MEASURING BRAND EQUITY: A CASE STUDY OF MERCEDES BENZ

A MASTER'S PROJECT
BY
MISS AMARALAK KOLTHAR

Presented in partiat fulfilment of the requirements for the
Master of Arts Degree in‘ Business English for International Communication
at Srinakharinwirot University
August 2004
Copyright 2004 Srinakharinwirot University



NSAANIN mﬁﬂﬁl UAIRTIFUA LD TTIA RIS

Unaaga
Yo

WNEMANTIANEL Aam

" L L] g s =3 et =l - = : < » A
wEuadatmAaIneIay awAneasasuaiunsilia ikaiiluarunitavesnmsdnm
auvangasliygnfsUmsasuniinia sriTmisiainngussialiansgeamIuiuimd
FINAN 2547



[ &« f o8 Gr » Py o [y q
BUTNANN ARD. (2547). nsmﬂnmmﬂﬂqmmmmummasﬂmﬂmuuﬁ

TSNS Aa.u. (Mmasnguosiatiamsieasuniwd). nynwy: Unfiadingnas

o

UAINLIRBATUATUNT 136, AUSNTINMIAILGN : 8. ] a9n, ;:{

FUFNEATINTY AT

suny afidulng, gsnsamansd igd fanzszme.

=) et Jﬂ [ d = - L5 ‘
mmwuﬁanuuu?ﬂgwm pwaanw M e dumunltlunisRassranisaanaund

o b o 1 o e = b ' = L J‘ﬂn L oo
Gl?"lﬁ%ﬂ"lL&la%‘m@lﬁLU%‘ELLa:L‘ﬁﬂﬁ’l'i’li]?l?l%ﬂ@]‘]]ﬂﬂtﬁﬂﬂ'\@lE]ﬂ?'lauﬂ'l 'lumiﬁm:rmu'a EJVLG] 1

mssumMueelidanginihivAereudumsamaussnmsmevasudimialwidnlans uns

as

MIFOEMNIMINNG aﬁo'lum?ﬁnmﬁ'ﬂuﬂamaagnﬁwiamﬂ%uﬁ’l A9 ldvinmsguuan
WUUSBLNUANAWEILTIEN Wud 318 nawwat $11e F1uan 30 au wam AN e E
WsUuENEIm eI TMNEnsalasanelisafion MItTEaUAMUENT URSEDIUNINNAG
f'ﬁﬂuﬁﬁmumﬂ%uﬁﬂﬂﬂmqnﬁﬂﬂﬁﬂ'f@f'lumsﬁmumﬁmﬁuﬁ'ﬂmlﬁﬁaﬁam‘%umwé’nmﬁ

mﬁﬁuﬁ'ﬂua:Lﬁuqmﬁwﬁ'zummfum’%aaﬂuéﬂiz‘%ﬂ‘ﬁmwgmw%”aumﬂluiaﬁmsﬁ’u?ﬁﬁ&%ﬁn

J’u’ o R ] ] L o L ] | ﬂl.
usnnigahigueansuimdiwyenadaguaztszruanuiuisludiueg guivaganw

AMSNFIUENIFIAUNG IRNTURTIRUG 'Luthuqmﬁwaomﬁuﬁ'ﬂLuaﬁmamwﬁajﬂﬂﬁms

] '
- -

INNUMALAZINATNUMIVIM MM IMIETNIIMIinTInodefigafasnumgu
L 73 ] o Cr s r-9 L7 . =) L7 I‘: == z J [] L . e
gnium - dmiunauadzesgnindaaniuiiiunaninmidnmasaiinuigndslngd
mmt'ﬁaﬁuua:mmﬁnﬁda@m%uﬁ'lagluan‘ﬁggaLm:ﬂ’oﬁﬂ’nuﬁawah@iaﬂizﬁﬂ%mw
31]é’nwmﬁ.m:mwé’nmﬁmmmﬁuﬁﬂm:ﬁua;m PMHEM TR REINUTIgIanulaaansiin
sfigndd@mngRenelafigaivanvaniudussiianuidydududuuniumsdagule
Py ° "~ W w5 = an & a W “ o o o A
mamm’lua&mﬂm’umwﬂaamnmﬂuqmmauamaﬂanummwmm‘lu’laauﬂnﬂ AINUDI
A g o & o € W r-3 (¥ . = o
a;ﬂ"lmwma's‘nmmnmmqmmﬂmmumﬂaummﬁs:qnm"l'ﬁ’lum'smmem:ﬁnmm'}

o

= -~ [ 9 ] = o 8 4 a w = o -y & = o oo L
ﬁuﬂﬁlﬂﬂﬂﬂouﬂﬁ:ﬁﬂﬁﬂﬂw 'muwa‘lﬂmmumma‘ifnmmuum WuasFuanilamang

9 U



REF
"5 5.5
A des M

f 8 a.a 2548

MEASURING BRAND EQUITY: A CASE STUDY OF MERCEDES BENZ

AN ABSTRACT
BY
MISS AMARALAK KOLTHAR

Presented in partial fulfillment of the requirements for the
Master of Arts Degree in Business English for International Communication
at Srinakharinwirot University
August 2004
CD =1



Amaralak Kolthar. (2004). Measuring Brand Equity : A Case Study of Mercedes Benz
Master’s Project, M.A. (Business English for International Communication). Bangkok:
Graduate School, Srinakharinwirot University. Advisor Committee : Mr. Lee Quick,

Assist. Prof. Dr. Amporn Srisermbhok, Assist. Prof. Penny Diskaprakai.

The purposes of this study were to investigate how Mercedes Benz employ the
brand idea in their marketing communication and to explore customers’ reaction to the
brand. The researcher conducted in-depth interviews with those who are in charge of
marketing and sales to gain understanding of and insight into how the brand idea is
employed. In order to study the attitudes of customers toward the brand, questionnaires
were distributed randomly to thirty customers of Benz VTC Motor. The results indicated that
Mercedes Benz conveys the brand image in terms of success, taste, and social status.
Pricing strategy is employed to reinforce the brand image and, at the same time, added
value like smart engines and technology are continually offered. Moreover, the brand is
presented through famous and successful people to enhance the image in terms of taste
and social status. As to the strong points of the brand, Mercedes Benz tries to keep its
quality and standards of after sales services high together with maintaining high prices of
used cars to keep its loyal customers. As for the attitudes of the customers, the brand has
a high level of reliability and loyalty. Customers were highly satisfied with performance,
features and brand image. Moreover, safety, to which customers gave their first priority in
decision-making was the strongest point along with the uniqueness of the brand. Qverall,
the findings exposed that Mercedes Benz applies effective branding strategies to enhance

and maintain its brand; consequently, the brand has high brand equity.
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CHAPTER 1

Introduction

Background

At present, when success in business depends greatly on communication, more and
more cqmpanies have come to realize that a brand is one of their most valuable assets. In
addition, companies employ branding to communicate with consumers on an emotional
level (Business online. 2003: Online). According to consumer behavioral theory, people
consider brands as the first and most important consideration when making choices
(Lannon. 1999: 39). They first evaluate brand by relying on their feelings, emotions and
fantasies and finally make a purchase decision (Peter and Olson.1996: 286-287). Therefore,
the idea of bfanding is to appeal to people’s root fears and desires and to build strong
positive associations with the brand or company. Specifically, if a brand is well managed, it
can be significart in differentiating products and services from an ever-larger range of
competitors (Thesis documentation. 2003: Online). As a result, many companies continue to
invest heavily in the process of “_building” and “maintaining” brands in the environments
in which they compete.

The automobile indusiry by nature is highly competitive (Management online. 2003:

Cnline). Competitors in the car industry realize the importance of being able to secure

positive images not anly their specific product lines, but also their company’s brand, in the



consumer’ s memory. Therefore, an interesting point to study is what particular strategies
automobile manufacturers employ through the brand idea.

Nowadays, the competitiveness in the market for fuxury cars in Thailand is increasing.
Mercedes Benz is no exception among those popular top brands. According to a recent
market share report of Hino Motor Co., Ltd. (Bank of Thailand. 2003: Online), Mercedes
Benz has reportedly retained its leadership position in the luxury market for the second
consecutive year with its sales in 2002 totaling 4,097 cars or 36.3% from the total market of
11,272 units. Consequently, it is very interesting what Mercedes Benz believes about brand
management, and, how the brand idea is employed toward the success of marketing a
product.

Accordingly, the aim of this study is to examine how successful brand, like Mercedes
Benz, employ the brand idea in their marketing strategies. Additionally, what reactions the
customers have to the brand. The results of the study will contribute to a better
understanding of branding and enable those who are interested to realize the effectiveness

of the brand idea in marketing communication.

Objectives of the Study

This study attempts to answer the following guestions:
1. How does Mercedes Benz employ the brand idea in marketing communication?

2. What are the attitudes of customers toward the brand?
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Scope of the Study

This research is conducted with the purpose of studying the employment of the brand
idea and attitudes of customers toward the brand ‘‘Mercedes Benz’’. The sample group of
Mercedes Benz customers in this study is composed only of customers of Benz VTC
Motor which is the local dealership for Mercedes Benz that supplies six provinces namely;
Surin, Srisaket, Ubonratchathanee, Mukdahan, Amnatcharoen and Buriram. Benz VTC
Motor services and sells Mercedes Benz products and is bounded by agreement to apply
Daimler Crysler Thailand management policies.

This study is divided into five chapters. Chapter 1 describes the background and
introduction to the study. Chapter 2 reviews the relevant literature leading to the formulation
of the theoretical framework employed. Chapter 3 shows the research methodology and
data analyses. Chapter 4 presents results and discussion. Conclusions, a summary and

recommendations for further studies are presented in chapter 5.

Expected Outcomes

It is expected that the results of this study will be beneficial in the following areas:

1. The marketers will be able to manage better and place greater emphasis on brand
management that leads to increased market share and better profits.

2. Generally, this study will provoke awareness of brand influence on consumers.

3. Interested people will be able to use this study as a reference for further study.



Definition of Terms

1. Company in this study is Daimler Chrysler Thailand which is the Thai subsidiary of the
parent company that owns the brand Mercedes Benz.

2. Customers in this study are thirty customers of the Benz VTC Motor.

3. Brand Equity is the set of assets and liabilities linked to a brand's name and symbols

that add to or subtracts from the value provided by a product or service of a firm and/or

that's firm’s customers.



CHAPTER 2

Review of Related Literature

This review of the related literature covers the concepts of brand, brand equity and
customer attitude. The.aim of this chapter is to provide the reader an understanding of

these three concepts and the theoretical knowledge that forms the basis of this study.

1. Concept of Brand

Brand is one of many strategies manufacturers employ to communicate with their
consumers. Theoretically, consumers themselves find symbolic values or brands helpful in
making choices. Symbols or brands are easy to buy because they can distinguish brands
clearly, in contrast to rational product evaluation, which is hard work and time consuming
(Lannon. 1999 : 37-50). Leon G. Schiffman and Leslie Lazar Kanuk (2000 : 154) state the

significant of brand in customer's decision making as follows:

When consumers have had no experience with a product, they tend to “trust” a favored or
well-known brand name. Consumers often think well-known brands are better and are worth

buying for the implied assurance of quality, dependability, performance and service.

Additionally, the teim “brand” is not just the logo or name attached to products or
services, however, it is the name associated with one or rhore items in a product line that is

used to identify the source of character of the item(s) {(Kotler. 1991 : 441). Moreover, it is a



name, symbol, design or some combination that identifies a product of a particular

organization as having a sustainable differential advantage. (Doyle. 1989 : 77).

2. Concept of Brand Equity

As brands vary in the amount of power and value they have in the market place, a
powerful brand is said to have high “equity”. Brand equity is the set of assets (and liabilities)
linked to a brand's name and symbols that add to (or subtracts from) the value provided by
a product or service of a firm and/or that firm’s customers. (Aaker. 1996 : 7). A brand equity
consists of assets, which can be divided into four main categories; brand loyalty, brand
awareness, perceived quality and brand associations. (Keller. 1998)

1. Brand loyalty. The core of brand equity is the customer loyalty enjoyed by the
company. Loyal customers contribute to lower marketing costs and they can affect new
customers, helping them to feel secure with the brand. The two primary reasons brand
loyaity is important are: 1) a brand’s value is largely created by customer loyalty, and 2)
concepts of loyalty encourage and defend the programs, which aid and create a brand's
equity.

2. Brand awareness. Brand awareness is a potential buyer’s capacity to recognize or
to remember that a brand belongs to a special product category. Brand awareness is a
measure of the strength of a brand in the consumer's mind. Different levels of brand
awareness are recognized. The lowest is recognition, where a consumer knows a brand if it

is presented to him. The next leve! is recall, in which the consumer names a brand when



asked to list all brands in a product category. If the brand is mentioned first, it is said to
have reached top-of-mind in the consurner's awareness.

3. Perceived quality. Perceived quality is the consumers' perception of total guality or
superiority of the product or service in relation to alternatives. It is an immeasurable
element that often varies since perceived quality is determined by subjective value. Aaker
claims that perceived quality is actually a brand association, but that association is so
important it qualifies as a main category.

4. Brand associations. The associations are the underlying values which the brand
stands for in the eye of the consumer, and the meaning they provide. They are found in the
consciousness of the consumer and are consistent with everything mentally connected to
the brand. Associations become stronger with increasing consumer experience of the
brand, and when the effect of the marketing is strong. Associations can provide an
important basis for differentiation and reasons for purchase, and they can create positive
attitudes and emotions for the brand. Moreover, a collection of associations constitutes the

brand image.

3. Concept of Customer Attitude toward Brand

Over the past thity years the term attitude has been defined in numerous ways.
Examples of some definitions of attitude include the following: (Mowen. 1993 : 265)

- Attitudes are likes and dislikes. (Darel J. Bem)

- The major characteristics that distinguish attitude from other concepts are its

evaluative or affective nature. (Fisbein and Ajzen)



- Attitudes are the core of our likes and dislikes for certain people, groups, situations,
objects and intangible ideas. (Phillip Zimbardo, E. Ebbesen and C. Maslach)

- The amount of affect or feeling or against a stimulus, (L.L. Thurstone)

Attitudes towards brands are consumer’s learned tendencies to evaluate brands in a
consistently favorable or unfavorable way; that is, consumers’ evaluation of a particular
brand on an overall basis from poor to excellent.

Additionally, brand beliefs are a cognitive (or thinking) component of attitudes; brand
evaluations, the affective (or feeling) component; and intention to buy, the conative (or
action) component. The link among these three components illustrates the high involvement
hierarchy of effects: brand beliefs influence brand evaluations, which influence the intention

to buy (Asseal. 1995 : 266-267).

Previous Research

There are several studies relating to brand and brand equity. The thesis “Measuring
Brand Equity from Brand-Consumer Relationship” was conducted by Varinya Leeyanuwat
(2000). In this study, Varinya studied the nature of the brand consumer relationship and the
characteristics of the loyalty which consumers attached to brands. Nokia and Ericsson
mobite phones as well as Nescafe and Moccona instant coffee were selected as samples
for the study. It was found that consumers had a stronger relationship and higher level of
loyalty with high-equity brands (i.e. Nokia and Nescafe) than with low-equity ones (i.e.
Ericsson and Moccona). However, low-involvement products (i.e. instant cofiee) generated

a stronger relationship and higher level of loyalty with their consumers than did high



involvement products (i.e. mobile phones). Finally various patterns were also found in the
brand-consumer relationship (e.g. marriages of convenience, best friendships, committed
partnerships, dysfunction, intimidation and distant respect).

Akarat (2000) conducted a thesis “Consumer-Based Brand Equity and Consumer
Evaluation of Brand Extension’’ in 2000. He examined the difference of brand equity
between high and low involvement products and studied the relationship between
consumer-based brand equity and consumer evaluation of brand extension. According to
the study, pasteurized milk, which was extended into drinking yogurt was chosen as the
representative of the low-involvement product, whereas, passenger cars extended into pick-
up trucks was chosen as the sample of the high involvement product. The results revealed
that the equity scores of low-involvement products were higher than those of the high-
involvement ones. In addition, the brand equity scores of both low and high involvement
products were significantly and positively associated with consumer evaluations of brand
extension. That is to say, if brand equity level was high, the consumer evaluation of brand
extension factors was also high.

Other studies also concentrated on brand equity. “Brand Management Strategy,
Knowledge, Attitude and Consumers’ Selection of Internet Service Providers in Thailand’’
by Lerdphol Bhakdibhumi (2000) was designed to find out the result of management
strategies among Internet service providers in Thailand. This study included the influence
that knowiedge, attitude and consumers’ selection have on Internet service providers in
Thailand. The results of the research showed that brand management strategies among

Internet service providers in Thailand are focused on individual users in the market. Instant
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package selling at computer and software stores is used as a major distribution channel,
along with the use of advertising to build brand knowledge among consumers. Pricing is a
key strategy to gain consumer’s interest. Moreover, knowledge and attitude of consumers
play a significant role in explaining consumer’s selection of a brand. In addition, the
association between knowledge and attitude, attitude and consumers’ selection of Internet
service providers was found only in particular cases.

Another study by Larry L. Carter, Jr. (2003: Online) titled “Consumer Attitudes Toward
Cross-Border Brand Alliances: Adding a Consideration of Origin Fit’ was conducted. This
research explored the influence of country of origin (a second brand association) upon
consumers’ attitudes toward cross-border alliances. According to the study, Sky Team, a
world travel network consisting of Delta Airlines, Korean Air, Aero Mexico, Air France and
CSA Czech Airlines, was chosen as an example. The results revealed that the country of
origin fit influences consumer attitudes toward cross-border brand alliances differently under
various conditions of brand familiarity. Under high levels of consumer brand familiarity, the
effect of country of origin fit is mediated through brand fit upon customer attitudes toward
the brand alliance. For conditions of low consumer brand familiarity, the meditation
dissolved and country of origin fit has a great effect on consumer attitudes toward the brand
alliance. In addition, the author stated that the primary brand associations (e.g., brand
image) take priority over secondary brand associations (e.g., country of origin information)
under conditions where the consumer has concluded a high level of familiarity for  partner

brands. Therefore, the author hinted that managers must take both primary and secondary
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brand association into consideration when evaluating the potential impact of an alliance with

a new partner brand.



CHAPTER 3

Research Methodology

1. Subjects

The study “Measuring Brand Equity: A Case Study of Mercedes Benz  is divided
into two categories. The first is qualitative research : conducting in-depth interviews with
those in charge of marketing and sales of Benz VTC Motor. The second is survey research:
random sampling employing questionnaires. The target peopulation of the survey are the
customers who purchased a Mercedes Benz from Benz VTC Maotor. The purposes of this
study are to find the answer to the following questions:
1) How does Mercedes Benz employ the brand idea in marketing communication?

2) What are the attitudes of customers toward the brand?

2. Procedure

2.1 Data collection
In order to achieve the.first objective of the study, an in-depth interview was employed.
The researcher contacted and was allowed to have a personal interview with Mr. Sornchai
Rankaseni, the Sales and Marketing Manager of the Benz VTC Motor on 13" January 2004
at 9.00 a.m. (Rankasenij interview. 2004). A telephone interview was also conducted with
Mr. Puttipong Kittiwongwat, the General Manager of the company on 20th January 2004

(Kittiwongwat. Interview. 2004). in order to study the attitudes of the customers toward the



brand, the researcher was given full cooperation to conduct the survey research at Benz
VTC Motor before the interview. Questionnaires were distributed to thirty car owners who
came to the Benz VTC Motor between October 1™ November 27" 2003 as well as those
who participated in a motor show held by the company on January 20, 2004 in Yasothorn

province.

2.2 Data analysis

The data gathered from the interviews are presented through descriptive analyses. The
survey research data are calculated using SPSS (Statistical Package for Social Science).
The outcomes are illustrated in the numeric frequency of responses and in percentages to
evaluate the attitudes of customers toward the brand. Finally, this study is concluded by a

discussion of results and recommendations.



CHAPTER 4

Findings

This chapter presents the results of analyses of data collected from two in-depth
interviews and survey research. The data are organized for analyses in response to the
following questions:

1) How does Mercedes Benz employ the brand idea in marketing communication?

2) What are the attitudes of customers toward the brand?

Research question 1: How does Mercedes Benz employ the brand idea in marketing

communication?

Gathering in-depth responses is generally best achieved through an interview.
Therefore, interviews were conducted with Mr. Kittiwongwat, the General Manager and Mr.
Rankaseni, the Sales and Marketing Manager of Benz VTC Motor to gain understanding of
and insight into how the brand idea is employed by Mercedes Benz in marketing
communication.

Mr. Kittiwongwat, the General Manager, (Kittiwongwat. Interview. 2004) gave general
information on marketing and sales management. He mentioned that the parent company,
Daimler Chrysler Thailénd, is the policy maker. Then Benz VTC Motor as an authorized
dealer applies the policies to the management context. In terms of the brand idea, Mr.
Kittiwongwat claimed that the three-pointed star symbolizes Mercedes Benz's ambition as a

universal automobile, "on land, on water and in the air". In addition, the brand is
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considered the most valuable asset, as it represents quality and innovation. For that reason,
the company carefully selects the best channels to communicate with consumers as well as
to maintain its good image. Mercedes Benz is trying to convey the brand image in terms of
success, taste, and status of life style. Pricing is another effective branding strategy that
indirectly conveys the image of wealth and success. Though the car is considered costly,
the company adds more value to the brand by offering smart engines and other technology.
Furthermore, Mercedes Benz attaches the image of good taste through famous and
successful people.

For more detail about sales and marketing, the researcher conducted an in-depth
personal interview with Mr. Rankaseni (Rankaseni. Interview. 2004). He noted that
Mercedes Benz focuses on after sale services, maintenance centers and reasonable
second-hand prices. Moreover, the company is planning a campaign to buy back second-
hand cars to raise the price of its used cars, and at the same time, to keep loyal customers.

In terms of brand acknowledgement, Mr. Rankaseni also mentioned that, as the brand
has long been well accepted in its markets, the advertising strategy through television and
newspapers is less emphasized. However, the strategy of advertisement is carefully
practiced when new models are introduced to markets. In addition, the aim of such
advertising is to stimulate customers and to ensure that they have decided to purchase the
new product. This is to provide potential customers with the data needed to accelerate their
decision to make a purchase. To keep the loyal customer relationship, the company has a
policy to have new model car exhibitions in provincial Thailand and to hold “thank-you”

parties for loyal customers. Furthermoare, customer services, such as spare parts discounts
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and low cost maintenance are offered when customers’ cars are serviced. Mercedes Benz
also provides up-dated data to customers via the company’s quarterly newsletter.

Mr. Rankaseni also commented that the new customer marketing strategies in
provincial Thailand and Bangkok are quite different. Most customers in Bangkok and
nearby areas are walk-ins {i.e. the customers go to Mercedes Benz showrooms), whereas
in provincial Thailand, marketing personnel have to go to customers to provide them with
commercial information. Mr. Rankaseni, furthermore, stated that of all the walk-in customers

in both Bangkok and provincial Thailand, 70 per cent walk in with the intention to buy.

Research question 2: What are the attitudes of customers toward the brand?

In the survey research, thirty customers were selected randomiy to fill out
questionnaires. The responses to the questionnaires were analyzed employing SPSS

(Statistical Package for the Social Science). The results are presented below:
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TABLE 1 The opinion of the sample group towards the statement, “The brand name

‘Mercedes Benz' influences your purchase-decision-making.”

Strength of Opinion Frequency Percentage
Strongly Disagree 1 3.3
Disagree 4 13.3
Neutral 2 6.7
Agree 13 43.3
Strongly Agree 10 333
Total 30 100

As shown in Table 1, it was found that the highest percentage of the sample group

agreed with the statement at the “agree” level of 43.3%, while the second highest rating

was “strongly agree” at 33.3%, and the least was “strongly disagree” at 3.3%. This shows

that when making a purchase-decision, the brand name Mercedes Benz was employed in

customers’ purchase-decision-making and that the brand name influenced their decision-

making positively.
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TABLE 2 The opinion of the sample group towards the statement,” The brand name

[4 ? . . 7y
Mercedes Benz’ is reliable.

Strength of Opinion Frequency Percentage
Strongly Disagree 2 6.7
Disagree 1 3.3
Neutral 4 13.3
Agree - 13 43.3
Strongly Agree 10 333
Total - 30 100

From the results reported in Table 2, it was found that the highest percentage of the
éample group agreed with the statement at the “agree” level of 43.3%, the second highest

rating was “strongly agree” at 33.3 and the least was “disagree” at 3.3%. The sample

group showed a high level of belief in the reliability of the Mercedes Benz brand. It can be
inferred that the brand name Mercedes Benz is associated with “reliability” in a positive

manner.



TABLE 3 The opinion of the sample group towards the statement, “The price of a

. bR
Mercedes Benz is reasonable.

19

Strength of Opinion Frequency Percentage
Strongly Disagree 1 33
Disagree 6 20
Neutral 11 36.7
Agree 9 30
Strongly Agree 3 10
Total 30 100

As seen in Table 3, It was found that the highest percentage of the sample group

agreed with the statement at the “Neural” level of 36.7%, the second highest rating was

“agree” at 30%, and the least was “strongly disagree” at 3.3 %. The result reveals that the

majority of the sample group was unsure about the “reasonableness” of the price of

Mercedes Benz.
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TABLE 4 The opinion of the sample group towards the statement, ““A Mercedes Benz

reflects the social status of the owner.”

Strength of Opinion Frequency Percentage
Strongly Disagree 2 6.7
Disagree 2 6.7
Neutral 3 10
Agree 15 50
Strongly Agree 8 26.7
Total 30 100

The data from Table 4 shows that the highest percentage of the sample group agreed

with the statement at the “agree” level of 50%, the second highest rating was “strongly

agree” at 26.7% and the lowest rating was both “disagree” and “strongly disagree" at

6.7% each. The finding shows that 76.7% of the sample group believed that the possession

of a Mercedes Benz reflected their social image. This is a significant factor related to

custorers’ positive attitudes toward the brand.
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TABLE 5 The opinion of the sampling group towards the statement, “Mercedes Benz is

"
a very safe car.

Strength of Opinion Frequency Percentage
Strongly Disagree 1 33
Disagree o 0
Neutral 5 16.7
Agree 12 40
Strongly Agree 12 40
Total 30 100

- T = e——— "

According to Table 5, it was found that the highest percentages of the sample group
agreed with the statement at both the “agree” and “strongly agree” levels of 40%, while the
second highest rating was “neutral” at 16.7%, and the least was "disagree” at 0%. The
result reveals that the sample group was highly satisfied with the safety of the Mercedes

Benz brand.

AL R T
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TABLE 6 The opinion of the sample group towards the statement, “You are satisfied

with the interior and exterior appearance of the car.”

Strength of Opinion Frequency Percentage
Strongly Disagree 2 6.7
Disagree 0 0
Neutral ’ 4 133
Agree 13 433
Strongly Agree 11 6.7
Total . 30 100

As seen in Table 6, the highest percentage of the sample group agreed with the
statement at the “agree” level of 43.3%, the second highest rating was “strongly agree”

at 36.7% and the least was “disagree” at 0%. The sample group showed that they were

highly satisfied with the appearance of the car both inside and outside.
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TABLE 7 The opinion of the sample group towards the statement, “You are satisfied

with the performance of the car.”

Strength of Opinion Frequency Percentage
Strongly Disagree 2 6.6
Disagree 0 0
Neutral 3 10
Agree 11 36.7
Strongly Agree 14 46.7
Total 30 100

As shown in Table 7, it was found that the highest percentage of the sample group
agreed with the statement at the “strongly agree” level of 46.7%, the second highest rating
was “agree” at 36.7%, and the least was “disagree” at 0%. This shows that the great

maijority of the sample group was satisfied with the performance of Mercedes Benz.
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TABLE 8 The opinion of the sample group towards the statement, “If you are going to

buy a car in the future, your first choice would be a Mercedes Benz.”

Strength of Opinion Frequency Percentage
Strongly Disagree 3 10
Disagree - -
Neutral 8 26.7
Agree 10 33.3
Strongly Agree 9 30
Total 30 100

According to Table 8, it was found that the highest percentage of the sample group
agreed with the statement at the "agree” level of 33.3%, the second highest rating was
“strongly agree” at 30%, and the least was the “disagree” level of 0%. From the study, the
sample group showed a high tendency to repurchase Mercedes Benz. It can be inferred

that the sample group had a high level of loyalty toward the brand.
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TABLE 9@ The first word that comes to customers’ minds when the word “Mercedes

Benz” is mentioned.

Words Frequency Perce_mtage
Expensive 7 23.3
Luxury 6 20
Safety 1" 36.7
Hi-Tech 4 13.3
Other 2 6.7
Total _ 30 100

From Table 9, it was found that the sample group mentioned the word “safety” the
most at 36.7%, the second was “expensive” at 23.3%, while “Other” words such as
“rich”” and “Iarge” were mentioned the least at 6.7% of the time. This reveals that
“safety” is the most dominant aspect of Mercedes Benz brand in customers’ minds. This
positive attribute is followed by the less positive attribute of “Expensive” {23.3%). Table 3
underscore customers’ ambivalence toward the “reasonableness’’ of the price of a
Mercedes Benz. This element of “cost”’ stands out as the one attribute that customer cite
with less than clearly positive rating. It should be noted that all other descriptive terms

associated with the brand were positive.
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TABLE 10 Friority of decision making to purchase a Mercedes Benz.

Priority Performance The Brand Appearance Safety Hi-Tech

Frequency % Frequency % Frequency % Frequency % Frequency %

The most 7 23.3 6 20 2 6.7 16 53.3 0 0

important

Important 13 43.3 1 3.3 1 33 8 26.7 5 16.7

Moderate 7 23.3 5 16.7 6 20 5 16.7 6 20

Less important 2 6.7 9 30 9 30 1 33 7 233

The least 1 33 8 267 12 40 0 0 8 26.7

important

No comment 0 0 1 33 0 0 0 0 4 13.3

Total 30 100 30 100 30 100 30 100 30 100

According to Table 10, when asked to give their priorities in making decisions to
purchase a Mercedes Bengz, the respondents gave their first priority as “safety” of the car
at 53.3%, the second was “performance” at 43.3%, and the last was “appearance” at
40%. The study reveals that when making a decision to purchase a Mercedes Benz, the

sample group mentioned safety, performance, the brand, appearance and hi-tech in

descending order.
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TABLE 11 Customer satisfaction among performance, appearance, safety, after sales

service and hi-technology.

Satisfaction Performance Appearance Safety After Sale Hi-Tech
Service

Frequency % Frequency % Frequency % Frequency % Frequency %
The most 9 a0 4 13.3 15 50 3 10 1 3.3
satisfaction
Satisfaction 13 43.3 2 6.7 8 26.7 1 3.3 4 13.3
Moderate 6 20 7 23.3 7 233 4 133 6 20
Less 1 3.3 10 333 0 0 6 20 12 40
satisfaction
The least 1 3.3 7 233 0 0 16 53.3 4 13.3
satisfaction
No comment 0 0 0 0 0 0 0 0 3 10
Total 30 100 30 100 30 100 30 100 30 100

As seen from Table 11, the respondents were satisfied with “‘safety”” the most at

50%, while the second was “performance” (43.3%). and the l|east was “after sales

service {53.3%)
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In order to investigate overall attitudes toward the brand, the respondents were freed
to give their opinions. As a result, two open-ended questions were employed:
12. What do you think is unique about Mercedes Benz?

The findings indicate that most respondents (30.77%) identified “safety” while
(11 . ¥ oeC, b (13 »”? .

luxurious™ ", hi-tech”” and performance = was mentioned equally at 15.38%. Responses
14 27 4¢ . kbl “ . bk}

such as costly’, 'engine’ and service were reported at only 7.69% totally. The
findings reinforced the results from the previous analysis, revealing the brand strength of
“safety” as the most satisfactory characteristic of the brand.
13. What aspect or element of the brand is unsatisfactory to you?

From the study, “costly” was considered “unsatisfactory” by 44 per cent of
respondents, where as “service charge” (36%) was rated as second. Other elements

¢, . . . b 1 27 113 . 32
(20%) such as interior and exterior design , color and options were reported as

well.



CHAPTER 5

Conclusions

The research study “Measuring Brand Equity: A Case Study of Mercedes Benz" is
aimed at investigating the Qmployment of the brand idea and attitudes of customers toward
the brand “Mercedes Benz". In conducting this research, the researcher asked the following
questions:

1) How does Mercedes Benz employ the brand idea in marketing communication?

2) What are the attitudes of customers toward the brand?

The findings are as follows:

Research Question 1: How does Mercedes Benz employ the brand idea in marketing
communication?

The findings revealed that Mercedes Benz is trying to convey the brand image in
terms of success, taste, and status of life style. The company communicates these images
indirectly through its costly pricing strategy. However, even with the high price, value is
added via smart engines and high technology which are continually offered. Moreover, the
brand is presented through famous and successful people, which reinforces the image in
terms of taste and status of life. Further, the trademark, the three pointed star conveys the
car's capacity on land, water, and in the air, i.e. the universality of the cars. As to the strong
points of the brand, Mercedes is seeking to keep its quality and standards of after sale

services in line with maintaining the high price of used cars in order to keep its loyal



customers. To achieve this, a center for purchasing used Mercedes cars will be set up in
the near future.

In order to enhance brand acknowledgment, loyal customers are steadily informed of
the company’'s movements through a newsletter. Holding “thank-you" parties occasionally,
such as the new year, as well as offering special priviteges, special discounts on service
costs, offering concert tickets together with providing mobile service to customers are some
benefits the company offers to its customers. The company chooses to introduce new
models through media such as television and newspapers as well as participating in
international motor shows. It was found that the method of approaching customers varies
according to region. In Bangkok and nearby areas, for instance, most customers are the
walk-ins whereas in up-country, most customers telephone to the region agents for data
and the company's representatives, in turn, go to customers. As the brand is well kn.own to
most customers, most public relation activities are aimed at motivating and easing
customer’s decision making. Only specific models are publicized as the company believes

that the brand selis itself.

Research Question 2: What are the attitudes of customers toward the brand?

As to the aftitudes of the customers, it was found that most customers trust the brand
quite highly and that they apply this belief together with their belief in the safety and high
performance of the car in their decision to purchase the car. In addition, it was found in the

survey that the high level of “safety” of Mercedes Benz is believed to be the strongest



quality of the brand. The customers give this their first priority in purchase decision-making
and feel most satisfied with this characteristic of the brand.

Apart from this, the customers feel satisfied with both the brand’s exterior and interior
appearance and its high performance at “high” and “‘the highest” levels of response
respectively. Moreover, most customers feel that Mercedes Benz also plays an important
role in reflecting their social status.

To the question if there is anything they dislike ‘about the car, most customers said
they think the car is expensive. Furthermore, when asked if the price is reasonable, most
customers seemed unsure. However, when asked about the possibility of purchasing
Mercedes as their future choice, the customers showed a high tendency to repurchase
Mercedes. Overall, the findings indicate that customers have a high level of loyalty toward
the Mercedes Benz brand. Jacoby & Chestnut’s (1978) consumer behavior theory states
“consumers always have a strong relationship and higher level of loyalty with high brand

equity”. Consequently, it can be concluded that Mercedes Benz has high brand equity.

Concilusions

In conclusion, the Mercedes Benz brand has a high level of reliability and customers
are satisfied with its performance, features and brand image at a high level. Moreover, the
strong point and the uniqueness of the brand is safety. in line with Assael's assessment
(1995) that "for expensive goods, consumers tend to believe that purchasing of goods and
services plays very significant roles in personality, social and economic status or mental

condition”, the finding shows that most Mercedes Benz customers feel that the possession
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of a Mercedes Benz reflects their social image. This, in turn, promotes the success of the
brand. Consequently, it can be assumed that Mercedes has applied an appropriate strategy
to foster its brand

i is important to note that as far as the expensive price of the car is concerned, this
can be regarded as its weakness. Nevertheless, if Assael’s (1998) strategy of “Lowering
the Risk of Decision Making” is carefully considered, we can see that the expensive price
can well serve as a factor to foster the brand equity. Assael claimed that customers tend to
purchase the most expensive brand when they expect the best quality from it. For that
reason, while the respondents to the questionnaire felt they the expensive price of a
Mercedes Benz car was a “negative”, psychologically, it is more likely to be a “positive”.

In summary, as globalization increase, branding strategy will become more critical for
both academics and marketers alike. Branding is a simple but effective way to communicate
with consumers. To build brand equity is considered difficult but to maintain equity is even
more difficult. Understanding branding strategy and customer attitudes toward a brand can
help marketers make important decisions about their brand from consumers’ points of view.
Then, marketers can create effective marketing strategies to maximize the effects of

customer attitudes toward the brand and increase the success rate of their brands.

Recommendation for further studies
Base on the findings, the following areas for further research are suggested:
1. Further study concerning price as a strategy for successful marketing commu-

nication should be conducted into detail in order to study customers’ attitudes
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toward decision making when price is brought intc consideration.

2. Further study should be conducted on close competitors of Mercedes Benz in arder

to compare their brand ideas and customers’ attitudes toward their brands. In-depth

interview with customers is recommended.

Limitations of the study

1.

As this research was conducted with only 30 customers of Mercedes Benz in six
northeastern provinces, it should be noted that the finding cannot be assumed to
apply broadly to all Mercedes Benz customers.

It should also be noted that, in this study, the researcher aimed to study and
interpret the brand equity of Mercedes Benz busted only on customer response to
a closed questionnaire. It is obvious that other psychological factors may influence
customer purchase-decision-making and the success of the brand. For further
study on the psychological factors that affect customer purchase-decision-making
and brand equity should be conducted. Such study should empty in-depth
interview and/or other more open research methods to ascertain customers’

deeper and more individual attitudes.
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APPENDIX



QUESTIONNAIRE

This questionnaire is designed to explore ideas concerning customer attitudes toward
the Mercedes Benz brand name. The researcher would feel very much obliged for your
cooperation and feedback by answering the following questions and giving your comments

below.

introduction: Please specify a single number in each case. Each single number

represents the strength of your opinion as follows:

5 = Strongly Agree, 4 = Agree, 3 = Neutral, 2 = Disagree, 1 = Strongly Disagree

1. The brand name “Mercedes Benz" influences your decision-making. 12 345
2. The brand name “Mercedes Benz” is reliable. 12 3405
3. The price of a Mercedes Benz is reasonable. 12345
4. A Mercedes Benz reflects the social status of the owner. 12 3 45
5. Mercedes Benz is a very safe car. 12 3 45

6. You are satisfied with the interior and exterior appearance of the car. 12 3 4 5

7. You are satisfied with the performance of the car. 12 345

o]

. If you are going to buy a car in the future, your first choice would 12 345

be a Mercedes Benz.
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9. The first word that comes to your mind when you hear the word “Mercedes Benz" is....

0 Expensive

o Luxury
o Safety
0 Hi-tech

0 Other (Please specify)
10. Please rank your reasons of purchasing a Mercedes Benz. (1 to 5 respectively).

____ Perfermance

____The brand name “Mercedes Benz"

____ Interior and exterior appearance

__ Safety

____Hi-tech __ Other (Please specify)

11. Please rank your personal satisfaction among the following items. (1- 5 respectively)
____ Performance
____Interior and exterior appearance
___ Safety
____ After-sales service (Warranty)

__Hi-tech Other (Please specify)

12 What do you think is unique about Mercedes Benz?

13. What aspect or element of the brand is unsatisfactory to you?

Thank you very much for your cooperation.
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