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Abstract

Using a measurement method of brand image and consumer preference, this study aimed on
investigate the effect of brand image on consumer preference; the case of Ambassador Garment.
This study sought to investigate specifically, the influence of brand image on consumer
preference. Moreover, all possible correlations between brand image dimension (Brand Value,
Brand Characteristic and Brand Association) and consumer preference are also tested like
Pearson’s Correlation and normality test. Pearson’s regression testing was made to indicate the
influence of brand image on consumer preference. In the context of the study, the introduced
model adopted from Aaker (1996) was tested by a questionnaire instrument with 19 items
excluding the general information. The research used estimation method to select sample size of
422. A total of 364 completed copies of questionnaires were used for analysis were 58 responses
remained in-appropriate responses. The research used stratified proportional sampling method
with two strata’s (self~owned outlets and agent owned outlets). Moreover the research used
descriptive analysis (frequency of general responses, general information of respondents, mean
& standard deviation), Pearson correlation analysis, normality test and multiple regressions to
explore the relationship among variables. The results suggest that, brand image variables have
statistically significant relationships with consumer preference. The findings of the study
indicated positive correlations with all variables with high factor loadings. Brand image has
significant impact on the overall preference of the consumer according to Pearson regression
test.

Keywords: Brand Image, Consumer Preference.
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Chapter One

Introduction
1.1-Background of the study

A broad variety of theories that attempt to describe the factors which influence consumers and
their behavior when making purchasing decisions have been done. The goal of the investigation
of consumer behavior is to discover patterns of consumers' attitudes in their decision to buy or to
ignore a product (Matsatsinis, Samaras, 2000). Consumers’ preferences for products or brands
arise from the combination of many different factors. Some factors come from features of the
product itself (e.g., price, durability), while others are attributes of consumers themselves (e.g.,
goals, attitudes, discretionary income), (Venkatraman, Clithero, Fitzsimons, and Huettel, 2012).

Ge, Brigden and H&ubl (2015) proposed that consumers often make choices in settings where
some alternatives are known and additional alternatives can be unveiled through search. When
making a choice from a set of alternatives, the manner in which each of these was discovered
should be irrelevant from a normative stand point. Consumers must often decide between
choosing among a set of previously discovered alternatives and searching to discover additional
alternatives before making a choice. A substantial body of prior work examines consumer choice
from pre-determined sets of alternatives. As a result, we know much about the influence of

choice set composition and decision context on choice (Ge, Brigden, and Haubl, 2015).

Often, consumers will tend to choose a brand that they consider congruent with their self-image.
In this particular way each consumer at an individual basis will try to reflect his or her own
identity through choice. When part of a larger social group, consumer choices tend to converge
to a certain pattern thus forming the basics of an individual social identity (Cétdlin, Andreea,
2014).

According to MSG Experts (n. d) Brand image is the current view of the customers about a
brand. It can be defined as a unique bundle of brand associations within the minds of target
customers. It signifies what the brand presently stands for. It is a set of beliefs held about a
specific brand. In short, it is nothing but the consumers’ perception about the product. It is the
manner in which a specific brand is positioned in the market. Brand image conveys emotional
value and not just a mental image. Brand image is nothing but an organization’s brand

character. It is an accumulation of contact and observation by people external to an



organization. It should highlight an organization’s mission and vision to all. The main elements
of positive brand image are- unique logo reflecting organization’s image, slogan describing

organization’s business in brief and brand identifier supporting the key values.

Brand image is the overall impression in consumers’ mind that is formed from all sources.
Consumers develop various associations with the brand. Based on these associations, they form
brand image. An image is formed about the brand on the basis of subjective perceptions of

associations’ bundle that the consumers have about the brand.

The idea behind brand image is that the consumer is not purchasing just the product/service but
also the image associated with that product/service. Brand images should be positive, unique and
instant. Brand images can be strengthened using brand communications like advertising,

packaging, word of mouth publicity, other promotional tools, etc.

Brand image develops and conveys the product’s character in a unique manner different from its
competitor’s image. The brand image consists of various associations in consumers’ mind -
attributes, benefits and attributes. Brand attributes are the functional and mental connections with
the brand that the customers have. They can be specific or conceptual. Benefits or brand values
are the rationale for the purchase decision. There are three types of benefits: Functional benefits -
what do you do better (than others), emotional benefits - how do you make me feel better (than
others), and rational benefits/support - why do I believe you (more than others). Brand attributes

are consumers overall assessment of a brand.

As brand image is the net extract from the brand this study tried to investigate the brand image

position towards consumer preference of Ambassador Garment.



1.2-Back ground of the organization

Ambassador Garment story starts from a single young man patching cloth in a remote part of the
country using an ordinary machine in the early 1980°s. Due to his clear vision, great passion and
commitment to work, such a small business grows remarkably and established as Ambassador
Garment & Trade PLC in 1997. Within the past two decades, the company can ensure
sustainable growth and become a leading men suit manufacturer in Ethiopia.

Now a day, it is able to expand its destination opening over 85 sales centers, create a job
opportunity employing thousands and upgrade its manufacturing capacity to 600 men suites per a
day. The company has more than 500 employees.

By enhancing the company's production and sales performance, building up strong financial
foundation and well-known brand, and then assuring continuous growth of the business, the
company has a vision to export suits and other merchandise products to Eastern and Southern

African countries besides satisfying the needs of the domestic market.

Ambassador Garment is mainly known for its quality and fashionable men’s suit. Besides men
suit, it produce and deliver lady’s suit, on which it makes it pioneer to manufacture at factory
level, kid's suit, trouser, coat, carport, merchandise products like shoe, shirt, necktie, sock, belt,

scarf and other specialized knitwear-products keeping the track of the latest market-trends.

Ambassador Garment is also known for its Made-to-Measure service, on which the company
serve its customers by measuring their actual body size and making as per. Such service helps to
serve customers who have a special need, style or physical setup besides suits produced on a

mass production.

Ambassador Garment’s potential customers are graduating students, bride grooms, best men’s,
employees working under service giving institutions and any casual or dinner wear seekers. The
company makes a strong commitment to consumers and strives to make a difference in
workplace operating with the highest level of integrity and always finding new ways to improve

business operations.



In today's changing world, customers are looking for modern, stylish and fashionable products.
The company mainly prefers to compete by producing quality products for different market
segments through building its brand. To do so, besides selling quality suits with a reasonable

price, provides exclusive products by opening premium selling outlets at major cities.

Ambassador Garment offers its products directly to the end users through 85 selling outlets
opened throughout the country in different regions selling at the same price mainly categorized
in two kinds of categories: - 1- Self-owned outlets and, 2- Agent owned outlets. Among these 85
outlets under self-owned outlet category there are 14 outlets, 9 are located in Addis Ababa and
the remaining 5 are located in rural cities outside Addis Ababa, and under agent owned outlets
there are 71 outlets, 14 are located in Addis Ababa and the remaining 57 are located in rural

cities outside Addis Ababa.



1.3-Statement of the problem

Every day consumers make purchase decisions by choosing among large sets of related products.
Individual consumers may approach purchase decisions with different mind sets that can affect

how they purchase.

Brand image has critical influences on consumer product/service preference. According to
Keller, (1993) brand image as summation of brand associations in the memory of consumer
which leads him towards brand perception and brand association including brand attributes,
brand benefits and brand attitude. Therefore, a consumer might have difference in attitude
towards the brand; if the consumer have positive attitude as well association to the specific brand

then the probability of preferring that brand is quite big.

Researchers have been conducting studies regarding brand preference in Addis Ababa on
different sectors as stated on the empirical literature review but to give highlights like dairy
products a study entitled “factors affecting consumers brand preference of dairy products in
Addis Ababa outlet shops” and concluded brand attributes (product price, quality, taste and
brand familiarity), advertisement and sales promotion affect consumers brand preference on
dairy products in Addis Ababa (Aberra Adie 2015), another study on mobile phones entitled
“assessment of brand preference of international vs. local mobile phone brands (the case of
Addis Ababa university school of commerce students) and concluded that students of Addis
Ababa University, School of Commerce are influenced by brand equity dimensions in their brand
preference of international mobile brands over the local ones rather than consumer attribute
dimensions like new technology applications, product attributes and price (Amdemichael
Asaminew 2014) also other researchers have been conducting studies (concluded in chapter two-
empirical studies) on product/service like beer, footwear, heavy truck and banking sector.
Furthermore, there are no significant researches one which could inform the effect of brand
image on consumer preference in the garment industry in Addis Ababa, therefore this study is
done in such a way that it might give insight to the major determinants that have an effect on
consumer preference regarding brand image. This study also tried to measure different variables
which determine consumer preference from brand image of Ambassador Garment products so

that the company can have a clear understanding of the current brand image position.
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1.4-Objectives of the study
1.4.1-General Objective of the study

The general objective of the research is to examine the effect of brand image on consumer
preference: the case of Ambassador Garment.
1.4.2-Specific objectives of the study
1- To identify the level of brand value of Ambassador Garment products on consumer
preference,
2- To measure the level of brand characteristic of Ambassador Garment products on
consumer preference,
3- To evaluate the level of brand association of Ambassador Garment products on consumer
preference.

1.5-Research hypothesis

H1: Brand value has significant positive influence on consumers’ preference,
H2: Brand characteristic has significant positive influence on consumers’ preference,
H3: Brand association has significant positive influence on consumers’ preference.

1.6-Significance of the study

This study aimed at identifying whether brand image affect consumer preference of Ambassador
Garment products.

This study might help Ambassador Garment to identify and adopt the best ways to build brand
image that insure consumer preference, having positive effect in improving the image of the
garment company. This improved image will, in turn, increase demand for the garment products
and increase premium income generation and contribution to the economy of the country. The
study analyzed current brand image position and its effects on the consumer preference in
Ambassador Garment. The establishment of the existence of a relationship among these two
variables (brand image and consumer preference) was used to make appropriate
recommendations to a goal oriented brand image generation that will ensure the double benefits
of cost efficiency and customer preference in Ambassador Garment. Furthermore, this study
might be used as a baseline and serve as a reference for those who want to conduct further

investigation in this area.



1.7-Scope and Limitation of the study

The study is based on Ambassador Garment in Addis Ababa. The research specifically
investigated the company’s brand image towards the effects on consumer preference; it tried to
examine the effects of brand image on consumer preference in Ambassador Garment. This study
is only based on Ambassador Garment products of the company through survey research
methodology. The study included three operational variables (Brand Value, Brand Characteristic
& Brand Association). This study used stratified proportional sampling method in regard with
convenient sampling technique.

1.8- Organization of the paper

The paper is organized into five chapters. Chapter One outlines the introduction of the thesis
while the Chapter Two review the theoretical and empirical literatures. Chapter Three is about
research design and methodology. Chapter Four focused on data analysis and discussion of
findings finally, Chapter Five contains summary, conclusion and recommendations. Appendices
are referred as an attachment.

1.9- Definition of Terms
1.9.1-Conceptual definition

Brand Value-Brand value is the contribution of the brand name and its related connotations to

the consumer’s valuation of the branded article as a whole (Riezebos et al, 2003).

Brand Characteristic-A distinguishing feature or attribute of a brand having physical,
functional and operational category. Business Dictionary (2017).

Brand Association- Brand associations are the attributes of brand which come into consumers
mind when the brand is talked about. It is related with the implicit and explicit meanings which a
consumer relates/associates with a specific brand name. Brand association can also be defined as
the degree to which a specific product/service is recognized within its product/service

class/category. MSF Experts (n.d.)



1.9.2-Operational definition

Brand-A brand is, a “name, term, sign, symbol, or design, or a combination of them, intended to
identify the goods and services of one seller or group and to differentiate them from those of

competition” (Lane Keller, 2008).

Consumer-the final user of the product. It can be an individual or an organization that finally
used the product to satisfy a particular need or want.



Chapter Two

Literature Review

2.1-Introduction
In this chapter theoretical and empirical reviews of brand image and consumer preference are
reviewed.
2.2-Theoretical Review
This sub topic consists of theoretical concepts of brand, brand image & consumer preference.
2.2.1-Brand
According to Nicholas Ind (1997), brand can be described as a feature of a plain idea of product
or service, and it includes the definition or a view of the values that go deeper in the functional
performance. In the other words, “A product is something that is made, in a factory; a brand is
something that is bought by a customer.” Aaker (1991) noted that the brand signals the source of
the product to consumers, and protects the customer, as well as, the producer from possible
competitors who would attempt to provide products that appear to be identical. In relation to
competitors, Nicholas Ind (1997) points out the following crucial notion: “A product can be
copied by a competitor, a brand is unique.”
According to Aaker (1996) brand can be seen in four different perspectives.

1- Brand as a product

2- Brand as an organization

3- Brand as a person

4- Brand as a symbol

1- Brand as a product
Brand as a product deals with the brand associations attached to a product or service. It is closely
linked to brand choice decisions and the experiences consumers have of its use. The core element
is to recognize the product category the brand belongs to. The key idea is to connect the brand to
the specific product group so that it is the first one the consumers recall when thinking of the
group. The attributes that are related to brand as a product are quality, purpose of use, types of
users and the origin of the product or service (Aaker, 1996).

2- Brand as an organization
Brand as an organization concentrates less on the product or service itself but primarily on

attributes of the organization. These attributes (for example innovation and quality) are created
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by the people, culture, values and programs of the company and are more resistant to competitive
claims. This is because it is easy to copy a product and product features but duplicating an
organization with unique people, values, and programs is almost impossible (Aaker 1996).

3- Brand as a person
Brand as a person considers the brand as having human attributes such as fun, active, formal or
youthful. A brand personality can improve the brand because a consumer could relate to it and
express their own personality. In the same way as personalities influence human relationships,
brand personality can be the basis of a relationship between the customer and the brand. Brand
personality can also arbitrate certain images, functions and benefits of a product or service itself
to a consumer (Aaker, 1996).

4- Brand as a symbol
A strong symbol makes it easier for consumers to recognize and recall a brand. The absence of a
symbol can be a real disadvantage to a brand. A symbol can be a visual imagery, metaphors
and/or brand heritage that relates to a brand. The symbol is at its strongest when it relates to
some extra value that the brand provides if purchased (Aaker 1996).
In another point of view according to Lisa W. (2000) brands are different from products in a way
that brands are “what the consumers buy”, while products are “what concern/companies make”.
Brand is an accumulation of emotional and functional associations. Brand is a promise that the
product will perform as per customer’s expectations. It shapes customer’s expectations about the
product. Brands usually have a trademark which protects them from use by others. A brand gives
particular information about the organization, good or service, differentiating it from others in
marketplace. Brand carries an assurance about the characteristics that make the product or
service unique. A strong brand is a means of making people aware of what the company
represents and what its offerings are.

10



To a consumer, brand means and signifies:

= Source of product

= Delegating responsibility to the manufacturer of product
= Lower risk

= Less search cost

= Quality symbol

= Deal or pact with the product manufacturer

= Symbolic device

Brands simplify consumers purchase decision. Over a period of time, consumers discover the
brands which satisfy their need. If the consumers recognize a particular brand and have
knowledge about it, they make quick purchase decision and save lot of time. Also, they save
search costs for product. Consumers remain committed and loyal to a brand as long as they
believe and have an implicit understanding that the brand will continue meeting their
expectations and perform in the desired manner consistently. As long as the consumers get
benefits and satisfaction from consumption of the product, they will more likely continue to buy

that brand. Brands also play a crucial role in signifying certain product features to consumers.
To a seller, brand means and signifies:

« Basis of competitive advantage

« Way of bestowing products with unique associations

e Way of identification to easy handling

o Way of legal protection of products’ unique traits/features
« Sign of quality to satisfied customer

e Means of financial returns

A brand, in short, can be defined as a seller’s promise to provide consistently a unique set of
characteristics, advantages, and services to the buyers/consumers. It is a name, term, sign,
symbol or a combination of all these planned to differentiate the goods/services of one seller or
group of sellers from those of competitors. A brand connects the four crucial elements of an

enterprise- customers, employees, management and shareholders.

11



Brand is nothing but an assortment of memories in customers mind. Brand represents values,
ideas and even personality. It is a set of functional, emotional and rational associations and
benefits which have occupied target market’s mind. Associations are nothing but the images and

symbols associated with the brand or brand benefits.

2.2.2-Brand image

Brand image is indispensable for marketing where customers infer the quality of products by the
brand image and are further stirred up the behavior of purchasing. Ballantyne et al. (2005)
defined brand image as the material property associated with the brand, such as the product name
and the packing, which could make profits or sense for customers and help or increase describing
the characteristics. Ballantyne, et al. (2005) proposed reducing conceptual model verification
with the effects of brand image and brand attitude. Three routes, in the model, were proposed to
connect to brand right directly through the brand image and the brand attitude, and indirectly
from the brand attitude through the brand image. Dobni (1990) treated brand image as the brand
concept that customers held; and, Robert and Patrick (2009) stated that most brand image was
subjectively perceived image, which was interpreted from the rationality or the sensitivity of
customers. In addition, brand image did not exist in the technology, the function, and the product
but affected by relevant marketing programs, campaign context, and the characters of the
accepters. Wu and Fu (2009) said that while referring to a brand image, the perception presented
by the fact would be more important than the fact itself.

Keller, (1993) defined brand image as summation of brand associations in the memory of
consumer which leads him towards brand perception and brand association including brand
attributes, brand benefits and brand attitude. Hsieh, Pan, & Setiono (2004) argued, brand image
helps consumer in recognizing their needs and satisfaction regarding the brand, it also
distinguishes the brand from other rivals motivating customer to buy the brand. Kotler (2001)
defined image as the attitude, thought and feelings of person for a particular thing or object. The
essential part of company’s marketing program is to sustain brand image (Roth, 1994) and
strategy of the brand (Keller, 1993; Aaker, 1991). Image can create importance and it helps
consumer in gathering information, distinguish the brand, creates reason to purchase, and also
creates constructive feelings and provides basis for brand extension (Aaker, 1991).

Roth (1994) explained that brand image held by customers was the reactions mixed with
marketing programs by the manufacturer. Magid and Cox (2006) also thought that brand image

12



included customer responses to brand name, sign, or impression and also represented the symbol
of the product quality. Meanwhile, Magid and Cox (2006) considered brand image as a set of
assets and liabilities linked with brand name and sign that the assets and liabilities increased or
reduced the value by the enterprise providing products or services for customers. Brand image
included the customer responses to the brand name, sign or impression, and also represented the
symbol of the product quality.

Brand image is the current view of the customers about a brand. It can be defined as a unique
bundle of associations within the minds of target customers. It signifies what the brand presently
stands for. It is a set of beliefs held about a specific brand. In short, it is nothing but the
consumers’ perception about the product. It is the manner in which a specific brand is positioned
in the market. Brand image conveys emotional value and not just a mental image. Brand image is
nothing but an organization’s character. It is an accumulation of contact and observation by
people external to an organization. It should highlight an organization’s mission and vision to all.
The main elements of positive brand image are- unique logo reflecting organization’s image,

slogan describing organization’s business in brief and brand identifier supporting the key values.

Brand image is the overall impression in consumers’ mind that is formed from all sources.
Consumers develop various associations with the brand. Based on these associations, they form
brand image. An image is formed about the brand on the basis of subjective perceptions of

associations’ bundle that the consumers have about the brand.

The idea behind brand image is that the consumer is not purchasing just the product/service but
also the image associated with that product/service. Brand images should be positive, unique and
instant. Brand images can be strengthened using brand communications like advertising,

packaging, word of mouth publicity, other promotional tools, etc.

Brand image develops and conveys the product’s character in a unique manner different from its
competitor’s image. The brand image consists of various associations in consumers’ mind -
attributes, benefits and attributes. Brand attributes are the functional and mental connections with
the brand that the customers have. They can be specific or conceptual. Benefits are the rationale

for the purchase decision.
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There are three types of benefits: Functional benefits - what do you do better (than others),
emotional benefits - how do you make me feel better (than others), and rational benefits/support -
why do | believe you (more than others). Brand attributes are consumers overall assessment of a
brand.

Brand image has not to be created, but is automatically formed. The brand image includes
products' appeal, ease of use, functionality, fame, and overall value. Brand image is actually
brand content. When the consumers purchase the product, they are also purchasing its image.
Brand image is the objective and mental feedback of the consumers when they purchase a
product. Positive brand image is exceeding the customers’ expectations. Positive brand image
enhances the goodwill and brand value of an organization. To sum up, “Brand image” is the

customer’s net extract from the brand. (MSF Experts n. d.)

Porter and Claycomb (1997) measured brand image from two dimensions, namely the symbol
and the function. With adjectives to measure the two dimensions, the measuring items mainly
focused on the utility of the brand regarding the function, while words like symbolic, reputable,
status symbol, and identifiable were contained in terms of symbolic image. Positive and negative
adjectives, such as simple, romantic, successful, common, ordinary, obedient, calm, and elegant,
were utilized to describe the characteristics of users.

Aaker (1996) believed that brand image could be measured through three dimensions, including:
(1)Brand value, in relation to functional benefits, also the basic condition required by the brand,
(2)Brand characteristics, the connection between brand characteristics and customer perception
that appeared differences;

(3)Brand associations, the associations the customers presented to the brand that the customer
would expand to other merchandise and service of the brand. Graeff (1996) mentioned the
method to measure brand image being that the customer made the evaluation with the scale
which contained a series of languages with different meanings (Shahbaz et al. 2009). It combined
the dimensions with personality characteristics to create a section with overall brand image, or
made descriptive explanations on typical users’ image to each brand. Biel (1992) considered
three elements of brand image, namely the maker’s image (enterprise image), the product image,
and the image of competitor's brand. All of the three had great impact on customers’ image of

brand while brand image would then have influence on user image.
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2.2.3-Conceptual Evolution of Brand Image

Gardner and Levy (1955) were credited with the introduced of the construct in 1950s, and
described its social and psychological nature. The construct had its roots in the discipline of
psychology that is why it captured its place in the consumer behavior research. It is based on
different psychological variants which describes the consumer behavior (Gardner & Levy, 1955).
With the development in the concept in its era of 1960s and early 1970s, it was researched and
conceptualized on the basis of social psychological construct “attitude”. Bird et al, 1970 defined
it as “an attitude about a given brand”. It soon found to be playing vital role in marketing
manager and captured the attention of marketing managers when empirical research supported its
importance during purchase decisions (Dolich 1969). For instance, Gensch (1978) in his research
on brand image, found a significant relationship between brand image and brand preference.
Then in 1980s, attitude-based image research dominated in the research, and created more hype
in linking the brand image with the consumer behavior and marketing management (Zinkhan and
Hirschheim, 1992). The concept of semiotics was applied in 1988 by Noth. From this
perspective, "objects of the marketplace are claimed to form semiotic systems, and commodities
are studied as signs whose meaning is the consumer's brand image". Researchers continued to
work in the samedirection in 1990s, and brand image became the key component of brand equity
(Hsieh, 2004). Different meanings are always assigned to the construct based on varying
research focus (Reynolds & Gutman, 1984). Researchers sometimes use interchangeable words
and terminology for the construct, for instance brand identity, perceived image, and brand
personality. Aaker (1996) warned against a “brand image trap” in the literature. He cleared and
explained the significant difference between brand image and brand identity. However, both
have roots in associative network theory.

He defined that “Brand identity is a unique set of brand associations that the brand strategist
aspires to create or maintain” (Aaker, 1996), it comes from the organization, whereas brand
image is “how a brand is perceived by consumers” (Aaker, 1996), it has its origin in the minds of
consumers. Images are the interpretation of their beliefs and values.

Fishbein and Ajzen (1975) gave the classification of human beliefs as (i) descriptive, (ii)
informational and (iii) inferential. Descriptive beliefs are drawn from direct experiences
consumer have with the product. Informational are the ones that are predisposed by outside

stimuli and sources such as society, ads and communities. Inferential beliefs are the ones that are
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the result of interpretations on the basis of past experiences with the product. Discussed levels of
beliefs held understanding the diversity of images that can be formed on the basis of these
beliefs. While conducting his research on hospital brand image, Kim (2008) explained that
“brand image is not absolute; it is relative to brand images of competing brand”. He described
that brand image is also formed on the basis of direct experience with the brand (Kim et al.,
2008). In addition, brand image acquires a strategic function for the marketers. They can manage
the marketing activities in creating positive brand image and differentiate it from the competitors
(Javalgi et al., 1992). Another important milestone in the evolution of brand image is the theory
behind the concept of positioning. The word positioning was coined in 1972 by Al Ries and Jack
Trout in the article series “The Positioning Era” published in a business magazine Advertising
Age. Ries and Trout (1981) later argued that positioning is not something you do with the
product itself; instead, it is about the target group. The marketers’ aim is to put the product into
the mind of the customers. Hence, when outlaying the positioning strategy, it does not change
anything about the core product but instead concentrates on the surrounding elements of the
product. For instance, a company could choose to make alterations to the price strategy, product
name, or the package. All these changes are external to the product and are made to ensure the
desired position in the customers’ mind. Following Ries and Trout’s theory, positioning has soon
become a strategy that gained in popularity, especially among advertising agencies. Instead of
only using commercials and slogans including words “first,” “best,” “the most beautiful,” etc.,
companies now tried to find other innovative ways to reach the customers by putting emphasis
on better-thought-out campaigns to evoke stronger reactions. As globalization has accelerated
(e.g. Levitt, 1983; Yip, 1989; Szymanski, Bharadwaj, Varadarajan, 1993) consumers have
various choices in the market where they can choose from numerous local and foreign brands. It
has raises the issue that different consumers perceive the products differently and it will affect
the purchasing choices differently. Therefore, a business competing in the international markets

must position its brands according to consumer’s perceptions (Hseih, 2002).
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2.2.4-Significance of Brand Image

Since the inception of the concept, its practical significance has been of importance. Its impact
on the purchasing behavior of the consumer has been evident through its use and relevance in
“technical and casual applications” (Fishbein 1967; Johnson and Puto 1987). Brand image is
proved to have its strategic role in marketing management (Srivastava and Shocker 1991; Keller
1993; Park and Srinivasan 1994; Aaker 1996) and brand image management is a distinct
component in designing the marketing mix for the product. Its communication in an effective
manner helps consumers identify the needs the product can satisfy of its users (Park, Jaworski,
and Maclnnis 1986). It can be communicated in a way which can make it stand different from the
competitors in the market (DiMingo 1988; Reynolds and Gutman 1984). Roth (1995) described
it as a key to product’s success.

2.2.5-Brand Value, Brand Characteristic and Brand Association

This sub topic will try to go through dimensions of brand image: brand value, brand

characteristic and brand association.
Brand Value

Branding has emerged as a corporate strategy in the recent times. All business organizations in
all sectors have embraced the strategy of building their identity through their corporate brands
besides the product related brands. Branding is definitely a marketing strategy. However the
strategy of investing into brand building and managing the reputation of the corporate brand goes
beyond marketing. Branding is considered to be a strategy that is driven and managed by the
CEO or the organization along with the senior management as well as marketing heads. Over the
recent years, we see new concepts of brand value, brand power and brand equity etc. being

coined and measured (Caroline T, 2012).

If marketing professionals found it difficult to justify and obtain sanctions for the brand
promotional activity, today they no longer need to worry. Brand value and expenses towards
brand building have become an accepted part of the balance sheet. Capitalizing the brand value
and the expenses towards meeting the brand promotion are budgeted and accounted for in the
balance sheets and in many cases the ROI of a brand is also calculated to reflect the brand value

status over time.
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Brand management has gained prominence in recent times. The fact that we have global brands
that have been well established for over fifty years goes on to prove the fact that brands certainly

have the power to make or break in the markets.

Marketers have realized the growing power of brands and have begun to nurture the brand image
and cultivate value through brand ambassadors. Most of the lifestyle and luxury brands globally
and locally have well-known actors and sports persons etc as brand ambassadors. Through the
persona of the brand ambassadors, the marketers derive the power to connect with the consumers
and build brand loyalty. Realizing the brand power also calls for working on the product quality
and continuous modification both in the product as well as in the promotion of brand
ambassadors. Building and growing strong brand at a global level calls for the entire

organization to be brand oriented.

As much as the corporate strategy has got to account for the branding strategy, the marketing has
also to ensure that they work on the different aspects of the brand packaging, design, etc and
keep working on the brand so that it is consistent with the changing times, markets, consumer

expectations and taste etc. (Caroline T, 2012).

The brands have their own value. The market leadership and profitability of a certain product or
business is realized through the brand value. Growing the brand power and using the brand value
as a driver to increase profitability as well as the market calls for expert management of
branding. Maintaining the leadership of a brand calls for strategic planning in the long term

perspective.

Brand Characteristics/ldentity

Brand Identity/characteristics can be best described by the physical appearance of the brand.

Symbols, logos or trademarks can best describe the character of a given brand.

SYMBOLS- Symbols help customers memorize organization’s products and services. They help
us correlate positive attributes that bring us closer and make it convenient for us to purchase

those products and services. Symbols emphasize our brand expectations and shape corporate
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images. Symbols become a key component of brand equity and help in differentiating the brand
characteristics. Symbols are easier to memorize than the brand names as they are visual images.
These can include logos, people, geometric shapes, cartoon images, anything. Brand symbols are
strong means to attract attention and enhance brand personalities by making customers like them.
It is feasible to learn the relationship between symbol and brand if the symbol is reflective/
representative of the brand (Maurice p & Lisa O, 2006).

LOGOS- A logo is a unique graphic or symbol that represents a company, product, service, or
other entity. It represents an organization very well and makes the customers well-acquainted

with the company. It is due to logo that customers form an image for the product/service in mind.

The elements of a logo are:

1. Logotype - It can be a simple or expanded name.

2. lcon - It is a name or visual symbol that communicates a market position.

3. Slogan - It is best way of conveying company’s message to the consumers.

TRADEMARKS- Trademark is a unique symbol, design, or any form of identification that
helps people recognize a brand. A renowned brand has a popular trademark and that helps
consumers purchase quality products. The goodwill of the dealer/maker of the product also
enhances by use of trademark. Trademark totally indicates the commercial source of
product/service. Trademark contributes in brand equity formation of a brand. Trademark name

should be original.

Registration of trademark is essential in some countries to give exclusive rights to it. Without

adequate trademark protection, brand names can become legally declared generic.

Brand characteristic develops from the source or the company. Brand message is tied together in
terms of brand identity. The general meaning of brand identity is “who you really are?” and its
nature is that it is substance oriented or strategic symbolizing firms’ reality representing desire
and enduring. Characteristic is looking ahead actively signifying “where you want to be”
promising that a company makes to consumers. While brand image is perceived by the receiver
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or the consumer. Brand message is untied by the consumer in the form of brand image. The
general meaning of brand image is “How market perceives you?”” and its nature is that it is
appearance oriented or tactical symbolizing perception of consumers representing “others view”
and superficial. Brand Image looks back. Passively signifying “what you have got”. It is total

consumers’ perception about the brand (Maurice p & Lisa O, 2006).

Brand Association

According to MSF Experts, n. d, Brand Associations are not benefits, but are images and
symbols associated with a brand or a brand benefit. Associations are not “reasons-to-buy” but
provide acquaintance and differentiation that’s not replicable. It is relating perceived qualities of
a brand to a known entity. Brand association is anything which is deep seated in customer’s mind
about the brand. Brand should be associated with something positive so that the customers relate
your brand to being positive. Brand associations are the attributes of brand which come into
consumers mind when the brand is talked about. It is related with the implicit and explicit
meanings which a consumer relates/associates with a specific brand name. Brand association can
also be defined as the degree to which a specific product/service is recognized within its
product/service class/category. While choosing a brand name, it is essential that the name chosen

should reinforce an important attribute or benefit association that forms its product positioning.

Brand associations are formed on the following basis:

o Customers contact with the organization and its employees;
o Advertisements;

e Word of mouth publicity;

e Price at which the brand is sold;

o Celebrity/big entity association;

e Quality of the product;

e Products and schemes offered by competitors;

e Product class/category to which the brand belongs;

e POP (Point of purchase) displays; etc
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Positive brand associations are developed if the product which the brand depicts is durable,
marketable and desirable. The customers must be persuaded that the brand possess the features
and attributes satisfying their needs. This will lead to customers having a positive impression
about the product. Positive brand association helps an organization to gain goodwill, and

obstructs the competitor’s entry into the market.

2.2.6-Consumer Preference

A broad variety of theories that attempt to describe the factors which influence consumers and
their behavior when making purchasing decisions have been done. The goal of the investigation
of consumer behavior is to discover patterns of consumers' attitudes in their decision to buy or to
ignore a product (Matsatsinis, Samaras, 2000). Consumers’ preferences for products or brands
arise from the combination of many different factors. Some factors come from features of the
product itself (e.g., price, durability), while others are attributes of consumers themselves (e.g.,
goals, attitudes, discretionary income), (Venkatraman, Clithero, Fitzsimons, and Huettel, 2012).
Ge, Brigden and H&ubl (2015) proposed that consumers often make choices in settings where
some alternatives are known and additional alternatives can be unveiled through search. When
making a choice from a set of alternatives, the manner in which each of these was discovered
should be irrelevant from a normative standpoint. Consumers must often decide between
choosing among a set of previously discovered alternatives and searching to discover additional
alternatives before making a choice. A substantial body of prior work examines consumer choice
from pre-determined sets of alternatives. As a result, we know much about the influence of
choice set composition and decision context on choice (Ge, Brigden, and Haubl, 2015).
Additionally, consumer characteristics such as patriotism, protectionism and social economic
conservatism are affecting their choices (Spillan&Harcar, 2010).

2.2.7-Brand vs. Consumer preference

Often, consumers will tend to choose a brand that they consider congruent with their self-image.
In this particular way each consumer at an individual basis will try to reflect his or her own
identity through choice. When part of a larger social group, consumer choices tend to converge
to a certain pattern thus forming the basics of an individual social identity (Catélin, Andreea,
2014).

Brand preference is regarded as a key step in consumer decision making, involving elements of

choice. In establishing brand preference, consumers compare and rank different brands by
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focusing on their uniqueness defined brand preference as “the extent to which the customer
favors the designed service provided by his or her present company, in comparison to the
designated service provided by other companies in his or her consideration set,” with a
consideration set referring to brands that a consumer would consider buying in the near future
(Jin & Weber, 2013). Also, customer’s advisory has a positive effect on establishing a positive

effect on brand and consumer preferences (Gungor & Bilgin, 2011).
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2.3-Empirical Studies

In this sub topic previous empirical studies related with brand image and consumer preference
will be lightened.

R. Serenmadevi, M. G. Saravanaraj and M. Lathe Natajan (2011), conducted a study on the
insurance product pattern and consumer preference for ULIP Life Insurance Product with
reference to Delhi City to find out how much the consumer in Delhi city prefer for ULIP Life
Insurance. The collected data were analyzed by using simple percentage analysis, weighted
average method, ranking method, Analysis of variance, chi-square, F-test and correlation and it
is found that most of the customer are satisfied with ULIP and enjoys an excellent perception of
brand value.

AmandeepKaur and Dr. Garima Malik (2015) studied a research entitled “A Study of
Consumers' Preferences in Choosing International Apparel Brand in Delhi” investigating factors
affecting consumer preference towards International Brand Apparel. The study used descriptive
analysis for frequency and percentage to examine the profile of the respondents. Independent
sample t-test, one way Anova, Test of Pearson moment correlation, Two way Anova, Multiple
Linear Regression. The study concluded Advertisement is strongest predictor towards
international brand preference quality is also considered as one of the strong impact on consumer
preferences towards international branded apparel.

Eurasian Journal of Business and Economics (2015), a study entitled “Effects of Brand on
Consumer Preferences: A study in Turkmenistan” investigated the relationship between brand
and consumer preference with Structural Equation Model in Turkmenistan. And concluded that
brand image has positive and significant impact on consumer preferences.

Yi Zhang (2015), reviewed a literature entitled “The Impact of Brand Image on Consumer
Behavior” argued that the concept “brand image” has drawn significant attention from academics
and practitioners since it was put forward, because it played an important role in marketing
activities. Although brand image was recognized as the driving force of brand asset and brand
performance, few studies have elaborated on the relationship between brand image and brand
equity. Based on the brand image theories, this study reviewed existing studies about the impact
of brand image on consumer from perspective of customer equity. It also presented the short

comings of current research and pointed out the trends for future study.
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Aberra Adie (2015) conducted a thesis entitled “factors affecting consumers brand preference of
dairy products in Addis Ababa outlet shops”. The study was done due to the fact to inform how
to design and update marketing and branding of dairy products. The study used descriptive
analysis method to analyze the quantitative data gathered in the outlets. The researcher
concluded the study brand attributes (product price, quality, taste and brand familiarity),
advertisement and sales promotion affect consumers brand preference on dairy products in Addis
Ababa.

Amdemichael Asaminew (2014) conducted a study entitled “assessment of brand preference of
international vs. local mobile phone brands (the case of Addis Ababa university school of
commerce students). The study aims to fill the lack of publication on brand preference of
university students particularly in Addis Ababa. The researcher used one way ANOVA analysis
and independent sample t-test. The conclusion of the research outlines that students of Addis
Ababa University School of Commerce are influenced by brand equity dimensions in their brand
preference of international mobile brands over the local ones rather than consumer attribute
dimensions like new technology applications, product attributes and price.

Kassahun Hailesilassie (2014) conducted a study entitled “determinants of beer brand
preference the case of Addis Ababa beer market”. The major theoretical gap to fill by conducting
the study was identifying determinant of beer brand preference, which actually fill the
understanding gap on determinants of brand preference, to all breweries in Ethiopia. The study
was analyzed through descriptive statistic also factor analysis was used along with exploratory
factor analysis and multiple regressions. The study concluded the finding in perception of beer
consumer regarding the brand quality is important factor in shaping preference. Also price and
normative influence are insignificant predictors of consumer beer brand preference.

Mohammed Seid (2015) conducted a study in “the impact of branding on consumer buying
decision behavior of local leather footwear products”. The researcher aimed on manufacturers
and distributors of local footwear products understand the impacts of branding the consumer
buying decision behaviors of local leather footwear products. The study used descriptive and
inferential statistics methods. The research was concluded on brand name and brand logo has

significant impact on consumer buying decision behavior.
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Metshet Araya (2014) conducted a study entitled “an assessment of brand preference in relation
to product attribute and business buyers’ behavior: a case of heavy truck tyre in Addis Ababa”.
The major aim of the study was to identify the relationship of brand preference with product
attribute or else business buyers’ behavior in Addis Ababa market. The researcher used
descriptive analysis and chi-square test to analyze the data collected. The conclusion of the study
indicated that the brands are highly monetary valued and has high performance in the market due
to the preferrability by the consumer in regard with the product attribute.

Nuredin Negash Awel (2015) conducted a study entitled “the effect of brand equity upon
customers’ service choices: the case of Dashen Bank S.C. in Addis Ababa”. The researcher
believes that the study gave important insight to the managers or policy makers on the part of the
bank about the effect of brand equity upon customers’ service choices. The study was analyzed
through descriptive statistics. The study concluded that to satisfy and affect customers’ service
choices, every organization have strong brand equity and deliver value upon which consumers

can rely to be consistent over long period of time.
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2.4-Conceptual Framework
Independent Variables Dependent Variable

H1

BRAND VALUE
\
BRAND CONSUMER

CHARACTERISTIC > PREFERENCE
/
BRAND
ASSOCIATION

Source: Aaker (1996)

Figure 2.1: Conceptual framework adopted from literature reviewed on the effect of brand

image on consumer preference.
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Chapter Three

Research Design and Methodology

3.1-Introduction

There are several methods and procedures that are used in this study which exist under the
following subheading: research approach, research design (population and sample size),

sampling method, data collection methodology and data analysis method.
3.2-Research approach

The researcher used quantitative type of research and deductive in nature trying to test the
credibility of the conceptual model in Ethiopian context. Besides, the study tried to test the
hypothesis developed based on literature also the targeted population are the consumer of the
brand so, self-constructed questionnaires are used to collect primary data therefore quantitative
research is reliable in this regard. The Data was collected from sample survey through
questionnaire that describes numerical figures which were distributed to the end user of
Ambassador Garment.

3.3- Research design

Explanatory research method was used to analyze the data collected from consumers about brand
image variables. This study used explanatory study design, for explaining, understanding and
predicting the relationship between variables. The study was also cross sectional in the sense that
relevant data was collected at one point of time at Ambassador Garment outlets in Addis Ababa.

3.3.1-Target Population

Ambassador Garment is selected because it’s a reputable company with 85 outlet shops
throughout Ethiopia which makes it monopole Garment factory which have large amount of
outlets and products. The targeted population for the study was the consumers of Ambassador
Garment in Addis Ababa outlet shops both in self-owned and agent owned outlets. Please see the

below table:
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Table 3.1- Location of Outlet shops in Addis Ababa

Strata

No Self-owned No Agent Owned
1 Bole medhaniyalem 1 Golagul Bldg (Hayahulet)
2 Gerji (Jackross) 2 Bethelhem Bldg (Megenagna)
3 Zefmesh Mall (Megenagna) 3 Kazanchis (Around Hilton Hotel)
4 Arat Kilo 4 Kazanchis (Around Total Gas Station)
5 Piassa 5 Piassa
6 Gojjam Berenda 6 Merkato
7 Merkato 7 Addisu Gebeya
8 Legehar 1 8 Jemo
9 Yeha City Center (Legehar 2) 9 Bole Michael

10 Gerji

11 Ayer Tena

12 Saris

13 Kaliti

14 Kera

3.3.2-Sample size

Due to the unknown number of consumer and no data concerning consumer of Ambassador
Garment the sample size is calculated based on estimation method given by (Krejcie and Morgan
1970).

The number of consumers estimated by taking a confidence level of 95% (Z¢/2=1.96), P value of

50% to obtain the largest possible sample size and margin of error (D) of 5%.

N= (Z4/2 )2* P (1-P) = (1.96) 2 * (0.5)*(1-0.5) = 384

D2 (0.05) 2
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In order to accommodate for possible non-response and inappropriate responses, 10% was added

to the calculated sample size. This gives a total of 422 consumers as study participants.
3.4-Sampling Method

Due to financial and time constraint this research used stratified proportional sampling method to
distribute the self-constructed questionnaire to the target population. This study used two
categories of strata; self-owned outlets and agent owned outlets. The self-constructed
questionnaires were distributed to each category proportionally based on the numbers of
branches which the self-owned outlets consists 9 outlets and the agent owned outlets consists 14
outlet shops in Addis Ababa. From the total sample size the questionnaire were distributed

proportionally according to the strata’s number of outlets i.e.
Total outlets in Addis Ababa=23,
Self-owned outlets in Addis Ababa=9

9/23=0.39 therefore 39% of the total sample size were distributed to the self-owned outlets

which constitute 165 questionnaires.
Agent owned outlets in Addis Ababa=14

14/23=0.61 therefore 61% of the total sample size were distributed to the agent owned outlets
which constitute 257 questionnaires.

The questionnaires were distributed conveniently in the outlet shops because there is no data
implying the exact numbers of consumers therefore; the researcher distributed the self-

constructed questionnaire based on convenient sampling method.
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3.5- Data Collection methodology

Documentation was used to collect secondary data. It includes scientific journals, brochures,
company reports and websites (web pages). Finally and most importantly, self-constructed
questionnaire was used to collect primary data.

For the proper achievement of the objectives of the study; the researcher used primary data
source. Primary data was collected using questionnaires. Questionnaires were distributed to the

consumers of Ambassador Garment in Addis Ababa.

The self-constructed questionnaire was distributed containing two parts. The first part contains

the general information of the respondents.

The second part contains determinants of brand image, which consist of questions related with
brand image and consumer preference. It was developed in a five point Likert Scale format
ranging from strongly disagree to strongly agree. The values assigned 1-Strongly Disagree,

2-Disgree, 3-Neutral, 4-Agree and 5-Strongly Agree.
3.6- Data analysis method

Descriptive analysis (frequency of general information, mean & standard deviation of variables),
Pearson’s Correlation analysis and Multiple Regression Analysis were used for the dependent

and independent variables, employed to analyze the data through SPSS 20.0.
Descriptive analysis

The descriptive statistical results were presented by tables, frequency distributions and
percentages to analyze the data. This was achieved through summary statistics, which includes
the mean values and standard deviation which were computed for each variable in this study.

Pearson Correlation analysis

In this study Pearson’s correlation coefficient was used to determine the relationships between
independent variables (brand value, brand characteristic and brand association) and the

dependent variable consumer preference.
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Multiple Regression Analysis

Multiple regression analysis was used to examine the effect of the independent variables (brand

value, brand characteristic and brand association) on consumer preference.
Regression equation:

CP=a+ (B1) BV + (B2) BC+ (B3) BA
Where;

CP= consumer preference,

BV= brand value,

BC= brand characteristic,

BA= brand association,

a= constant and

B1, B2, B3= beta coefficients.
Regression functions

The equation of multiple regressions on this study was generally built around two sets of
variable, namely dependent variable and independent variables. The basic objective of using
regression equation on this study was to make the researcher more effective at describing,

understanding, predicting, and controlling the stated variables.
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Chapter Four

Data Analysis and Discussion of Results

4.1- Introduction

In this chapter data was presented and discussed to address the research questions and objectives.
The following are the main headings: reliability and validity test, response rate, respondents’
general information, descriptive statistics results, normality test, Pearson correlation analysis and
multiple regression analysis but before the main data collection pilot test was performed to

check/pre-tested the reliability of the questionnaire developed.
4.2- Reliability and Validity Test

Validity and reliability are the two important characteristics of every measure of materials such
as questionnaire. Reliability is fundamentally concerned with issues of consistency of measures
whereas validity is the degree to which an instrument measures what it is supposed to measure.
(Bryman and Bell, 2003). So before analyzing the collected data the reliability of the main items
of the questionnaire was tested using Cronbach’s alpha and validity of the instrument for the
present study was ensured as the independent variables and items are identified from the
literature and were reviewed by other academicians and by my advisor. Pilot tests were then
conducted with twenty consumers who were seen as similar to the population for the study. The
purpose of the pre-testing was to refine the questionnaire and to assess the validity of measures
in Ethiopian context. First reliability of the independent variables (brand value, brand
characteristics, and brand association) and the dependent variable (consumer preference) was
checked then overall reliability for all items which were important for the research was

performed by using SPSS.
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Table 4.1- Reliability of the instrument

No | Dimension Number of items Alpha Value
1 | Brand Value Six .805
2 | Brand Characteristics Six 728
3 | Brand Association Six .710
4 | Consumer Preference One 935

Source: - Own survey result, 2017
According to Hair, et al., (2010), if a is greater than 0.7, it means that it has high reliability and if
a is smaller than 0.3, then it implies that there is low reliability. To meet consistency reliability,
the questionnaire was distributed to twenty consumers who are similar to the population of the
study. In this study, all the independent variables and dependent variable, met the above

requirement. The alpha value is identified and summarized in the above table.

Table 4.2- Reliability statistics of Overall Factor of the Likert Five Scale Questions
Cronbach’s Alpha N of items
919 19

Source: - Own survey result, 2017

Therefore, the reliability of 19 items that are critical to determine the effect of brand image on
consumer preference has been tested using Cronbach’s alpha. According to Hair et al. (2006) the
reliability coefficient which is more than or equal to 70 % (A> 0.7) is acceptable. So, reliability
of the question was evaluated and the result (Cronbach’s Alpha) was used to test the reliability of
the material used in this research. Thus, the reliability coefficient of the above items is greater
than 70% and the overall reliability test for the 19 items is 91.9%. This implies that the items was

reliable and understandable to the respondents.

33



4.3- Response Rate
A total of 422 questionnaires were distributed and the response rate was indicated in the table
below.

Table 4.3- Response Rate

Items Response Rate

No. Percent
Sample Size 422 100%
Collected 364 86.26%
Remain Uncollected 58 13.74%

Source: - Own survey result, 2017
From the above table, out of 422 distributed questionnaire 364 (86.26%) were collected while 58
(13.74%) of the questionnaire remained uncollected. Therefore, analysis was made based on the

responses obtained from 364 questionnaires i.e. (86.26%).

4.4- General Information of Respondents

The general information of the respondents include: gender, age, marital status, highest level of
education, occupation and purchased product.

This aspect of the analysis deals with the personal data on the respondents of the questionnaires

given to them. The table below shows the details of general information of the respondents.

Table 4.4- General Information of Respondents

Variable Category No. Percentage
Gender Male 239 65.7%
Female 125 34.3%
Age <30 96 26.4%
31-45 142 39%
46-60 103 28.3%
>60 23 6.3%
Marital Status Married 167 45.9%
Single 197 54.1%
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Highest Level of Education Primary Education 4 1.1%
High school 9 2.5%
Certificate 10 2.7%
Diploma 72 19.8%
Degree 97 26.6%
Masters and above 172 47.3%

Occupation Salaried 88 24.2%
Self-employment 180 49.5%
Retired 7 1.9%
Student 89 24.5%

Purchased Product Ready-made cloth 200 54.9%
Scarf 12 3.3%
Tie 21 5.8%
Shirt 38 10.5%
Shoe 26 7.1%
Sock 10 2.8%
Belt 35 9.6%
Knitwear 22 6%

Source: - Own survey result, 2017

The general information of the respondents of Ambassador Garment consumers is presented in
the above table. Gender of respondents is 65.7% of them are males and 34.3% are females. In
terms of age, 26.4% of the respondents are below 30 years, 39% between 31and 45 years, 28.3%
between 46-60, and 6.3% were above 60 years, the majority of them are between 31-45 years of
age. In terms of marital status 45.9% of the respondents are married and 54.1% are single. The
respondents have an educational background of which 1.1% primary education, 2.5% high
school, 2.7% certificate, 19.8% diploma, 26.6% degree and 47.3% masters and above. With
regard to occupation 24.2% are salaried, 49.5% are engaged in self-employment, 1.9% are retired
and 24.5% are students. The respondents purchased ready-made suit 54.9%, scarf 3.3%, tie
5.8%, shirt 10.5%, shoe 7.1%, sock 2.8%, belt 9.6% and knitwear 6%
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4.5- Descriptive Statistics Results

Table 4.5- Mean and standard deviation of Brand Value

N Mean Std. Deviation
Statistic Statistic Std. Error Statistic
Ambassador Garment satisfies
_ 364 4.07 .046 .882
my desire for cloth
Ambassador Garment charges
_ ) 364 4.15 .034 .654
fair price
Ambassador Garment is
_ _ 364 4.41 .040 767
available any time
Ambassador Garment’s cloth
_ ) 364 4.37 .033 .627
is comforting
Ambassador Garment’s cloth
o 364 4.48 .026 .500
has long life time
Ambassador Garment provide
364 4.68 .037 714
a sense of self-esteem
Valid N (listwise) 364

Source: - Own survey result, 2017

The above table represents the mean and standard deviation of brand value indicators which are

satisfying desire, charging fair price, availability, comfort, life time and self-esteem. As shown in

the above table among the brand value indicators consumers was mostly satisfied with the self-

esteem that Ambassador Garment products provide. Consequently consumers of Ambassador

Garment agreed that the products have long life time, available any time, comforting and charges

fair price. Among the brand value indicators consumer of Ambassador Garment were least

satisfied with the products regarding satisfying desire.
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Table 4.6- Mean and standard deviation of Brand Characteristic

N Mean Std. Deviation
Statistic Statistic Std. Error Statistic
Ambassador Garment’s logo is
_ 364 4.62 .032 .602
attractive
Ambassador Garment use
_ _ 364 4.78 .022 413
quality material
Ambassador Garment’s cloth is
) 364 4.29 .024 455
fashionable
Ambassador Garment have
o 364 4.76 .022 A27
good word of mouth publicity
Ambassador Garment have a
364 4.58 .026 495
good brand name
Ambassador Garment’s advert
_ ) 364 461 .026 488
is attractive
Valid N (listwise) 364

Source: - Own survey result, 2017

The above table represents the mean and standard deviation of brand characteristic indicators

which are attractiveness of the logo, usage of quality material, fashion ability, good word of

mouth publicity, good brand name and advert attractiveness. As shown in the above table among

the brand characteristic indicators consumers was mostly satisfied with the usage of quality

materials that Ambassador Garment products use. Consequently consumers of Ambassador

Garment agreed that the products have good word of mouth publicity, attractive logo, attractive

advert and good brand name. Among the brand characteristic indicators consumer of

Ambassador Garment were least satisfied with the products fashion ability.
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Table 4.7- Mean and standard deviation of Brand Association

N Mean Std. Deviation
Statistic Statistic Std. Error Statistic
Ambassador Garment have
364 4.43 .027 517
good memory recall
Ambassador Garment reminds
_ 364 4.50 .026 501
of special events
Ambassador Garment is
_ 364 4.76 .023 430
different among others
Ambassador Garment product
) ) 364 4.59 .027 510
have a sensational feeling
Ambassador Garment makes
364 4.69 .024 464
me feel very attached
Ambassador Garment is
) 364 4.40 .040 767
obsessive
Valid N (listwise) 364

Source: - Own survey result, 2017

The above table represents the mean and standard deviation of brand association indicators

which are good memory recall, reminding special events, different among others, sensational

feeling, attachment and obsessive. As shown in the above table among the brand association

indicators consumers was mostly satisfied with Ambassador Garment being different among

others. Consequently consumers of Ambassador Garment agreed that the products have a feeling

of attachment, feeling of sensation, reminds of special events and good memory recall. Among

the brand characteristic indicators consumer of Ambassador Garment were least satisfied with

the products obsess.
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Table 4.8- Mean and standard deviation of Consumer Preference

N Mean Std. Deviation
Statistic Statistic Std. Error Statistic
consumer preference 364 4.46 .026 499
Valid N (listwise) 364

The above table represents the mean and standard deviation of the independent variable

(Consumer Preference). As shown in the table consumers of Ambassador Garment chose agree

from the likert five scale measurements with high loading factor.

Table 4.9- Mean and standard deviation of variables

N Mean Standard Deviation
Brand Value 364 4.3594 44845
Brand Characteristics 364 4.6081 27759
Brand Association 364 4.5595 .30146
Consumer Preference 364 4.46 499
Valid N 364

Source: - Own survey result, 2017

As indicated in the above table consumers mean values show that the consumers’ chose more

agree among the alternatives of the Likert scale for all dimensions which are the brand image

dimensions i.e. independent variables (brand value mean=4.3594, std.deviation=0.44845), (brand

characteristics mean=4.6081,std.deviation=0.27759) and (brand association mean=4.5595,std.

deviation =0.30146)as well as the dependent variable which is (consumer preference mean=4.46,

std..deviation=0.499).From all brand image dimensions brand characteristics have the highest

mean value and brand value holds the lowest mean value.
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4.6- Normality test

Normality test is used to determine whether sample data has been drawn from a normally
distributed population or the population from which the data came is normally distributed.
Normality was checked by two terms i.e. kurtosis and skeweness using SPSS so there exist
normal values for kurtosis as well as skewness. For kurtosis the normal value is less than 3
whereas for skewness the normal value is supposed to be less than 6 (Asghar andSaleh 2012)

Table 4.10- Skewness and Kurtosis test for each variable

Brand Value Brand Brand Consumer

Characteristics | Association Preference

Valid 364 364 364 364

N | Missing 0 0 0 0

Skewness 418 293 407 .166

Std. Error of 128 128 128 128
Skewness

Kurtosis -1.400 -1.238 -1.125 -1.938

Std. Error of .255 .255 .255 .255
Kurtosis

Source: - Own survey result, 2017

The values from above table shows that skewness values are all under three for all independent
variables (brand value, brand characteristics and brand association) and dependent variable
(consumer preference) and the same thing exists for kurtosis values which are under six for the
existing variables independent and dependent variable listed above. Therefore, from the results
shown above we can say that the data was normally distributed among the sample population.
4.7- Pearson Correlation Analysis

To determine the relationship between brand image dimensions (brand value, brand
characteristics and brand association) and consumer preference, Pearson correlation was
computed. The below table represents the results of Pearson correlation on the relationship
between brand image dimensions (brand value, brand characteristics and brand association) and

consumer preference.
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Table 4.11- Pearson Correlation analysis

Consumer Preference
Pearson Correlation 426"
Brand Value Sig. (2-tailed) .000
N 364
Brand P?arson (?orrelation 546"
Characteristics Sig. (2-tailed) 000
N 364
Pearson Correlation 6547
Brand Association | Sig. (2-tailed) .000
N 364
Pearson Correlation 1
Consumer X .
Preference Sig. (2-tailed)
N 364

Source: - Own survey result, 2017

**_ Correlation is significant at the 0.01 level (2-tailed).

This study employs the correlation analysis, which investigates the strength of relationships
between the studied variables. Pearson correlation coefficients reveal magnitude and direction of
relationships (either positive or negative) and the intensity of the relationship (1.0 to +1.0).
Correlations are perhaps the most basic and most useful measure of association between two or
more variables (Marczyk, et al., 2005). As per Marczyk, et al., (2005) general guidelines
correlations of .01 to .30 are considered small, correlations of .30 to .70 are considered moderate,
correlations of .70 to .90 are considered large, and correlations of .90 to 1.00 are considered very
large.

As can be seen from the above table there was a significant positive correlation between the three
independent variables (brand value, brand characteristics and brand association) and dependent
variable (consumer preference). And the result was found to be statistically significant at
(P<0.01) for each variables. This shows that the factors have moderate correlation and have an
impact on consumer preference.

4.8- Multiple Regression Analysis

Multiple regression analysis was employed to examine the effect of brand image dimensions on
consumer preference. The following subsections present the results of multiple regressions
analysis. Multi collinearity Test: in multiple regression analysis, multi collinearity refers to the

correlation among the independent variables (Kline, 1998).
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According to (Kline, 1998) multi collinearity is not a threat if a correlation value is less than
80%. Before conducting the multiple regression analysis, the researcher examined the result of
multiple correlations among the independent variables and found out that, the pair wise
correlation between the independent variables is less than 80%, as shown in the below table. VIF
(Variance Inflation Factor) is another factor for diagnosis of collinearity so it is supposed to be
less than five which indicates no multi collinearity problem exists among the independent
variables. The following subsections present the results of multiple regression analysis.

Table 4.12- Multi Collinearity test

Independent Variables Collinearity Statistics

Tolerance VIF
Brand Value 154 4.506
Brand Characteristics .380 2.628
Brand Association 221 4519

Source: - Own survey result, 2017

As seen in the above table VIF results of the independent variables are less than five which

indicates there is no multi collinearity among them.

Table 4.13- Model Summary

Model R R Adjusted | Std. Error of Change Statistics
Square | R Square | the Estimate | R Square | F Change | dfl df2 Sig. F
Change Change
1 .825° .680 678 283 .680| 255.248 3 360 .000

Source: - Own survey result, 2017
Predictors: (Constant), Brand Value, Brand Characteristics, Brand Association

The above table represents the analysis of multiple regression models for the beta coefficients of
each brand image dimensions. Independent variable accounted for 68% of the variance in
consumer preference (R?= 0.680). Thus, 68% of the variation in consumer preference could be
explained by the three brand image dimensions (brand value, brand characteristics and brand
association) and other unexplored variables may explain the variation in consumer preference

which accounts for about 32%, shown in the above table.
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Table 4.14- ANOVA Result for Brand Image dimensions and consumer preference

Model Sum of Squares Df Mean Square F Sig.
Regression 61.479 3 20.493 255.248 .000
1 Residual 28.903 360 .080
Total 90.382 363

Source: - Own survey result, 2017

As indicated in table 4.14 there is statistically significant effect between independent variable
(brand image) and dependent variable (consumer preference) where, (F) value was (255.248) at
0.000 which states that there is significant effect of brand image on consumer preference.

Table 4.15- Multiple regression analysis

Model Unstandardized Standardized t Sig.
Coefficients Coefficients
B Std. Error Beta

(Constant) 4.720 .343 13.757 .000

Brand Value 1.364 .085 1.226 16.129 .000
1 Brand 1.130 087 629 13016 = .000

Characteristics

Brand Association 2.175 105 1.314 20.739 .000
Source: - Own survey result, 2017 R2=.680, p<0.001

The linear regression equation

CP=a+ (B1) BV + (B2) BC+ (B3) BA
Where, CP=Consumer preference

= BV=Brand value

= BC=Brand characteristics

= BA=Brand Association

= a= constant and

= B1, B2, B3= beta coefficients.

CP=4.720 +1.364BV+1.130 BC+2.175BA
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Hypothesis testing is based on standardized coefficients beta and P-value to test whether the

hypotheses are rejected or not.
Hypothesis 1

H1: Brand value has significant influence on consumer preference. The results of multiple
regressions, as presented in table 4.11 above, revealed that brand value has a positive and
significant effect on consumer preference with a beta value (beta = 1.226), p value (p < 0.01).

Therefore; the researcher failed to reject this hypothesis.
Hypothesis 2

H2: Brand characteristics have significant positive influence on consumer preference. The results
of table 4.11 showed that the standardized coefficient beta and p value of brand characteristics
were positive and significant (beta = 0.629, p < 0.01). Therefore; the researcher failed to reject

this hypothesis, has a positive and significant effect on consumer preference
Hypothesis 3

H3: Brand association has significant positive influence on consumer preference. The results of
table 4.11 showed that the standardized coefficient beta and p value of brand association were
positive and significant (beta = 1.314, p < 0.01). Thus, the researcher failed to reject the

hypothesis that, brand association has a positive and significant effect on consumer preference.

In overall, the results revealed that all independent variables accounted for 68% of the variance
in consumer preference (R2=0.680). Thus, 68% of the variation in consumer preference could be
explained by the three brand image dimensions and other unexplored variables may explain the
variation in consumer preference which accounts for about 32%, shown in table 4.13.

Moreover, from the findings of this study, the researcher found out that all the three brand image
dimensions (brand value, brand characteristics, brand association) have positive effects on
consumer preference. The findings of this study also indicated that brand association was the
most important factor to have positive and significant effect on consumer preference followed by

brand value and brand characteristics respectively.
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Chapter Five

Summary, Conclusions and Recommendations
5.1- Summary

The study was intended to investigate the effect of brand image on consumer preference the case
of Ambassador Garment based on the questionnaire consisting of 364 randomly selected
consumers by using convenient selection i.e. conveniently distribute the questionnaires at the
outlet shops.The results of background information of respondents indicated that majority of the
total respondents (65.7%) are male, majority of the respondents aged in the range of 31-45 years
which is (39%), (45.9%) were married whereas the others were single, (47.3%) of the
respondents are masters and above holders, and (49.5%) of the respondents were self-employed
and most of the consumers (54.9%) purchase ready-made clothes. The results of the descriptive
statistical analysis also indicated that, consumers mostly chose agree among the alternatives on
the Likert scale.

The descriptive results show that among the indictors of the brand value dimension Ambassador
Garment provide a sense of self-esteem takes the highest mean value of 4.68 and Ambassador
Garment satisfies my desire for cloth takes the lowest mean value of 4.07. As for brand
characteristic indicators Ambassador Garment use quality material takes the highest mean value
of 4.78 and Ambassador Garment’s cloth is fashionable takes the lowest mean value of 4.29. For
brand association indictors Ambassador Garment is different among others takes the highest
value of 4.76 and Ambassador Garment is obsessive takes the lowest mean value of 4.40. The
consumer preference indicator show a mean value of 4.46 which implies a high loading factor of
agree.

The correlation result shows that there is a positive and significant relationship between brand
value and consumer preference, brand characteristics and consumer preference, brand association
and consumer preference. The finding also indicates that the highest relationship was found

between brand association and consumer preference.
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Furthermore, the multiple regression results showed that the all brand image dimensions (brand
value, brand characteristics and brand association) have positive and significant effect on
consumer preference where brand association holds the highest value and brand characteristic
holds the lowest value. Also the multi-collinearity result shows there is no collinearity among the
independent variable (brand value, brand characteristic and brand association). The findings of
this study also indicated that brand association was the most important factor to have positive
and significant effect on consumer preference followed by brand value and brand characteristics
respectively. The R square value of 0.680, demonstrates that 68% of variation in consumer
preference can be accounted by the explored brand image dimensions (brand value, brand
characteristics and brand association) and the remaining 32% could be explained by other

unexplored variables.
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5.2- Conclusions

The study was conducted to examine the effect of brand image on consumer preference the case
of Ambassador Garment. The finding of the study indicates that among the three brand image
dimensions which are brand value, brand characteristics and brand association consumers of
Ambassador Garment were satisfied with brand characteristics, brand association and brand

value dimensions respectively.

The descriptive result shows a high loading factor of agree for all the independent (brand value,
brand characteristic and brand association) and dependent variables (consumer preference) as

well.

The correlation result shows that, the three brand image dimensions (brand value, brand
characteristics and brand association) are positively and significantly related with consumer

preference.

The regression analysis shows that there is no collinearity among variables and 68% of the

explored variables explained the dependent variable where 32% remained unexplored.

In terms of the stated research hypotheses the following specific empirical findings emerged
from the investigation: The three brand image dimensions brand value, brand characteristics and
brand association have positive and significant effect on consumer preference. Where the

researcher failed to reject the entire tested hypothesis.
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5.3- Recommendations

Based on the findings and conclusions of the study, the researcher forwards the following
recommendations to the management of the Garment Company and suggestion for other

researchers.

The finding of the study indicates that among the three brand image dimensions which are brand
value, brand characteristics and brand association consumers of Ambassador Garment were
satisfied by all three dimensions and there is a high factor relationship between brand image and
consumer preference also as per the descriptive results consumers were satisfied with all
dimension therefore, the company should maintain the following in order to have persistent
consumer in today’s world. Ambassador Garment should keep and innovate brand value by
satisfying desire of consumers, charging fair price, being available, providing comfort, durability
and self-esteem. Brand characteristic of the company by keeping and innovating the logo of the
company, usage quality raw materials, fashion ability of cloths, word of mouth publicity, good
brand name and attractive advertisement. In order to have a sustainable association the company
should be strong in maintaining to work on that the consumer have a good memory recall,
reminding of special events, being different among others, having sensational feeling, being
attached and obsessive. All this qualities should be consistent by using different managerial tools
and the management should work on how to preserve the good brand image of the company so

that way loyal consumer shall arise.

There might be other factors other than the brand image dimensions that affect consumer
preference so the garment company should be able to identify what other factors affect brand

image.
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Direction for Future Research

This study was conducted to examine the effect of brand image on consumer preference the case
of Ambassador Garment. The sample was drawn from only Ambassador Garment; thus this
study may be limited in its generalizability of the findings to other garments. So, future research
should have to draw sample of respondents on more number of Garment companies for the sake

generalizing the results of the study.

This study included only three factors, there could be some other relevant factors that may be
perceived as important by consumers. Future researches, therefore, may consider more factors

which can influence consumer preference.
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Appendix A

Brand Image survey

(Questionnaire to be filled by Consumer of Ambassador Garment)
Dear respondents, the purpose of this questionnaire is to collect primary data for conducting a
study on the topic, “The Effect of brand image on consumer preference: The case of
Ambassador Garment” for the partial fulfillment of the Masters (MA) in Marketing Management
Program at Addis Ababa University, School of Commerce. | kindly request you to provide me
reliable information. The data collected is confidential and will only be used for analysis of the
study and not for any other purpose.
Thank you in advance for your cooperation!
N.B
- No need to write your name,
- Please complete each parts of the survey with care, honesty and due attention,
- Please encircle the appropriate answer of your opinion.

Part I: General Information

1. Gender: 1- Male 2-Female

2. Age: 1-<30 2- 31-45 3- 46-60 4->60
3. Marital Status: 1- Married 2- Single

4. Highest Level of Education: 1- Primary Education 2- High School

3- Certificate 4- Diploma  5- Degree 6- Masters and above
5. Occupation: 1- Salaried 2- Self-employment 3- Retired 4- Student

6. Which type of product do you usually purchase from Ambassador Garment?
1- Ready-made cloth 2- Scarf 3-Tie 4-Shirt

5- Shoe 6- Sock 7- Belt 8-Knitwear
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Part I1: Determinants of Brand Image

Direction: Please encircle your choice

1- Strongly Disagree 2- Disagree  3- Neutral 4- Agree

5-Strongly Agree

No.

Question

Choice

I- BRAND VALUE

Ambassador Garment satisfies my desire for cloth

Ambassador Garment charges fair price

Ambassador Garment is available any time

Ambassador Garment’s cloth is comforting

Ambassador Garment’s cloth has long life time

1
2
3
4
5
6

Ambassador Garment provide a sense of self-esteem

I I I

N[ N DN N N DN

Wl W W W w w

I N N RS

ol o1 o1 o1 o1 o1

I1- BRAND CHARACTERISTIC

7

Ambassador Garment’s logo is attractive

8

Ambassador Garment use quality material

9

Ambassador Garment’s cloth is fashionable

10

Ambassador Garment have good word of mouth publicity

11

Ambassador Garment have a good brand name

12

Ambassador Garment’s advert is attractive

A I I I

N N N DN N DN

W Wl W w w w

I N N

ol o1 o1 o1 o1 o1

I11- BRAND ASSOCIATION

13

Ambassador Garment have good memory recall

14

Ambassador Garment reminds of special events

15

Ambassador Garment is unique

16

Ambassador Garment product have a sensational feeling

17

Ambassador Garment makes me feel very attached

18

Ambassador Garment is obsessive

AN I

N N N DN N DN

W Wl W W w w

N N N R

ol o1 o1 o1 o1 o1

v

CONSUMER PREFERENCE

19

Overall, Brand Value, Brand Characteristic and Brand
Association strongly influence consumer preference.
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1- Reliability Test

Brand Value

Reliability Statistics

Cronbach's
Alpha

N of Items

.805

Brand Characteristic

Reliability Statistics

Cronbach's
Alpha

N of ltems

128

Brand Association

Reliability Statistics

Cronbach's
Alpha

N of Items

710

Consumer Preference

Reliability Statistics

Cronbach's
Alpha

N of Items

935

Appendix B

SPSS Results




Over all reliability
Reliability Statistics

Cronbach's
Alpha

N of ltems

919

19

2- Descriptive Results

gender of the respondent

Frequenc | Percent Valid Cumulative
y Percent Percent
M 239 65.7 65.7 65.7
Valid F 125 34.3 34.3 100.0
Total 364 100.0 100.0
age of the respondent
Frequenc | Percent Valid Cumulative
y Percent Percent
<30 96 26.4 26.4 26.4
31-45 142 39.0 39.0 65.4
Valid 46-60 103 28.3 28.3 93.7
>60 23 6.3 6.3 100.0
Total 364 100.0 100.0
marital status of the respondent
Frequenc | Percent Valid Cumulative
y Percent Percent
Married 167 45.9 45.9 45.9
Valid Single 197 54.1 54.1 100.0
Total 364 100.0 100.0
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highest level of education of respondent

Frequenc | Percent Valid Cumulative
y Percent Percent
primary education 4 1.1 1.1 1.1
Highschool 9 2.5 2.5 3.6
Certificate 10 2.7 2.7 6.3
_ Diploma 72 19.8 19.8 26.1
Valid
Degree 97 26.6 26.6 52.7
masters and
172 47.3 47.3 100.0
above
Total 364 100.0 100.0
purchased product of the respondent
Frequenc | Percent Valid Cumulative
y Percent Percent
ready made
200 54.9 54.9 54.9
cloth
Scarf 12 3.3 3.3 58.2
Tie 21 5.8 5.8 64.0
Shirt 38 10.4 10.4 74.5
Valid
Shoe 26 7.1 7.1 81.6
Sock 10 2.7 2.7 84.3
Belt 35 9.6 9.6 94.0
Knitwear 22 6.0 6.0 100.0
Total 364 100.0 100.0
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3- Mean and Standard Deviation of variables

Brand Value

Descriptive Statistics

N Mean Std. Deviation
Statistic Statistic | Std. Error Statistic
Ambassador Garment
o _ 364 4.07 .046 .882
satisfies my desire for cloth
Ambassador Garment
o 364 4.15 .034 .654
charges fair price
Ambassador Garment is
_ _ 364 4.41 .040 767
available any time
Ambassador Garment’s
) ) 364 4.37 .033 627
cloth is comforting
Ambassador Garment’s
o 364 4.48 .026 500
cloth has long life time
Ambassador Garment
provide a sense of self- 364 4.68 .037 714
esteem
Valid N (listwise) 364
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Brand Characteristics

Descriptive Statistics

N Mean Std. Deviation
Statistic Statistic | Std. Error Statistic
Ambassador Garment’s
) _ 364 4.62 .032 .602
logo is attractive
Ambassador Garment use
_ ) 364 478 .022 413
quality material
Ambassador Garment’s
) ) 364 4.29 .024 455
cloth is fashionable
Ambassador Garment have
good word of mouth 364 4.76 022 427
publicity
Ambassador Garment have
364 4.58 .026 495
a good brand name
Ambassador Garment’s
_ _ 364 461 .026 488
advert is attractive
Valid N (listwise) 364
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Brand Association

Descriptive Statistics

N Mean Std. Deviation
Statistic Statistic | Std. Error Statistic
Ambassador Garment have
364 4.43 .027 517
good memory recall
Ambassador Garment
) _ 364 4.50 .026 501
reminds of special events
Ambassador Garment is
_ 364 4,76 .023 430
different among others
Ambassador Garment
product have a sensational 364 4.59 .027 510
feeling
Ambassador Garment
364 4.69 .024 464
makes me feel very attached
Ambassador Garment is
) 364 4.40 .040 767
obsessive
Valid N (listwise) 364
Consumer Preference
Descriptive Statistics
N Mean Std. Deviation
Statistic Statistic Std. Error Statistic
consumer preference 364 4.46 .026 499
Valid N (listwise) 364
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Overall Mean & St. Deviation

Statistics
consumer BA BC BV
preference
Valid 364 364 364 364
N Missing 0 0 0 0
Mean 4.46( 4.5595| 4.6081| 4.3594
Std. Deviation A499| .30146( .27759| .44845
25 400( 4.3333| 4.3333| 3.8333
Percentiles 50 4.00( 4.5000| 4.5000| 4.3333
75 5.00|1 5.0000| 5.0000( 5.0000
4- Normality Test
Skewness & Kurtosis
Statistics
consumer BA BC BV
preference
Valid 364 364 364 364
N Missing 0 0 0 0
Skewness .166 407 293 418
Std. Error of
Skewmess 128 128 128 128
Kurtosis -1.983| -1.125| -1.238| -1.400
Std. Error of Kurtosis .255 .255 .255 .255
25 4.00( 4.3333| 4.3333| 3.8333
Percentiles 50 4.00| 4.5000( 4.5000( 4.3333
75 5.00|1 5.0000| 5.0000( 5.0000
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5- Pearson Correlation Analysis

Correlations

consumer BV BC BA
preference
Pearson ok o ok
_ 1 426 546 .654
consumer Correlation
preference Sig. (2-tailed) .000 .000 .000
N 364 364 364 364
Pearson o o e
_ 426 1 673 939
Correlation
BV ) )
Sig. (2-tailed) .000 .000 .000
N 364 364 364 364
Pearson o o e
_ 546 673 1 670
Correlation
BC ) )
Sig. (2-tailed) .000 .000 .000
N 364 364 364 364
Pearson o - -
_ .654 939 670 1
Correlation
BA ) )
Sig. (2-tailed) .000 .000 .000
N 364 364 364 364
**_Correlation is significant at the 0.01 level (2-tailed).
6- Regression Tests
Model Summary
Mod R R | Adjusted R| Std. Error Change Statistics
el Square | Square ofthe | R Square F df1 df2 Sig. F
Estimate | Change | Change Change
1 .825% .680 678 .283 .680 [ 255.248 3 360 .000

a. Predictors: (Constant), BA, BC, BV
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ANOVA Test

ANOVA?®
Model Sum of df Mean F Sig.
Squares Square
Regression 61.479 3 20.493| 255.248 .000°
1 Residual 28.903 360 .080
Total 90.382 363

a. Dependent Variable: consumer preference
b. Predictors: (Constant), BA, BC, BV
Multiple Regression Analysis

Coefficients?

Model Unstandardized Standardized t Sig. Collinearity
Coefficients Coefficients Statistics
B Std. Error Beta Tolerance | VIF
(Constant) 4.720 .343 13.757 .000
BV 1.364 .085 1.226( 16.129 .000 154 4.506
' BC 1.130 .087 .629| 13.016 .000 .380 2.628
BA 2.175 105 1.314( 20.739 .000 221 4,519

a. Dependent Variable: consumer preference
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