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Verification of Factors Forming Quality Brand Image in Customers’ Perception
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Companies develop various activities to manage brands as assets in order to acquire target brand images. However, in fact,
since companies cannot grasp the necessary elements for the image, there are companies that make inconsistent products and
promotions into the world. Therefore, in this research, we verified factors to form "quality" brand image, which is said to be
ambiguous and complicated, in customers’ perception. Quality is said to include not only objective value (Functional value)
such as performance and durability but also subjective value (Emotional value) such as beauty and perceived quality. In recent
years, companies such as Apple and Samsung, which have excellent emotional value, are emerging, so the value is considered
as a major source of competition in the manufacturing industry. We believe that this research will enable companies to effective
decision-making without obscuring the elements necessary to acquire the target brand image.
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Respondent Reply Top Funetional 01

Record Emotional 08

No Brand Brand _Quality _Reputation
1 1 Apple 1 1 0
2 2 Nestle 0 0
3 2 Toyota 0 0 0
4 3 NIKE 0 0 2
5590 4,500 Samsung 1 0 0

#F 4 SWEAA—DTHESNS LG 20 7F R

South  Thai
No Brand Brazil China Germsny India Japan M‘f
rica

UK USA  Global

land

1 Samsung 26.2% 11% 11.6%  15.6% 0.0% 1838% 18.0% 13.6% 14.6% 11.0%
2 Apple 12.0%  211%  10.4%  12.4% 8.2% 81% 168% 21.3% 139% 10.7%
3 SONY B8.1% 1.8% 9.4% 9.1% 5.8% B8.1% 4.7% 12.9% 8.8% 5.9%
4 NIKE 4.3% 3.9% 4.0% 5.2% 1.4% 6.3% 2.2% 5.7%  10.4% 41%
5 adidas 21% 1.8% B8.8% 5.2% 0.6% 5.1% 2.0% 2.6% 3.0% 3.0%
6 Nestle 17.2% 0.8% 0.7% 3.0% 0.6% B.9% 1.1% 1.1% 0.5% 2.8%
7 BMW 1.56% 2.4% 7.8% 1.2% 1.0% 7.3% 5.1% 2.6% 2.6% 2.8%
8 LG 4.3% 0.3% 1.6% b5.6% 0.6% B.6% 0.4% 14% 4.4% 2.8%
8 Mercedes-Benz 0.6% 2.4% 9.4% 1.5% 4.8% 1.2% 9.5% 0.3% 0.2% 2.3%
10 Unilever 2.6% 0.3% 0.0% 3.3% 0.0% 4.3% 1.8% 11% 1.6% 1.6%
11 Panasonic 0.9% 2.1% 2.8% 1.0% T.7% 0.8% 1.5% a.7% 0.7% 1.6%
12 Microsoft 4.0% 1.3% 0.5% 2.4% 0.0% 1.2% 0.0% 2.3% 3.7% 1.6%
13 HUAWEI 00%  17.1% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 1.4%
14 iPhone 0.9% 1.3% 1.0% 1.8% 24% 1.2% 9.5% 0.6% 05% 14%
16 Haer 0.0%  16.8% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 1a%
16 Google 256% 0.3% 0.5% 4.8% 0.0% 0.2% 0.7% 1.1% 2.3% 1.3%
17 CHANEL 0.3% 0.6% 0.7% 0.8% 7.2% 0.4% 4.4% a.7% 1.6% 1.3%
18 Philips 0.3% 2.1% 3.0% 4.8% 0.0% 0.6% 0.0% 0.0% 0.0% 12%
19 Lenovo 0.3% 95% 0B5% 07% 00% 08% 00% 03% 0T% 11%
20 VW 1.6% 1.8% 3.0% 0.4% 0.0% 4.3% 0.0% 0.3% 0.2% 1.1%

The others 13.56% 118% 26.9% 222% 59.9% 185% 204% 263% 30.2% 39.8%

Total 100% 100% 100% 100% 100% 100% 100% 100% 100% 100%
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raw data  Screened data Balanced data
Positive 1,039 612 612
Negative 4,551 4,434 612
Total 5,590 5,046 1,224
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01_Quality & 02_Durability 122 <D MRHEE-TERY, HAEM
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£6 FEOMEERDA=TT 534

P N South  Thai

Value Tag Brazil China Germany India Japan Africa  land UK USA  Global
01_Quality 33.6% 445% 24.2% 457% 13.9% 23.3% 31.0% 265% 34.0% 92.9%

02 Durability 105% 31% 19.4% 126% 57% 19.6% 12.9% 138% 187% 12.5%
03_Technology 142%  56%  44%  3.0% 82% 1% 52%  44%  L9%  51%
Functional 04_Function 2.8% 3.8% 2.2% 5.0% 19% 6.2% 2.6% 2.9% 3.8% 3.5%
Valie o5 Safety 1% 3.4%  0.9%  0.5%  13%  09%  28% 07%  03%  16%
08_Material La%  07%  T5%  13%  82%  28%  3.6% AT%  82%  27%
07_Warranty L% 56%  0.0%  10%  13%  47%  18% 07% 03%  2.6%

08_CostPerformance 0.0%  0.7% 5.3%  0.0% 1.3% 3.4%  0.0% 11%  0.0% 1.0%

01_Design 2.3% 1.3% 0.9% 1.5% 8.9% 0.9% 3.1% 1.8% 1.9% 2.1%
02_Fecling 26%  20% 101%  15% 51% 115% 18% 51% T.0%  5.6%
03_Comfortable 3.4% 2.0% 0.4% 3.0% 2.6% 0.9% 7.6% 1.1% 1.3% 2.7%
Emotional 04_Innovative A% 36%  44% B.5% 82% 0.6% 26% 69% 25% 24%
Vale s Siylish 31%  0.4%  26%  15% 101%  0.9%  31% 18%  82%  2.4%
06 Luxury 0.0% 27% 00% 3.0% 203% 37% 47% 51%  22%  3.6%

07_Relief Ta%  T0%  B8% 106%  25% 187%  67% 135% 124%  9.3%
08_Reputation 8.2% 126% 8.8% B.5% 10.8% 5.0% 10.6% 9.8% 7.3% 9.0%

Total 100% 100% 100% 100%  100% 100%  100%  100%  100%  100%
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EFRBLRIZONT, BEFHE 10 HFOFE 160 - CTRHMMmL7Z. 5%
133 717 TL80, 96.9%L 93.8%E72->TRY, Yi%kT /LAl
AADE Y AR LT,

R 7 HEAGREFHIRO MR

Value Tag Precision Recall
Num Correct Num Correct
Functional_01_Quality 10 10 10 10
Functional 02 Durability 10 10 10 9
Functional_03_Technology 10 10 10 10
Functional Functional 04 Function 10 10 10 T
Value  Functional_05_Safety 10 10 10 10
Functional 06 _Material 10 8 10 8
Functional 07_Warranty 10 9 10 10
Functional_08_CostPerformance 10 10 10 10
Emotional 01_Design 10 10 10 10
Emotional_02_Feeling 10 2] 10 10
Emotional 03_Comfortable 10 10 10 9
Emotional Emotional_04_Innovative 10 10 10 9
Value  Emotional_05_Stylish 10 9 10 9
Emotional_06_Luxury 10 10 10 10
Emotional 07_Relief 10 10 10 10
Emotional_08_ Reputation 10 10 10 9
Total 160 155 160 150

Index 96.9% 93.8%
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MO TERY, REHFET 64.10%I125#9 5. E72, Garvin
LT THS DT BDH. —75, Design & Reputation (X[
W2 @ Aesthetics & Perceived Quality 2353 2L DD,
Innovative & Technology of Innovative & Comfortable 133% 4§~
LbONR YT, DFED, IR, BRI E O B =M
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# 8 HhHK L Garvin O 5VE FE# D g

8 Dimensions of  Proportion Proportion

g

Extracted Factor

Quality by Garvin Var Explained
1 Safety Performance 6.2% 18.1%
2 Material Features 6.2% 18.1%
3 Warranty Berviceability 6.2% 18.1%
4 Innovative = 5.8% 16.9%
5 Design Aesthetics 3.7% 10.6%
6 Durability E‘:;:::}:g . 3.4% 9.8%
7 Technology of Innovative & Comfortable - 1.7% 5.1%
8 Reputation of Quality Perceived Quality 1.1% 3.3%
Conformance
Total 34.3% 100.0%

4.3 Phase 3: BT SV RA A—CERDIREE

# 5 TolLT: 1,224 fED T —FEv DL, T K
TV T LT 80%% T H BT H L ANTHEE L, DD 20% T
RELT R AR Q1R T. 2B, ZVy R —F %20 Tk
L7-RER, mtry = 4 LLTW5. ZORER, MFET —Z O Tk
FEVE, 74.3%L70 o> T0 5. MLV T — 2 DB 1, 1V

a—RTRETIEHN D2, [EA 2 5 R R % O
oA LB AR AT TIC—EDORETHBITETWAE. b
H5h, [Z=—b7 40 TIT 1LV 7 Apple X0 Samsung % 45 &
LT WHFEEE T VI AIADIE, —JBREOm ki iﬁL
WHR, N—Ra—F 4TI B bR, 22
TETFIMERETZ T LTS, a AT 4o Z[ERET T HONT
b, 76.3%L [F14E D FHIkSE TH 7=,

10T TERBY, TUH LT 4L AND Y =55k Db
B, o254y ERETAOL Yy X LS T,
EF_08_Reputation 23z KD EK L7225 TNDI LD R TXS.

£ 9 FUHA LT FLANE)LO Y AT 4o I alg ) DT Rk E

TRl FHI
Accuracy Accuracy

0 1 0 1
o 0 95 27 77.9% o 0 96 26 78.7%
e o EW .
1 36 87 70.7% 1 32 91 74.0%
Total 74.3% Total 76.3%

R 10 VREO VD Bl XL

No Ectracted Factor Random Forest Logistic Regression
Mean Decrease Gini | Odds rate p-value

1 EF_01_Safety 20.7 09 03

2 EF_02_Material 21.8 0.9 04

3 EF_03_Warranty 11.0 1.0 0.5
4 EF_04_Innovative 12.0 1.3 0.0 **
5 EF_05_Design 11.4 1.4 0.0 ***
6 EF_06_Durability 7.9 1.7 0.0 #¥*
7 EF_07_Technology 16.8 3.4 0.0 ***
8 EF_08_Reputation 24.7 4.0 00 ***

kR 0.001 “*** 0.01 “** 0.05

Fo X E R DL, HFHHNTA BIZR- T2 EH0E, HEerIAh
B Ci% EF_06_Durability, &M AI{li{E CTiX EF_05_Design,
EF_07_ Technology of Innovative & Comfortable(3% FF T34
L Citi#k), EF_08_Reputation TH5. OFEY, BN TR
WD, ZAUTINZ CTT FALROPIEE, FPHAEE CHLIEN
Db, LTehoT, 3BETHRAIMBEA AV O R EREL
T, ERIIMENEE THD | LW RS 7.
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