior because it may produce 
anxiety to consumer. And the amount of risk is perceived in a particular choice situation. 
Risk can be interpreted in terms of possible loss during the choice. This loss can be psycho / 
social terms or in functional / economic terms, or in some combination of both form of 
loss.20 Marketing managers follow different types of marketing mix elements that is, 
warranties, advertising, word-of-mouth, endorsements, samples, demonstrations, trial sizes, 
temporary price reduction, premiums and the like.21 These marketing mix elements play role 
on consumer purchase decision. But consumer seeks more brand related information while 
buying the product to avoid the risk. In such type of situation, what is the impact of brand on 
consumer to take the purchase decision that is the goal of our study? 
 
 

1.2 Research questions:  
 
1. What is the role of brand on consumers during the choice selection and purchase decision 

of a high involvement product? 
 
2. Beside brands, what is the impact of reference groups, social class and price sensitivity on 

the consumers’ purchase decision? 
 

1.3 Objective of the study: 
 
The salient purpose of this work is to explore the impact of brands on consumer purchase 
decision of high involvement products. We would like to investigate whether the brand 
equity really influences the purchase decisions of consumers. We will further study the 

                                                
18 Zaichkowsky, J. L, (1985), Measuring the involvement construct, Journal of Consumer Research, Vol. 12. P. 341   

19 Malhotra, N.K (1982), Information load and consumer decision making, Journal of Consumer Research, Vol. 8, P. 419   

20 Taylor J.W. (1974), The Role of Risk in Consumer Behavior, Journal of Marketing, Vol 38, p. 54 

21 Ibid p. 60 
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extent to which the brand equity does have an impact on the purchase decision. Moreover, 
the study will also investigate the impact of reference groups, consumers’ social class and 
price sensitivity on the purchase decision. The reason would like to study the impact of 
reference groups, consumers’ social class and price sensitivity on the purchase decision is 
because we believe these factors might have impact on the purchase decision of the 
consumers.     
 
2. SCIENTIFIC IDEAL AND PARADIGM  

 
2.1 Choice of thesis topic  

 
With a view to finding the area of our study, we started out with a number of brainstorming 
sessions. The method of the brainstorming, considered as an effective technique for problem 
solving, is also widely used to produce and fine tune research ideas.22 Having had quite a 
few brainstorming sessions, we subsequently reviewed marketing literature to choose the 
most suitable subject that is of interest to both of us. Finally, we agreed to work on the 
impact of brand image on the consumers’ buying process including price sensitivity. 
 
 
Being a student of MSc in Marketing we studied courses like Consumer Behavior, 
Consumer Analysis and Executive Decision Making at the Umea University. Hence, we 
thought we would be able to make a very good use of the knowledge we leaned about 
consumer behavior and brand management in our chosen research topic. Furthermore, we 
will be able to utilize our statistical knowledge that we earned in consumer analysis course 
by using SPSS as we have decided to do a quantitative research. Mahabubur Rahman has a 
few years work experience in brand management and public relations in a multinational 
company, which we expect would be very useful to get a good grasp of our chosen topic. 
Muhammed Anisur Rahman has also some work experience in brand management. Thus, we 
expect we would be able to make a very good use of bookish knowledge and practical 
experience in our research.  
 

2.2 Perspective 
 
The word perspective can be simplified as the point of view about something. There are 
three types of points of views namely, consumers, enterprise, and third party for instance 
academic origination. 
 
We took the enterprise’s management perspective in our research. In other words, we will 
view the consumers’ buying process and the impact of brand image from the companies’ 
perspective. Hence, our study will assist the companies marketing various high involvement 
products to get an insight pertaining to impact of brand image on consumers’ buying 
process. Whatever the result of this research will be, the information gleaned from the 
research will hopefully be very helpful for companies to understand the consumer behaviour 
and their decision making process. Companies can utilize this information when dealing with 
the behaviour of their customers.  
 

                                                
22 Mark S., Philip L. and Et. al. 2003, Research Methods for Business Students, 3rd Edition, Harlow: Financial Times, Prentice Hall, p 20 
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2.3 Theoretical and Practical Preconceptions 
 
 We believe that knowledge, academic background, social background and practical 
experiences comprise of the theoretical and practical preconceptions about a subject.  
  
In the first place, both of us studied Consumer behavior, Advanced Market Analysis and 
Executive Decision Making courses in Umea University. Having studied these core 
marketing courses, we gathered the requisite knowledge regarding consumer behavior and 
brand management. Secondly, both of us studied at the university level in Bangladesh. 
Furthermore, we have a few years experience in brand management. While working, we 
conducted surveys on the consumer market and we noticed how consumer buying process is 
influence by the well-known brand names on the market. Taking our practical experience 
and work experience, we decided to study on consumer behaviour which is linked to branded 
products and consumer choice.  
 
 

2.4 Scientific Ideals 
 
Mainly, there are two ontological orientations which are Objectivism and Constructionism. 
Objectivism, which is an ontological position, states that the existence of social phenomena 
and their meanings is independent of social actors. In other words social phenomena and the 
categories that we use in everyday conversation have an existence and they are independent 
from actors.23 According to Constructionism the reality in the social world is constructed and 
does not totally exist. Constructionism also asserts that social phenomena and their meanings 
are y being completed by the social actors continuously. Our study is objectivism orientated. 
The reason is what we will study is relating to a link between aspects in marketing 
management which exists in the real word and it is independent of the actors. 
 
There are two types of ontological orientations which are Interpretivism and Positivism. 
Interpretivism states that as the subject matter of social science is essentially different from 
that of the Natural sciences, researchers have to explain the reality. The subjective meaning 
of social action is what is important.24 Conversely, positivism supports the application of the 
methods of the natural sciences to the study of social reality and beyond.25As per the notion 
of positivism explained above and the traits of positivism, it is common in quantitative 
design, and researchers are unbiased to the object of the study. Consequently, it is reasonable 
to say that the epistemological approach that has been used in our research is positivism. 
 
 

2.5 Scientific Approach 
 
Researchers use either inductive reasoning or deductive reasoning to find a solution to one 
specific problem. Deductive reasoning is used if researchers make use of the more abstract 
and general ideas to return to specific; in other words, to predict future observations. On the 
other hand, if researchers reason from the specific to the general, they mainly use the 
inductive reasoning. If researchers starts with empirical observation and subsequently 
deduces constructs is considered to be following inductive reasoning. On the contrary, in 

                                                
23Alan B., Emma B., (2003) Business research methods, Oxford University Press, p19 

24 Ibid p19 

25 Ibid, p20 
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deductive reasoning researchers make use of constructs as the foundation to foresee a new 
and specific observation. With a view to building conceptual models researchers have to use 
both inductive and deductive reasoning.26 
 
In general, all scientific theories encompass both induction and deduction reasoning. 
Nonetheless, they vary in the extent, to which they put emphasis on one or the other. We 
think the most appropriate scientific approach for our study is an amalgamation of both 
inductive and deductive reasoning. However, we will emphasize on deduction in our study. 
The reason we are laying more emphasis on deduction reasoning is mainly because we will 
use a good number of relevant theories as the basis for forecasting and to reach a conclusion 
in the end.   
 

2.6 Research Approach 
 
Mainly two research approaches are used to conduct business research namely; quantitative 
method and qualitative method. Quantitative research design is mainly focuses on research 
design, measurement, and sampling method because the deductive reasoning approach put 
more emphasis on detailed planning before collection of data and analysis.27 On the other 
hand qualitative research mainly focuses on the richness, texture, and feeling of raw data 
because the inductive reasoning approach lays more stress on development of insights and 
generalizations out of the colleted and analyzed data. 
 
“Quantitative and qualitative research is often complementary, and in a research design both 
may feature. The qualitative element frequently takes place at the front end of the study, 
exploring values that need measuring in the subsequent quantitative phase. The qualitative 
research may offer a diagnostic understanding of what is wrong while the quantitative 
research provides hard data across different respondent groups that can lead to specific 
recommendations with measures that can be used as controls to determine the effectiveness 
of actions.28” 
 
 We used quantitative approach in our study. We collected primary quantitative data through 
survey. We collected quantitative data from secondary sources which include books, journal, 
internet, and other relevant sources. Another reason for choosing quantitative approach is 
that the deductive reasoning approach is mainly associated with quantitative research.  
 
 
 
 
 
 
 
 
 

                                                
26 Anthony M. G. and Michael L. R., Research Methods, Sixth Edition, p.35-36

 
27 W.Lawrence et al, (2000) Social Research Methods, Qualitative and Quantitative Approaches, 4th Edition, Boston: Allyn and Bacon, 

p122 

28 Hague, P. N. (2004) Market Research in Practice : A Guide to the Basics, London:  Kogan page ltd. P.11 
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3. RESEARCH METHODOLOGY  
 
 
3.1 Data collection method: 
 
There are two types of methods that researchers use to collect data for research. These are 
called qualitative and quantitative methods. The purpose of qualitative research is to 
understand the mindset of consumers. It helps a researcher to be oriented to a variety and 
complexity of consumer’s activities and concerns. The Qualitative data is collected for 
different reasons. Researchers can directly measure practical things which are impossible 
otherwise, like respondents feeling about particular product or brand, thoughts, intensions 
and behavior.29 The quantitative research also plays a very pivotal role in research. 
Quantitative research is the most important method used mainly in business research. 
Quantitative research can be defined as explaining phenomena by collecting numerical data 
that are analysed using mathematically based methods in particular statistics.30 
 
We believe that quantitative research is very useful for our study. The purpose of this study 
is to identify the influence of brands on the consumers’ decision making process. The 
developed the questionnaire for the study using Likert scale. Hence, we would be able to 
quantitatively analyze the opinion of the cases. Consequently we decided to use a 
quantitative research method for our study.  
 
 

3.2 Sampling method:   
 
This study focuses on young Swedish consumers whose age is between 19 and 40. The total 
population of Umeå city is approximately 110,000. One-third of the population is students. 
The average age of the dwellers of Umeå city is roughly 37 years.31 The current study 
researches on students who are students at the Umeå University and SLU. Self-administered 
questionnaire was used for the current research. Non-probability convenience sample has 
been used in the current study owing to constraint for budget and time. Non-probability 
convenience allows a researcher to choose from whom, where, and when to capture data for 
the research. One of the main drawbacks of this sampling method is that the results might 
not be representative of the population. Nevertheless, this sampling method is commonly 
used in consumer research because it can ascertain a high response rate. Conversely, 
probability sampling usually calls for a number of setbacks.32 
 
Data for the current study was collected during a particular week. Students were approached 
and explained the purpose of the survey. It is notable that we selected only those students to 
be the case for our study who own a notebook PC. We distributed 200 questionnaires and we 
got 187 questionnaires back. Hence, the response rate of about 93%. Three questionnaires 
were returned incomplete and therefore 184 questionnaire was usable for the study.  

                                                
29 Aaker, D. A., Kumar, V., & Day, G. S. (2004). Marketing Research, 8th ed. United States of America: John Wiley & Sons P.189 

30 Muijs, D. (2004) Doing Quantitative Research in Education with SPSS. London, , GBR: Sage Publications, Incorporated, p 1 

31 http://www.umea.se 

32 Bryman, A and Bell, E (2003), Business Research Methods, Oxford University Press 



    

 9   

 

        3.3 Design of Questionnaire:  
 
The first stage should always be to revisit the research objectives and determine what 
information you need to collect in order to be able to address them.33 Our questionnaire for 
the survey comprises of two parts.  
 
The first part of the questionnaire is the demographic part where the respondents are asked 
about their gender, age, income, household size, education level, occupation. The second 
part is the main part of the questionnaire that comprises of 24 questions aimed at finding the 
respondents’ opinions and attitude pertaining to importance and impact of brands on their 
purchase decision making process in case of high involvement products. All questions are 
close-ended and multiple-choice questions. Because of being closed-close-ended and 
multiple-choice in nature the results of the questions are easy to compare, tabulate and 
analyze easier.34 Open questions present problems for researchers. First, they are difficult to 
evaluate as they must be grouped together before any statistical analysis can take place. On 
the other hand In general, closed questions offer efficiencies to researchers. They are 
certainly easier to analyze and are usually quicker to administer and ask. Thus, they are often 
used in large samples and in self-completion interviews. The consistency in the response 
categories allows trends to be tracked over time if the same questions are used.35 
 
In the questions we used 5-point Likert-scale where the respondents are asked to select the 
most appropriate number that correspondents to the respondents’ level of satisfaction or the 
extent of agreement with a statement. The scales in our survey questions is that “1” denotes 
“strongly disagree” and “5” denotes “strongly agree”. We used Liker-type scale statements 
in the survey questions because it has been used by persuasion researchers for more than 
three decades. The original scale of Likert-type scale was developed by Rensis Likert He 
reported very satisfactory reliability data for the scales.36 
 
For designing the questionnaire we mainly used the book titled “Handbook of marketing 
scales” written and complied by Bearden and Netemeyer. Questions no 4 and 5 are meant to 
measure the consumer expertise that is name awareness of the brand. The construct and 
questions were developed by Kleiser and Mantel. Question no 9 to 11 are to measure the 
extent of influence of others and information search of a respondent. This construct and 
questions were developed by Reynolds and Dardens. Questions 12, 13, 25 and 7 are meant to 
measure the degree of loyalty of the respondent to a brand. The construct and questions were 
developed by Lastovicka and Gardner. Questions 14 to 16 develop by Lastovicka and 
Gardner are to measure the extent of emotional involvement (association) of the respondent 
with the brand. Questions 17 to 20 are meant to measure the extent to which the use of a 
particular brand affects the social status if the respondents. This construct and questions 
were also developed by Lastovicka and Gardner. Question 18 is to measure the brand 
propriety assets. Questions 6, 8, 22, 23 are meant to measure brand credibility. This 
construct and questions was developed by Hess. Questions 26, 23 and 28 are expected to 
measure the price quality relationship. This construct and questions were developed by 

                                                
33Hague, P (2006). Introduction to Market and Social Research. London, , GBR: Kogan Page, Limited, 2006. p 88.  

34 Aaker, D. A. et al. (2004), Marketing Research, 8th Edition, NJ: Wiley, p316-17 

35 Hague, Paul N. (2004) Market Research in Practice: A Guide to the Basics. London, , GBR: Kogan Page, Limited, P.113-114 

36 William E. A, James C. M , “The Likert Type Scale,” http://www.jamescmccroskey.com/publications/25.htm 
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Lichtenstein, Ridgway and Netemeyer. Questions 24 29 and 30 are meant to measure the 
perceive quality of brands.37 All the questions have acceptable level of validity. Validity of a 
questionnaire can be defined as the ability of the questionnaire to measure what we want to 
measure. Validity has three distinct aspects, all of which are important. They are content 
validity, criterion validity and construct validity.  
 
Content validity refers to whether or not the content of the manifest variables (e. g. items of 
a test or questions of a questionnaire) is right to measure the latent concept for example 
brand name awareness, brand loyalty.  
 
Like content validity, criterion validity is closely related to theory. When we are developing 
a measure, we usually expect it “in theory at least” to be related to other measures or to 
predict certain outcomes. And finally,  
 
Construct validity is related to the theoretical knowledge of the concept we want to measure. 
We might hypothesise that our concept or achievement measure has a number of different 
dimensions. For example, in our study we test the impact of brand equity on consumers’ 
decision making process and to measure that have different sets of question for brand name 
awareness, brand loyalty, brand association and so on. We would then want to know whether 
all the items relate to the right dimension. 
 
It is worth noting that we slightly modified a few questions which might have affected the 
content validity of the modified questions to a degree. But it has not significantly affected 
the overall validity of the questionnaire including the construct validity.         
 
         3.4 Pre-test of the questionnaire:  
 
Pre-test of questionnaire is conducted is to identify whether the questionnaire is able to 
capture the requisite data information as expected by the researchers.38 Pre-test was 
conducted mainly to find out whether our questionnaire was easily-understandable as well as 
whether there were any vague and confusing questions in the questionnaire. To develop the 
questionnaire we mainly followed the book Handbook of marketing scales by Bearden and 
Netemeyer (1999). The content and the format of the questionnaire were discussed with the 
supervisor. It is mentionable that, at the outset we developed a questionnaire ourselves which 
was subsequently modified altogether with consultation with our supervisor. Five students 
were invited to answer to the questionnaire at the presence of one of the authors. All the 
respondents reported that they had no difficulty in answering the questions. However, we 
received one general comment from two students that some of the questions were a bit 
wordy and long. Accordingly, the authors made necessary changes.  

 
       3.5 Analysis of Data:  
  
Excel and other spreadsheet software allow quantitative data analysis, although these are 
more limited in scope and often less user friendly than the specialised packages like SPSS. 
SPSS is probably the most common statistical data analysis software package used in 
business research. It is also quite user-friendly. This does not mean that it is necessarily 

                                                
37 Bearden, W. O and Netemeyer, R. G (1999), Handbook of marketing scales, California: Sage Publications Inc, 2nd edition   

38 Aaker, D. A., Kumar, V., & Day, G. S. (2004). Marketing Research, 8th ed. United States of America: John Wiley & Sons 
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“better” than any of the other packages. Other packages may be better in some areas, but 
SPSS is by far the most commonly used statistical data analysis software.39  
 
We decided to use SPSS to analyze the data. We have decided to apply both univariate and 
bivariate analysis to our dataset. As well as providing important information, univariate 
analysis can help us to look out for mistakes that may have been made during data input, for 
example. We can spot some errors by seeing whether there are values which are outside of 
the range of possible values. We used bivariate analysis to see if there is any relationship 
between two variables.40 We will use T-test and regression for analysis of our dataset.  
 
 We calculated mean, standard deviation, Skewness and Kurtosis. The mean for a discrete 
variable in a distribution is the mathematical average of all the values. The measures of 
dispersion or variability of a probability distribution are concerned with describing the 
variability among the values. In our study, we used standard deviation to measure the 
variability of our dataset. Measure that explains the asymmetry in a probability distribution 
is briefly called skewness. Sometimes a distribution is not symmetric about any value rather 
it has one of its tails longer than the other. In case of longer tail to the right the distribution is 
said to be skewed to the right. And if the longer tail occurs to the left the distribution is said 
to be skewed to the left. Measure of the extent of peakedness of a distribution is briefly 
called kurtosis. Often a distribution may have values concentrated near the mean which 
means the distribution has a large peak. Sometimes the distribution may be relatively flat. 
For a normal distribution this index takes the value three. A distribution which is leptokurtic 
the index is positive and for a platykurtic curve it is negative.  
 
We also have conducted significance test with T-test to examine the extent to which our 
results are statistically significance. Significance Test is a statistical procedure that when 
applied to a set of observations results in a P-value relative to some hypothesis. Significance 
level is the level of probability at which it is agreed that the null hypothesis will be rejected. 
We used significance level of 0.05. In addition, we also conducted correlation analysis and 
multiple regression analysis to check if there is any relationship between variables. 
Correlation is used to denote association between two quantitative variables. We also assume 
that the association is linear, that one variable increases or decreases a fixed amount for a 
unit increase or decrease in the other. The degree of association is measured by a correlation 
coefficient, denoted by r. It is sometimes called Pearson’s correlation coefficient after its 
originator. The correlation coefficient is measured on a scale that varies from 1 through 0 to 
1. Complete or perfect correlation between two variables is expressed by either 1 or 1. When 
one variable increases as the other increases the correlation is positive; when one decreases 
as the other increases it is negative. Complete absence of correlation is represented by 0. 
Correlation describes the strength of an association between two variables, and is completely 
symmetrical: the correlation between A and B is the same as the correlation between B and 
A. However, if the two variables are related it means that when one changes by a certain 
amount the other changes on an average by a certain amount. The relationship can be 
represented by a simple equation called the regression equation.41 Finally, we have also run a 
few multiple regression analysis where we modelled the dependent variable by several 
independent variables. For conducting the tests, we applied 5% significance level. 

                                                
39 Muijs, D. (2004), Doing Quantitative Research in Education with SPSS. London, , GBR: Sage Publications, Incorporated, p 85 

40 Ibid, P 91 & 101 

41 Campbell. Statistics at Square One. London, , GBR: BMJ Publishing Group, 2002. p 119 
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4. THEORETICAL FRAMEWORK  
 
In this chapter an overview of previous research related to our research will be presented. 
There are a number of theories and concepts which we found relevant for this study will be 
presented and introduced. The outline of this chapter is first to start with the definition of 
brand equity and then define the concepts of brand equity’s elements used in the research. 
Finally we define consumer decision making process based on different attributes of brand 
equity related to high involvement products. 
 

4.1 Brand equity: 
 
Brand equity refers to the intangible value that accrues to a company as a result of its 
successful efforts to establish a strong brand. A brand is a name, symbol, or other feature 
that distinguishes the company’s goods or services in the marketplace. Alan Mitchell of 
marketing week described brand equity as “the storehouse of future profits which result from 
past marketing activities.”42 
 
According to American Marketing Association a brand is defined as “a name, term, sign, 
symbol, or design, or 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.”43 
 
“Brand equity is a set of brand assets and liabilities linked to a brand, its name and symbol 
that add to or subtract from the value provided by a product or service to a firma and/or to 
that firms customers”.44 Aaker also demonstrated that there must be a linkage between brand 
equity and the name / symbol of the brand. If a brand's name or symbol changes, some or all 
other assets or liabilities of the brand might be affected and even lost, although some might 
be shifted to a new name and symbol. According to Aaker’s explanation, brand equity 
differs from context to context which is usefully grouped into five categories. They are: 
 
 
• Brand Awareness 
• Perceived Quality  
• Brand Association  
• Brand Loyalty  
• And Proprietary brand assets (e.g. patents)45 
 

Besides, it deserves importance how value of the brand is created in the mind of consumer 
and how it translates into choice behavior which underlies that how equity is formed as well 
as how it affects consumer attitudes and behavior.46 One of our goals is to see how it affects 
consumer purchase decision at the final stage in respect of high involvement products like 
laptop. 
 

                                                
42 http://www.referenceforbusiness.com/small/Bo-Co/Brand-Equity.html 

43  Kotler P and Keller K. L   Marketing Management  12th edition page 274 

44 Aaker A David (1991), Managing Brand Equity, Capitalizing on the value of a brand name, New York Free Press, page 15-16 

45 Ibid page 15-16 

46 Walgren Cathy J.  C,, Ruble S. A and Donthu  N. (1995) Brand equity, Brand performance and purchase Intention Journal of 

Advertising volume XXIV, Number 3, Fall 1995, p 26-28 
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Brand equity bears a significant value for customers providing large number of information 
about the product. It influences customer level of confidence in the decision making 
process.47 
 
Keller defined the brand equity as the differential effects that the brand knowledge has on 
consumer to the marketing of that brand. He also suggests that customer based brand equity 
occurs when consumer is familiar with the brand and holds some favorable, strong, and 
unique brand associations in memory.48  
 
The dimensions of brand equity are interrelated with each other. But importance varies from 
dimensions to dimensions while making strong brand equity. Brand equity increases 
perceived quality and decrease information costs and the risk perceived by consumers. These 
effects in turn increase consumer expected utility which indicates the value of brand signal to 
consumers.49 As a result a brand with higher equity generates significant preferences and 
purchase intentions.50 For high involvement products consumers consider a wide range of 
features which are the elements of brand equity. Therefore, there is a huge impact of brand 
equity on consumers’ choice selection among the alternatives which we discuss one by one 
in the next stage. 
 
Further more there are other marketing mix elements (price, quality and size of products, 
advertising) are also important as determinant for preferences. For example, advertising may 
be referred to as quality signal if consumers perceive high advertising costs as demonstrating 
a firm’s commitment to its brand. However, consumers use perceived advertising 
expenditures of firms as cues to infer quality when product quality information is missing.51 
Another attribute warranty is also referred as a signal of manufactures’ confidence in the 
quality of their product if consumer expects lower quality of product not to have longer, 
more comprehensive warranties. And our study is based how much brand equity is important 
to motivate consumer purchase decision at the final stage. In such a situation, we found 
reviewing the literature that a brand becomes a signal because it symbolizes a firm’s past and 
present marketing strategies.52 Therefore, creditability of brand to consumers deserves more 
importance in the perspective of asymmetric and imperfect information about product 
attributes.  
 
Erdem and Swait explained two reasons of brand, becoming credible than underlying mix 
elements (e.g. advertising and price) in signaling product positions. First, brand equity 
represents more information than do individual mix elements. Second, brand could be more 
credible in signaling product attributes than individual mix elements because they reflect 
higher sunk cost. For example buyers face adverse selection problem when advertisements 
are given equally for high and low quality of same product category. Generally, consumers 
think that high costs are associated with high quality products. Another example can be 
mentioned here that a full warranty offered by a contact lens firm may disproportionately 

                                                
47 Aaker A David47 Aaker A David (1991), Managing Brand Equity, Capitalizing on the value of a brand name, New York Free Press, 

page 16-18 

48 Keller K.L.(19939, Conceptualizing, Measuring and Managing Customer based brand equity, Journal of Marketing, vol 57, page 2 

49 Erdem T and  Swait J (1998) Brand Equity as a signaling phenomenon . Journal of consumer psychology, 7(2)page 132 

50 Walgren Cathy J.  C,, Ruble S. A and Donthu  N. (1995) Brand equity, Brand performance and purchase Intention Journal of 

Advertising volume XXIV, Number 3, Fall 1995 p 37 

51 Erdem T and  Swait J (1998) Brand Equity as a signaling phenomenon . Journal of consumer psychology, 7(2) page 135 

52 Ibid , page 136 
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attract consumers who know that they will likely lose them (adverse selection) or it might 
make consumer less careful about their lenses (consumer moral hazards). In that case, brands 
are less at risk to adverse selection and moral hazards. Hence consumer based brand equity 
may be higher in product categories where other signals are limited by moral hazards or 
adverse selection concerns. Research shows that consumers rely more on brand than price as 
an information source and the quality perceptions are more influenced by brands than price. 
These result support the idea that brands can credibly inform consumers about product 
position.53 
 

4.2 Brand awareness: 

People are more likely to trust the things they know.54 Brand awareness is the capability of a 
prospective consumer to single out or recollect that a specific brand belongs to a certain 
product category so he or she can establish a nexus between product class and brand 
concerned.55 Brand name awareness plays a pivotal role in purchase decision making of a 
buyer. The customer would feel at ease at the time of making his or her purchase decision if 
customer is aware of the brand name. Customers usually do not tend to buy a brand he or she 
is unfamiliar with. Consequently companies’ strong brand name is a wining track as 
customers opt for their brand over unknown brand.56  
 
“Awareness represents the lowest end of a continuum of brand knowledge that ranges from 
simple recognition of the brand name to a greatly developed cognitive structure based on 
comprehensive information. Recognition is taken here to be the process of perceiving a 
brand as previously encountered (Mandler 1980). Therefore, the difference between 
awareness and recognition is a subtle one; the former denoting a state of knowledge 
possessed by the consumer and the latter a cognitive process resulting from awareness. 
Results of a controlled experiment on the role of brand awareness in the consumer Choice 
process showed that brand awareness was an overriding choice heuristic among awareness-
group subjects. Subjects with no brand awareness tended to sample more brands and selected 
the high-quality brand on the final choice significantly more often than those with brand 
awareness. Hence, when quality distinctions exist among competing brands, consumers may 
"pay a price" for employing simple choice heuristics such as brand awareness to save time 
and effort. However, building brand awareness is a viable strategy for advertising aimed at 
increasing brand-choice probabilities.”57 
 

Consumers might apply a heuristic (decision rule) to buy only well-known and well 
established brands. Consumers do not always spend a great amount of time to make buying 
decisions. A well- known brand always has an edge over the unknown brands in the market. 
When a potential customer recognizes the need for a product, the customer, most of the 
times, is likely to opt for a brand she or she is familiar with. Potential customers usually 
consider the brands that he or she has in his or her consideration set. A brand can never be in 
the consideration set of a Customer, if the potential customer is not aware of the name of the 
brand. A brand that has some degree of brand awareness among potential buyers is far more 

                                                
53 Ibid page 138 

54 Miller, J, (2005) Business of brands, NJ, USA: John Wiley & Sons, Incorporated, p. 83   

55 Aaker A David, (1991)  Managing Brand Equity, Capitalizing On The Value Of A Brand Name, New York Free Press, p.61 

56 Ibid p19 

57 Hoyer, W. D, Brown, S.P, (1990) Effects of brand awareness on choice for a common, repeat-purchase product, Journal of Consumer 

research, Vol. 17, p. 141-142         
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likely to be considered than brands which the consumer is unaware of.58 There are three 
classical measures of brand awareness: aided, spontaneous and top of the mind. Top of the 
mind brand is the first brand that a potential buyer name.59 It is highly likely that a 
prospective Customer will give serious consideration to the brands that pops up first in his or 
her mind when consider making a purchase decision. Keller demonstrated that brand 
awareness can affect decisions about brand in the considerations set, even if there are 
essentially no other brand association .In low involvement decision settings, a minimum 
level of brand awareness may be sufficient for product choice, even in the absence of well 
formed attitude. But for high involvement product a maximum level of brand awareness is 
important. Because consumers feel hesitant if the product is unknown to him / her. Finally 
brand awareness affects consumer decision making by influencing the formation and 
strength of brand association in the brand image.60 
 
 

4.3 Perceived Quality: 
 
Perceived quality of a product, the associations and the well-known name may provide 
reasons to purchase a product. They also can affect the satisfaction level of the buyer.61 One 
section of consumer research regards the brand name as one of many possible extrinsic cues 
of product quality. It also suggests that when objective quality of a product is hard to judge 
buyers move toward more abstract signals such as brand name.62         
 
"If a customer expects a bad level of quality and receives it, he or she decreases his or her 
level of preference for the brand."63 It is an indispensable characteristic for every brand; 
perceived quality defines customers’ perception and the product’s quality or superiority. 
Perceived quality provides basic reason to buy a product. It also impacts brand integration 
and exclusion to a prospective consumer’s consideration set before making the final 
purchase decision. Perceived quality provides favourable opportunity to charge a premium 
price for a product. The premium increases profitability and provides the required resource 
to reinvest in the brand. Perceived quality capacitates a strong brand to extend further and 
enjoys greater success likelihood than a relatively weaker brand.64  
    

Customers mostly opt to purchase products from a well known and established brand, rather 
than choosing an unknown brand. At times customers do not lean toward taking a chance by 
trying to buy a new brand.65 Perceived quality of a brand influences the purchase decision of 

                                                
58 McDonald, E and Sharp , B., (2003) Management perceptions of the importance of brand awareness as an indication of advertising 

effectiveness , Marketing Bulletin, Vol. 14, Article 2. P. 1-2   

59 Laurent, G., Kapferer, J.  And Roussel, F, (1995) The underling structure of brand awareness scores, Marketing Science, Vol. 14, No.2, 

Issue. 3 P. 170       

60 Keller K.L.(19939) Conceptualizing, Measuring and Managing Customer based brand equity, Journal of Marketing, vol 57, page 3  

61Chen, A. C, (2001) Using The Free Association to Examine The Relationship Between  Characteristics Of Brand Association  And 

Brand Equity, Journal of Product & Brand Management, Vol 10, No 7, p.440   

62 Bristow, D.N, Schneider, K. C and Schuler, D.K, (2002) The brand dependence scale: measuring consumers’ use of brand name to 

differentiate among product alternatives, Journal of product and brand management, Vol. 11 No. 6, p.343         

63 Rust, Inman, Jia, Zahorik, (1999) What Do You Know about Customer Perceived Quality, Marketing Science, Vol.18, No.01, p.78 

64 Aaker, A. D., (1991) Managing Brand Equity, Capitalizing on the Value of a Brand Name, New York Free Press, p.85-86 

65 Ajay Kalra, and B.P.S. Murthi, When Old Is Gold: The Role of Business Longevity in Risky Situations, Journal of Marketing Vol. 72, 

January (2008), p.96 
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a prospective consumer. Perceived quality also influences the brand loyalty of the consumers 
in an indirect manner.  
  

Perceived quality has significant influence on the customers buying process. This influence 
is significant when a customer is in such a condition that makes him or her unable to make 
an examination of the quality of the product. Perceived quality can be used as a very 
effective mechanism when companies intend to utilize a pricing strategy with premium price 
and further extend a brand.66 
 
 

4.4 Brand Association: 
 
People just do not buy a product rather support a chosen lifestyle. Consumers buy brands 
that they have experienced, want to connect to, or want to affiliate with in the future. 
Consumers buy Brands that they can trust. For instance, Harley-Davidson; It’s a high-end 
premium motorcycle with a considerably expensive price tag. But it makes a statement about 
one’s freedom, his or her sense of adventure.67 
  
Companies across the globe are now discovering the advantages of associating their brands 
with images and icons. Brand associations have proven to be very helpful to consumers in 
processing of information about a brand. Starbucks associated with Marriott, Nike with 
Michael Jordan, and Intel uses a distinctive audible tone to help consumers relate to their 
brands. The old saying, “you can tell a person by the company she keeps” is applicable 
here.68 
 
Brand associations may reflect the attributes of the product independent of the product itself. 
Keller pined that the favorability, strength, and uniqueness of brand associations are the 
dimensions which differentiates brand knowledge that play significant role in determining 
the differential response that makes up brand equity, especially in high involvement 
situation.69 
 
There are various values of a brand that may not be as visible as other brands. These values 
can be based on the association of the brand with particular factors or personalities that 
provides assurance and trustworthiness among the customers. This Association may be done 
through using celebrated and well known personalities of the society, who represent the 
brand, and their influencing personality. For instance a car manufacturing company may 
associate its products with the lifestyle or reputation of a formula-1 champion. Companies at 
times associate a specific aspect to their brand, which makes it difficult for other brands to 
compete with the brand that has already created a unique position in the market. Likewise, 
brands may be associated with other characteristics, for example well after sales service and 

                                                
66 Aaker, A. D., (1991) Managing Brand Equity, Capitalizing on the Value of a Brand Name, New York Free Press, p.19 

67 Stiff, D., (2006) Sell the Brand First : How to Sell Your Brand and Create Lasting Customer Loyalty. OH, USA: McGraw-Hill 

Companies, p 48 

68 Knapp, D. E., (1999), Brand Mindset : Five Essential Strategies for Building Brand Advantage Throughout Your Company, OH, USA: 

McGraw-Hill companies, p.15  

69Chen, A. C-H, (2001) Using The Free Association to Examine The Relationship Between  Characteristics Of Brand Association  And 

Brand Equity, Journal of Product & Brand Management, Vol 10, No 7, 2001, p.440   
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son on. Competing brands trying to compete with this attribute may find it enormously 
difficult due to the well-established trustworthiness and credibility of the customer-base.70 
 
Brand associations comprise product attributes and consumer benefits that offer a precise 
explanation to customers purchase and make use of the specific brand. Brand symbolizes a 
base for buying decision and brand loyalty.71 

 

 
4.5 Brand Loyalty: 

 
Loyalty is a multi-dimensional construct which has been the focus of much research in its 
own right. It has been extensively discussed in traditional marketing literature with the main 
emphasis on two different dimensions of the concept. The operationalization of brand loyalty 
can be based on attitude, behavior or combination of both.72 
 
A definition integrating this multidimensional concept has been given Oliver (1999) as: “a 
deeply held commitment to re-buy or re patronize a preferred product/service consistently in 
the future, thereby causing repetitive same brand or same brand set purchasing, despite 
situational influences and marketing efforts having the potential to cause switching 
behavior”.73 
 
Product involvement and Brand Loyalty are two important concepts in consumer behavior. 
Several studies (Quester 2003) have been conducted to find out the relationship between 
product involvement and brand loyalty. One of our goals is to find out the relationship 
between brand loyalty and purchase involvement particularly high involvement product. 
Purchase involvement indicates the relevance of the purchasing activities to the individual 
where as product involvement reflects the perceived relevance of the product category to the 
individual on an ongoing basis. According to Quester, an individual may be seen to be 
involved with a product (e.g. camera) or brand (e.g. SONY), and yet have a very low level of 
involvement with the purchase process because of brand loyalty. Conversely, an individual 
may have a rather low level of involvement with a product category (e.g. jeans), but a high 
level of purchase involvement, possibly because of the desire to impress a friend or to save 
money.74 
 
There is a close connection exist among brand trust, satisfaction and loyalty. Brand trust 
works as a feeling of security at purchase situation that the brand will meet consumptions 
expectations. Elena and Jose (2001) demonstrated that brand trust have a significant effect 
on customer commitment which in turns influences the customers’ price tolerance towards 
the brand, and also that customer involvement exerts a moderating effect on the relationship 

                                                
70 Aaker A. D., (1991) Managing Brand Equity, Capitalizing On The Value Of a Brand Name, New York Free Press, p.20-21 

71 Ibid, p.112       

72 Krishnamurthi L and. Raj S.P. (1991) An empirical analysis of the relationship between brand loyalty and consumer price elasticity , 

Journal of Marketing science  vol 10, no 2 
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between brand trust and customer commitment. Before reaching the purchase decision, 
consumer thinks about the risk factor. The authors talked about the risk perception with the 
situation of imperfect information. They also suggest that for trust to become operational the 
individual must be vulnerable to some extent and consequently his/her decisions must be 
uncertain and important to him/her. In this situation, the individual is more motivated to look 
for a trustworthy brand as a determining criterion of his or her purchasing decision in order 
to avoid the inherent risk a product class holds. Here the risk association varies on the 
product category. If the individual goes to the high involvement product, risk is higher and 
decision is more important compared to low involvement product. Therefore, in such type of 
situation loyal as well as trusted brand saves the individual from suffering a loss or a bad 
acquisition75. 
 

4.6 Brand Property Assets: 
 
Generally brand property assets indicate trademark, patent by which a business or 
Organization identifies itself to the public. It distinguishes company from its competitors. It 
is brand identity which consists of three components: name, logo, and slogan. 
Unquestionably, the name is the most important, but a logo can be an immensely helpful 
tool. Logos help transcend country boundaries and language barriers because of their 
“visual” character. Nike’s swoosh has become so well-known that the company’s 
advertisement sometimes do not even mention the name of the company. Logos help reduce 
search costs for buyers by providing them with a sense of reassurance about the quality of 
the product.76 
 
 
The word logo can be referred to an assortment of graphic and typeface elements. It can be 
referred to the graphic design that a firm uses, with or without its name, to identify itself or 
its products. Semiotics views logos as part of the sign system a firm uses to communicate 
itself to its both internal and external audiences. Corporate identity literature treats logos as a 
firm's signature on its materials. Positive affective reactions are critical to a logo's success 
because affect can transfer from the logo to the product. Recent research suggests that 
evaluations of a logo can affect evaluations of a company and its products.77 
 
Logos and symbol are easy way to distinguish a brand from other brands. It is considered to 
be a huge success if symbol and logos becomes linked in memory to corresponding brand 
name and product to boost brand recall. Customers might recognize definite symbols but be 
unable to link them with any particular brand or product.78 Logos assist companies to 
develop and strengthen the brand equity through increased brand recognition. Logos are very 
vital asset for a company. Companies spend vast amount of money to promote brand logos.79 
 

                                                
75 Ballester E.D and Munuera-Aleman  J. L(2001), Brand trust in the context of brand loyalty ,European Journal of Marketing, vol 35 page 

1243,1254 

76 Kohil, C and Suri, R, 2002, Creating effective logos: Insights from theory and practice, Business Horizons, Vol. 45, Iss. 3 P. 58   

77 Hendeson, P.W and Cote, J. A, (1998) Guidelines for selecting or modifying logos, Journal of marketing, vol. 62, p. 14-30    

78 Kevin Lane Keller, Strategic Brand Management, Second Edition, pp.193-195 

79 Leif E. Hem and Nina M. Iversen, (2004) How to Develop a Destination Brand Logo: A Qualitative and Quantitative Approach, 

Scandinavian Journal of Hospitality and Tourism, Vol. 4, No. 2, pp.86-87 
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Establishing company logo is an effective way to get a better place in customer mind as 
consumers can easily identify the logo, hence the product. If buyers find something that is 
easily recognizable preferably in a positive way, customers feel more at ease with them. In 
the event of not much dissimilarity among brands, then logos and symbols can be a very 
effectual way of distinguishing the brands. Furthermore, logos can also be utilized to make 
the prospective buyers aware of the origin and ownership of the brand.    
 
In addition to the five categories that brand equity consists of we also reviewed literature for 
the brand credibility and price sensitivity, reference groups, social class theories which are 
pertinent to our current study. The purchase decision of a consumer is not only influenced by 
the brand; rather price of the product, influence of others etc also plays a crucial role in the 
purchase decision of a consumer. 
      

 
4.7 Brand credibility and Price sensitivity: 

 
Generally consumers are willing to pay higher prices for known products than for unknown 
products. Besides, brands with relative quality and high relative advertising obtained the 
highest prices. Conversely, brands with low quality and low advertising charge the lowest 
prices.80  
 
Akshay and Monroe contend that people are more likely to consider price as an indicator of 
quality for relatively expensive products. That also pointed out that the price level increases, 
the risk of an incorrect assessment increases and buyer often are less familiar with the 
product because of infrequency of purchases.81 
 
Brand credibility indicates the believability of product position information contained in a 
brand which entails consistently delivering what is promised. According to previous 
discussion, a firm uses various individual marketing mix elements to signal product quality, 
such as changing higher prices, offering extended warranties or distributing via high end 
channels. These mix actions may or may not be credible depending on market 
condition(competitive or consumer behavior), but the signal conveyed by “brand “differs 
from other mix elements because a brand embodies and represents a firm’s marketing mix 
strategies, activities and brand investments. Here the brand credibility concept is based on 
trustworthiness and expertise which implies that a brand is willing to deliver what it 
promised. They imply that brand credibility is positively related to consumer expected utility 
by increasing perceived quality and decreasing perceived risks and information costs.82 
Therefore, credibility enhances perceived quality which may reduce price sensitivity. Above 
discussion imply that consumers who are loyal to higher quality brands have been found to 
be less price sensitive than consumers who are loyal to lower quality brands. 
 
 
 

 

                                                
80 Kotler P and Keller K. L   Marketing Management  12th edition page page 448 

81 Rao A.R  and Monroe K.B(1989) The effect of price, brand name, store name on buyers Perception of Product Quality: An integrative 

Review, Journal of Marketing research,Vol XXV1,352 

82 Erdem T, Swait J and  Louviere J (2002) The impact of brand credibility on consumer price sensitivity, Journal of Research in 

Marketing, Volume 19,  Pages 3-4 
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4.8 Influence of Reference groups: 
 

 As humans are social animal, we all belong to groups and our choices are influenced by 
others. A reference group is an actual or imaginary individual or group (friends) conceived 
of having significant affect relevance upon an individual’s evaluations, aspirations or 
behavior. People who have the power to influence others’ decisions are said to have social 
power. So an individual’s preferences, choices and decisions are influenced by the reference 
groups. Reference groups might have different kinds of power like information power, 
legitimate power, expert power, reward power and coercive power. People turn to reference 
groups for information which eventually affects their purchase decision.83 Reference groups 
have impact on the purchase decision of a potential buyer. The common usage of reference 
groups is in the designation of that group which serves as a point of reference in making 
comparisons or contrasts.84 Research generally supports the claim that WOM (word of 
mouth) is more influential on behaviour than other marketer-controlled sources. WOM has 
been shown to influence a variety of conditions: awareness, expectations, perceptions, 
attitudes, behavioural intentions and behaviour. Sheth concluded that WOM was more 
important than advertising in raising awareness of an innovation and in securing the decision 
to try the product. Day (1971) inferred that this was due to source reliability and the 
flexibility of interpersonal communication. He computed that WOM was nine times as 
effective as advertising at converting unfavourable or neutral predispositions into positive 
attitudes. Mangold’s review of the impact of WOM in the professional services context 
concluded that WOM has a more emphatic influence on the purchasing decision than other 
sources of influence. This is perhaps because personal sources are viewed as more 
trustworthy.85          
 
 

4.9 Influence of social class:     
 

People who are grouped within the same social class are approximately equal in terms of 
their social standing in the community. People tend to have similar lifestyles by virtue of 
their income levels and common tastes. These people tend to socialize with one another and 
share many ideas and values regarding the way life should be lived. The place one occupies 
in the social structure is an important determinant not only how much is spent, but also how 
is spent. Social class is as much a state of being as it is of having. Most consumers do 
acknowledge the existence of different classes and effect of class membership on 
consumption.86 It has been suggested that all cultures see the self as divided into an inner, 
private self, consisting of emotions, desires, personal values, memories, impulses, etc., and 
an outer, public self, based on social roles and the persona presented to others. In addition, 
there are different types of self-esteem that are based on one's ability in reaching such goals. 
For example, the private self corresponds to self-evaluation based on reaching personal goals 
whereas the public self is based on the evaluations of significant others. These different 
notions of self also have implications for the focus of attention and resources in the 
consumption of publicly visible possessions. It is postulated here that when purchasing 
publicly displayed possessions (e.g. a watch), the public self would predominate while in the 
case of possessions that aren't as publicly visible (e.g. a bed), the private self would 

                                                
83 Michael R. S. (2003), Consumer Behavior, 6th edition, Upper Saddle River, N.J. : Pearson Prentice Hall, p 366 

84 Shibutani, T (1995), Reference Groups as perspectives, The American Journal of Sociology, Vol. 60, No. 6, pp. 562-569     

85 Buttle, F.A (1998), Word of mouth: understanding and managing referral Marketing, Journal of Strategic Marketing, 6:3, P. 241 

86 Michael R. S. (2003), Consumer Behavior, 6th edition, Upper Saddle River, N.J. : Pearson Prentice Hall, p 445
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predominate. People who are more concerned about how they may appear to others are 
likely to be more concerned with the public meaning of their possessions.87        
 
 

4.10 High Involvement product: 
 
Involvement is defined as a “person’s perceived relevance” of the object based on their 
inherent needs, values, and interests. The word object is used in the generic sense and refers 
to a product or brand. We can view involvement as the motivation to process information. In 
case of high involvement purchase decision, a person spends more time depending on his or 
her level of involvement for information search from different sources for example opinion 
leader (friends and relatives), the person considers different brands and product attributes.88       
 
Consumer involvement in a product category is now a widely recognized issue in the 
consumer research area. It differs greatly in the extensiveness of consumer purchase decision 
process (indicated by the number of attributes used to compare brands, the length of the 
choice process and the willingness to reach a maximum or threshold level of satisfaction) or 
in their processing of communication (indicated for instance by the extent of information 
search, receptivity to advertising, and the number and type of cognitive responses generated 
during exposure)89 Several study defined involvement as a relation between consumer and 
product. Charles L Martin (1998) refers involvement as the degree of psychological 
identification and effective emotional ties of the consumer.90 
 
Involvement with products varies product to product which lead to greater perception of 
attribute differences, perception of greater product importance, and greater commitment to 
brand choice.91 In our study we consider Notebook PC as a high involvement product. For 
high involvement product consumers show more interest to acquire product information than 
low involvement products. Furthermore, evaluation of competing alternative brands is one of 
the characteristics of high involvement consumers. At the final stage of product choice 
consumers compare the available alternative brands consciously before a selection is made.92 
 
High involvement usually refers to the initiation of some type of problem solving behavior 
when the purchase is perceived as high in personal importance and involves comparatively 
higher amount of risk. Here consumers also have expectations concerning a greater number 
of product attributes.93Generally consumers spend more considerable time and efforts behind 
the high involvement products. Suppose if consumer goes to buy a notebook PC, automobile 
or any kind of high involvement product, he will reach to final decision through a decision 
making process. Here consumer wants to invest a fair amount for his/her selected product 

                                                
87 Wong, N.Y.C (1997) Suppose You Own the World and No One Knows? Conspicuous Consumption, Materialism and self, Advances in 

consumer research, Vol. 24, P.197  

88 Michael R. S. (2003), Consumer Behavior, 6th edition, Upper Saddle River, N.J. : Pearson Prentice Hall, p 124 

89 Laurent G. And Kapferer J.N (1985), Measuring Consumer Involvement Profiles(Journal of Marketing Research,Vol XX11 page 42 

90 Martin.L.C (1998) Relationship marketing: a high involvement product attribute approach, Journal of product and Brand management. 

Vol 7, No 1., page 7 

91 Zaichkowsky J.L. (1985), Measuring the involvement construct, Journal of consumer research, vol 12 page 341 

92 Ibid page 347 

93 Patterson P.G (1993), Expectations and product performance  as Determinants of Satisfaction for a High involvement product purchase, 

Journal of Psychology and Marketing, Vol 10 page 450
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comparing different type of product attributes among the similar product. Hence the risk of 
making loss is high if consumer makes a bad decision. 
 
On the other hand for low involvement product consumer as usual does not spend too much 
time whether to buy it or not. Individual goes to decision instantly without thinking the risk 
facto. As per example a ball pen could be a low involvement product. The perceived risk in 
low involvement product will always be low which means a consumer makes the decision 
easily applying mental shortcuts.    
 

4.11 Consumer Decision Making Process:  
 
Consumers make different sorts of decisions on a daily basis for buying a product or service 
to meet their needs and wants. Some decisions are more significant than others, for instance, 
buying an apartment or purchasing an automobile. Conversely, some decisions are made 
automatically without much consideration. Depending on their level of involvement, 
individual consumers differ in the extent of their decision process and their search for 
information. Involvement is considered to be an individual difference variable. It is a causal 
or motivating variable with a number of consequences on the consumer's purchase and 
communication behavior. Michael, R Solomon has explained the five stages in consume 
decision making process. Please refer to Figure 1.  
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Figure 1-Stages in Consumer Decision Making 
Source: Consumer Behavior, 6th edition, Michael R. Solomon, p199 
 
 
In the problem recognition phase, the potential consumer recognizes a difference in his or 
her present state and the ideal state. The consumer feels that there is a problem to be 
resolved. Then the consumer moves into the information search phase. In this phase, a 
potential consumer seeks information about the price, quality etc of the available options. 
Information about quality differs from information about price because the former is usually 
more expensive to buy than the latter.94 Information sources may be of two types namely 
internal and external. Internal search encompasses the can of information already stored in 
the memory of the customer. On the contrary, external search involves engaging in 
information search other than scanning of memory such as personal sources for instance 
opinion leader. External search can also be done through personal experiences such as 
examining a product. In external search, the customer may seek information, 
recommendation from his or her friends and families, he or she can also look for 
advertisement or visit the store. In case high involvement, a consumer will engage in 
extensive information search, compare alternative brands. Comparison of brands will also be 
                                                
94 Nelson, P (1978), Information and consumer behavior, The journal of political economy, Vol. 78, No. 2, P. 311   
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affected by the level of brand loyalty and perceived risk. The presence or absence of 
knowledge structures of various sorts should affect the types of information processed and 
the processing heuristics used by consumers. For example, inexperienced consumers may 
spend more time evaluating levels of attributes as they try to develop criteria for choice than 
consumers with more knowledge and experience.95 
  
The third stage of the decision process is the evaluation of alternatives. Upon collection of 
information of a few alternatives, consumers have different options and the customer has to 
single out the alternative he or she deems to be the best. The alternatives of products which 
are actively considered by a consumer are in his or her evoked set. The evoked set 
encompasses those products that are already in memory of the customer.96 Having compared 
the available alternatives, the customer makes his or her final choice. Eventually, the 
customer makes his or her purchase decision and purchases the product.97 Several studies 
have shown that word-of-mouth (WOM) communications often exert a strong influence on 
judgments of products. For example, consumers frequently rely on WOM when selecting an 
automotive diagnostic center, when choosing a physician or when considering the purchase 
of a new product or service.98 Lastly, there is a post-purchase stage where the customer 
evaluates the performance of the product against his or her expectations.99  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

                                                
95 Bettman, J. R and Park C. W, (1980),Effects of Prior Knowledge and Experience and Phase of the Choice Process on Consumer 

Decision Processes: A Protocol Analysis, ” Journal of Consumer Research, Vol. 7, No. 3 p.234  

96 Michael R. S. (2003), Consumer Behavior, 6th edition, Upper Saddle River, N.J. : Pearson Prentice Hall, p209 

97 Kotler, P., Armstrong, G., Saunders, J. & Wong, V. (2001), Principles of Marketing , 5th European Ed. Lombarda: Rotolito 

98 Herr, P.M, Kardes, F. R and Kim, J (1991)Effects of Word-of-Mouth and Product-Attribute Information on Persuasion: An 

Accessibility-Diagnosticity Perspective, The Journal of consumer research, vol.:17 no:4 p:454 

99 Kotler, P., Armstrong, G., Saunders, J. & Wong, V. (2001). Principles of Marketing , 5th European Ed. Lombarda: Rotolito. 
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4.12 Proposed Model for the Current Study 

  
 
We have developed the following model for our study. 
 
 
 
 
 
 
 
 

 
 
 
 
The above proposed model for the current study depicts how the purchase decision of 
consumers influenced by the five categories of brand equity / brand image (brand awareness, 
brand association, brand loyalty, perceived quality and propriety and brand assets). For 
instance, if a consumer is not aware of a brand name, he or she will not purchase the brand 
as the brand is not in his or her consideration set. Likewise perceived quality of a brand also 
significantly influences the product choice of a consumer. We then explained consumers’ 
level of involvement. We considered Notebook PC as a high involvement product. We also 
explained the different steps that a consumer goes through before finally making his 
purchase decision. We also explained brand credibility and price sensitivity, influence of 
reference groups and social class theories; because these are also important in influencing 
the consumers’ purchase decision. 
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5. DATA ANALYSIS AND EMPIRICAL FINDINGS   
                           
5.1 Demographic Information of the respondents  
                           
The table and pie chart below shows the demographic information of the respondents who 
took part in the survey.  
 
     

x1= gender

female

male

 
 
 
 
  
Variables  Measuring group Frequency Percentage (%) 

Male 91 49.5 
Female 93 50.5 

Gender 

Total 184 100 
19 to 24 81 44 
25 to 30 79 42.9 
31 to 40 24 13 

Age(years) 

Total 184 100 
 
Table 1: Demographic information of the respondents   
 
 
 

As we can see that 49.5% of the respondents of the survey were male while 50.5% 
respondents were female. In terms of distribution of age of the respondents, 44% of 
respondents were in the age group of 19 to 25 and 42.9% were in the age group of 25 to 30 
and the age of the remaining 13% of the respondents lies between 31 to 40 years.  
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5.2 Ownership of particular brand notebook PC 
 
The questionnaire for the current study contained all the popular brand names of Notebook 
PC like Hewlet Packard, Toshiba, Fujitsu Siemens and so forth. In response to the question 
pertaining to the particular ownership of specific brand, the results drawn from the question 
has been summed up in the underneath table and bar chart.  
 
 
Variables Measuring group Frequency  Percentage 

HP 48 26.1 
Toshiba 30 16.3 
Apple 7 3.8 
Lenovo 6 3.3 
Compaq 20 10.9 
Acer 11 6 
Ausus 12 6.5 
Sony  12 6.5 
Fujitsu siemens  19 10.3 
 Packard Bell 3 1.6 
LG 14 7.6 
Others 2 1.1 

 
 
 
 
Name of the brand 

Total 184 100 
 
Table 2: Ownership of specific brand 
 
 
As it is evident from the table above that 26.1% respondents replied to have Hewlet Packard 
which encompasses the majority of respondents who took part in the survey. 16.3% replied 
to have Toshiba brand, 10.9% of the respondents have Compaq notebook PC, 10.3% owns 
Fujitsu siemens, 7.6% LG, 6.5% of the respondents replied to have   Sony and Ausus, 3.8% 
Apple, Lenovo 3.3%, Packard Bell 1.6% and others 1.1%.In terms of ownership of specific 
brand notebook PC HP is followed by Toshiba, Compaq and Fujitsu Siemens . 
  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



    

 28   

 
 
 
 
               Bar Chart 

x3= name of brand

x3= name of brand
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Figure1. Ownership of specific brand  
 
The above bar diagram shows that majority of the respondents of the survey own Hewlet 
Packard followed by Toshiba, Compaq and Fujitsu Siemens.  
 
5.3 Brand loyalty:  
 
There were four questions in the questionnaire of the survey that were intended to measure 
whether the respondents are loyal to specific brands. One of the questions was direct in 
nature and the remaining there questions were derived questions. We tried to draw a 
conclusion from three statements whether the respondents’ purchase decision was influenced 
by the name of the brand. 
 
 
 
Factor 

 
Items 

                
Mean 

                       
SD  

                                 
Skewness    

                          
Kurtosis 

I usually purchase the same 
brand within this product 
class  

3.40 .981 -0.59 -0.621 Brand 
Loyalty 

If my preferred brand in this 
product class is not available 
at the store, it makes little 
difference to me if I must 
choose another brand   

2.07 .837 0.658 0.379 
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When I see an advertisement 
of this brand I believe the 
information in it is accurate    

3.71 1.076 -0.735 -0.007  

I did not search attribute 
information of the brands I 
was not aware of 

2.59 1.174 0.532 -0.614 

 
Table 3: Brand loyalty 

 
As we can see in the table above that summarizes the results of the questions that 
respondent’ purchase decision was to an extent influenced by the brand name. As the mean 
of the question “I usually purchase the same brand within this product class” is 3.40 which 
are more than average on the 5 point Likert scale. The standard deviation is only 0.981 
which is far below the mean. The distribution is not symmetrical as the skewnsess is not 
zero. With -0.59 skewness, the distribution has negative skewness. The kurtosis is negative 
and thus platykurtic. Mean of the question “When I see an advertisement of this brand I 
believe the information in it is accurate ” was 3.71 which is also higher than the midpoint on 
a 5 point Liket scale and the standard deviation is 1.076 which is below the mean. The 
distribution is also asymmetrical. With -0.7359 skewness, the distribution is negatively 
skewed. The kurtosis is negative and thus platykurtic. The mean of the other two questions 
was also close to average. The standard deviations of these two statements are far below the 
mean. The distributions of these two statements have positive skewness. Hence, a conclusion 
from analysis of the questions can be drawn that respondents’ purchase decision was 
influenced by the brand name and the respondents are loyal to specific brands.        
  
 
.5.4: T test of Brand Loyalty: 
 
The following Table (4) displays the general descriptive statistics of the variables “ Loyalty 
to one specific brand”, “Brand indifference” “Search for attribute information”, and 
“dependability on brand”. 
 

  N Mean 
Std. 
Deviation 

Std. Error 
Mean 

Loyalty to one specific brand 184 3.40 .981 .072 

Brand indifference 184 2.07 .837 .062 
Search for attribute information 184 2.59 1.174 .087 

Dependability on brand 184 3.71 1.076 .079 

 
Table 4: descriptive statistics of brand loyalty 
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The following Table (Table 5) displays one sample t-test statistics of variables “Loyalty to 
one specific brand”, “Brand indifference”, “Search for attribute information”, and 
“dependability on brand”. 
 

Test Value = 3.5 
95% Confidence Interval 
of the Difference 

  t df Sig. (2-tailed) 
Mean 
Difference Lower Upper 

Loyalty to one 
specific brand -1.428 183 .155 -.10 -.25 .04 

Brand indifference -23.176 183 .000 -1.43 -1.55 -1.31 
Search for attribute 
information -10.482 183 .000 -.91 -1.08 -.74 

Dependability on 
brand 2.673 183 .008 .21 .06 .37 

 
Table 5: sample t test statistics of brand loyalty 

For measuring the propensity of respondents on the factors under the brand loyalty factor, 
we developed the following null and alternative hypotheses:  
 
 

H0: Respondents usually do not purchase the same brand within the brand class. 
H1: Respondents usually purchase the same brand within the brand class 
 
 
H0: If my preferred brand in this product class is not available at the store, it does not make 
difference to me if I must choose another brand   
H2: If my preferred brand in this product class is not available at the store, it makes little 
difference to me if I must choose another brand   
 
 
H0: I search attribute information of the brands I was not aware of 
 H3:  I did not search attribute information of the brands I was not aware of 
 
 
H0: When I see an advertisement of this brand I believe the information in it is not accurate    
H4: When I see an advertisement of this brand I believe the information in it is accurate    
 
 
It can be observed from the table 4 and 5 that the mean value of brand indifference and 
search for attribute information are below the neutral value and the rest of two variables are 
above the neutral value. Hence, all null hypotheses are rejected and alternative hypotheses 
accepted except for “Loyalty to one specific brand”. The results depict that respondents are 
loyal to brand and it affects them during the decision making process. The analysis also 
implies that consumers prefer to purchase a particular brand. Customers believe that the 
brands offer them standard of quality and charge right price for the product. We can 
conclude that consumers purchase decision is highly influenced by brand loyalty. 
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5.5 Brand awareness:  

 
The questionnaire contained two questions that were intended to measure whether the 
respondents. One of the questions was direct in nature and the other question was derived 
question.  
 
Factor Items                         

Mean 
                              
SD  

                                 
Skewness    

                          
Kurtosis 

I automatically knew 
which brands of this 
product to buy  

3.80 .920 -0.622 0.427 Brand 
awareness 

At the place of purchase, I 
can visually detect my 
preferred brand without 
much effort    

3.91 .841 -0.269 -0.683 

 
Table 6: Brand awareness: 

 
 
As the mean of the question “I automatically knew which brands of this product to buy” 
have been calculated to be 3.80 which is greater than the midpoint on a 5 point Likert scale, 
it can be inferred that the respondents were previously aware of the name of the brand and 
the brand that they finally bought was the top-of-the-mind brand. The standard deviation is 
far less than the mean value. The distribution is not symmetrical as the skewnsess is less than 
zero. With 0.920 skewness the distribution has positive skewness. The other question also 
has a mean of 3.91 with a standard deviation of 0.841 which is below the mean. As for 
kurtosis, the distribution of the first statement is leptokurtic and the distribution for the 
second statement is platykurtic. It can be deduced from this question that the respondents 
could easily single out their preferred brand at the store.         
 

 
     5.6: T test of Brand awareness  
 
 

  N Mean 
Std. 
Deviation Std. Error Mean 

Brand name awareness 184 3.80 .920 .068 

Easy visual detection 184 3.91 .841 .062 
 
Table 24: General descriptive statistics of  Brand awareness  
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Test Value = 3.5 
95% Confidence 
Interval of the 
Difference 

 t df 
Sig. (2-
tailed) 

Mean 
Differenc
e Lower Upper 

Brand name 
awareness 

4.486 183 .000 .30 .17 .44 

Easy visual detection 6.574 183 .000 .41 .29 .53 
Table 7: One sample t test Brand awareness  
 

 
The above tables display the mean, standard deviation and standard error mean for two 
variables, brand name awareness and easy visual detection. All the variables show the 
satisfaction level to be more than average level of satisfaction (2.5). To examine the 
statements “respondents knew which brand of notebook pc to buy” and “respondents could 
visually detect their preferred brand without much effort” We developed hypotheses and 
agreed upon the level of significance for rejecting/accepting the hypothesis. Respondents 
conveyed their perceptions using the survey scale, with 5=strongly agree and 1=strongly 
disagree. We took the null hypothesis assuming, respondents are less satisfied than average 
level of satisfaction (2.5), in terms of brand name awareness and easy visual detection. The 
alternative hypothesis is respondents are satisfied more than the average satisfaction level. 
So our null and alternate hypotheses are, 
 
H0= respondents are less aware than average level of awareness (2.5), in terms of brand 

name awareness and easy visual detection 
 
H5= respondents are more aware than the average awareness level. 
 
The results from above table(7)show that null hypothesis is rejected and alternative 
hypothesis is accepted and it is strongly significant. This means that the level of response of 
respondents about brand purchase is more than the neutral level which implies that brand 
awareness has an impact on consumer choice selection. If consumer had already heard the 
brand name before, he or she could have idea about the product which makes him/ her more 
confident during the purchase decision.  
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          5.7: Brand Association:  
 
There were three questions in the questionnaire of the survey that were intended to measure 
brand association. One question was direct and the other questions were derived questions.  
 
 
Factor Items                         

Mean 
                              
SD  

                                 
Skewness    

                          
Kurtosis 

I use this product to define 
and express the “I” and “me 
” within myself  

3.82 .915 -0.372 -0.659 

I can make many 
connections or associations 
between experience in my 
life and this product. 

3.66 .916 -0.086 -0.082 

 
 
Brand 
Association  

This brand helps me attain 
the type of life I strive for. 

3.60 1.003 -0.305 -0.572 

 
Table 8: Brand association 

 
 
The mean of the questions are 3.82, 3.66 and 3.60 respectively which are considerably 
higher than the midpoint on the Likert scale. The distributions are not symmetrical as the 
skewnsess is less than zero. The distributions have negative skewness. As for kurtosis, the 
distribution for all three statements is platykurtic. We can infer that the particular brand has 
an impact on the lifestyle of the users. The standard deviations of the questions were 0.915, 
0.916 and 1.003 respectively.     
 
5.8: T-test of brand association 
 
The following Table (Table 32) displays general descriptive statistics of variables 
“ Expression of self image through brand”, and “psychological attachment with brand. 
            
 

  N Mean 
Std. 
Deviation 

Std. Error 
Mean 

Expression of self image through 
brand 

184 3.82 .915 .067 

psychological attachment with 
brand 

184 3.66 .916 .068 

Table 9 descriptive statistics of factors under brand association 
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 The following Table (Table 10) displays one sample t-test statistics of the variables 
“ Expression of self image through brand”, and “psychological attachment with brand”.             
 
 
 

Test Value = 3.5 
95% Confidence 
Interval of the 
Difference 

  t df 
Sig. (2-
tailed) 

Mean 
Differenc
e Lower Upper 

Expression of self 
image through brand 

4.756 183 .000 .32 .19 .45 

mental attachment 
with brand 

2.335 183 .021 .16 .02 .29 

 
Table 10: sample t test statistics of brand association factors  

 
To measure the respondents’ opinion on above statements in the table 10, we developed the 
following null and alternate hypotheses: 
 
 
H0: I do not use this product to define and express the “I” and “me” within myself 
H 6: I use this product to define and express the “I” and “me” within myself 
 
 
H0: I can’t make many connections or associations between experience in my life and this 

product. 
H7: I can make many connections or associations between experience in my 
 
 
From the above table, it can be revealed that null hypothesis is rejected and the decision will 
go in favor of alternative hypotheses which indicate that a branded product gives a positive 
feeling to customers and customers express themselves through brands. So consumers 
purchase a certain products to get positive feelings which help them to show a certain image 
of themselves to other people.  

 
 
 
 
5.9: Perceived quality: 
 
There were three questions in the questionnaire of the survey that were intended to measure 
the quality perception of the brands among the respondents. Two of the questions were direct 
in nature and other question was derived question.  
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Factor Items                         

Mean 
                              
SD  

                                 
Skewness    

                          
Kurtosis 

The name of  a brand speaks 
volumes of its quality 

4.01 .862 -0.642 0.091 

A well-known branded 
product is always better in 
quality than a little-known 
branded product 

3.89 .966 -0.837 0.624 

Perceived 
Quality 

I am always satisfied when I 
buy a well known product. 

3.96 .966 -0.733 0.112 

Table 11: Perceived quality 

 
 
As the mean of the question “The name of a brand speaks volumes of its quality” have been 
calculated to be 4.01 which is much greater than the midpoint on a 5 point Likert scale, it 
can be inferred that the majority of the respondents believe that quality of the well-known 
brands are good. The value of standard deviation is less than the mean value. The 
distribution is not asymmetrical. With -0.642  skewness the distribution has negative 
skewness. Interestingly, the mean of the question “I am always satisfied when I buy a well 
known product” is also much greater than the average with a standard deviation of 0.966. As 
for the kurtosis, the distributions of all the three statements are more pointed and thus 
leptokurtic. So, it can be concluded that the respondents think that well-known branded 
products are usually better in quality.    
 

 
 
5.10: T test of perceived quality: 

 
The following Table (Table 12) displays general descriptive statistics of variables 
“ comparison between well known brand and little known brand”, “perceived quality of 
brand”, “ Overall satisfaction with well known brand” 
  

  N Mean 
Std. 
Deviation 

Std. Error 
Mean 

comparison between well 
known brand and little 
known brand 

184 3.89 .966 .071 

perceived quality of brand 184 4.01 .862 .064 

Overall satisfaction with well 
known brand 

184 3.96 .966 .071 

Table 12: descriptive statistics of factors under perceived quality 
 

 
The following Table (Table 13) displays one sample t test statistics of the variables 
“ comparison between well known brand and little known brand”, “perceived quality of 
brand”, “ Overall satisfaction with well known brand”  
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Test Value = 3.5 
95% Confidence 
Interval of the 
Difference 

 t df 
Sig. (2-
tailed) 

Mean 
Differenc
e Lower Upper 

comparison between 
well known brand 
and little known 
brand 

5.421 183 .000 .39 .25 .53 

perceived quality of 
brand 

8.039 183 .000 .51 .39 .64 

Overall satisfaction 
with well known 
brand 

6.487 183 .000 .46 .32 .60 

 
Table 13: sample t test statistics of perceived quality   

 
 
On examinations of table (13) we can see that the mean values of all statements are above 
the test value. To check the tendency level of respondents on above statements we developed 
null hypotheses taking assumptions: 
 
H0:  the name of a brand does not speak volumes of its quality 
H8: the name of a brand speaks volumes of its quality 
 
 
H0: A well-known branded product is not always better in quality than a little-known 

branded product 
H9: A well-known branded product is always better in quality than a little-known branded 

product 
 
 
H0: I am not always satisfied when I buy a well known product 
H10= I am always satisfied when I buy a well known product 
 
 

It is interesting to note that all the null hypotheses for above statements are rejected and 
alternative hypotheses are accepted and they are statistically significant. The results show 
the relationship between well-know brand and lesser known brand and the perception of 
consumers regarding quality of brands. Respondents believe that well known brand have 
a better quality compared to unknown of lesser known brand. The fact is that branded 
product makes a good place in consumer’s mind and gains their trust through quality 
service. When consumers intend to purchase a high involvement product like notebook 
pc, firstly they consider well know branded product to measure quality 
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5.11: Brand property assets: 
 
There was one question in the questionnaire of the survey that was meant to measure the 
significance of logos and symbols of the brands among the respondents. 
 
 
Factor Items                         

Mean 
                              
SD  

                                 
Skewness    

                          
Kurtosis 

Brand 
property 
assets 

The name and logo of the 
product helps me narrow 
the gap between what I am 
what I try to be    

3.84 .927 -0.419 -0.648 

Table 14: Brand property assets 
 

 
The mean of the question is 3.84 which are by far higher than the midpoint on the Likert 
scale. Hence, it can be inferred that the logos and symbols have great importance among the 
majority of the respondents. The standard deviation of the questions is 0.927 which is by far 
below the mean value. The distribution is asymmetrical as the skewnsess is less than zero. 
With -0.419 skewness, the  distribution is negatively skewed. The value of kurtosis is 
negative and thus platykurtic.   
 

 
5.12: T test of brand property assets:  
  
 
 

  N Mean Std. Deviation 
Std. Error 

Mean 
Impact of brand name 
and logo 184 3.84 .927 .068 

 
Table 15: Descriptive statistics of brand property assets 
 
From the above table it can be observed that respondent’s level of responses towards the 
impact of brand name and logo is quite higher than the neutral value which deserves the 
explanation of impact of brand name and logo upon the consumers mind during the purchase 
decision. However it is so important for the firm because it protects brand equity from 
competitors who might want to confuse customers by using similar name, symbol or 
package. 
 
 
 

Test Value = 3.5 
95% Confidence Interval 

of the Difference 

  t df Sig. (2-tailed) 
Mean 

Difference Lower Upper 
Impact of brand name 
and logo 4.933 183 .000 .34 .20 .47 

 
Table16: sample t test statistics of brand property assets 
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To examine the tendency of respondents regarding the impact of brand name and logo 
we developed null hypothesis and alternative hypothesis based on assumptions: 
 
H0 =There is no impact of brand name and logo on consumer purchase decision 
H11= There is a impact of brand name and logo on consumer purchase decision 
 
 

From the above table we found that null hypothesis is rejected because mean value of 
respondent’s response is higher than the test value and alternative hypothesis is accepted. 
Hence, consumer’s responses are positive which implies that there is an impact of brand 
name, logo or symbol on consumer purchase decision in respect of high involvement 
product. According to analysis we can simplify that brand name, logo or symbol play 
significant role to recognize the brand source. However we may explain that consumers 
purchase the well known Laptop Pc considering brand name as a symbol of quality. 
 

 
5.13: Brand equity 

 
5.8.1: Mean value of brand equity dimension factors according to gender: 
 
Factors Brand 

loyalty 
(1) 

Brand 
awareness 
(2) 
 

Brand 
association 
(3) 

Perceived 
quality 
(4) 

Brand 
property 
assets 
(5) 

Brand equity 
(1+2+3+4+5/5) 

Mean 
value 

2.94 
 

3.85 3.69 3.95 3.84 3.65 

 
Table 17: Mean value of brand equity 

 
We have explained in our theoretical frame work that brand equity is the composition of five 
factors namely, brand loyalty, brand awareness, brand association, perceived quality and 
brand property assets. It can be noticed from the above table the entire factor’s mean value 
related to brand equity is above the neutral value 2.5 (out of 5 likert scale) which indicates 
the positiveness of respondents view to brand equity. It is clear that the impact of brand 
equity on consumers purchase decision regarding high involvement product is the combined 
effect of five factors and there is interrelationships exist among the brand equity dimensions 
.According to above table perceive quality is the strongest factor among the five factors for 
making contribution while consumers perform purchase activities and brand loyalty is the 
less strongest one. But there is no major difference among the five factors in respect of 
influencing consumers to make purchase decision because all the factor’s mean value are 
higher than the neutral value. Though there is other factors like brand credibility, social 
image, price quality relationships etc  which affect consumers choice selection and purchase 
decisions, brand equity is the most important one  in this regard compared to other factors. 
So it is important for firm because it adds value for the firm generating marginal cash flow 
through five dimensions. On the other hand, it is the most important one for consumers 
because it provides value to consumers by interpreting, processing and storing huge 
quantities of information about products and brands. However, it affects consumer’s 
confidence level in the purchase decision and satisfaction level after the purchase. 
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5.14: Brand credibility:  
 
There were five questions in the questionnaire of the survey that were intended to measure 
whether the respondents trust brands. Two of the questions were direct in nature and the 
remaining there questions were derived questions. We tried to find out the trustworthiness of 
brands among the respondents.    
 
 
 
Factor Items                         

Mean 
                              
SD  

                                 
Skewness    

                          
Kurtosis 

I usually go  for the well 
known branded products 

4.14 .898 -0.1004 1.031 

I usually do not consider 
any little-known branded 
product 

3.73 .982 -0.481 -0.296 

My purchased brand is 
interested in more than just 
selling me the product and 
making a profit   

3.70 .908 -0.155 -0.785 

If this band makes a claim 
or promise about its 
products, its probably true     

3.76 .981 -0.476 -0.292 

 
 
Brand 
credibility 

I usually make my 
purchase decision easily 
when I buy a well known 
brand. 

3.88 .997 -0.761 0.143 

 
Table 18: Brand credibility 

 
 
As we can see in the above table that the mean of the question “I usually go for the well 
known branded products” is 4.14 which are significantly higher than the average and it 
implies that most of the respondents who took part in the survey usually buy well-known 
branded product. The distribution is not symmetrical as the skewnsess is not zero. With -
0.1004 skewness the distribution has negative skewness. The mean of the question “I usually 
do not consider any little-known branded product” is 3.73 only that indicates that majority of 
the respondents usually do not even consider buying a lesser-known brand. The standard 
deviation is 0.982 which is far below the mean. The distribution is not symmetrical as the 
skewnsess is less than zero. With -0.481 skewness the  distribution is negatively skewed.  
The mean of the other three questions are 3.70, 3.76 and 3.88 and all of which are higher 
than average indicating a considerable amount of brand credibility among the respondents. 
The values of standard deviation are also below the mean. As for kurtosis, the distributions 
of the first and last statement are leptokurtic and the distributions for the other statements are 
platykurtic.   
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5.15: T test of Brand credibility 

  
The following Table (19) shows the general descriptive statistics of the items “ Inclination 
fro branded product”, “Consideration of little known branded product”, “Satisfaction of 
brand for quality and service”, “Brand credibility Brand trustworthiness”, “Impact of brand 
on life style” 
 
 

  N Mean 
Std. 
Deviation 

Std. Error 
Mean 

Inclination fro branded 
product 184 4.14 .898 .066 

Consideration of little known 
branded product 184 3.73 .982 .072 

Satisfaction of brand for 
quality and service 184 3.70 .908 .067 

 Brand credibility 184 3.76 .981 .072 
Brand trustworthiness 184 3.85 .997 .073 

Impact of brand on life style 184 3.60 1.003 .074 

 
Table19: T test of Brand credibility 
 
The following Table 20 displays one sample t-test statistics of the items “ Inclination for 
branded product”, “Consideration of little known branded product”, “Satisfaction of brand 
for quality and service”, “Brand credibility” “Brand trustworthiness”, and  “Impact of brand 
on life style”. 
 

Test Value = 3.5 
95% Confidence Interval 
of the Difference 

  t df Sig. (2-tailed) 
Mean 
Difference Lower Upper 

Inclination for branded 
product 

9.604 183 .000 .64 .51 .77 

Consideration of little 
known branded 
product 

3.154 183 .002 .23 .09 .37 

Satisfaction of brand 
for quality and service 2.922 183 .004 .20 .06 .33 

 Brand credibility 3.533 183 .001 .26 .11 .40 
Brand trustworthiness 4.734 183 .000 .35 .20 .49 
Impact of brand on life 
style 1.323 183 .188 .10 -.05 .24 

 
Table 20: sample t test statistics of brand credibility 
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To examine tendency of respondents during the purchase decision on the above factors under 
brand credibility factor, we developed null and alternative hypotheses based on assumptions 
as follows: 
 
 
H0: Respondents usually do not go for the well known branded products 
H12: Respondents usually go for the well known branded products 
 
 
H0: Respondents usually consider little known branded products 
H13: Respondents usually don not consider little known branded products 
 
 
H0: Respondents purchased brand is not more interested in more than just selling the 

product and making profit 
H14: Respondents purchased brand is more interested in more than just selling the product 

and making profit 
 
 
H0: If this brand makes a claim or promise about its products, it’s probably not true     
H15: If this brand makes a claim or promise about its products, it’s probably true     
 
  
H0= I usually do not make my purchase decision easily when I buy a well known brand. 
H16: I usually make my purchase decision easily when I buy a well known brand. 
 
 
H0:  this brand does not help me attain the type of life I strive for. 
H17:  this brand helps me attain the type of life I strive for. 
 
From the above table (Table: 19 and 20) we can draw the conclusion that our null 
hypotheses is rejected because mean level of all variables are above 3.5 compared to test 
value of 3.5. The result from the table 5.2 implies that it is statistically significant. So our 
decisions will go in favor of alternative hypothesis except the variable “impact of brand on 
life style” whose result is not statistically significant. But respondents tendency for the 
“inclination of branded product” and “brand trustworthiness is strongly significant” at the 
level .000. However null hypothesis for only one variable “impact of brand on life style” is 
accepted and it is statistically insignificant at the level .188 which is larger than 0.05 level. 
From a practical stand point, the results of the univariate hypothesis indicate that brand 
credibility influences consumers while purchasing product.  
 

 
 
.5.16: Price quality relationship: 
 
The questionnaire contained three questions that were meant to measure the perceived 
relationship between price and quality among the respondents. One of the questions was 
direct in nature and the remaining there questions were derived questions.  
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Factor Items                         

Mean 
                              
SD  

                                 
Skewness    

                          
Kurtosis 

In case of expensive 
products, buying a high 
price brand makes me feel 
good about myself 

3.66 .916 -0.86 -0.832 

Even for a relatively 
inexpensive product, I 
think that buying a costly 
brand is impressive 

2.68 1.019 .396 -0.375 

Price 
Quality 
relationship 

The price of a product is a 
good indicator of its 
quality 

3.43 1.099 -0.356 -0.379 

 Table 21: Price quality relationship: 
 

 
The mean of the question “In case of expensive products, buying a high price brand makes 
me feel good about myself” is 3.66 which is more than average whereas the mean of the 
question “Even for a relatively inexpensive product, I think that buying a costly brand is 
impressive” is 2.68 which is lower than the average on the Likert scale. The distribution of 
the latter statement is positively skewed whereas the former distribution has a negative 
skewness. The majority of the respondents agreed with the statement “The price of a product 
is a good indicator of its quality” with a mean of 3.43 and standard deviation of 1.099. As for 
kurtosis, the distributions of all three statements are platyjurtic as the kurtosis values are 
negatives.    
 
 

5.17: Influence of others in decision making process: 
 
The questionnaire contained three questions that were meant to measure the extent to which 
the respondents sought the suggestion / advice of others.  
 
 
Factor Items                         

Mean 
                              
SD  

                                 
Skewness    

                          
Kurtosis 

I sought the advice of my 
friends and colleagues 
regarding which brand of 
notebook PC to buy. 

3.63 1.037 -0.487 -0.143 

I  spent a lot of time talking 
with my friends before 
finally buying the product 

3.54 .940 -0.111 -0.515 

Influence 
of others 

I always compare a number 
of alternative brands before 
my final decision   

2.27 1.041 7.86 0.277 

Table 22: Influence of others in decision making process 
 

As we can see in the above table that the mean of the statements “I sought the advice of my 
friends regarding which brand of notebook PC to buy” and “I  spent a lot of time talking 
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with my friends before finally buying the product” are 3.63 and 3.54 respectively and both of 
which are above average. This implies that the majority of the respondents sought advice 
from others. The values of standard deviation of the statements are below the mean value. 
Both the statements have a negatively skewed distribution and needless to say the 
distributions are asymmetrical. As for kurtosis, the distributions of the first two statements 
are platykurti and the distribution for the last statement is leptokurtic.   
          
 

5.18 Enhancement of Social Image: 
 

The questionnaire contained four questions that were meant to measure whether the 
respondents believed that using a well-known brand really augments the image of the user 
socially. One of the questions was direct in nature and the remaining there questions were 
derived questions.  
 
Factor Items                         

Mean 
                              
SD  

                                 
Skewness    

                          
Kurtosis 

Use of specific brand helps 
me behave in the manner 
that I would like to behave 

3.60 .882 -0.277 -0.154 

Because of what others 
think, I feel this is a 
product that should be 
important to me. 
 

4.23 .881 -0.690 -0.432 

I think other judge  me as a 
person by the kind of brand 
I use 

3.97 .969 -0.700 -0.129 

Enhancement 
of Social 
Image 

Well –known brand help 
me achieve the identity I 
want to have 

3.98 .878 -0.753 0.289 

Table 23: Enhancement of Social Image 

 
The mean of all the statements are above average and the standard deviation of the 
statements are also around 0.90. All the statements distributions are asymmetrical and the 
distributions are negatively skewed. As for kurtosis, the distributions of the first three 
statements are platyjurtic as the kurtosis values are negative and the distribution of the last 
question is leptokurtic. Hence, it can be deduced that the majority of the respondents 
believed that use of a well-known branded product increases their social image.     
 
 
5.19: Correlations between the variable brand credibility and brand trustworthiness  

 
Correlation between items “If this brand makes a claim or promise about its products, its 
probably true” and “when I  see an advertisement  of this brand I believe the information in 
it is accurate”. 
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 Brand 
credibility 

Brand 
trustworthiness 

Brand credibility Pearson Correlation 1 .342(**) 
  Sig. (2-tailed) . .000 
  N 184 184 
Brand trustworthiness Pearson Correlation .342(**) 1 
  Sig. (2-tailed) .000 . 
  N 184 184 

** Correlation is significant at the 0.01 level (2-tailed). 
Table 24: correlation between brand credibility and brand trustworthiness 
 

 
We tried to find out the relationship between credibility of a brand and brand trustworthiness 
using the Pearson correlation test. So we took null hypothesis: 
  
H0: No relationship exists between brand credibility and brand trustworthiness. 
 
H15: Relationship exist between brand credibility and brand trustworthiness 
 
We computed Pearson correlation test with SPSS. The above table demonstrates that our null 
hypothesis is rejected and it is statistically significant at the level .000 which implies that the 
relation between these two variables is strongly positive. The results from the above 
correlation analysis indicate that consumers / respondents make purchase decision easily 
because what the brand promise about its products, it’s probably true. In this situation 
consumers deem brand name as cue for measuring quality. 
 
 

5.20: Correlation between inclinations for branded product and comparison 
between well known brand and little known brand 

 

Correlations between the statements “I always go for the well known branded product” and 
“a well known branded product is always better in quality than a little known branded 
product.” 
 
 
 

    

Inclination 
fro branded 
product 

comparison 
between well 
known brand and 
little known brand 

Inclination for  branded 
product 

Pearson Correlation 
1 .302(**) 

  Sig. (2-tailed) . .000 
  N 184 184 
comparison between 
well known brand and 
little known brand 

Pearson Correlation 
.302(**) 1 

  Sig. (2-tailed) .000 . 

  N 184 184 
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** Correlation is significant at the 0.01 level (2-tailed). 
Table 25: correlation between brand credibility and brand trustworthiness 
 
 

 We developed null hypothesis and alternate hypothesis to examine the relationship between 
the statements “I always go for the well known branded product and a well known branded 
product is always better in quality than a little known branded product”. The hypotheses are 
as follows:  
 
H0: No relationship exists between Inclination for branded product and comparison between 

well known brand and little known brand 
 
H16: Relationship exists between Inclination for branded product and comparison between 

well known brand and little known brand 
 
The results display that our null hypothesis is rejected and alternative hypothesis is accepted. 
We can conclude that consumers always go for the well known braded product because well 
known branded products have superior quality over the lesser known branded product. 
However, consumers often purchase a familiar brand because they feel comfortable and 
secure while buying a specific brand as they are aware of and familiar with the brand name. 
These analyses suggest that branded products build the consumer’s confidence. 
 
 

5.21: Bivariate Regression between perceived quality of brand and overall 
satisfaction of well known brand: 

 
 Model Summary 
 

Model R R Square 
Adjusted R 
Square 

Std. Error of the 
Estimate 

1 .335(a) .112 .107 .913 
a Predictors: (Constant), perceived quality of brand 
 
Table 26: Regression analysis between perceived quality of brand and overall satisfaction of well known brand (Model 
Summary) 

The table labeled model summary shows that R square for the regression model is .112 
which indicates the amount of variation in one variable that is accounted for by another 
variable. In the case of respondents’ perceptions of quality account for 11.2 percent of total 
variation in the increase of satisfaction with well known brand. 
 
 
ANOVA (b) 
 

Model   
Sum of 
Squares df Mean Square F Sig. 

1 Regression 19.185 1 19.185 23.040 .000(a) 
  Residual 151.549 182 .833     
  Total 170.734 183       

A. Predictors: (Constant), =perceived quality of brand 
B. Dependent Variable: =Overall satisfaction with well known brand 
 

Table 27: Regression analysis between perceived quality of brand and overall satisfaction of well known brand 
(ANOVA)  
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The ANOVA table shows the F ratio for the regression model. This statistics assesses the 
statistical significance of the overall regression models. Larger F ratio, the more variance in 
the dependent variable is explained by the independent variable. The F ratio 23.040 indicates 
the model is highly significant at the 0.000 level. 
 
Coefficients (a) 
 

Model   
Un-standardized 
Coefficients 

Standardized 
Coefficients t Sig. 

    B Std. Error Beta     
1 (Constant) 2.455 .321   7.649 .000 
  perceived 

quality of 
brand 

.376 .078 .335 4.800 .000 

A. Dependent Variable: =Overall satisfaction with well known brand 
 
Table 28: Regression analysis between perceived quality of brand and overall satisfaction of well known brand 
(Coefficients) 

 
Generally consumers feel satisfaction when they buy a well known branded product because 
a well branded product speaks volumes of its quality. Here our null hypothesis is that there is 
no relationship between perceived quality of a brand and overall satisfaction with well 
known branded product. We used SPSS software to obtain calculations. The results of 
bivariate regression analysis are shown in the above table no. 26, 27 and 28.   .  
 
From the regression coefficients table, the column labeled “Unstandardized Coefficients” 
reveals that unstandardized regression coefficient for perceived quality of brand 0.376. The t 
test tells us that the regression coefficient is different enough from zero to be statistically 
significant at the level 0.000. According to above analysis, our null hypothesis is rejected 
which indicates that the relationship exists between these two variables. 
 
From the above bivariate regression analysis we can conclude that perceived quality of brand 
is positively related to overall satisfaction with well known brand. Because respondents 
probably look for well and better known brand that have higher quality to have higher 
satisfaction. 

 
5.22: Multiple regression between inclinations for branded product and different 

variables 
 
  N Mean 
Inclination for  branded product 184 4.14 

impact of brand on personality 184 3.60 

Brand's impact on social image 184 4.23 

Enhancement of personal image through 
brand 184 3.97 
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Impact of brand on personal identity 184 3.98 

Valid N (list wise) 184   
 
Table 29: Descriptive statistics of different variables related to inclination for branded product  
 

 
In the above table, the descriptive statistics show that the means of the variables in the 
regression analysis. It can be noticed that the means for independent variables, Impact of 
brand on personal identity is 3.60, impact of brand on personality is 4.23, Enhancement of 
personal image through brand is 3.97, Brand's impact on social image is 3.98 and all the 
values are above the mid point of the scale 5 points satisfaction scale and therefore it shows 
the positive perceptions of the respondents about the factors. 
 
Model Summary 
 

Model R R Square 
Adjusted R 
Square 

Std. Error of the 
Estimate 

1 .397(a) .158 .139 .833 
Table 30 Regression analysis between inclinations for branded product and different variables (Model summary) 
 
A Predictors: (Constant) =Impact of brand on personal identity, impact of brand on 
personality, Enhancement of personal image through brand, Brand's impact on social image 
 
  
Information in the Model summary table indicates that the value of R square for the model is 
0.397. This means that 39.7 percent of the variation in the inclination for the branded 
product (dependent variable) can be explained from the four independent variables. In 
general R square always increases as independent variable is added to a multiple regression 
model. To avoid overestimating the impact of adding an independent variable to the model, 
some analysts prefer to use adjusted R square value (it recalculates the R square value based 
on the number of predictor variables in the model). This makes it easy to compare the 
explanatory power of regression models with different numbers of independent variables. 
This adjusted R square for the model 0.139 which indicates only a slight overestimate with 
the model. 
 

 
ANOVA (b) 
 

Model   
Sum of 
Squares df 

Mean 
Square F Sig. 

1 Regressi
on 23.288 4 5.822 8.383 .000(a) 

  Residual 124.315 179 .694     
  Total 147.603 183       

 
Table 31: Regression analysis between inclinations for branded product and different variables ( 
ANNOVA)  
 
A. Predictors: (Constant), Impact of brand on personal identity, impact of brand on 
personality, Enhancement of personal image through brand, Brand's impact on social image 
B. Dependent Variable: Inclination for branded product 
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The overall regression results are shown in the ANOVA table .The regression model is 
statistically significant (The F ratio 8.383, significance level 0.000).  
 

 
Coefficients (a) 
 

Model   
Unstandardized 
Coefficients 

Standardize
d 
Coefficients t Sig. 

    B 
Std. 
Error Beta     

(Constant) 3.288 .470   6.998 .000 
impact of brand on 
personality 

.299 .071 .293 4.228 .000 

Brand's impact on 
social image 

-.063 .080 -.057 -.790 .430 

Enhancement of 
personal image 
through brand 

.189 .065 .204 2.891 .004 

1 
  
  
  
  

Impact of brand 
on personal 
identity 

-.178 .075 -.174 -2.390 .018 

 
Table 32: Regression analysis between inclinations for branded product and different variables (Coefficients)  

A. Dependent Variable: Inclination for branded products. 
 

 
 In order to examine the relationship, we developed null hypothesis that there is no 
relationship between the inclination for branded product and Impact of brand on personal 
identity, impact of brand on personality, Enhancement of personal image through brand, 
Brand's impact on social image. Information provided in the coefficients table tells us, which 
of the independent variables are significant predictors of inclination for branded product. In 
the significance column, we notice that the beta coefficients for impact of brand on 
personality, Enhancement of personal image through brand, Impact of brand on personal 
identity are all significant except Brand's impact on social image. Information in the 
coefficients tables reveals that impact of brand on personality is the most significant 
predictor in the inclination for branded product with a beta coefficient 0.293 at the 
significance level 0.000) 
 
From the above analysis we can draw conclusion that the consumption and choice of an 
individual defines his or her status in the society, as certain brands or products become the 
status symbol and makes the person look and feel different from others. Usually, people 
purchase different branded products believing that it defines their status in the society. The 
results show that the level of inclination for branded product is positively related to impact 
of brand on personality. It implies that consumers usually go for the well known branded 
product because it helps them behave in the manner that they would like to behave. The level 
of inclination for branded product is found to be negatively related to brand impact on social 
image and it is statistically insignificant at 0.430 levels.  
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Our analysis further shows that there is a positive relationship between inclination for 
branded product and enhancement of personal image through brand. Because respondents 
think other judge them as a person by the kind of brands they use and for that they usually go 
for well known branded product. The other factor that (impact of brand on personal identity) 
was found to be negatively related to inclination for branded product. And it is statistically 
significant but not so strongly which implies that respondent usually go for well known 
branded product not only for well known brand help them to achieve the identity they want 
to have but for other reasons as well. 
             
 
6. CONCLUSION 
 
This chapter illustrates the conclusion that we have drawn from the result of our research.  
 
In the course of working on the current topic, we reviewed many different but pertinent 
theories, we also conducted a survey. For the survey, we designed a questionnaire to 
measure the extent of brand equity on the consumers’ decision making process. We tried to 
glean relevant information from the survey that would assist us in getting some answers to 
our questions. On the basis of the theories regarding the brand equity and customer decision 
making process as well as from the results of our empirical study, we drew a conclusion 
from the information that we gathered through survey as we wanted to study and examine 
the extent to which brand equity influence consumers’ decision in case of high involvement 
product. For our study, we used Notebook PC as a high involvement product. On analysis of 
the collected data, we came to a conclusion that brand names have an influence on the 
consumer decision not only in case of notebook PC, but also in other product categories. 
 
 
Our survey results show that the mean of brand loyalty for male and female was 2.93 and 
2.24 respectively both of which are slightly higher than the average of 2.5 on the Likert 
scale. In case of brand loyalty there is significant difference between male and female 
student. The means of brand awareness for male and female are 3.82 and 3.89 respectively. 
So, we can deduce that both male and female students have relatively higher level of name 
awareness. The means of brand association are 3.72 and 3.66 for male and female 
respectively. The mean of perceived quality for men and women was 3.83 and 4.07 
respectively. In case of perceived quality, we notice a difference between male and female 
but the difference is not that strong. The mean of brand property assets for male and female 
students was 3.92 and 3.75 respectively. The overall means of brand equity for male and 
female student are 3.64 and 3.66 respectively. Both the means are considerably higher than 
the average of 2.5 on the Likert Scale. So, it is reasonable to say that both male and female 
students’ purchase decisions are influenced by the brand equity to an extent.     
 
Our study also revealed that the reference groups, consumers’ social class and price 
sensitivity plays a pivotal role in shaping consumer’s final purchase decision. The findings 
of our survey show that the mean of influence of reference groups are 3.16 and 3.13 for male 
and female respectively both of the means are considerably higher than the average on the 5 
point Likert Scale. The mean of brand credibility and price sensitivity for men and women 
are 3.76 and 3.73 respectively. The mean of influence of social class are 3.62 and 3.59 for 
male and female respectively both of which are higher than the average of 2.5 on the Likert 
scale.  
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Our survey results show that the respondents previously automatically knew which brand of 
Notebook PC to buy. The mean of the statement “I automatically knew which brands of this 
product to buy” was much higher than average indicating that respondents had only a few 
brands in their evoked set and they ended up buying their top-of-the-mind brand. Customers 
have many choices as far as buying a notebook PC is concerned. So when customers intend 
to buy a notebook PC, brand name influences their decision to an extent. A customer 
considers many aspects about notebook PC, among them one of the prominent is the brand 
name. In today’s increasingly competitive business market, brand name is an asset to a 
company and it can be successfully used as an effective marketing tool to get an edge over 
the competitors. Every brand has its own standing and among the customers.  
In this day and age, consumers trust the well-known brand names because branded products 
have good quality. Most of the customers are loyal to some specific brands. The mean of the 
statement “I usually go for the well known branded products” was 4.14 which is much 
higher than the average on the 5-point Likert scale. Customers have high level of awareness 
concerning the known brands as compared to lesser known brands. Consumers opined that 
well-known brand companies maintain quality of their product. Which is why, brand name 
affects the customer choice while making a purchase decision. Moreover, consumers also 
tend to trust well-known branded products. The mean of the statement “When I see an 
advertisement of this brand I believe the information in it is accurate” was much higher than 
the average which testifies to the fact that consumers usually trust the brands.     
 
In today’s increasingly competitive market it is a difficult task for companies to create and 
retain a well known brand that is popular in the target segments. It requires considerable 
amount of efforts and expenditure to create and retain a brand. If companies can attain this 
goal, companies can gain a lot from it. If a company has a well-established brand in the 
market, companies can take advantage of the established brand by way of line extension and 
brand extension. It will make the customers to have trust in the brand name more and 
resultantly customer become more loyal to that brand.  
  
If a consumer has an emotional association with a specific brand, he or she will have more 
confidence on the brand and consequently that consumer will become loyal to that specific 
brand. So as to create an emotional link to the customers, brand’s logo or name is an easy 
way to get the customers recognized a brand and differentiates the brand from other 
competing brands. When customers decide to buy, he or she can easily identify the product 
through brand name or logo. As we have found out in our survey that most of the 
respondents in our survey answered positively that they can easily detect and differentiate 
their preferred brand from other brands. 
 
When consumers intend to buy a product, before buying a product consumers take several 
steps before they make the final purchase decision, these steps are very helpful to consumers 
to decide which brand product to buy. However, customers will not necessarily go through 
all the steps for every purchase. It depends on the consumers’ level of involvement and how 
important is the purchase decision to customers. In case of expensive product, a consumer is 
usually highly involved in his or her purchase decision. Specially, in the information search 
and evaluation phase, a highly involved consumer will glean much information as required 
and weigh up the collected the information before finally making his purchase decision. In 
this case a consumer will glean enough information about the different brands and compare 
them with each other. Then he or she will evaluate the different brands’ attributes before 
making a final purchase decision. 
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We do live in a branded world. Brands signify consumers’ social class in the society. People 
from different classes have diverse likings and choices. Some brands are considered to be 
meant for specific social classes because everyone can not afford the brands.  
 
To sum up, it can be conclude from our empirical findings that brands have the power in 
influencing the purchase decision of consumers. Consumers consider well-known brands as 
an emblem of quality and prestige.      



    

 52   

7. CREDIBILITY CRITERIA AND FUTURE RESEARCH 
 
In this chapter we described the three factors of the credibility criteria that are commonly 
utilized. The three criteria are Validity, reliability and ability to generalizability. 
 
 

7.1 Validity 
 
Validity is probably the single most important aspect of the design of any measurement 
instrument in research. However good our research design or sophisticated our statistical 
analyses, the results will be meaningless if we aren’t actually measuring what we are 
purporting to measure.100 Validity is concerned with whether the findings are really about 
what they appear to be about.101 The attitude measure can said to be valid if one can 
distinguish between attitude scores and if it reflects the difference among objects about the 
characteristic, which are being measured.102 It can be highly related to the outcome of the 
research or right answers to the research questions and to what extant these results or 
outcomes are valid.103 
 
We believe that the measurement instrument of our study is valid. Before developing the 
questionnaire for our study, we extensively read all theories related to consumer behavior 
and branding. We also read a good number of previous studies done on branding and 
consumer behavior. We customized and developed our questionnaire in consultation with 
book titled “Handbook for Marketing Scales” by Bearden, W. O and Netemeyer, R. G. We 
were very cautious is designing our questionnaire as we knew that most of the concepts we 
wanted to measure, for example self-image, could not be measured directly. Self-image is 
an abstract concept. We cannot plug directly into people’s heads and know what they are 
thinking. It is in that sense a latent variable, a variable that can not be directly measured. 
Therefore we need to develop instruments that measure these concepts indirectly.104 
   
 

7.2 Reliability 
 
Reliability has two main forms namely repeated measurement and internal consistency. 
Repeated measurement has to do with our ability to measure the same thing at different 
times. The second form of reliability is internal consistency reliability. This form of 
reliability is only applicable to instruments that have more than one item as it refers to how 
homogeneous the items of a test are or how well they measure a single construct.105 
Reliability presents the extent to which data collection techniques and analysis procedures 
will relent and have reliable findings. It can be evaluated by posing the following three 
questions.106 1) Will the measurers yield the similar results on other occasions? 2) Will same 
consideration be achieved by other observers? 3) Is there transparency in how raw data has 
been utilized to describe the conclusions? We believe that our measurement instrument was 
                                                
100 Muijs, D. (2004) Doing Quantitative Research in Education with SPSS. London: Sage Publications, p 66. 

101 Saunder, M, Lewis, P & Thornhill, A, (2006), Research Methods for Business Students, Pearson Education, p.149  

102 Aaker, D.A, Kumar, V and  Day, G.S, (2004), Marketing Research, Eight Edition, New York: John Wiley and Sons, p.303 

103 Remenyi, D. (1998), Doing Research in Business and Management: An Introduction to Process and Method, London: Sage, p.56 

104 Muijs, D, (2004), Doing Quantitative Research in Education with SPSS. London: Sage Publications, Incorporated, p 65. 

105 Muijs, D, (2004). Doing Quantitative Research in Education with SPSS. London, , GBR: Sage Publications, Incorporated, p 73. 

106 Saunder, M, Lewis, P & Thornhill, A, (2006), Research Methods for Business Students, Pearson Education, p.149
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well-designed and thus captured the data that we intended to. As our questionnaire was 
designed and customized following the relevant theories and accepted constructs that were 
applied in previous researches successfully, we believe that our measurement instrument has 
both repeated measurement ability and internal consistency.    
 

7.3 Generalizability 
 
Generalizability is possibly the most fundamental criteria for evaluating a quantitative 
research because it is the way to reassure the reader of a research report, the results from it 
should be universally acceptable.107 In statistical studies generalization occurs from a 
(typically random) sample to a population via the methodology of statistics. This is the most 
typical explicit mode of generalization in business research. MacIntyre links the difficulty of 
generalizing in social sciences to the difficulty of predicting human behaviour, which according to 
him involves a dilemma: to make our life meaningful we should simultaneously be able to make 
valid generalizations of the behaviour of others – because otherwise an engagement in long-term 
projects would be inconvenient for us – and preserve our independence and our freedom to choose 
our own courses of action, i.e. to keep ourselves unpredictable. He concludes that generalizations 
may exist in social sciences, too, but in a significantly weaker form.108 
 
With regard to Generalizability of the current research, we have chosen the convenience 
sampling technique for the survey. The respondents who took part in the survey are students 
and the study was conducted in Umeå, Sweden. During our survey we kept in mind the 
availability of sources and time constraint. Therefore we targeted those students who have a 
notebook PC. Our research was limited to one particular product.    
 
 

7.4 Scope for future research  
 

The current study we used the “non-probability sample”, hence it is not representative of 
entire population from a statistical point of view. So, for future study, if with more time and 
budget, future researchers may use random sample for their study that each member of that 
population has an equal probability of being selected which will surely produce a better 
results. The current study has been conducted in Umeå, Sweden. The respondents who took 
part in the survey are students of Umeå University and SLU who own a notebook PC. This 
study focused only on one high involvement product that is notebook PC. Moreover, the 
participants of the survey are in the age range of 19 to 40. Therefore, the result can not be 
generalized to other cites in Sweden across different ages and different high involvement 
product. We think further research can be conducted on a large scale with a larger sample 
size not only with notebook PC, but also covering few other high involvement products like 
car, or in other cities. 
  
 
 
 
 

                                                
107 Auerbach, C, F, and   Silverstein, L, B, (2003) Qualitative Data: an Introduction to Coding and Analysis, New York University Press, 

p.80 
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QUESTIONNAIRE  
 

We are studying Masters of Science majoring in Marketing at Umeå School of Business 

(USBE), Umeå University, Sweden. We have designed the following questionnaire for the 

study of the impact of brand image on the consumers’ decision making process which is 

required for our thesis work as an integral part of our study. We are conducting a survey 

among the students who own a notebook PC.  

 

If you own a notebook PC, we would highly appreciate if you fill this questionnaire. It will 

take approximately 10-15 minutes. We expect your kind cooperation. 

 
 
1. What is your gender? 
 

  Male       Female 
 
2. What is your age? 
 

  19 to 24 years       25-30 years       31 to 40 years 
3. What is the brand of your notebook PC? 
 

 HP   Toshiba  Apple  Lenovo Compaq  Acer  Ausus  Sony   
 

Fujitsu Siemens  Packard Bell  LG  Others   
 
 
The numbers of following table indicates the degree of satisfaction or agreement level 
(on a scale of 1-5*). Please circle the number, which accurately reflects your opinion. 
 
 
4. I automatically knew which brand of notebook 
PC to buy  

Strongly disagree                                     Strongly agree 
 
 1                   2                 3                      4                  5 

5. At the place of purchase, I could visually 
detect my preferred brand without much effort    

Strongly disagree                                     Strongly agree 
 
 1                   2                 3                      4                  5 

6. I usually go for the well known branded 
products 

Strongly disagree                                     Strongly agree 
 
 1                   2                 3                      4                  5 

7. I did not search attribute information of the 
brands I was not aware of. 

Strongly disagree                                     Strongly agree 
 
 1                   2                 3                      4                  5 

8. I usually do not consider any little--known 
branded product. 

Strongly disagree                                     Strongly agree 
 
 1                   2                 3                      4                  5 

9. I sought the advice of my friends regarding 
which brand of notebook PC to buy.  

Strongly disagree                                     Strongly agree 
 
 1                   2                 3                      4                  5 

10. I  spent a lot of time talking with my friends 
before buying the notebook PC  

Strongly disagree                                     Strongly agree 
 
 1                   2                 3                      4                  5 

11. I always compare a number of alternative Strongly disagree                                     Strongly agree 
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brands before my final decision    
 1                   2                 3                      4                  5 

12. I usually purchase the same brand within a 
product class  

Strongly disagree                                     Strongly agree 
 
 1                   2                 3                      4                5   

13. If my preferred brand in this product class is 
not available at the store, it makes little 
difference to me if I must choose another brand   

Strongly disagree                                     Strongly agree 
 
 1                   2                 3                      4                 5  

14. This brand helps me attain the type of life I 
strive for. 

Strongly disagree                                     Strongly agree 
 
 1                   2                 3                      4                  5 

15. I use this brand to define and express the “I” 
and “me ” within myself  

Strongly disagree                                     Strongly agree 
 
 1                   2                 3                      4                  5 

16. I can make many connections or associations 
between experience in my life and this product 

Strongly disagree                                     Strongly agree 
 
 1                   2                 3                      4                  5 

17. Use of specific brands helps me behave in 
the manner that I would like to behave 

Strongly disagree                                     Strongly agree 
 
 1                   2                 3                      4                  5 

18. Because of what others think, I feel well-
recognized brands should be important to me.   

Strongly disagree                                     Strongly agree 
 
 1                   2                 3                      4                  5 

19. I think other judge me as a person by the 
kind of brands I use.  

Strongly disagree                                     Strongly agree 
 
 1                   2                 3                      4                  5 

20. Well-known brands help me achieve the 
identity I want to have.   

Strongly disagree                                     Strongly agree 
 
 1                   2                 3                      4                  5 

21. The name and logo of a product helps me 
narrow the gap between what I am what I try to 
be.    

Strongly disagree                                     Strongly agree 
 
 1                   2                 3                      4                  5 

22. My purchased brand is interested in more 
than just selling me the product and making a 
profit   

Strongly disagree                                     Strongly agree 
 
 1                   2                 3                      4                  5 

23. If this band makes a claim or promise about 
its products, its probably true     

Strongly disagree                                     Strongly agree 
 
 1                   2                 3                      4                  5 

24.I usually feel at ease about the quality of the 
product when I buy a well-known brand 

Strongly disagree                                     Strongly agree 
 
 1                   2                 3                      4                  5 

25. When I see an advertisement of this brand I 
believe the information in it is accurate    

Strongly disagree                                     Strongly agree 
 
 1                   2                 3                      4                  5 

26. In case of expensive products, buying a high 
price brand makes me feel good about myself.  

Strongly disagree                                     Strongly agree 
 
 1                   2                 3                      4                  5 

27. Even for a relatively inexpensive product, I 
think that buying a costly brand is impressive. 

Strongly disagree                                     Strongly agree 
 
 1                   2                 3                      4                  5 

28. The price of a product is a good indicator of 
its quality. 

Strongly disagree                                     Strongly agree 
 
 1                   2                 3                      4                  5 

29. A well-known branded product is always 
better in quality than a little-known branded 
product.  

Strongly disagree                                     Strongly agree 
 
 1                   2                 3                      4                  5 

30. The name of  a brand speaks volumes of its 
quality 

Strongly disagree                                     Strongly agree 
 
 1                   2                 3                      4                  5 

 
 

 
 

Thank you very much for your cooperation! 


