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Thesis Title The Influence of Marketing Mix and Brand Image on Brand Equity

Name - Surname Miss Chanchira Nunteesu
Major Subject Marketing
Thesis Advisor Miss Umawasee Sriboonlue, D.B.A.
Academic Year 2017
ABSTRACT

This objective of this research was to study the influence of marketing mix and
brand image on brand equity. The samples used in this study were FUJI FILM or OLYMPUS
mirrorless camera users in Bangkok Metropolitan area. The statistics used for data analysis were
frequency, percentage, mean, standard deviation and hypothesis testing including Independent
Samples t-test, One-Way ANOVA (F-test), Simple Regression Analysis, and Multiple Regression
Analysis at a significance level of 0.05:

The research results revealed that the majority of respondents were female (69.00%), aged
between 21-30 years (80.75%), held a bachelor's degree (88.75%), worked as employees at private
companies (64.25%), and received monthly income between 15,0001-25,000 baht (64.25%).
Moreover, it was found that marketing mix, brand image, and brand equity were at the highest level
with averages of 4.64, 4.84, and 4.74 respectively.

The results of hypothesis testing revealed that marketing mix and brand image correlated
with brand equity. The results of multiple regression analysis also-showed that marketing mix and
brand image influenced brand equity. The most influential factors are product, place, image of
product, image of user, price, promotion and corporate image respectively. Finally, differences in
brand significantly caused differences in marketing mix, brand image, and brand equity at a

significance level of 0.05.

Keywords: marketing mix, brand image, brand equity
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aulsay
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(9] d a
MWANHAUATIAUM (Brand Image)

o 4
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a o 4
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@ 4 9 a Y
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(Image of User)
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(Demographics)
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@ = b
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5.51014 (Income)
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AMAIA31aUA (Brand Equity)

1. ﬂ?i@]ﬁg?iﬁﬂﬁﬂ@]ﬁ'l’auﬁ{l
(Brand Awareness)
2. M3suinuam
(Perceived Quality)

A [ a Y
3. ﬂ?ﬁ!,c]f@lljﬂ\iﬂ‘IJ@ﬁWﬁuﬂT
(Brand Associations)

[ 1 a Y
4.ﬂ31ﬂﬂﬂa@ﬂ@i1ﬁuﬂ1

(Brand Loyalty)

Aaker (1996)
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AINUTO ﬁ"u Cronbach Alpha

Number of case = 30

Reliability Statistics

Number of item = 50

Alpha=10.992

Cronbach's N of ltems
Alpha
992 50
Descriptive Statistics
N Minimum | Maximum Mean Std. Deviation

Productl 400 4.00 5.00 4.6500 AT7757
Product2 400 400 500 46500 AT757
Product3 400 400 5.00 49200 27163
Product4 400 400 500 49600 19620
Product5 400 400 500 49550 20756
Product6 400 3.00 5.00 45375 59116
Product 400 383 5.00 47788 26360
Pricel 400 3.00 500 45325 52405
Price2 400 3.00 5.00 45675 58848
Price3 400 3.00 5.00 4.8800 38205
Price4 400 100 500 44800 94437
Price 400 2.75 5.00 46150 44025
Placel 400 400 5.00 47100 45433
Place? 400 400 5.00 46100 48836
Place3 400 400 5.00 45650 49638
Place4 400 3.00 5.00 44000 62528
Place 400 375 5.00 45713 44028
Promotionl 400 400 5.00 47000 45883
Promotion2 400 3.00 5.00 44675 76839
Promotion3 400 400 5.00 45625 49670
Promotion4 400 3.00 5.00 44125 59010
Promotion5 400 400 5.00 49825 13129
Promotion 400 380 5.00 46250 31690
MarketingMix 400 366 5.00 46475 30975
Valid N distwise) 400
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Descriptive Statistics

Minimum | Maximum Mean Std. Deviation

Corporatelmagel 400 4.00 5.00 4.8700 33672
Corporatelmage?2 400 400 5.00 49500 21822
Corporatelmage3 400 400 5.00 49275 25964
Corporatelmage 400 4.00 5.00 49158 17621
ImageofProductl 400 400 5.00 49750 15632
ImageofProduct2 400 400 5.00 49875 11124
ImageofProduct3 400 300 5.00 45700 57526
ImageofProduct4 400 3.00 5.00 45525 57713
ImageofProduct 400 375 5.00 47713 28406
ImageofUserl 400 400 5.00 49500 21822
ImageofUser2 400 4.00 5.00 49775 14849
ImageofUser3 400 4.00 5.00 4.6600 47430
ImageofUser 400 400 5.00 48625 17417
Brandimage 400 428 5.00 4.8499 16320
Valid N distwise) 400
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Descriptive Statistics

Minimum | Maximum Mean Std. Deviation

BrandAwareness1 400 400 5.00 47150 45198
BrandAwareness2 400 4.00 5.00 47475 43499
BrandAwareness3 400 400 500 49100 28654
BrandAwareness4 400 400 5.00 48875 31638
BrandAwareness5 400 400 500 49725 16374
BrandAwareness6 400 400 500 48200 38467
BrandAwareness?7 400 400 5.00 48150 38878
BrandAwareness8 400 400 500 48925 31014
BrandAwareness9 400 400 500 48875 31638
BrandAwareness 400 422 5.00 48497 21147
PerceivedQualityl 400 400 5.00 49575 20198
PerceivedQuality2 400 400 5.00 49775 14849
PerceivedQuality3 400 400 500 49700 17080
PerceivedQuality4 400 4.00 5.00 46125 A8779
PerceivedQuality 400 400 5.00 48794 17783
BrandAssociations1 400 4.00 500 46825 46609
BrandAssociations2 400 4.00 500 46100 48836
BrandAssociations3 400 4.00 5.00 49550 20756
BrandAssociations4 400 4.00 500 49775 14849
BrandAssociations5 400 300 500 43950 74186
BrandAssociations 400 400 5.00 47240 31444
BrandLoyaltyl 400 3.00 500 45500 56860
BrandLoyalty2 400 300 5.00 45150 58791
BrandLoyalty3 400 300 500 45125 58797
BrandLoyalty 400 3.00 500 45258 57314
BrandEquity 400 397 500| 47447 28715
Valid N distwise) 400
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nusudndesiamefiaafinnungly
Fujifilm Olympus
Mean Standard Mean Standard
Deviation Deviation
Productl 473 4451 457 4963
Product2 482 3852 448 5009
Product3 490 3008 494 2381
Product4 495 2286 498 1565
Products 495 2185 496 1965
Product6 479 4404 428 6111
Pricel 472 4635 435 5185
Price2 479 4404 434 6296
Price3 484 4065 492 3525
Price4 455 8842 441 9989
Placel 487 3371 455 4987
Place2 483 3766 439 4890
Place3 474 4397 439 4890
Placed 457 5251 423 6683
Promotionl 476 4282 464 4812
Promotion2 449 7502 444 7871
Promotion3 468 4696 445 4987
Promotion4 460 5295 422 5859
Promotion5 499 0997 497 1565
nusuAndesdiamesiaaiinuanly
Fujifilm Olympus
Mean Standard Mean Standard
Deviation Deviation
Corporatelmagel 495 2185 479 4083
Corporatelmage?2 495 2286 495 2078
Corporatelmage3 4.89 3198 497 1710
ImageofProductl 497 1565 497 1565
ImageofProduct2 499 1219 499 0997
ImageofProduct3 494 2286 420 5733
ImageofProduct4 479 4549 431 5895
ImageofUserl 490 2940 499 0707
ImageofUser2 498 1565 498 1404
ImageofUser3 489 3137 443 4963
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Fujifilm Olympus
Mean Standard Mean Standard
Deviation Deviation
BrandAwareness1 492 2720 451 5012
BrandAwareness? 492 2720 458 4956
BrandAwareness3 497 1565 484 3628
BrandAwareness4 489 3137 488 3198
BrandAwareness5 497 1710 498 1565
BrandAwareness6 466 4370 499 0700
BrandAwareness?7 463 4821 492 2712
BrandAwareness8 4386 3420 486 3426
BrandAwareness9 492 2720 4386 3530
PerceivedQualityl 495 2185 496 1842
PerceivedQuality2 498 1404 498 1565
PerceivedQuality3 497 1710 497 1710
PerceivedQuality4 483 3766 439 4901
BrandAssociations1 483 3766 453 5000
BrandAssociations2 481 3893 440 4921
BrandAssociations3 494 2286 496 1842
BrandAssociations4 498 1404 498 1565
BrandAssociations5 463 7040 416 7049
BrandLoyaltyl 479 4404 431 5776
BrandLoyalty2 473 4858 429 5998
BrandLoyalty3 473 4858 429 5981
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Variables Entered/Removed?

Model Variables Variables Method
Entered Removed
Stepwise
(Criteria:
Probability-of-F-
1 Product .| to-enter <= 050,
Probability-of-F-
to-remove >=
100
a. Dependent Variable: BrandEquity
Model Summary
Model R R Square Adjusted R Std. Error of the
Square Estimate
1 9002 809 809 12549
a. Predictors: (Constant), Product
ANOVA?
Model Sum of Squares df Mean Square F Sig.
Regression 26.632 1 26632 1691157 .000P
1 Residual 6.268 398 016
Total 32.900 399
a. Dependent Variable: BrandEquity
b. Predictors: (Constant), Product
Coefficients?
Model Unstandardized Coefficients Standardized t Sig.
Coefficients
B Std. Error Beta
(Constant) 061 114 536 592
! Product 980 024 900 41124 000

a. Dependent Variable: BrandEquity
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Variables Entered/Removed?

Model Variables Variables Method
Entered Removed
Stepwise
(Criteria:
Probability-of-F-
1 Price .| to-enter <= 050,
Probability-of-F-
to-remove >=
100
a. Dependent Variable: BrandEquity
Model Summary
Model R R Square Adjusted R Std. Error of the
Square Estimate
1 7452 555 554 19187
a. Predictors: (Constant), Price
ANOVA?
Model Sum of Squares df Mean Square F Sig.
Regression 18247 1 18247 495644 .000°
1 Residual 14652 398 037
Total 32.900 399
a. Dependent Variable: BrandEquity
b. Predictors: (Constant), Price
Coefficients?
Model Unstandardized Coefficients Standardized t Sig.
Coefficients
B Std. Error Beta
(Constant) 2503 101 24.746 000
! Price 486 022 745 22263 000

a. Dependent Variable: BrandEquity
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Variables Entered/Removed?

Model Variables Variables Method
Entered Removed
Stepwise
(Criteria:
Probability-of-F-
1 Place .| to-enter <=.050,
Probability-of-F-
to-remove >=
100
a. Dependent Variable: BrandEquity
Model Summary
Model R R Square Adjusted R | Std.Error of the
Square Estimate
1 8982 806 806 12656
a. Predictors: (Constant), Place
ANOVA?
Model Sum of Squares df Mean Square F Sig.
Regression 26525 1 26525 1655994 .000P
1 Residual 6.375 398 016
Total 32.900 399
a. Dependent Variable: BrandEquity
b. Predictors: (Constant), Place
Coefficients?
Model Unstandardized Coefficients Standardized t Sig.
Coefficients
B Std. Error Beta
(Constant) 2068 066 31288 .000
! Place 586 014 898 40694 .000

a. Dependent Variable: BrandEquity
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Variables Entered/Removed?

Model Variables Variables Method
Entered Removed
Stepwise
(Criteria:
Probability-of-F-
1 Promotion .| to-enter <= 050,
Probability-of-F-
to-remove >=
100
a. Dependent Variable: BrandEquity
Model Summary
Model R R Square Adjusted R Std. Error of the
Square Estimate
1 5922 351 349 23169
a. Predictors: (Constant), Promotion
ANOVA?
Model Sum of Squares df Mean Square F Sig.
Regression 11535 1 11535 214895 .000°
1 Residual 21364 398 054
Total 32.900 399
a. Dependent Variable: BrandEquity
b. Predictors: (Constant), Promotion
Coefficients?
Model Unstandardized Coefficients Standardized t Sig.
Coefficients
B Std. Error Beta
(Constant) 2263 170 13.338 .000
! Promotion 537 037 592 14.659 .000

a. Dependent Variable: BrandEquity
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Variables Entered/Removed?

Model Variables Variables Method
Entered Removed
Stepwise
(Criteria:
Probability-of-F-
1 Corporatelmage .| to-enter <-.050,
Probability-of-F-
to-remove >=
100
a. Dependent Variable: BrandEquity
Model Summary
Model R R Square Adjusted R | Std.Error of the
Square Estimate
1 3962 157 154 26404
a. Predictors: (Constant), Corporatelmage
ANOVA?2
Model Sum of Squares df Mean Square F Sig.
Regression 5152 1 5152 73903 .000°
1 Residual 27747 398 070
Total 32.900 399
a. Dependent Variable: BrandEquity
b. Predictors: (Constant), Corporatelmage
Coefficients?
Model Unstandardized Coefficients Standardized t Sig.
Coefficients
B Std. Error Beta
(Constant) 1575 369 4267 000
! Corporatelmage 645 075 396 8597 .000

a. Dependent Variable: BrandEquity
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Variables Entered/Removed?

Model Variables Variables Method
Entered Removed
Stepwise
(Criteria:
Probability-of-F-
1 ImageofProduct .| to-enter <- 050,
Probability-of-F-
to-remove >=
100
a. Dependent Variable: BrandEquity
Model Summary
Model R R Square Adjusted R Std. Error of the
Square Estimate
1 8502 723 122 15145
a. Predictors: (Constant), ImageofProduct
ANOVA?2
Model Sum of Squares df Mean Square F Sig.
Regression 23771 1 23771 1036.384 .000P
1 Residual 9129 398 023
Total 32.900 399
a. Dependent Variable: BrandEquity
b. Predictors: (Constant), ImageofProduct
Coefficients?
Model Unstandardized Coefficients Standardized t Sig.
Coefficients
Std. Error Beta
(Constant) 645 128 5055 .000
! ImageofProduct 859 027 850 32193 .000

a. Dependent Variable: BrandEquity
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Variables Entered/Removed?

Model Variables Variables Method
Entered Removed
Stepwise
(Criteria:
Probability-of-F-
1 ImageofUser .| to-enter <- 050,
Probability-of-F-
to-remove >=
100
a. Dependent Variable: BrandEquity
Model Summary
Model R R Square Adjusted R | Std.Error of the
Square Estimate
1 6632 440 438 21518
a. Predictors: (Constant), ImageofUser
ANOVA?2
Model Sum of Squares df Mean Square F Sig.
Regression 14471 1 14471 312533 .000P
1 Residual 18428 398 046
Total 32.900 399
a. Dependent Variable: BrandEquity
b. Predictors: (Constant), ImageofUser
Coefficients?
Model Unstandardized Coefficients Standardized t Sig.
Coefficients
B Std. Error Beta
(Constant -572 301 -1901 058
! ImageofUser 1093 062 17679 000

a. Dependent Variable: BrandEquity
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Group Statistics

Gender N Mean Std. Deviation Std. Error Mean
e 123 47286 28485 02568
BrandEquity i 277 47519 28839 01733
Independent Samples Test
Levene's t-test for Equality of Means
Test for
Equality of
Variances
F | Sig | t df Sig. Mean Std. Error | 95% Confidence
@- | Difference | Difference | Interval of the
tailed) Difference
Lower | Upper
Equal
variances | 380 538 am 308| 455 -02326 03113 | -08446 | 03794
assumed
BrandEquity Equal
‘:Ziances 751' 236655| 454| 02326 03098 |-08430| 03778
assumed
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ANOVA

BrandEquity
Sum of Squares df Mean Square F Sig.
Between Groups 531 3 177 2165 092
Within Groups 32.369 396 082
Total 32.900 399
ANOVA
BrandEquity
Sum of Squares df Mean Square F Sig.
Between Groups 288 2 144 1754 174
Within Groups 32611 397 082
Total 32.900 399
ANOVA
BrandEquity
Sum of Squares df Mean Square F Sig.
Between Groups 062 2 031 376 687
Within Groups 32837 397 083
Total 32.900 399
ANOVA
BrandEquity
Sum of Squares df Mean Square F Sig.
Between Groups 084 2 042 506 603
Within Groups 32816 397 083
Total 32.900 399
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Correlations

Corporatelma

ImageofProdu

BrandAwaren

PerceivedQua

BrandAssocia

Product Price Place Fromaotion ge ct Imageofllsar B5s lity tions BrandLovyalty

Product FPearson Correlation 1 4089 B07 A74 39z 478 AT6 630 A4 540 580

Sig. (2-tailed) .0oo .0oo .0oo .0o0o .0oo .0oo 000 .0oo .0o0o .0o0o

il 400 400 400 400 400 400 400 400 400 400 400

Price Fearson Correlation 408 1 B70 458 LT G683 A14 455 558 682 ATT

Sig. (2-tailed) .0oo .0oo 000 000 .0oo 000 000 .00o 000 000

M 400 400 400 400 400 400 400 400 400 400 400

Place Pearson Correlation 507 70 1 507 277 B3 613 G678 642 543 587

Sig. (2-tailed) 000 .0oo 000 000 .0oo .0oo 000 000 000 000

il 400 400 400 400 400 400 400 400 400 400 400

Promotion Pearson Correlation 574 4569 507 1 30 480 408 423 625 535 574

Sig. (2-tailed) 000 .0oo .0oo 000 .0oo .0oo 000 000 000 000

&l 400 400 400 400 400 400 400 400 400 400 400

Corporatelmage Pearson Correlation 382 357 27T a0 1 249 321 280 B2 384 283

Sig. (2-tailed) .ooo .0oo .0oo .0oo .0oo .0oo .0oo .0oo .0oo .0oo

Kl 400 400 400 400 400 400 400 400 400 400 400

ImageofProduct FPearson Correlation 478 683 531 480 249 1 536 560 581 ARB5 Bay

Sig. (2-tailed) .0oo .0oo .0oo .0oo .0o0o .0oo 000 .0oo .0o0o .0o0o

il 400 400 400 400 400 400 400 400 400 400 400

Imageoflser Pearson Correlation 576 414 B13 408 321 536 1 672 ET6 672 534

Sig. (2-tailed) .0oo .0oo .0oo 000 000 .0oo 000 .00o 000 000

il 400 400 400 400 400 400 400 400 400 400 400

BrandAwareness Fearson Correlation 630 455 G678 423 280 560 672 1 620 415 593

Sig. (2-tailed) .0oo .0oo .0oo 000 000 .0oo .0oo .0o0o 000 000

M 400 400 400 400 400 400 400 400 400 400 400

PerceivedQuality Pearson Correlation A4 558 G642 525 582 BB ATE 620 1 A58 BE5

Sig. (2-tailed) 000 .ooo .ooo 000 000 .ooo .0oo 000 000 000

&l 400 400 400 400 400 400 400 400 400 400 400

BrandAssociations  Pearson Correlation 540 682 543 535 394 465 672 415 4568 1 559

Sig. (2-tailed) .0oo .0oo .0oo .0on .0oo .0oo 000 000 .0oo .0o0o

&l 400 400 400 400 400 400 400 400 400 400 400

BrandLoyalty Fearson Correlation 580 ATT BBT AT74 2493 BT h34 553 Kilida 558 1
Sig. (2-tailed) .ooo .0oo .0oo .0oo .0oo .0oo .0oo .0oo .0oo .0oo

Kl 400 400 400 400 400 400 400 400 400 400 400

** Correlation is significant atthe 0.01 level (2-tailed).
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Variables Entered/Removed?

Model Variables Variables Method
Entered Removed

ImageofUser,

Corporatelmage

, Promotion,
1 Price, Enter

ImageofProduct

, Product,

Place®
a. Dependent Variable: BrandEquity
b. All requested variables entered.

Model Summary®
Model R R Square Adjusted R Std. Error of the
Square Estimate

1 9602 922 920 08114

a. Predictors: (Constant), ImageofUser, Corporatelmage, Promotion,

Price, ImageofProduct, Product, Place
b. Dependent Variable: BrandEquity

ANOVA?
Model Sum of Squares df Mean Square F Sig.
Regression 30.319 7 4331 657.924 .000P
1 Residual 2581 392 007
Total 32.900 399

a. Dependent Variable: BrandEquity

b. Predictors: (Constant), ImageofUser, Corporatelmage, Promotion, Price, ImageofProduct,

Product, Place
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Coefficients?

Model Unstandardized Coefficients Standardized t Sig.
Coefficients
Std. Error Beta
(Constant) -520 157 -3.316 000
Product 360 031 330 11535 000
Price 061 014 093 4331 000
Place 212 020 326 10.888 000
! Promotion 053 016 058 3312 001
Corporatelmage 082 026 051 3169 002
ImageofProduct 161 028 160 5774 .000
ImageofUser 180 031 109 5890 .000
a. Dependent Variable: BrandEquity
Residuals Statistics?®
Minimum | Maximum Mean Std. Deviation N
Predicted Value 39768 50272 47447 27566 400
Residual -32213 30596 .00000 08042 400
Std. Predicted Value 2786 1025 .000 1.000 400
Std. Residual -3970 3771 .000 991 400

a. Dependent Variable: BrandEquity

Normal P-P Plot of Regression Standardized Residual

Dependent Variable: BrandEquity

Expected Cum Prob

T T
04 o0&

08 10

Observed Cum Prob
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Group Statistics

¢ ¥ a 4 =) ¥
nusuandesiawedmanmunely

N Mean Std. Deviation Std. Error Mean
Fuijifilm 200 48567 24388 01724
Product
Olympus 200 47008 26008 01839
Fuijifilm 200 47238 37794 02672
Price
! Olympus 200 45063 47118 03332
Fuijifilm 200 47538 32240 02280
PI
ace Olympus 200 43888 46666 03300
Fuijifilm 200 47050 29051 02054
P ti
romotion Olympus 200 45450 32264 02281
Fuijifilm 200 47598 25477 01802
MarketingMix
Olympus 200 45352 31955 02260
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Independent Samples Test

Levene's Test for

ttest for Equality of Means

Equality of
Variances
E Sig. t df Sig. 2- Mean Std. Error 95« Confidence
tailed) | Difference | Difference Interval of the
Difference
Lower Upper
Equal
variances 12.069 001 | 6181 398 .000 15583 02521 10627 .20540
assumed
Product
Equal
variances not 6.181 | 396.364 .000 15583 02521 10627 20540
assumed
Equal
variances 4,067 044 | 5092 308 .000 21750 04271 13353 30147
assumed
Price
Equal
variances not 5092 | 380.102 .000 21750 04271 13352 30148
assumed
Equal
variances 80.779 000 | 9.101 308 .000 36500 04011 28615 44385
assumed
Place
Equal
variances not 9.101 | 353718 .000 36500 04011 28612 44388
assumed
Equal
variances 1660 198 | 5212 398 .000 16000 03070 09965 .22035
assumed
Promotion
Equal
variances not 5212 | 393.700 .000 16000 03070 09964 .22036
assumed
Equal
variances 22.036 000 | 7771 398 .000 22458 02890 16777 28140
assumed
MarketingMix
Equal
variances not 7771 | 379.185 .000 22458 02890 16776 28140
assumed
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Group Statistics

s Y a g o0 v
nusuandeslamesmannuny 1y

N | Mean | Std. Deviation | Std. Error Mean
Fujifilm 200 | 49267 17733 01254
Corporatelmage
Olympus 200 | 49050 17485 01236
Fuijifilm 200 | 49238 17933 01268
I fProduct
mageotrrodue Olympus 200 | 46188 28788 02036
Fujifilm 200 | 49233 15207 01075
ImageofUser Olympus 200 | 48017 17395 01230
Fuijifilm 200 | 49246 12264 00867
Brandimage
Olympus 20047751 16474 01165
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Independent Samples Test

Levene's Test t-test for Equality of Means

for Equality of

Variances

E Sig. t df Sig. 2- Mean Std. Error

tailed) | Difference | Difference

959 Confidence

Interval of the

Difference

Lower | Upper

Corporatelmage

ImageofProduct

ImageofUser

Brandimage

Equal
variances
assumed
Equal
variances
not
assumed
Equal
variances
assumed
Equal
variances
not
assumed
Equal
variances
assumed
Equal
variances
not
assumed
Equal
variances
assumed
Equal
variances
not

assumed

3437 | 064 1230 398 219 02167 01761

1230397921 219 02167 01761

58.091| .000| 12717 398 .000 30500 02398

12717 | 333229 000 30500 02398

33787 000| 7447 398| 000 12167 01634

74471 391.020 .000 12167 01634

34533 000 [ 10201 308| 000 14944 01452

10291 | 367.739 .000 14944 01452

-01295| .05629

-01295 | .05629

25785 | 35215

25782 | 35218

08955 | 15379

08955 | 15379

12089 | 17799

12089 | .17800
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