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ABSTRACT

Amalia Sari Wulan (2005), “The Influence of Brand Equity to The Customers’
Purchase Decision; A Case Study on simPATI Pre-paid Card Users in N ogotirto,
Sleman, Yogyakarta”. Yogyakarta: Management Department, International Program,
Faculty of Economics, Universitas Islam Indonesia.

dominantly influence the purchase decision of the customers of simPATI pre-paid
card. This research tested five elements of brand equity, namely, brand loyalty,
perceived quality, brand awareness, brand association, and other proprietary brand
assets. Of those attributes, brand loyalty had the strongest effect on customers’
purchase decision, while brand awareness has the least effect.

decision, when the average score of customers’ purchase decision exceeds 30.2083.
Simultaneously, the influence of Brand Loyalty (X 1), Perceived Quality (X2), Brand
Awareness (X3), Brand Association (X4), and Other Proprietary Brand Assets (X5 to
Customers” Purchase Decision (Y) through Multiple Regression (R?= 0.165) had
been proved statistically. Here, by comparing the score of Beta coefficient, the
coefficient score of Brand Loyalty (X5) 0.229 is the dominant factor influencing
Customers’ purchase decision (Y).

One other contrary finding is that although brand equity comprises all five
factors being tested, brand awareness showed the smallest effect on brand equity, far
eclipsed by brand loyalty and perceived quality. Thus, brand awareness on SimPATI
pre-paid card should be given more attention in order to reach the consumers’
alertness. Even tough brand loyalty has the highest score in this research; it still needs
further study.

Keywords: brand equity, brand loyalty, brand awareness, and purchase decision,
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ABSTRAK

Amalia Sari Wulan (2005), “The Influence of Brand Equity to The Customers’
Purchase Decision; A Case Study on simPATI Pre-paid Card Users in Nogotirto,
Sleman, Yogyakarta”. Yogyakarta: Manajemen, Program Internasional, Fakultas
Ekonomi, Universitas Islam Indonesia.

Ekuitas merek sangatlah penting bagi kelangsungan perusahaan. Pada
penelitian 96 responden mengukur kekuatan kartu pra-bayar simPATI, yang memiliki

faktor utama yang mempengaruhi keputusan pembelian pada kartu pra-bayar
simPATI. Penelitian ini menguji lima elemen ekuitas merek yaitu: loyalitas merek,

Kata kunci: ekuitas merek, loyalitas merek, kesadaran merek, dan keputusan
pembelian.

Xvii




CHAPTER I

INTRODUCTION

1.1. STUDY BACKGROUND

Globalization era gives chances to the individual even companies to do
business. It would create rising market production and opportunity. However, it
would bring competition among domestic and foreign producers. Competition
between them could not be avoided. It would make them extend and struggle to
takes market opportunity.

Like a proverb says if there is a will, there is a way. One of several ways to
develops and grasps market opportunity is using resources effectively and
efficiently. By using it economically, the producers are possibly to produce
greater products; goods and services. There are two kinds of products, tangible
and intangiblc. Only a few products arc entirely intangible or completely tangible.
Employee appearances dresses are important aspect of the tangible dimension of
quality, along with many factors that are independent of service employees such
as the service facility, décor, brochures, signage, and so on (Zeithaml and Bitner,
2003: 321). Intangible products are the most basic, and generally refer to the
difference between 8oods and services (Zeithaml and Bitner, 2003: 20). Services
are likely to be more intangible than manufactured products because services are
performances or actions rather than objects. They cannot be seen, smelt, felt,
tasted, or touched in the same manner of tangible products. Thus, manufactured

products are likely to be more tangible than services.




Mostly, managers prefer intangibie products as basic competition in order
to struggle to takes market opportunity. One of several intangible products is
brand. Today, the primary capital of many businesses 1s their brands (Kapferrer,
1992:1). The word brand is derived from the Old Norse word‘ brandr, which
means “to burn”, as brands were and stil] are the means by which owners of
livestock mark their animals to identify them (Keller, 1998: 3). A brand is a set of
brand assets and liabilities linked to a brand, its name and symbol that add to or
subtract from the value provided by a product or service to a firm and/or to that
firm’s customers (Aaker, 199}: 15). A brand thus signals to the customer the
source of the product, and protects both the customer and the producer from
competitors who would attempt to provide products that appear to be identical. On
the other hand, brand is not a product; it is the product’s source, its meaning, and
its direction, and it defines its identity in time and space (Kapferer, 1992: 4).
However, a product is something that is made in a factory; a brand is something
that is bought by a customer. A product can be copied by a competitor; a brand is
unique. A product can be quickly outdated; a successful brand is timeless as
Stephen King has said (Aaker, 1991: 93),

Furthermore, a brand encapsulates identity, origin, specificity, and
difference (Kapferer, 1992- 2). A brand represents a promise. Its value to
consumers is that it reduces risk, saves time and provides reassurance. Predictable
results are the promise of a brand. The point of brand is, and always has been, to
provide information (Bradley, 1995: 5). Information that educate the customer

about the prbdncts benefits, attributes, differentiation, and so on even personality




product. By providing comprehensive information about a product, a consumer is
able to know about the product as well. F urthermore, a company might be able to
develop good brand equity by increasing awareness on the side of the customers
by creating certain associations, perceived quality and increasing loyalty.

Besides, a brand is a significant power to determine the product’s marketing
(SWA, 2003: 2). Lots of companies failed to seize market opportunity because
they were unable to develop their products to become a high valuable brand that
had high brand equity as well. They were also unable to keep the brand in their
customer’s mind emotionally and loyally. In contrast, numerous companies got
plenty of profits because they were succeed in placing their brand into the highest
place among other products.

As many business executives now recognize, perhaps one of the most valuable
assets of a firm is the brand that they have invested in and developed over time
(Keller, 1998: 2). A company’s brand has to be preserved and kept up because it
brings a primary source of its competitive advantage and a valuable strategic
asset. Moreover, it has to be maintained in order to persist in customer’s mind.
The brand can add significant value when it is well recognized and has positive
relationships in the mind of the consumer. This concept is referred to as brand
equity.

As long as a product or Service meets a customer’s expectations with no
unexpected negative results, a customer is likely to continue to purchase the
brand. It is the customer-oriented definition of a brand that is at the heart of the

concept of brand equity. Typically, brand equity represents a large proportion of




concept of brand equity. Typically, brand equity represents a large proportion of
the value of consumer product or service companies when compared to industnal
manufacturers or commodity producers. It is an intangible asset that depends on
associations made by the customer. Alvin Achenbaum (Keller, 1998: 3) state more
specifically, what distinguishes a brand from its unbranded commodity counter
part and gives its equity is the sum of the total of consumers’ perceptions and
feelings about the product’s attributes. Besides how they perform, about the brand
name and what it stands for, and about the company associated with the brand.
Because of all the reasons above, it is essential to have a research on this field.
The research is entitled: The Influence of Brand Equity to the Customers’
Purchase Decision; A Case Study on simPATI Pre-paid Card Users in

Nogotirto, Sieman, Yogyakarta.

1.2. PROBLEM IDENTIFICATION
Based on the study background, the focus of the research is on how the

brand equity of sim/’ 477 Pre-paid Card can affect customer’s purchase decision.

1.3. PROBLEM FORMULATION
1. Does brand equity influence the customers” purchase decision?
2. What factors of the brand equity that dominantly influence customers’

purchase decision?




1.4. PROBLEM LIMITATION

Problem limitation are needed to focus on which problems that will be

investigated
L. This research will focus on simPATT pre-paid card.

2. This research is only eligible to those who are simPAT] pre-paid card

users.

L.5. LIMITATION OF RESEARCH AREA

In order to provide a clear description and to be able to impart useful

information, the limitations of the study are indicated below:

—

. This study is conducted in Nogotirto, Sleman, Yogyakarta

b

. The respondents are the sim/’477 pre-paid card users.

L)

- This study is aimed to observe the relationship between brand equity

and customers’ purchase decision.

1.6. RESEARCH OBJECTIVES
The purposes of this research are:

1. To examine the influence of brand equity (value of the brand) to
customers’ purchase decision.

2. To identify the factor of brand equity which dominantly influence

customers’ purchase decision.




1.7. RESEARCH CONT RIBUTIONS
Some contributions that are expected from the research are-
1. Researcher
This research is expected to give benefits as an experience in marketing
research process and to give the writer knowledge, which is empirically
characterized, besides other sources as reference books, which can enrich
the researcher’s knowledge. It also be able to develop an understanding to
the researcher about conducting survey research.
2. The company
This research might give useful benefits for PT Telkomsel; particularly for
its brand managers or marketing managers. The finding could be used as
additional consideration in making decision to maintain or build their’s
company brand in order to exist in this fierce competition,
3. Other parties
The result of the research can be used as a basis in conducting similar

research and to encourage other parties 10 conduct advanced research.

1.8. DEFINITION OF TERMS

Those are some terms that should be explained to the reader in order to
make a good understanding about the research:

* Brand: a distinguishing name and/ or symbol (such as logo, trademark,

or package design) intended to identify the goods or services of either




one seller on a group of sellers, and to differentiate those goods or
services from those of competitions (Aaker, 1991: 7)

Brand association: anything “linked” in memory to a brand (Aaker,
1991: 109)

Brand awareness: related to the strength of the resulting brand node or
trace in memory, as reflected by consumers® ability to identify the
brand under different conditions (Keller, 1998: 87)

Brand equity: the value of the brand, based on the extent to which it
has high brand loyalty, brand awareness, perceived quality, strong
brand associations and other assets such as patents, trademarks and
channel relationship (Kotler, 2000: 228)

Brand lovalty: consistent preterence and/ or purchase of the same
brand in a specific product or service category (Aaker, 1991: 39)
Consumer: a term used to describe two different kinds of consuming
enuties; personal consumer (who buys goods and services for their
OWN), organizational consumer (who buys products, equipments and
services in order to run their organization) (Schiffman and Kanuk,
1997: 48)

Customer: a person who buys, especially one who buys from, or
patronizes, an establishment regularly.

Decision: a choice made from two or more alternatives, a commitment

to action




Evaluation of alternatives: the third stage in the consumer buying
decision process in which the consumer appraises the benefits to be
derived from each of the product alternatives being considered
Schiffman and Kanuk, 1997: 570)

Influence: the power of persons or things to affect others, seen only in
its effect.

Information search: the process by which the consmnef'surveys his or
her environment for appropriate data to make a reasonable decision
(Solomon, 2002: 260)

Need recognition: the first stage in the consumer buying decision
process in which the realization by the consumer that there is a
difference between ‘what is and what should be’.

Perceived quality: the consumer’s perception of the overall quality or
superiority of a product or service with respect 1o its intended purpose,
relatives to alternatives (Aaker, 1991: 85).

Pre-paid card: a rechargeable card that has to be paid first before use.
Product: anything that can be offered to a market to satisfy a need or
want.

Purchase decision: the fourth stage in the decision making process, in
which the consumer acquires the preferred alternative or an acceptable

substitute.




CHAPTER I

REVIEW RELATED LITERATURE

2.1. THEORITICAL REVIEW

The theoretical review presented in this chapter discusses some theories,
which are relevant to the topic of the research. These theories are taken from
various literatures,
2.1.1. Definition of Marketing

According to Armstrong and Kotler (2000: 5)

Marketing is a social and managerial process by whfch individuals and groups
obtain what they need and want through creating and exchanging products and
value with others,

According to Harper W.B, Jr, Orville C.W. Jr and Jean C. Larroche

(1998: 7)

Marketing is a social process involving the activities necessary to enable
individuals and organizations to obtain what they need and “want through
exchanges with others and to develop ongoing exchange relationship.

A leading management theorist, Peter Drucker (Kotler, 2000: 8) mentioned
that the aim of marketing is to know and understand the customer so well that the
product or service fits him and sells itself
2.1.2. Marketing-Mix

Kotler (2000: 15) defined marketing-mix as tools to elicit desired

responses from target markets. In other words, marketing-mix is a set of
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marketing tools that the firm uses to pursue its marketing objectives in the target
market.
Based on Armstrong and Kotler (2000: 55)
Marketing-mix as the set of controllable, tactical marketing tools that the firm
blends to produce the response it wants in the target market.
1. Product means the goods and services combination the company offer to
the target market.

2. Price is the amount of money customers have to pay to obtain the product..

(73]

Place include company activities that make the product available to target
consumers.
4. Promotion means activities that communicate the mertits of the product

persuade target customers to buy it.

Product Price Promotion Place
¢ Product Vanety e List price ®  Sales promotion e  Channels
¢  Quality e Discounts e Advertising o Coverage
» Design e Allowances e Sales force e  Assortments
¢  Features * Payment period e  Public relations e  Locations
¢  Brand name * Credit terms *  Direct marketing * Inventory
s  Packaging e  Transpornt
e Size
®  Services
*  Warranties
®* Retumns

Figure 2.1 The Four Com ponents of The Marketing Mix
Source: Adapted from Kotler (2000:15)
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2.1.3. Product
According to Armstrong and Kotler (2000: 6)
A product is anything that can be offered to a market to satisfy a need or want.
At this point, product is unlimited to physical thing, but anything capable of
satisfying a need or want can be called a product.

Products that are marketed include physical goods, services, experiences,
events, persons, places, properties, organizations, information and ideas (Kotler,
2000: 394)

2.1.4. Definition of Brand

According to Armstrong and Kotler (2000: 227)

A brand is a name, term, sign, symbol, or design or a combination of these
intended to identify the goods or services of one seller or group of sellers and to
differentiate them from those competitors.

According to Kotler (2000:404), a brand can convey up to six levels of
meaning:

* Aurthutes: a brand has two types of attributes; intrinsic and extrinsic
attributes.

Intrinsic attributes refer to functional characteristics of the product, such as

its shape, performance, and physical capacity. Extrinsic attributes refer to

those elements material functioning, and performance of the product itself,
such as a name, price, packaging, marketing communication, and
mechanism that enable consumers to form associations that give meaning

to brand.




® Benefits: a brand is more than attributes must be translated into emotional
or functional benefits,

* Values: the brand also reveals something about the producer’s values
toward the product that enable perceive by the consumers,

* Culture: the brand may represent certain culture, such as the culture of
country of origin of the product.

* Personality: the brand can project a certain personality whether reflect a

person personality or animal personality.

The most enduring meanings of a brand are jts value, culture and
personality. Those factors define the brand’s essence. A strategic brand
perspective requires Mmanagers to be clear about what role brands play for the
company in creating customer value and shareholder valye. One approach
distinguishes the function of the brands for buyers and sellers.

The American Marketing Association (Kotler, 2000: 404) defines brand as
name, term, sign, symbol, or design, or a combination of them, intended to
identify the goods or services of one seller or group of sellers and to differentiate
them from those competitors.

Jean-Noél Kapferer on Kotler (2000: 404) mention that a brand is
essentially a seller’s promise to deliver a specific set of features, benefits, and

services consistently to the buyers. The best brands convey a warranty of quality.
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But, a brand is an even more complex symbol. It can convey up to six levels of
meanings,
® Auributes: a brand brings to mind certain attributes
® Benefits: Attributes must be translated into functional and emotional
benefits.
* Values: the brand also says something about producer’s values.
* Culture: the brands Iepresent a certain culture,
* Personality: the brand can project a certain personality.
® User: the brand can suggest the kind of consumer who buys or uses the
product.

A brand lives a promise that made to its customers and shareholders.
Promises that are kept yield loyal customers and produce steady streams of
profits. A brand signals to the customer the source of the product — and protects
both the customer and producer from competitors who would attempt to provide
products that appear to be identical. By developing strong and consistent images,
well-regarded brands generate hidden assets — or brand equity — that give them

distinct advantages.

2.1.5. Brand Equity and Its Dimensions
2.1.5.1. Definition of Brand Equity

Brand equity, recently, has recejved considerable attention in the
marketing research. These are several definitions of brand equity based on the
perspective that had been observed. Hence, brand equity has been said as multi-

dimensional concept.
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Amotdirgxtoyﬁﬂkan(d&&l: i15), hrand equity is a set of brand assets amd
liiﬁhilit’ﬁ&slliﬂlmﬂlmmlhmnﬂ,iitsmmmndssmbo] that add to or subtract from the

‘vdlue*proVitied‘by-a‘proﬂuct‘Dr“serv‘ice‘toa firm and/or to that firm’s customers.

and Kotler, 2000: 228).

Guiltinan, Paul and Madden (1997: 176) defined brand equity as the added
value that knowledge about a brand brings to a product offering over and above its
basic functional qualities.

Brand equity is an intangible asset that depends on associations made by

the consumer. There are at least three perspectives from which to view brand

1. Financial - Ope way to measure brand equity is to determine the
price premium that 2 brand commands over a generic product. For
example, if consumers are willing to pay $100 more for a branded
television over the same unbranded television, this premium
provides important information about the value of the brand.
However, eXpenses such as promotional Costs must be taken into
account when using this method to measure brand equity.

2. Brand extensions - A successful brand can be used as a platform to
launch related products. The benefits of brand extensions are the

leveraging of existing brand awareness thus reducing advertising
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expenditures, and a lower risk from the perspective of the
consumer. Furthermore, appropriate brand extensions can enhance
the core brand. However, the value of brand extensions is more
difficult to quantify than are direct financial measures of brand
equity.

3. Consumer-based - A strong brand increases the consumer's attitude
strength toward the product associated with the brand. Attitude
strength is built by experience with a product. This importance of
actual experience by the customer mmplies that trial samples are
more effective than advertising in the early stages of building a
strong brand. The consumer's awareness and associations lead to
perceived quality, inferred attributes, and eventually, brand loyalty.

(http:// www.nctmbacom/markctinn/brand‘cquitv/ “brand+equity&hli=id,

J.anuary 6" 2005)

Moreover, brand equity implies greater profits, increase cash flow, and
greater market share. Marketers can acquire brand equity in three ways; they can
build it, borrow it or buy it. Brand equity for customers, involves a strong,
positive brand attitude (favourable evaluation of the brand) based on favourable
meanings and beliefs that are accessible in memory (easily activated).

Company can build brand equity by ensuring that the brand actually
delivers positive consequences and by consistently advertising these important

consequences. Company can borrow brand equity by extending a positive brand
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Figure 2.2 Brand Equity Model
(Source: Modified from Aaker, 1991:17)
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2.1.5.2. Dimensions of Brand Equity

There are some definitions related to brand equity’s dimensions. Aaker
(1991: 16) distinguished brand equity into five categories such as follows:
2.1.5.2.1. Brand Loyalty

The brand loyalty of the customer base is often the core of a brand’s
equity. If customers are indifferent to the brand and, in fact, buy with respect to
features, price, and convenience with little concern to the brand name, there is
likely little equity. (Aaker, 1991: 39)

A brand loyalty is significant to measure for providing further insight into
its range and implications as well as provide a useful instrument in utilizing the
construct and linking it to profitability. The measurements are:

* Behaviour Measures
* Switching Costs:
® Measuring Satisfaction
¢ Liking of the Brand
¢ Commitment
After measuring the customer’s loyalty, a firm should keep them by:
¢ Treat the customer right
¢ Stay close to the customer
* Measure or manage customer satisfaction
® Create switching cost

® Provide extras
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Figure 2.3 Loyalty Pyramid
(Source: Adapted from Aaker 199]- 40)

2.1.5.2.2. Perceived Quality

Perceived quality is referred as customer’s perception of the overall
quality or superiority of a product or service with respect to its intended purpose,
relative to alternative (Aaker, 1991: 85)

Aaker (1991: 85) stated the other concepts of perceived quality are:

* Actual or objective quality - the extent to which the product or service
delivers superior service.

* Product based quality — the nature and quantity ingredients, features, or
service included.

® Manufacturing quality - conformance to specification, the ‘zero defects’
goal.
A good quality reputation is usually based on achieving a high level

quality. Just delivering quality is not enough. Several firms have found that
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perceptions of quality must be created for the firm to realize a competitive
advantage.

When it comes to quality, everv consumer interprets the word differently,
depending on their expectations. In judging quality, consumers utilize many of the
same cues they use to reduce risk available information, past experience, brand,
price, packaging and store image. All contribute to the final perception. Neither
often consumers do nor posses the expertise, knowledge, or information. They
need to make decision on their own.

Low expectation will increase perceived quality. Although price and
quality are not necessities related, price is often perceived as a good indicator of
the quality of product or service
2.1.5.2.3. Brand Awarencss

Many people ofien choose a recognized brand on top of unknown brand
because they are comfy with the recognizable. It is reflect the consumer’s
familiarity.

Because consumers cannot buy a brand unless they are aware of it, brand
awareness is a general communication goal for all promotion strategies (Peter and
Olson, 2002: 433). Brand awareness measure the accessibility of the brand in
memory (Chandon, 2003: 1)

Aaker (1991: 62) mention that brand awareness 1s the ability of a potential
buyer to recognize or recall that brand is a member of certain product category. A

link between product class and brand is involved. Brand awareness involves a




20

continuum ranging from an uncertain feeling that the brand is recognized, to a

belief that it is the only one in the product class.

Top
of Mind

{ Brand Recau\
/ Brand Recognition \
/ Unaware of Brand \

Figure 2.4 Awareness Pyramid
(Source: Adapted from Aaker 1991:62)

Advertising probably has the greatest influence on brand awareness, although
publicity, personal selling, and sales promotion also can increase awareness.
Furthermore, the level of consumers™ brand awareness is necessary for
purchase varieties depending on how and where they make the purchase decision
for that product category or form. Consumers do not need to recall a brand name;
they need only to be able to quickly recognize familiar brands so as to often base
on package cues, which then activate their relevant brand knowledge in memory.
In decision situation, a higher level of brand awareness is necessary to
influence brand choice. If the purchase decision is made at home or in another
environment where few brand-related cues are available, the brand must be

recalled in memory in order to enter the consideration set.
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2.1.5.2.4. Brand Associations

A brand association is anything “linked” in memory to a brand, for example
what product attributes or product symbols that the brand stands for in the
customer’s mind (Aaker, 1991: 109). It is important to the company in knowing
how they want their customers to perceive their brand, and most essentially is that
Customers association with the brand and what they believe that it stands for is
positive.

If a company treat a brand only as a name, it misses the point. Company
have to develop a deep set of positive associations for the brand. Aaker (Kotler,
2000: 405) distinguished five levels of customer attitude toward brand from
lowest to highest:

1. Customer will change brands, especially for price reasons. No brand

loyalty.

2. Customer is satisfied. No reason to change the brand.

3. Customer is satisfied and would incur costs by changing brand.

4. Customer values the brand and sees it as a friend.

5. Customer is devoted to the brand.

Still according to Aaker (Kotler 2000: 405) besides brand equity is highly
related to how many customer are related on classes (3), (4), or (5), its also related
to the degree of brand-name recognition, perceived brand quality, strong mental
and emotional association, and other assets such as patents, trademarks, and

channel relationships
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Strong brand equity provides the following benefits:
* Facilitates a more predictable Income stream.
® Increases cash flow by increasing market share, reducing
promotional costs.
* Allowing premium pricing.

Brand equity exist an asset that can be sold or leased. However, brand
equity is not always positive in value. Some brands acquire a bad reputation that
results in negative brand equity. Negative brand equity can be measured by
surveys in which consumers indicate that a discount is needed to purchase the
brand over a generic product.

(www.netmba.com/marketing[brand/eguity/+bmnd+e_qui1y&hl=id, January 6"

2005)

2.1.5.2.5. Other Proprietary Brand Assets

This last category signifies other proprietary brand assets as patents,
trademarks, and channel relationships. Brand assets will be most valuable if they
reduce or prevent competitors from eroding a customer base and loyalty. For
instance, a trademark will keep brand equity from competitors who might desire
to confuse the consumers by using a similar hame, symbol, or package. If strong
and relevant to customer choice, a patent is being able to avoid direct competition.
A brand is able to controlled distribution channel because of brand performance’s

history.
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2.1.6. Brand Equity Drivers’

Aaker (1991: 16) mentioned that for assets or liabilities to underline brand
equity they must linked to name and/or symbol of the brand. If the brand’s name
or symbol should change, some or all of the assets or liabilities could be affected
and even less. The assets and liabilities of brand equity are drives its categories:
brand loyalty, perceived quality, brand awareness, brand association as an
addition to the perceived quality and other.

Brand equity is highly related to how many customers are classes point
(¢), (d), and (e). High brand equity provides a number of competitive advantages:

a. The company will enjoy reduced marketing costs because of
consumers brand awareness and loyalty.

b. The company will have more trade leverage in bargaining with
distributors and retailers because customers expect them to carry
the brand.

c. The company can change a higher price than its competitors
because the brand has higher perceived quality.

d. The company can more easily more launch extension because the
brand name carries high credibility.

e. The brand offers the company some defence against price

competition (Kotler, 2000 406).




2.1.7. Measuring Brand Equity

A number of methods have been suggested for measuring brand equity.
Most evaluations of brand equity involve utility estimation. Specifically, an effort
to measure the value (utility) of a product's features and price level and also
measure the overall utility of a product when including brand name. The
difference between total utility and the utility of the product features is the value
of the brand (brand equity). In other situations, the utility of the brand is measured
directly and added to the feature utilities to produce an overall utility for the
product.

Besides utilities, contributing factors such as current awareness levels of
each brand, overall perceptions of each brand, and brands currently used should
be measured. It is also useful to obtain estimates of marketing, advertising and
promotional expenses for the major brands in the market. Together with utility
estimates, it provides a more complete picture of the relative value of each brand
and set aside an understanding the major forces driving brand equity: product
features, price, market awareness, market perceptions and expenditures to build
and support those brands.

Cobb-Walgren., er al. (1995), affirmed that operationalizations of brand
equity usually fall into two groups: those involving consumer perceptions (brand
awareness, brand associations, and perceived quality) and that involving consumer
behaviour (brand loyalty, and willingness to pay high price).

Price premiums and replacement cost can be used to measure brand equity

(Washburn, er al. 2000: 593). Both can be develop into one basis of tracking
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brand equity (Aaker, 1991: 24). Nevertheless, both of them are stagnant approach.
The result may be similar to existing power of the brand. It unreasonably
considers the upcoming change’s impact such as enhanced quality. |

2.1.8. Consumer Decision Making

Decision about brand choice continue right up to the moment of purchase;
even if the consumer is fairly certain of a brand before they go to the shop, their
possibility of their being influenced by point-of-sale advertising or sales person.
Furthermore, the purchase act does not consist single decision, that of brand
choice. It is a complex selection involving sub decision regarding time and place
of purchase.

When choosing which products or services to consume, f)eop]e tend to
make a decision making. Consumer will make a decision to assess and choose
among alternative products that might satisfy their nceds. By the time consumers
reach the purchase decision, they have already used a motivation as a tool to
identify a need; perception and leamning to collect and manage information about
available products; attitude configuration to assess these products.

All decisions making involves information. Consumers must understand
the relationship between attributes and benefits in order to develop assessment
criteria that will assist them to gather their needs. In addition, consumers must be
able to collect information about the attributes of each alternative.

Consumer decision-making varies with the type of buying decision. Assael
on Kotler (2000: 177) distinguished four types of consumer buying behaviour

based on the degree of buyer involvement and the degree of differences.
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Consumer decision-making varies with the type of buying decision. Assael
(on Kotler 2000: 177) distinguished four types of consumer buying behaviour
based on the degree of buyer involvement and the degree of differences.
2.1.8.1. Complex Buying Behaviour
Consumer engages in complex buying behaviour when they are highly
involved in purchase and aware of significant differences among brands. The case
when the product is expensive, bought infrequently, risky and highly self-
expressive.
1. Buyer develops beliefs about the product.
2. Buyer develops attitudes about the product
3. Buyer makes a thoughtful choice
Generally, people are more willing to utilize effort to satisfy high
involvement need than a low involvement one. If a consumer perceives a
significant risk in choosing the wrong product, they will utilize more effort during
the purchase process.
2.1.8.2. Dissonance-Reducing Buying Behaviour
The buyer leamns what is available but will buy fairly quickly, perhaps
responding primarily to a good price or to purchase convenience. Afier purchase
the consumer might experience dissonance or conflict that demanding from
noticing certain disquieting features or hearing favourable things about other
brand. The consumers will be alert to the information that supports their decision.
Consumers first acted, and then acquired news beliefs, then end up with a set of

attitudes.
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2.1.8.3. Habitual Buying Behaviour

Products are bought under condition of low involvement and the absence
of significant brand differences. Consumers do not search extensively for
information, evaluate characteristics, and make a decision on which brand to buy.
2.1.8.4. Variety Seeking Buying Behaviour

Buying situation sometimes characterized by low involvement but

significant brand differences. Here consumers often do a lot of brand switching.

High Involvement Low Involvement
Significant Differences Complex Buying Variety-seeking
between Brands Behaviour Buying Behaviour
Few Differences Dissonance-reducing Habitual Buying
Between Brands Buying Behaviour Behaviour

Figure 2.5 Four Types of Buying Behaviour
(Source: Kotler 2000: 177)
2.1.9. Consumer Buying Decision Process
According to Armstrong and Kotler (2000: 54) buyer decision
process consists of five stages, i.e.: need for recognition, information
search, evaluation of alternatives, purchase decision, and post purchase

behaviour.
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Figure 2.6 Five Stages Model of the Consumers Buying Process
(Source: Modified from Kotler, 2000:179)

2.1.9.1. Need for Recognition
The buyers recognize a problem or need. The need may triggered by
internal stimuh (hunger, thirst, etc) and externa) stimuli (a person admires
neighbour’s new car, the thought of cameras after talking with a friend about
photography or seeing camera ad. However, consumers buy things when they
believe a product’s ability to solve a problem s worth more than the cost of
buying it, thereby, making recognition, sometimes called problem recognition
(Blackwell, er af, 2001: 72).
2.1.9.2. Information Scarch
An aroused conisumer may or may not search and or tending to search for
more information. If the consumer drive is strong and a satisfying product is ncar
at hand, the consumer may store the need in memory to undertake an information
search related to the need.
Consumer can obtain information from any of several sources:
1. Personal sources: family, friends, neighbours, acQtﬁttances
2. Commercial sources: advertising, salesperson, dealers,

packaging, displays.
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3. Public sources: mass media, consumer-rating organization.

4. Experimental sources: handling, examining, and using the

products.

Generally, consumer receives most information about a product from

commercial sources (inform the buyer). The most effective sources tend to be

personal (legitimate 1o the buyer).

2.1.9.3. Evaluation of Alternatives

There is no single evaluation process used by all consumers or by one

consumer in all buving situations. The consumers make assessment largely on a

conscious and rational basis. It does depend on the individual consumers and the

specific buying situation. In some cases, consumer use careful calculations and

logical thinking. At the other time, the same consumers do little or no evaluating.

Instead, they buy or impulses rely on intuition. Sometime consumer make buying

decision on they own, sometimes they turn to friend consumer guide

Basic concept of consumer evaluation process:

2.

Consumer is trying to satisfy a need.

Consumer is looking for certain benefits from the product
solution.

A consumer sees each product as a bundie of attributes with
varying abilities of delivering the benefits sought to satisfy this

need.
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Based on Kotler (2000: 182) in executing purchase intention, the
consumer possibly will comprise to five purchase sub decisions:

1. Brand decision (Brand A)

2. Vendor decision (Dealer 2)

3. Quantity decision (One Computer)

4. Timing decision (Weekend)

5. Payment-Method Decision. (Credit card)

Purchase everyday products involve fewer decisions and less
consideration. Intrinsically, the consumer purchase processes are various
decisions to be made concerning which brands to purchase. For that reason, the
purchase process may result in uncertainty and remind the fear of as consequences
if the wrong product is selected.
2.1.9.4. Purchase Decision

Generally, the consumer purchase decision will be buy the most preferred
brand, but two factors can come between the purchase intention and purchase
decision. Firstly, attitudes of others followed by unexpected situational factors.

a. Attitudes of others
Another person’s attitudes changes because of two things;
a. The intensity of other’s person attitude toward consumer
preferred alternatives and consumer’s motivation to comply with

the other person’s wishes.
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b. The influence of other become complex when several people

close to the buyer contradictory opinions and the buyer would like

to please them all.

b. Unanticipated situational factors

Preferences and even purchase intention are not completely reliable

predictions of purchase behaviour.

EVALUATION OF
ALTERNATIF

PURCHASE
INTENTION

ATTITUDES
OF OTHERS

and a Purchase Decision

UNANTICIPATED

PURCHASE
DECISION

(Source: Kotler, 2000: 182)

Figure 2.7 Steps between Evaluations of Alternatives

A consumer’s decision to modify, postpones, or avoids a purchase

decision are heavily influcnced by perceived risk. In addition, there are three

possibilities of purchase decision, i.e.:

I. For whom to buy: which depends on such considerations

a.

terms of sale

b. past experience buying from the seller
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a. terms of sale
b. past experience buying from the seller
C. return policy.
2. When to buy: which preserve influenced by
a. store atmosphere
b. time pressure
c. asale

d. pleasantness of the shopping experience

3. Do not buy

2.1.9.5. Post-purchase Behaviour

After purchasing a product, consumer will experience satisfaction or
dissatisfaction post purchase action and post purchase product use and disposal.
Consumer satisfaction or dissatisfaction will influence sequent behaviour.
Consumer’s expectation and product’s perceived performance. If product falls
short of expectation, the consumer will be dissatisfied and may abandon or return
to the product.. If product meets expectation, the consumer will be satisfied and
exhibit a higher probability of purchasing repetition. If product exceeds

expectation, the consumer will be delighted.
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2.2. THEORETICAL FRAMEWORK

The theoretical framework of the problem and solution is described further
below.

The value of a brand namely brand equity is significantly important for a
company existence. The marketing mix should focus on building and protecting
brand equity. For example, if the brand is positioned as a premium broduct, the
product quality should be consistent with what consumers expect of the brand,
low sale prices should not be used to compete, the distribution channels should be
consistent with what is expected of a premium brand, and the promotional
campaign should build consistent associations. Finally, potentially dilutive
extensions that are inconsistent with the consumer's perception of the brand
should be avoided. Extensions also should be avoided if the core brand is not yet
sufficiently strong,

In this case, brand cquity can be measured in relative or absolute terms.
From the firm's perspective, absolute measures are probably more useful.
Managers have an interest in maximizing their brand's equity. Thus, they need the
ability to determine targets and objectives for individual brands, which can then
be contrasted against competitive offerings and industry norms.

However, when comparing a very limited number of brand equity scores
(as in the present study), absolute measures are virtually meaningless.
Furthermore, not all the operationalization allows the calculation of an absolute

score. Therefore, this investigation relied on a relative measure.
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Figure 2.8 Theoretical Framework’s Diagram of The Research

2.3. HYPOTHESIS FORMULATION

(Source: Modified from Kotler. 2000: 182)

Hypothesis is a statement of supposition about the correlation between two or

more variables. Two criteria of good hypothesis are hypothesis comprise a statement

about the correlation of variables, and secondly, hypothesis consist of clear

implication for evaluating. In order to give the response to the existing problems, the

hypothesis presented in the research are as follows:
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1. There are significant influences of brand equity to customer’s purchase

decision.

2. Brand loyalty is the dominant factor of brand equity that influences

customer’s purchase decision.
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CHAPTER III

RESEARCH METHOD

3.1. COMPANY PROFILE
3.1.1. PT Telkomsel in Brief

PT Telekomunikasi Selular (Telkomsel) is the market leader in Cellular
Telecommunications Services (mobile operator) in Indonesia, having a share of
more than 50% of the total Indonesian cellular market which consists of over 20
million active users. The company served 10.75 million customers by the end of
the first quarter of 2004, 90% of which are pre-paid users, on a nationwide
network covering about 85% of the population of this fourth most populous
country in the world. Telkomsel operates a Dual Band GSM 900/1800 network in
Indonesia, completed with GPRS services, WiFi hotspots and EDGE technology
in selected locations. The company is jointly owned by PT. Telekomunikasi
Indonesia, Tbk (“Telkom” - JSX: TLKM; NYSE: TLK; LSE: TKID) 65% and
Singapore Telecom (“SingTel” — SGX: TELE.SI) 35%.

PT Telkomsel was operated officially in May 26, 1995, as a GSM cellular
telecommunication services in Indonesia PT Telkomsel began its networks in
Batam and Medan. PT Telkomsel mission is becoming the Indonesian societies’
operator choice which provides communication solution.

In year 1996, PT Telkomsel started its operation in Jakarta and succeeds to

serve the whole province in Indonesia by operating facilities in Ambon, Timor
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Timur, and Jayapura. Until this moment, PT Telkomsel networks have been
reached more than 500 big cities in Indonesia.

In November, 1997, PT Telkomsel launched simPA77 as the pioneer of
pre-paid card in Asia that can be rechargeable. Allowance of ISO 9002 certificate
issued for CAROLINE (Customer Service Online) as a mark of PT Telkomsel
services has already overflowing international standard. A pre-paid card named
simPATI Nusantara was launched in 1998. It has a motto: “Dengan sim/’4T] tetap
terkendali” and can be used in many places throughout Indonesia. At that
moment, PT Telkomsel proclaimed World Class Operator as their standard
services.

A new system was launched in 1999 which was called as BIANCA
(Billing and Customer Care). This service provides customer’s information
possibility, conversation records, until claim processes which could be done
simultaneously. In this year, PT Telkomsel achieved “The Best in Achieving
Customer Satisfaction toward Service Quality” for the best operator cellular
services.

A mobile banking service was developed in the year 2000 in collaboration
with Panin Bank. PT Telkomsel acquired a reputation as “Total Satisfaction for
simPATI pre-paid card” emanate from SWA magazine. Then came another
award which was “The Big 10 Leading Company in Indonesia” issue from Far
Eastern Economic Review magazine, Hongkong.

GSM dualband (900 and 1800) was started to operate in 2001. With this

technology, PT Telkomsel proceeded to be the first operator using service facility
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which gives value-added data basis for Mobile Banking, WAP, and GPRS. Again,
PT Telkomsel was awarded “The Big 10 Leading Company in Indonesia”
issued from Far Eastern Economic Review an increased its position from the 9%
position into the 7% position.

In 2002, PT Telkomsel began to use 2.5G by launching a service basis
GPRS which was commenced with a launch of Telkomsel Mobile Data Service
(TMDS) through WAP basis, WEB, and SMS. At the moment in time, two
awards have been achieved “Indonesian Customer Satisfaction Award™ and
“The Best Product and Brand for kartuHALO post-paid and simPATI pre-
paid” which come from SWA magazine. Besides, “e-Com pany Award” category
as a telecommunication company with the best e-business application and an
award on"Non-Investment Grade Bond Award for 2002 from AsiaMoney
magazine.

Moreover, PT Telkomsel expands their local cellular zone on a national
scale in 2003. As a result, the customers of kartuHALQ and simPATI can be easier
in having communication. For a second time, PT Telkomsel was awarded
“Indonesia Customer satisfaction Award” and “Indonesia Best Brand Award
for kartuHALO post-paid and simPATI pre-paid” from SWA/Frontier/Mars.
This year, PT Telkomsel achieved SUPERBRAND Indonesia. Besides, an award
as “The Best Call Centre among the Other Operator Base on Result of
Mystery Shopping” was awarded SYNOVATE Research Institution.

In addition, ISO 9001: 2000 was issued for the Call Centre (Customer

Service Online) of PT Telkomsel from PT RWTiV. It is much important to give
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the best for its customers through systematic and organisable service guarantee.
This matter is relevant with Telkomsel’s commitment as a leading mobile network
and service provider, and also one of the best operators in Asia

(http://www. sinarharapan. co.id/ekonomi/promarketing[Z004/01 13/prom35.html,

September 30"’, 2004).

In year 2004, PT Telkomsel once more became a pioneer in cellular
technology primarily by launching 3G (third generation) services through its
implementation EDGE technology (Enhanced Data Rate GSM Evolution). In
addition, Telkomsel further innovation prepaid recharge distribution methods by
launching M-K10S, ysed by dealers throughout the country to recharge customers’
pre-paid cards automatically through secure mobile-to-mobile transmissions, thus
rapidly expanding  Telkomsel's pre-paid  credit distribution network

( httn://www.telkomsel.conﬂweb/comorate/index.Dhn?id=4, January 22%¢ 2005).

3.1.2. Telkomsel’s Share Holders

Telkomsel’s  shareholders are Perusahaan Perseroan (Persero) PT
Telekomunikasi Indonesia Thk (TELKOM) and Singapore Telecom Mobile Pte
Ltd (SingTel Mobile) Telkom, which owns 65% of Telkomsel’s issued share
capital, is the largest full-service telecommunications operator in Indonesia.
Telkom is listed on the Jakarta Stock Exchange (JSX: TLKM), the New York
Stock Exchange (NYSE - TLK) and the London Stock Exchange (LSE: TKID)
and is majority-owned by the Government of Indonesia. SingTel Mobile owns

35% of Telkomsel’s issued share capital and is a wholly owned subsidiary of
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Singapore Telecommunications Limited (SingTel). SingTel is one of Asia’s
leading telecommunications service operators. SingTel is listed in the Singapore
Exchange (SGX: TELE.SI) and the Australian Stock Exchange Limited (ASX:

SGT). SingTel is ultimately majority-owned by the Government of Singapore.

Figure 3.1 Telkomsel’s Share Holders

Source:http://www.telkomsel.com/web/cornorate/index.pho?id=2.

<January 22™ 2005
Telkomsel cooperates closely with its parent companies (the TELKOM
Group and the SingTel Group), especially in the area of product development,
resulting in efficient, speedy and innovative new service development,
Cooperation is done in the area of benchmarking to be able to always stay at the
forefront of development and be able to gain substantial benefits from joint

development or joint purchasing projects.
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3.1.3. Telkomsel’s Management

In accordance with Indonesian Company law, Telkomsel has a Board of
Commissioners and a Board of Directors. The two Boards are separate and no
individual may be a member of both Boards.

The members of the Board of Commissioners are elected by the
Shareholders of Telkomsel in the General Meeting of Shareholders. Telkom is
currently entitled to nominate four Commissioners, and SingTel Mobile is entitled
to nominate two Commissioners.

A shareholder will lose its entitlement to nominate Commissioners if the
number of shares it owns falls below 10% of the total number of shares. Currently
Telkomsel has the following Board of Commissioners and Board of Directors:

Board of Commissioners

o Name Position j
Mr. Mochammad Hasjim Thojib | President Commissioner
Mr. Lim Chuan Poh Commissioner

Mr. Woeryanto Soeradji Commissioner

Ms. Triwahyusari Commissioner

Mr. Hui Weng Choong Commissioner o

Board of Directors

(_\ _____ _ Name _— Position

Mr. Bajoe Narbito President Director

Mr. Jusuf Kurnia Director of Finance

Mr. Bambang Riadhy Oemar Director of Planning and Development
| Mr. Leong Shin Loong Director of Commerce

! Mr. Ng Kwoon Kee Director of Operations o

Figure 3.2 Telkomsel’s Board of Commisioneer and Board of Director

Source: m;)://www,telkomsel,com/web/corporate/index.DhD?id=3,
<January 22™ 2005>
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3.1.3.1. Board of Commissioners

Telkomsel’s Articles of Association (the “Articles”) provide that the Board
ol Commissioners shall consist of six members, including the President
Commissioner. The Shareholders’ Agreement further provides that the President
Commissioner shall be appointed by the shareholder holding the greater number
of shares. The Articles provide that the principal functions of the Board of
Commissioners are to supervise the management of Telkomsel by the Board of
Directors, and the implementation of Telkomsel’s business plan.

The Board of Commissioners is accountable to the General Meeting of
Sharcholders. The members of the Board of Commissioners are elected by the
shareholders of Telkomsel. Pursuant to the Shareholders’ Agreement, the
shareholders are entitled (0 nominate a number of candidates as Commissioners
(and recommend the removal of such Commissioners) in proportion to the size of
their respective sharcholdings.

PT Telkom is currently cntitled to nominate four Commissioners, and
SingTel Mobile is entitled to nominate two Commissioners. One position in the
Board of Commissioners is currently vacant. Meetings of | the Board of
Commissioners must be held at least once every three months and at any other
time upon request of any member of the Board of Commissioners. The quorum
for all Board of Commissioners meetings is four members of the Commissioners,
one of whom must be a Commissioner nominated by SingTel Mobile. Resolutions

of meetings of the Board of Commissioners shall be by affirmative vote of a
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majority of the members of the Board of Commissioners. In the event of a tie, the
matter shall be referred to a General Meeting of the Shareholders for resolution.

* Mochammad Hasjim Thojib

Mr. Thojib graduated with a degree in Accounting from the Institute of
Finance. At present, he is the Head of Corporate Planning Group of PT Telkom.
He was a Director at PT Indosat between 1999-2000 and held a position as
Commissioner at
PT Arthaloka Indonesia from 1997-2000.

* Triwahyusari

Ms. Triwahyusari is the Vice President of Accounting of PT Telkom and has
been working in the company for more than 20 years. She graduated from the
University of Airlangga.

*  Woeryanto Socradji

Mr. Socradji graduated with a degree in Electrical Engineering from Bandung
Institute of Technology and obtained his MBA from the Institute of Indonesian
Management Development. Formerly he was the Director of Commerce of PT
Telkomsel and currently is the Corporate Secretary of PT Telkom.

* Hui Weng Cheong

Hui Weng Cheong joined SingTel in 1980 and is currently the Vice President
of Consumer Products. He oversees the development of new services for the
mobile, paging, internet, broadband and telephone businesses. Weng Cheong is
also currently the Vice President Commissioner of PT Bukaka SingTel

International. Previously, he was the Managing Director of Shinawatra Paging of
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Thailand. He holds an MBA (1993) from the University of Southern California.

* Christopher John Anderson

Chris Anderson Joined Optus in 1997 in the position of CEQ. Prior to Jjoining
Optus, he held the position of Group Chief Executive at Television New Zealand.
Before that he was the Managing Director and Group Editorial Director of John
Fairfax Ltd. He graduated with a Bachelor of Economics from the University of

Sydney and Diploma in Industria] Law

3.1.3.2. Board of Directors

The principal functions of the Board of Directors are to lead and manage
Telkomsel and to control and manage Telkomsel’s assets. In accordance with the
Shareholders’ Agreement and the Articles provide that the Board of Directors
shall consist of five Directors, one of whom shall be the President Director.
The Shareholders’ Agreement provides that the shareholders shall be entitled to
nominate candidates as Directors (and recommend the removal of such Directors)
In proportion to their respective shareholdings. In accordance with the
Shareholders’ Agreement, PT Telkom Is currently entitled 10 nominate three
Directors and SingTel Mobile is entitled to nominate two Directors. The President
Director and Director of Finance shall be PT Telkom’s representatives, The
Atrticles provide that meetings of the Board of Directors must be held at least once
every two months and at any other time upon the request of any Director. The

Articles further provide that the quorum for all Directors’ meetings is four
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members of the Board of Directors present or represented in such meeting, one of
whom must be a Director nominated by SingTel Mobile.

* Bajoe Narbito

As President Director and Chief Executive Officer, Mr. Narbito is responsible
for Telkomse]’s overall management. He has previously served as a Corporate

Secretary of PT Telkom and the Director of the Jakarta regional office of PT

* Bambang Riadhy Oemar

Graduated with a degree in Telecommunications Engineering from Bandung
Institute of Technology and as Director of Planning and Development, Mr.
Bambang has had over 23 years experience in the telecommunications industry.
He previously served as the President Director of PT Indo Nusa Telemedia, a
subsidiary of PT Telkom.

* Laurens J. M. Bulters*

Graduated in Civil Engineering and has had over 20 years experience in the

the Director of Mobile Communications of PTT Telecom Netherlands (Asia).

* Replaced by N. g Kwon Kee, effective January 1, 2004
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* Lcong Shin Loong

Responsible for all Marketing, Sales, Product and Service activities of
Telkomsel and as Director of Commerce, Mr. Leong has had over 22 years
experience in information technology and telecommunications. He had been the
Director of Planning and Development of Telkomsel from December 2001 to
March 2003. He graduated with a degree in Engineering from Northwestern and
Renneslear Polytechnic Institute, USA and completed the Advanced Management
Program at Harvard Business School in 1999.

* Jusuf Kurnia

As Director of Finance and Chief Financial Officer, Mr. Jusuf is responsible
for the overall financial management of Telkomsel. He was previously become a
chief in PT Telkom’s activities based costing project. He has a degree in
Economics from the University of Tanjungpura and has over 23 years experience
in the telecommunications industry.

Additionally, the Commissioners and Directors receive compensation
determined at the General Meeting of Shareholders of Telkomsel. No fees are paid
to the Commissioners or Directors for their attendance at their respective board
meetings. For the year ended December every year the aggregate compensation
paid by Telkomsel to all Commissioners and Directors as a group was

approximately Rp 12 billion.
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3.1.3.3. Telkomsel’s Committee

Based upon the Sharcholders’ Agreement, each Board may from time to
time form or authorize the formation of committees of its members to deal with
matters pertinent to or assist in the discharge of the relevant Board’s
responsibilities and obligations. The members of any committee shall include at
least one person nominated by SingTel Mobile. At present Telkomsel have the
following committees:

I. An Audit Committee of the Board of Commissioners, having
responsibility for reviewing the audited financial statements of the
company and discussing with the auditors the accounting policies to be
adopted, subject to the approval by the shareholders of the audited
financial Statements, the unanimous approval by the directors of the
audited financial statements, the unanimous directors approval of any
change in accounting policy, and unanimous Commissioners approval
of the audited financial statements.

2. A Remuneration Committee of the Board of Commissioners having
responsibility to determine the remuneration of the Board of Directors,
subject to unanimous Board of Commissioners approval.

3. An Investment Committee of the Board of Commissioners having
responsibility for reviewing the investment plans and management of

the implementation of those plans by the company.
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3.1.3.4. Telkomsel’s Employee

Telkomsel unveiled its competency-based organization and human
resources development model. First, Telkomsel developed the competency model
for all jobs and positions. Then identified the required skills and knowledge for
each position, and placed their peoples based on their competencies. Finally,
Telkomsel developed training programmes on the basis of the resulting skills-and-
gap analysis derived from the first two initiatives.

Another key initiative which Telkomsel also undertook in human
resources in 2003 was to realign the organizational structure in order to place
more emphasis on customer satisfaction, as well as becoming more responsive to
different market needs. This is achieved primarily by empowering regional offices
to take more initiatives in order to drive business growth by enhancing the
customer experience or activating corporate accounts in their respective markets.
This move contributed in no small measure to the growth of Telkomsel in 2003,
and expected it to drive Telkomsel’s growth for many years to come.

Completing the human resources management and development model is a
newly formulated compensation plan that is strongly tied to competence and
performance. The remuneration system was matched more closely to competence,
whereas incentives recognized to individual performances and achievements as
measured through the Key Performance Indicators (KPI) of each department.
Indeed, Telkomsel is in the process of developing a balanced score-card system to

measure performances based on KPI’s.
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As at year-end 2003, Telkomsel employed 2,869 people at a ratio of 3,342
customers per employee, up from 2,370 customers per employee in 2002, which
places Telkomsel in the top league in terms of efficiency. An organization

structure of PT Telkomsel can be seen on Appendix 1.

3.1.4. Telkomsel’s Product Portfolio

Telkomsel’s product portfolio is focused around two main products;
kartuHALO, the post-paid service and the pre-paid solution simPAT] According
to independent research studies by companies like AC Nielsen, Synovate, Frontier
and MARS, both products are market leaders in the Indonesian market in their
respective product categories. The products are leading the market in terms of
total numbers of active customers, brand awareness and preference, as well as
customer satisfaction. Thus, both products feature a wide range of value added
services, ranging from the regular person-to-person Short Messaging Service

(SMS), to full-fledged multi-access personal mobile data services,

3.1.4.1. PT Telkomsel Product and Services
3.1.4.1.1. Kartu HALO (Post-paid)

Telkomsel’s main offers for the post-paid product include tailor-made
value propositions for the Corporate Account market and a Family Package called
HALOkeluarga for the residential market which enjoys very high market
acceptance. In order to further simplify the registration, data-verification and

activation process for new prospective kartulHALO customers.
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kartuHALO is subscriber identity module (SIM) card GSM Telkomsel,
Inside kartuHHALO, there are customers’ data, amenities and services to facilitate
the customers and also personal identification number (PIN) that stored
confidential data within, Besides, kartuHALO able to stored 200 phone numbers
and 40 short messages service (SMS).
kartuHALO has uniqueness that does not exist in other SIM cards. With a
picture that shows cultural diversity in the whole province of Indonesia,
Telkomsel want to declare that Telkomsel is a cellular operator who is capable to
cover all Indonesia. F urthermore, kartuHALO has benefits such as:
* Various features
Customers are able to use various feature unprovided in other SIM card
such as: e-phone that has no charge by using it.
* Economical tariff
kartuHHALO tariff has reasonable tariff by using broaden point of charging.
It is supported by calculation credit system that uncharged minimum
value.
* The most numerous roaming partners
Telkomsel already cover five continents and cooperate with more than 100

cellular operators all over the world,

3.1.4.1.2. sSimPATI (Pre-paid)
The prepaid segment is the area of the largest growth in the Indonesian

market, and also for Telkomsel. Sales of the simPATI product have been very high
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and are still on the rise. No Compromise, No Problem is the simPATI’s jargon.
simPATI is Telkomsel’s pre-paid GSM card that can be used in many places
throughout Indonesia. It can be used in all areas covered by Telkomsel network in
Indonesia. Customers are able to make and receive local, long distance, and
international calls. The card is rechargeable. It can be recharged with an unlimited
amount of units anytime before the recharging period ends or else it cannot be
used anymore,
There are facilities such as:

* CALiPSO (ID caller) feature is allowing customer to see on the cellular
phone’s screen, the telephone number of incoming calls.

* VERONICA (Voice Mail) feature has functioned as an answering
machine. The caller are able to leave any message to be heard when the
cellular phone is inactive or out of public area (no signal).

* SMILE (Short Message Service) enables the users to receive written short
text message (SMS).

* Call Holding feature has function as answering the call when the users are
online, without call-ended the first caller.

In year 2004, simPATI gave more services by facilitating free roaming among
Telkomsel card users, Thus, the customers are able to receive any calls even long
distance and no charge on it,

The growth in the simPATI customer base was supported by the regular
innovation of starter packs offered by Telkomsel in the market, including a Multi

Media Edition offering a number of free MMS.
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3.1.4.1.3. kartuAs

kartuds is Telkomsel's innovative pre-paid GSM card with many value-
added services such as: national free roaming, strongest network with widest
coverage in Indonesia, affordable tariff, and low voucher price started from
20,000 rupiah. kartuds is rechargeable as simPATI. kartuds has two special
tariffs, i.e.:

1. Super Cheap Tariff (flat tariff between Kartu As users)

2. Cheap Tariff (flat tariff between Kartu As users to Kartu Halo and

simPATI users)

It rccommends flat-rate, means that same tariff for calling among
Telkomsel's customers throughout Indonesia (no long distance charge) and super
cheap rifT for ealling among kartuds users. It also uses flat time band, which is
the tariff caleulation based on time splits, there is no peak tariffs,

kartuds Nggak Ada Matinya is a Jargon of kartuds. It means that the active
principal period starting when the customers activated kartuds directly. It has
active period during 30 days and recharge period during 30 days (before kartuds

has only 10 days active period its principal).

3.1.4.2. Telkomsel’s IT and Networks
Since Telkomsel’s establishment, the IT mission has been reshaped and
refocused again and again along its short journey. Nowadays, the IT role is to

support company business’ goals and to deliver best customer experience through
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innovative, agile, and cost effective information systems. Key IT strategy is to
stabilize operations and adopting better service culture by implementing IT
infrastructure library.

Facilitating network capacity growth is a key to acquiring market share
and maintaining market leadership in a rapidly growing  cellular
telecommunications market such as Indonesia’s. As the leading cellular service
provider in the country, Telkomsel has the largest cellular network capacity in the
country with over 4,820 BTS, 14.5 million HLR Switching units and 38,624 TRX
which cover more than 85% of population and more than 600 cities. Telkomsel
also has the widest international roaming coverage with 217 operators from 135
countries.

Besides, a significant expansion of Telkomsel’s network capacity was
undcrtaken in 2003 with the aim of both enhancing market achievement, and
positioning in advance of market growth as well. Instead of having to ‘catch-up’
with the pace of the market, Telkomsel's growth strategy since 2001‘>has been to
lay down the infrastructure beforehand - to invest ahead of growth. As such,
Telkomsel continue to focus on expanding and enhancing its network capacity and
infrastructure in order to capture the full value that can be derived from the
explosive growth of cellular telecommunications in Indonesia. As a result of this
strategy, Telkomsel achieved 30%-t0-40% savings on its procurement costs,
deployed additional network capacity with speed, involved vendors in project
planning to ensure smooth execution, and addressed key development issues

while also improving the network quality.
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Furthermore, in 2003, Telkomsel completed the implementation of
Account Receivables (A/R) of its post-paid billing system into the so-called
GENEVA billing system which had been deployed in 2002. This enhancement
simplifies the internal process of bills settlement whilst also providing more
transparency in the monitoring of subscriber accounts and payment records. As a
result of this migration, the entire billing process has improved.

The rapid growth of the cellular telecommunications market has created an
enormous demand for the production and supply of SIM cards and top-up
Vouchers on a national scale. In order to have a measure of control over this
supply chain, and simultaneously keep our fingers on the pulse of the cellular
market, Telkomsel has established a supply chain network system called
PARADISE among hundreds of thousands outlets/distribution channels
throughout Indonesia. These vendors provide regular feedbacks on the level of
demand in their respective areas, thus providing Telkomsel with valuable
information to set monthly production level for its SIM Cards and Vouchers, and
allocate their distribution accordingly in line with the prevailing demand in
respective regions.

Therefore, Telkomsel has begun to implement an integrated financial
system, linking and automating back-office financial and administrative processes
with front-office policies and business executions. Full implementation of the
system is set to come on line by early 2005, in which Telkomsel will have
satisfied the rigors of financial management and control in line with best

international practices. It planned to deploy a Human Resource Management
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Information System (HRMIS) to improve our company capability to track,
preserve and augment our valuable employee competence.

In addition to this, all of management information systems in Telkomsel
are supported by a massive data communications network linking our service
counters, retail outlets, regional offices, data centres, switching sites and radio
base stations. Building a high-performance organization is part of Telkomsel’s
strategic imperatives, in which the focus is to develop human resources that are
customer-centric and highly competitive,

Moreover, network development included the trial of EDGE (Enhanced
Data rate for GSM Evolution), which represents the latest evolution on the GSM
cellular network towards mobile multimedia communications. Through EDGE,
Telkomsel will be able to provide data transmission services at faster speed than
GPRS (General Packet Radio Service) as well as that of the CDMA 2000-1X
system. The EDGE trial used a test-bed and was carried out in a controlled lab
environment. The aim was to verify that the XDGE delivery and performance was

up to the expected standards.

3.2. RESEARCH METHOD

In this research, the type of study is an empirical research with study case and
in the form of descriptive and quantitative research. Case study engages
comprehensively, comparative analyses of related situation in other organizations,

where the nature of the problem and the problem definition occur to be the same
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as the one experienced in the current situation. The method used in this research

is a survey method by using questionnaire to subject of the research.

3.3. RESEARCH SUBJECT
3.3.1. Subject

The subjects will be investigate in the research is The Influence of Brand
Equity to Customer Purchase Decision; A case study on simPATI Pre-paid Card

Users in Nogotirto, Sleman, Daerah Istimewa Yogyakarta.

3.3.2. Population

Zikmund (2000) defined population as any complete group of entities
sharing some common set of characteristics. In this research, the population was
the simPATI pre-paid card users in Nogotirto, Sleman, Daerah Istimewa
Yogyakarta. Nogotirto has about 7.084 male and 6.949 female citizens, and the
lotals arc 14.033 populations until January, 2005. They are chosen as the main
respondents because of the convenience purpose for the researcher in conducting

research.

3.3.3. Samples

Sample is a subset or some part of larger population (Zikmunvd, 2000: 462).
Obviously, the amount of a split of population should be less than the amount of
population. In this research due to the limitation of time and fund, the researcher

preferred to use convenience sampling on the method of samples collection. In
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this case, the researcher is free to choose the users of simPATI pre-paid card in
Nogotirto, Sleman daerah Istimewa Yogyakarta. Thus, the researcher took 96
respondents as samples. It is as follows:

Table 3.3

Distribution of samples

Area Number of sample
I. Kajor 12
I1. Kwarasan 12
II. Karang Tengah 12
IV. Ponowaren 12
V. Nogosaren 12
VI. Cambahan 12
VII. Sawahan 12
VIIIL. Mlangi 12
Total sample 96
3.4. RESEARCH SETTING

3.4.1. Place

This research took place in Nogotirto, Sleman, Yogyakarta.

3.4.2. Time

This research began on September 15® 2004 to F ebruary 15" 2005
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3.5. RESEARCH INSTRUMENT

Specific survey questions become accurate information only if they are
reliable and valid. Those are two major criteria for evaluating the Goodness of
Data (Sekaran, 2000). In this research reliability and validity are tested by using
SPSS 12.0 for Windows. The survey conducted in two phases: the pre-test and the
main study. A pre-testing phase used to collect the data from small samples — 30
respondents. Thus, a small-scale pre-test study provides an advance opportunity
for the author to check the data collection form to minimize errors due to
improper design elements. The obtained data are used to test the validity and
reliability of the questionnaires. Those validity and reliability questions are used

to collect data in the main study.

3.5.1. Reliability for the Test

Reliability is the degree to which measurements are free from random
error and, therefore, provide consistent result (Zikmund, 2000: 375). The less
error the measurement has, the more reliable the research is, and as a result a
measurement that is free of error is a correct measure. By using measurement
technique of the Alpha coefficient Cronbach’s and processing with SPSS
program, the reliability test can be done. If the result of Alpha is fairly high (near
1) the measurement tool (questionnaire) is seen as a reliable measurement tool.

The result on the analysis of reliability to the questionnaire for each
research variable (brand loyalty, perceived quality, brand awareness, brand

association, and other proprietary brand assets) is as follows:




Table 3.4
Validity and Reliability Pre-test Result Summary
Item | Corrected Item- Status of | Alpha | Status of
Number | Total Correlation | Validity (o) | Reliability
Y 0.628 Valid 0.757 Valid
0419 Valid
0.608 Valid
0.544 Valid
0.631 Valid
X4 0.546 Valid 0.762 Valid
0.628 Valid
0.627 Valid
0.527 Valid
0.479 Valid
X, 0.361 Valid 0.758 Valid
0.690 Valid
0.452 Valid
0.420 Valid
0.558 Valid
0.541 Valid
0.825 Valid
0.547 Valid
0.756 Valid
0.740 Valid
X3 0.501 Valid 0.761 Valid
0.713 Valid
0.746 Valid
0.528 Valid
0611 Valid
0.627 Valid
0.736 Valid
0.584 Valid
0.578 Valid
0.533 Valid
Xy 0.543 Valid 0.740 Valid
0.409 Valid
0.628 Valid
0.520 Valid
0.550 Valid
0.466 Valid
0.456 Valid
0.444 Valid
0.608 Valid
0.430 Valid
X 0.511 Valid 0.759 Valid
0.634 Valid
0.646 Valid
0.517 Valid
0454 Valid

59
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Source: based on the statistical calculation from SPSS release
12.00 Windows program (see Appendix: 4)

a. The calculation of reliability trial in measurement of customer purchase

decision results research required that all of valid items should be tested its
level of reliability by using Alpha technique; the result of reliability
coefficient was 0.757. This indicates that all of items have fulfilled the
requirement as a reliable factor.

The calculation of reliability trial in measurement of brand loyalty results
rescarch required that all of valid items should be tested its level of
reliability by using Alpha technique; the result of reliability coefficient
was 0.762. This indicates that all of items have fulfilled the requirement as
a reliable factor.

The caleulation of reliability trial in measurement of percetved quality
results research required that all of valid items should be tested its level of
reliability by using Alpha technique; the result of reliability coefficient
was 0.758. This indicates that all of items have fulfilled the requirement as
a reliable factor.

The calculation of reliability trial in measurement of brand awareness
results research required that all of valid items should be tested its level of
reliability by using Alpha technique; the result of reliability coefficient
was 0.761. This indicates that all of items have fulfilled the requirement as

a reliable factor.
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€. The calculation of reliability trial in measurement of brand association
results research required that all of valid items should be tested its level of
reliability by using Alpha technique; the result of reliability coefficient
was 0.740. This indicates that all of items have fulfilled the requirement as
a reliable factor.

f. The calculation of reliability trial in measurement of other proprietary
brand assets results research required that all of valid items should be
tested its level of reliability by using Alpha technique; the result of
reliability coefficient was 0.759. This indicates that all of items have

fulfilled the requirement as a reliable factor.

3.5.2. Validity for the Test

Validity is defined as the ability of a scale to measure what was intended
to be measured (Zikmund, 2000: 376). It addresses the issue of whether what the
researcher was trying to measure was essentially measured. By using SPSS
program it will be found the correlation between each sub variable value with total
variable value, and the value of each question item with the total value of question
item per variable. To find the R correlation, Cronbach’s Alpha was used. The
indicator of the validity of the sub variable and questions items is achieved when
calculation result matched with the critical number of Cronbach’s Alpha.

a. Brand loyalty
From the calculation of the validity analysis of each brand loyalty variable,

the result is as follows:




Table 3.5
Validity test — Brand loyalty

Item Mean R Validity
Number N
X, 5.8 0.546 Valid
5.4 0.628 Valid
53 0.627 Valid
4.5 0.527 Valid
5.27 0.479 Valid

Source: based on the statistical calculation from SPSS release
12.00 Windows program (see Appendix: 4)

The result shows that all variables of brand loyalty were valid.
b. Perceived quality
From the calculation of the validity analysis of each perceived quality

variable, the result is as follows:

Table 3.6
Validity test - Perceived quality
Item Mean R Validity
Number
X2 6.033 0.361 Valid
54 0.690 Valid
6 0.452 Valid
5.2 0.420 Valid
5.33 0.558 Valid
5.77 0.541 Valid
54 0.825 Valid
5.7 0.547 Valid
54 0.756 Valid
5.53 0.740 Valid

Source: based on the statistical calculation from SPSS release
12.00 Windows program (see Appendix: 4)

The result shows that all variables of perceived quality were valid.
¢. Brand awareness
From the calculation of the validity analysis of each brand awareness

variable, the result is as follows:
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Table 3.7

Validity test — Brand awareness

Item Mean R Validity
Number
X; 6.23 0.501 Valid
5.73 0.713 Valid
5.77 0.746 Valid
5.8 0.528 Valid
5.6 0.611 Valid
5.5 0.627 Valid
5.63 0.736 Valid
5.7 0.584 Valid
5.97 0.578 Valid
5.8 0.533 Valid
Source: based on the statistical calculation from SPSS release
12.00 Windows program (see Appendix: 4)

The result illustrates that all variables of brand awareness were valid.

d. Brand association
From the calculation of the validity analysis of each brand association
variable, the result is as follows:

Table 3.8

Validity test — Brand association

Item Mean R Validity

Number
X, 6.033 0.543 Valid
6 0.409 Valid
5 0.628 Valid

5.47 0.520 Valid
6.033 0.550 Valid
5.87 0.466 Valid
5.87 0.456 Valid
5 0.444 Valid
4.633 0.608 Valid
4.77 0.430 Valid
Source: based on the statistical calculation from SPSS release
12.00 Windows program (see Appendix: 4)

The result explains that all variables of brand association were valid.
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e. Other proprietary brand assets
From the calculation of the validity analysis of each other proprietary

brand assets variable, the result is as follows:

Table 3.9
Validity test — Other proprietary brand assets
Item Mean R Validity
Number

Xs 6 0.511 Valid
5.33 0.634 Valid

5.13 0.646 Valid

43 0.517 Valid

5 0.454 Valid

Source: based on the statistical calculation from SPSS release
12.00 Windows program (see Appendix: 4)

The result stated that all variables of other proprietary brand assets were
valid.
f.  Customer purchase decision

From the calculation of the validity analysis of each customer purchase

decision variable, the result is as follows:

Table 3.10
Validity test — Purchase decision
Item Mean R Validity
Number
Y 5.63 0.628 Valid
5.1 0.419 Valid
5.53 0.608 Valid
5 0.544 Valid
5.77 0.631 Valid

Source: based on the statistical calculation from SPSS release
12.00 Windows program (see Appendix: 4)

The result stated that all variables of customer purchase decision were valid.
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3.6. RESEARCH VARIABLES

Research variables used in this research consist of*

1. Independent variables

An independent variable is one that influences the dependent variable in
either a positive or a negative way (Sekaran, 2000: 93). Here in this research,

the independent variable is brand equity that consists of:

a. Brand loyalty

It is a pattern of repeat product purchases accompanied by an
underlying positive attitude toward the brand.

b. Perceived quality

Perceived quality is referred to as customer’s perception of the overall
quality or superiority of a product or service with respect to its intended
purpose, relative to alternative

¢. Brand awareness

This dimension relates to the ability of a potential buyer to recognize or
recall that brand is a member of certain product category.

d. Brand associations

Brand association is defined as anything “linked” in memory to a

brand.
e. Other proprietary brand assets

Other proprietary brand assets represent such other proprietary brand

assets as patent, trademark, and channel relationships.
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2. Dependent variables

A dependent variable is the variable of primary interest to the researcher
(Sekaran, 2000: 92). The dependent variable in this research is customers’
purchase decision, measured on a 7-point scale. Customer’s purchase decision
is the fourth stage in the decision making process, in which the consumer
acquires the preferred alternative or an acceptable substitute. It shows whether

the customer decided to purchase or not.

3.7. RESEARCH PROCEDURES
3.7.1. Brand loyalty

This variable measures the customer’s perceptions and reactions to the
brand on how likely a customer will be to switch to another brand especially when
that brand makes a change, either price or in product features, customer’s
willingness to pay price premium, consider customer’s actual purchase patterns,
posses satisfaction after purchasing it, and liking the brand, such as:

a. A constant customer’s preference of the brand.

b. Liking of the brand that can generate trust and loyal to the brand.

c. Customer’s commitment to the brand, always try to buy the same brand

as a result of satisfaction feeling; therefore the customers recommend it to

another person.




67

3.7.2. Perceived quality

This variable measures whether the customer perceived that the brand
perform better quality than others, customer feel that they buy into brand concept
or thought, the brand always posses innovation and customer acceptance to the
brand. It is using indicators, such as:

a. Facility

b. Innovation

c. Service

d. Quality

3.7.3. Brand awareness

This variable measures whether customers have recognition to the brand,
the dominance of the brand between other brand in the market, recall of the brand,
brand knowledge and opinion. It is all about customer’s understanding,
responsiveness, and consideration of the brand, such as:

a. Fame

b. Familiarity

d. Brand to be in the top of customers’ mind

3.7.4. Brand association
This variable measures whether the brand has strong relationship with
customer’s personality and how valuable customer’s money that they have spent

for it. The indicators are:
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a. Brand’s characteristic, such as quality, feature, and design.

b. Intangible factors, such as technological leadership, perceived value, or
perceived quality.

¢. Customer benefits, such as the availability of the brand that is afforded
in all places providing the customer retail satisfaction

d. Life style or personality

3.7.5. Other proprietary brand assets

This variable measures whether the brand has respectability benefit that
can be lived on customer’s mind, such as name that forms the essence of brand
concept, symbol that represents a brand’s meaning, and slogan that supports both
name and symbol of the brand as an added value and remove some ambiguity that
probably consist on the name and symbol. The indicators, i.e.:

a. Trademark and/ or patent

b. Name, symbol, and/ or slogan

¢. Channel relationship

3.7.6. Customers’ purchase decision

Customers purchase decisions are measured through the customer’s decision
about their purchase decision with the indicators:

a. Decision that is customer eager to purchase with brand loyalty

b. Decision that is customer eager to purchase with perceived quality

¢. Decision that is customer eager to purchase with brand awareness
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d. Decision that is customer eager to purchase with brand association
e. Decision that is customer eager to purchase with other proprietary brand

assets

3.8. DATA COLLECTION TECHNIQUES
The data are collected using several methods:
1. Primary Data

According to Aaker, Kumar and Day (2001), primary data are collected
especially to address a specific research object and survey is the
overwhelming choice of researchers for collecting primary data.

Meanwhile, Zikmund (2000) determine primary data as data gathered and
assembled specifically for the research project at hand. Survey is a research
technique in which information is gathered from a sample of people by the use
of questionnaire, a method of data collection based on communication with
representative sample of individuals.

In order to get the valid and reliable data, which are relevant to the
research objective and problems, the researcher distributes questionnaire to get
in-depth information from the respondents about the research topic. This
questionnaire was used to collect primary data and the respondents to fill it in
and assign edit to the research.

2. Secondary Data
Secondary data were collected for some purposes other than solving the

present problem (Aaker, Kumar, and Day, 2001). The researcher used
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information system method, which includes collecting information from
company’s record and databases. Textbook, journal, and other supporting

sources are used as guidance in this research.

3.9. TECHNIQUE OF DATA ANALYSIS
3.9.1. Descriptive Analysis
This research was based on the information from the respondents. The
qQuestionnaire results were used to find out the impact of brand equity on
customers purchase decision. The analysis consisted of:
1. Customers’ variables (customer purchase decision)
2. Product variables (brand loyalty, perceived quality, brand awareness,

brand association, and other proprietary brand assets)

3.9.2. Quantitative Analysis

To find out the influence of brand equity to the customer purchase
decision the researcher used Multiple Linear Regression. The analysis determines
the relationship and the correlation happen on dependent and independent
variables of the research.

According to Zikmund (2000), the regression shows the values of
continuous, interval-scales ratio-scaled dependent variables from the specific
values of the independent variable, and the correlation shows the covariant or

association between one variable with others.




The basic model for the research is:
Y =0+ BiXi + BoXo + BsXs+ BaXa + ... + BXi + &
Where: Y = customer purchase decision
X1 = brand loyalty
X, = perceived quality
X3=brand awareness
X4= brand association
Xs= other proprietary assets
B1, B2, B3 ... Bi = coefficient of multiple regression
o = constant value

& = an error
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CHAPTER IV

RESEARCH FINDINGS AND DISCUSSIONS

4.1. RESEARCH FINDINGS

4.1.1. Reliability for the Data
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The result on the analysis of reliability of the questionnaire for each

research variable (brand loyalty, perceived quality, brand awareness, brand

association, and other proprietary brand assets) is as follows:

Table 4.1
Validity and Reliability Test Summary
Item Corrected Iltem- | Status of | Alpha | Status of
Number | Total Correlation Validity | (o) | Reliability

Y 0.750 Valid | 0.801 Valid
0.711 Valid
0.771 Valid
0.761 Valid
0.607 Valid

Xi 0.643 Valid | 0.770 Valid
0.612 Valid
0.636 Valid
0.591 Valid
0.508 Valid

Xz 0.440 Valid | 0.751 Valid
0.514 Valid
0.422 Valid
0.454 Valid
0.474 Valid
0.558 Valid
0.651 Valid
0.632 Valid
0.683 Valid
0.695 Valid

X3 0.461 Valid | 0.757 Valid
0.574 Valid
0.718 Valid
0.651 Valid
0.534 Valid
0.619 Valid
0.592 Valid
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Item Corrected Item- | Status of Alpha | Status of
Number | Total Correlation Validity | (o) Reliability
0.483 Valid
0.610 Valid
0.666 Valid
X4 0.422 Valid 0.762 Valid
0.647 Valid
0.747 Valid
0.669 Valid
0.491 Valid
0.521 Valid
0.587 Valid
0.682 Valid
0.701 Valid
0.677 Valid
X 0.720 Valid 0.802 Valid
0.662 Valid
0.772 Valid
0.782 Valid
0.715 Valid

Source: based on statistical calculation from SPSS release
12.00 Windows program (see Appendix: 6)

a. The calculation of reliability trial in measurement of customer purchase
decision research required that all valid items should be tested its level of
reliability by using Alpha technique; the result of reliability coefficient
was 0.801. This indicates that all items have fulfilled the requirement as a
reliable factor.

b. The calculation of reliability trial in measurement of brand loyalty results
required that all of valid item should be tested its level of reliability by
using Alpha technique; the result of reliability coefficient was 0.770. This
indicates that all of items have fulfilled the requirement as a reliable factor.

c. The calculation of reliability trial in measurement of perceived quality
results required that all of valid items should be tested its level of

reliability by using Alpha technique; the result of reliability coefficient
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was. 0.757 This indicates that all items have fulfilled the requirement as a
reliable factor.

d. The calculation of reliability trial in measurement of brand awareness
results required that all valid items should be tested its level of reliability
by using Alpha technique; the result of reliability coefficient was 0.762.
This indicates that all of items have fulfilled the requirement as reliable
factor.

€. The calculation of reliability trial in measurement of brand association
results required that all valid items should be tested its level of reliability
by using Alpha technique; the result of reliability coefficient was 0.762.
This indicates that all of items have fulfilled the requirement as reliable
factor.

f. The calculation of reliability trial in measurement of other proprietary
brand assets results required that all valid items should be tested its level
of reliability by using Alpha technique; the result of reliability coefficient
was 0.802. This indicates that all of items have fulfilled the requirement as

reliable factor.

4.1.2. Validity for the Data
a. Brand Loyalty
From the calculation of the validity analysis of each brand loyalty variable,

the result is as follows:




Table 4.2
Validity test — Brand loyalty
Item Mean R Validity
Number
X 6.010 0.643 Valid
5.28 0.612 Valid
5.66 0.636 Valid
5.292 0.591 Valid
5.78 0.508 Valid

Source: based on statistical calculation from SPSS release
12.00 Windows program (see Appendix: 6)

The result verifies that all variables of brand loyalty were valid.

b. Perceived Quality
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From the calculation of the validity analysis of each perceived quality

variable, the result is as follows:

Table 4.3

Validity test —Perceived quality

Item Mean R Validity
Number
X, 5.875 0.440 Valid
5438 0.514 Valid
5.135 0.422 Valid
5.167 0.454 Valid
5.229 0.474 Valid
5.563 0.558 Valid
5.406 0.651 Valid
5.469 0.632 Valid
5.427 0.683 Valid
5.427 0.695 Valid

Source: based on statistical calculation from SPSS release

12.00 Windows program (see Appendix: 6)

The result proves that all variables of perceived quality were valid.

c. Brand Awareness

From the calculation of the validity analysis of each brand awareness

variable, the result is as follows:




Table 4.4

Validity test — Brand awareness

Item Mean R Validity
Number , N
X3 5.91 0.461 Valid
5.604 0.574 Valid
5.469 0.718 Valid
5.50 0.651 Valid
5.438 0.534 Valid
5.396 0.619 Valid
5.354 0.592 Valid
5.135 0.483 Valid
5.365 0.610 Valid
5.198 0.666 Valid

Source: based on statistical calculation from SPSS release

12.00 Windows program (see Appendix: 6)

The result shows that all variables of brand awareness were valid.

d. Brand Association

From the calculation of the validity analysis of each brand association

variable, the result is as follows:

Table 4.5

Validity test - Brand association

Item Mean R Validity
Number
X4 5.625 0.422 Valid
5.427 0.647 Valid
5.125 0.747 Valid
5.375 0.669 Valid
5.865 0.491 Valid
5.74 0.521 Valid
5.67 0.587 Valid
5.083 0.682 Valid
5.031 0.701 Valid
4.823 0.677 Valid

Source: based on statistical calculation from SPSS release

12.00 Windows program (see Appendix: 6)

The result demonstrates that all variables of brand association were valid.




€. Other Proprietary Brand Assets
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From the calculation of the validity analysis of each other proprietary

brand assets variable, the result is as follows:

Table 4.6
Validity test — Other proprietary brand assets
Item Mean R Validity
Number
Xs 6.292 0.720 Valid
5.948 0.662 Valid
5.698 0.772 Valid
5.563 0.782 Valid
5.635 0.715 Vald

Source: based on statistical calculation from SPSS release

12.00 Windows program (see Appendix: 6)

The result illustrates that all variables of other proprietary brand assets

were valid.

f. Purchase Decision

From the calculation of the validity analysis of each purchase decision

variable, the result is as follows:

Table 4.7
Validity test - Purchase decision
Item Mean R Validity
Number
Y 6.271 0.750 Valid
6.177 0.711 Valid
6.063 0.771 Valid
5.844 0.761 Valid
5.854 0.607 Valid

Source: based on statistical calculation from SPSS release

12.00 Windows program (see Appendix: 6)

The result explains that all variables of purchase decision were valid.
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4.1.3. Respondents’ Demographic Characteristics

The respondents’ demographic characteristics in this research are
described into five categories which are based on the respondents’ gender, age,
education, income, and employment. The demographic characteristics discussed
may represent the residents of Nogotirto, Sleman, Yogyakarta.

The impact of the respondents’ demographic characteristics such as age
and gender on the evaluation of brand equity towards purchase decision are not
developed and investigated specifically in this research. The respondents’
demographic characteristics are treated as additional information which may be
used to support the influence of brand equity on consumers’ purchase decision.

The following shows the tables of the respondents’ demographic review.

4.1.3.1. Respondents’ Gender
The total respondents surveyed show nearly equal distribution among
female and male respondents. Of the 96 respondents, the female respondents are

50 people or about 52.083 %, whereas the male respondents are 46 people or

about 47.916 %.
Table 4.8
The Respondents’ Gender
GENDER
Cluster Number of Respondents Percentage
Female 50 52.083 %
Male 46 47916 %
Total 96 100%

Source: Primary data (see Appendix: 2)




79

4.1.3.2. Respondents’ Age

Most of the respondents range between the ages of 16 to 25 years old. This
range of age usually shows the period of study in high school until college or
university. It can be concluded that the respondents are mostly scholars. The age
class of 46 to 55 years old, 36 to 45 years old, and 26 to 35 years old shared
almost the same percentages. Those ranges of age are considered as employed
respondents. The respondents of 46 to 55 years old are about 18 people. The
productive people, who are considered to be between 21 to 55 years old,

dominantly take part in the survey.

Table 4.9
The Respondents’ Age
AGE

Cluster Number of Respondents Percentage
16-25 37 38.542 %
26-35 16 16.67 %
36-45 17 17.708 %
46-55 18 18.75 %

55 > 8 8.33 %
Total 96 100%

Source: Primary data (see Appendix: 2)

4.1.3.3. Respondents’ Education

Most of the respondents are students of secondary school and
undergraduate degree. About 37.5 % of them have finished their senior high
school, thus, most of them are now studying either in college or university. The
rest of the respondents have already finished their undergraduate degree, and
about 8.33 % of the respondents have the graduate/post graduate degree. Less than
4 % of the respondents are in the Junior secondary level. Therefore, it can be

concluded that most of the respondents are well educated.
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Table 4.10
The Respondents’ Education
EDUCATION
Cluster Number of Respondents Percentage

SMP 3 3.125%

SMA 36 37.5%
College/Diploma 12 12.5%
Undergraduate 40 41.67 %
Graduate/Post graduate 8 833 %
Total 96 100%

Source: Primary data (see Appendix: 2)
4.1.3.4. Respondents’ Income
The respondents are asked to provide their average monthly income. It is
shown that 45.83 % of the respondents have the income of between less than
500,000 rupiahs to 1,500,000 rupiahs including students’ stipend.
About 30.208 % of the respondents have the income between 1,500,000
until 2,000,000 rupiahs. The income more than 4,500,000 is only 5.208 %. It can
be concluded that the average income of the respondents is in the range between

500,000 and 1,500,000 rupiahs.

Table 4.11
The Respondents’ Income
INCOME

Cluster Number of Respondents Percentage
<500 - 1500 44 4583 %
1500 — 2000 29 30.208 %
2500 — 3500 12 12.5 %
3500 — 4000 6 6.25 %

4500 > 5 5.208 %

Total 96 100%

Source: Primary data (see Appendix: 2)
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4.1.3.5. Respondents’ Employment
Only 24 % of the respondents are unemployed. About 29 167 % of those

respondents work for private sector and most of them are scholars. The rest of the

respondents are civil servant, entrepreneur, and retired.

Table 4.12
The Respondents’ Employment
[ EMPLOYMENT

Cluster Number of Respondents Percentage

Unemployment (Student) 23 23.958 %
Civil servant 14 14.583 % ]

Private employee 28 29.167 %

Entrepreneur 21 21.875 %

Retired 4 4.167 %
Total 96 100 % ]

Source: Primary data (see Appendix: 2)

4.2. DISCUSSIONS AND IMPLICATIONS

As it has been mentioned formerly, the major hypothesis of this research
mentions that the Brand Loyalty. Perceived Quality, Brand Awareness, Brand
Association and Other Proprietary Brand Assets simultaneously have significant
influence to the Purchase Decision. The major hypothesis was tested by using the
multiple linear regression analysis.

Based on simple regression analysis result using SPSS for Windows

program, the following mathematics model is obtained:
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Table 4.13
The Computation of Multiple Regressions
B R_| R? | Coef Sig.
X1=0.229 104070165 X,=0.017
X2 = 0078 X2 =(. 140
X3=0.020 X3=10.667
X4=-0.132 X4=0.004
X5 =0.160 X5 =0.066

Source: based on statistical calculation from SPSS release
12.00 Windows program (see Appendix: 7)

Before the equation obtained is interpreted, it must be tested first to the
significance regression model. The regression model was tested by using the F-
test and r-test.
a. F-test (Significance level)
F-test is to know the influence of Independent Variable (X) to the Dependent
Variable (Y) by noticing the significance level.
Hypothesis HO: There are no significant influences of brand equity to customer
purchase decision.
Ha: There are significant influences of brand equity to customer
purchase decision.
The test criteria: If the probability < a 0.05 thus, HO is rejected and
If the probability > & 0.05 thus, HO is accepted
The significance level on ANOVA table is 0.005 (see Appendix: 7). Thus,
the probability is 0.005 < @ 0.05. As a result, HO is rejected and Ha is accepted.
The important conclusion can be drawn that five variables Brand Loyalty
(X1), Perceived Quality (X2), Brand Awareness (X3), Brand Association (X4), and

Other Proprietary Brand Assets (Xs) collectively have significant influence to
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customer purchase decision (Y). In other words, clear factor of X1, X2, X3, X4 and

X can be used to predict Y.

b. t —test

This test is to describe whether each Independent Variable (X) influences the

change of Dependent Variable (Y).

Hypothesis: HO: There are no significant influences of each Brand Loyalty
(X)), Perceived Quality (X;), Brand Awareness (X3), Brand
Association (X4), and Other Proprietary Brand Assets (Xs) to
Customer Purchase Decision (Y).

Ha: There are significant influences of each Brand Loyalty (X)),

Perceived Quality (X,), Brand Awareness (X3), Brand
Association (Xy4), and Other Proprietary Brand Assets (Xs) to
Customer Purchase Decision (Y).

The test criteria: (based on probability)
If the absolute score of coefficient significance is < o 0.0s,
thus HO is rejected and
If the absolute score of coefficient significance is > a 0.05,
thus HO is accepted.

Moreover, the test result from each independent variable is presented in the

following table:
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Table 4.14

t-test Result to Each Independent Variables

_ Independent = ~ {Coef.} ‘@ | - Result |
- Variables Sig.
Brand Loyalty (X)) 0.017 | 0.05 | Ha Accepted
Perceived Quality (X,) 0.140 | 0.05 | Ha Rejected
Brand Awareness (X3) 0.667 | 0.05 | Ha Rejected
Brand Association (X4) 0.004 | 0.05 | Ha Accepted
Other Proprietary Brand Assets (Xs5) |0.066 | 0.05 | Ha Rejected

Source: based on statistical calculation from SPSS release
12.00 Windows program (see Appendix: 7)

Coefficient significance (probability) X; (Brand Loyalty) is 0.017 < q
0.05, it means that X, influences significantly to customers’ purchase decision
(Y), while the influence of other variables is constant. Coefficient significance
(probability) X, (Perceived Quality) is 0.140 > « 0.05, it means that X, does not
influence significantly to customers’ purchase decision (Y). Coefficient
significance (probability) X, (Brand Awareness) is 0.667 > g 0.05, it means that
X3 does not influence significantly to customers’ purchase decision (Y).
Coefficient significance (probability) X, (Brand Association) is 0.004 < o 0.0, it
means that X, influences significantly to customers’ purchase decision (YY), while
the influence of other variables is constant. Coefficient significance (probability)
Xs (Other Proprietary Brand Assets) is 0.066 > « 0.05, it means that Xs does not
influence significantly to customers’ purchase decision (Y).
The mathematic model of the influence of independent variables, i.e.: Brand
Loyalty (X;), Perceived Quality (X;), Brand Awareness (X3), Brand Association
(X4), and Other Proprietary Brand Assets (Xs) to the dependent variable,

Customers’ Purchase Decision (Y) can be written in the following equation:
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Y =20.851 +0.229 X, + 0.078 X, + 0.020 X3-0.132 X, + 0.160 X

Based on that mathematic model above, the following explanation can be

concluded:

1.

The initial point of customer purchase decision of simPATJ pre-paid
card is 20.851, when the influence of the variables is constant.

In case of the constant condition of the other variables, each increasing
score of Brand Loyalty (X;) variable will have impacts on the raise of
Customers’ Purchase Decision (Y) variable score of 0.229.

In the case of the constant condition of the other variables, each
increasing score of Perceived Quality (X,) variable will have impacts
on the raise of Customers’ Purchase Decision (Y) variable score of
0.078.

In the case of the constant condition of the other variables, each
increasing score of Brand Awareness (X3) variable will have impacts
on the count up of Customers’ Purchase Decision (Y) variable score of
0.020.

In the case of the constant condition of the other variables, each
increasing score of Brand Association (X4) variable will have impacts
on the decline of Customers’ Purchase Decision (Y) variable score of
0.132.

In the case of the constant condition of the other variables, each

increasing score of Other Proprietary Brand Assets (Xs) variable will
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have impacts on the move up of Customers’ Purchase Decision (Y)
variable score of 0.160.

7. According the preceding data computation, it is acquired that Brand
Loyalty (X;) is a variable that dominantly influences the Customers’
Purchase Decision (Y). By comparing the score of Beta coefficient, the
coefficient score of Brand Loyalty (X;) 0.229 is higher than the other
independent coefficient. That is why the Brand Loyalty (X;) has the
most prevailing influence towards the Customers’ Purchase Decision
(Y).

8. simPATI pre-paid card is considered to have been able to enhance
customers’ purchase decision, when the average score of customers’

purchase decision exceeds 30.2083.
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CHAPTER V

CONCLUSIONS AND RECOMMENDATION S

3.1. CONCLUSIONS
This chapter highlights the discussion of the finding in Chapter IV. Based
on the research finding of the survey and the analysis, several conclusions can be
derived regarding on the dominance of brand equity in the buying decision
process especially on its influences to propose customers’ purchase decision. This
research has a purpose to examine the influence of brand equity (value of the
brand) to customers’ purchase decision, and to identify the brand equity that
dominantly influences customers’ purchase decision, the result are as follows:
1. There are positive influences of brand equity to customers’ purchase
decision. The result from F —test can be drawn through significance
level on ANOVA table is 0.005. Thus, the probability is 0.005 < ¢ 0.05.
As a result, HO is rejected and Ha is accepted. Hence, it can be
concluded that there are positive influences of brand equity to the
customers’ purchase decision of simPATJ pre-paid card. It means that
the independent variables that are brand loyalty, perceived quality,
brand awareness, brand association, and other proprietary brand assets
have positive influence to customers’ purchase decision. The more
customers know about brand equity, the more customers’ confidence in

the purchase decision.
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2. The mathematic model which calculates the influence of the brand
loyalty, perceived quality, brand awareness, brand association, and
other proprietary brand assets to the customers’ purchase decision can
be stated with the following equation:

Y =20.851 +0.229 X, + 0.078 X2+0.020 X3 - 0.132 X, + 0.160 Xs

Based on the above mathematic model, the following interpretations are
made:

a. The starting point of customers’ purchase decision possessed by
simPAT] pre-paid card users in Nogotirto is high, it does cause the
customers’ to be decided to purchase. It happens because the
average score of purchase decision exceeds 30.2083, meaning that
the customers are confidence in the purchase decision.

b. Brand association (X4) has negative influence (bs=-0.132) and it
is significant to the customers’ purchase decision. However,
simPATI pre-paid card should perform brand association carefully
because by increasing brand association has a chance to reduce the
customers’ purchase decision.

. Brand loyalty (X1) has positive influence (b1 = 0.229) and it is
significant to the customers’ purchase decision. Therefore, in order
to increase customers’ purchase decision, simPA47] pre-paid card
should perform the brand loyalty variable of 0.229.

d. Perceived quality (X) has positive influence (b2 = 0.078) and it is

significant to the customers’ purchase decision. Therefore, in order
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to increase customers’ purchase decision, simP 477 pre-paid card
should perform the brand loyalty variable of 0.078.

€. Brand awareness (X3) has positive influence (b3 = 0.020) and it is
significant to the customers’ purchase decision. Therefore, in order
to increase customers’ purchase decision, simPAT] pre-paid card
should perform the brand loyalty variable of 0.020.

f. Other proprietary brand assets (Xs) has positive influence (bs =
0.160) and it is significant to the customers’ purchase decision.
Therefore, in order to increase customers’ purchase decision,
simPATI pre-paid card should perform the brand loyalty variable of
0.160.

g Obviously, it can be seen that the Brand Loyalty (X)) is the brand
equity factor that has the biggest and dominant influence to the

customers’ purchase decision.

5.2. RECOMMENDATIONS
The researcher recommends the marketing practitioners and managers;

especially brand manager the following ideas:

To create a creative and innovative performance to enhance the value of a
brand, the challenge is to understand better the links among brand assets,
including brand loyalty, perceived quality, brand awareness, and brand
association, and future performance, so that the brand construction performance

¢an be justified. This research can provide an understanding on how each one of
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the value of a brand may differ in terms of influencing the consumers’ purchase
decision, which one has stronger effect than others,

The effect of the value of the brand can be very important to ensure and
certify the customers that the brand means not only its name but dec;per than that.
Furthermore, in some cases, customers often lack the capability or driving force to
analyse brand-choice decision at a sufficient depth which has close impact on a
purchase decision toward a brand. Therefore, a systematic approach is needed
before deciding which dimensions of brand equity is absorbed and implemented
into a brand.

The results of this study suggest some important considerations for the
marketing practitioners especially brand manager. As the brand loyalty is related
to the customers’ purchase decision toward a brand, systematic treatments of the
customers is needed by measuring satisfaction, staying close to the customer,
providing extras, and generally over-invest in customers. As the brand association
is anything emotionally linked to the brand, it can affect the processing and recall
of information, provide a point of differentiation, provide a reason to buy, create
positive attitudes and feclings, and serve as the basis of extensions. When the key
tangible  product attribute s cllective, such as: physical facilitics, product
appearance, a tool used to provide service, etc., a positioning on the basis of

association with attributes can drive purchase decision.
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Yth.Bapak/Ibu/Saudara
Di Nogotirto

Assalamualaikum wr. wb.
Dengan hormat,

Saya, Amalia, mahasiswi UII, Program internasional Fakultas Ekonomi Jjurusan
Manajemen sedang melakukan penelitian di Nogotirto untuk sebuah skripsi dengan judul:
Pengaruh Ekuitas Merek (Nilai Merek) terhadap Konsumen dalam Keputusan Pembelian.
Studi Kasus pada kartu simPATI prabayar di Nogotirto, Sleman.

Pada kesempatan ini, saya mengharap kesediaan Bapak/Ibu/Saudara untuk
berpartisipasi dalam penelitian ini dengan cara menjawab kuesioner berikut sesuai
pendapat Bapak/Ibu/Saudara.

Tidak ada jawaban benar atau salah dan semua Jawaban maupun identitas yang
Bapak/Ibu/Saudara berikan saya jamin kerahasiaannya. Mohon tidak mencantumkan
nama. Hasil dari kuesioner ini hanya digunakan unuk keperluan ilmiah, dan tidak
dikaitkan dengan keperluan komersial merek produk tertentu.

Terimakasih atas partisipasi Bapak/Ibu/Saudara dalam penelitian ini.
Wassalamualaikum wr. wb.

Yogyakarta, Februari 2005
Amalia Sari Wulan
Identitas Anda
Petunjuk: Berilah tanda (X)) atau (v ) pada pilihan yang sesuai:
1. Jenis kelamin 4. Penghasilan
_____ Perempuan _____<Rp500.000 - 1.500.000
__ Lelaki ____Rp 1.500.000 - 2.000.000
—__Rp2.500.000 - 3.500.000
2. Usia pada ulang tahun terakhir ____Rp3.500.000 - 4.500.000
16 -25 tahun . =Rp4.500.000
____26-35tahun
3645 tahun 5. Pekerjaan
____46 - 55 tahun ____Pelajar Mahasiswa
____ =55 tahun ____ PNS/BUMN/TNI
___ Pegawai Swasta
3. Pendidikan terakhir ____ Wiraswasta
_____SMP ____ Pensiunan
_____SMA
_____ Diploma /Akademi
___Sarjana

Pasca Sarjana




Evaluasi Nilai Merek

Petunjuk: Berilah penilaian dengan memberi tanda ( X) atau ( V) pada pilihan
yang paling sesuai menurut Anda:

Sangat Tidak Setuju (STS)  Netral (N)  Agak Setuju (AS)
Tidak Setuju (TS) Setuju (S)
Agak Tidak Setuju (ATS) Sangat Setuju(SS)

L Pernyataan tentang Kesetiaan Merek (Brand Loyalty)

| 4

|STS [TS|ATS [ N AS| S [sS

pertama saya

2. Saya menganggap diri saya ‘loyal’

1. Merek tersebut selaly menjadi pilihan )
terhadap merek tersebuyt l i

sebut disuatu toko,maka saya akan me
carinya ke toko lain

4. Saya akan merekomendasikan merek
tersebut pada orang lain (teman kel

3. Jika saya tidak memperoleh merek ter /‘ /

5. Saya puas selama menggunakan
Merek tersebut

1L Pernyataan tentang Penampakan Kualitas (Perceived Quality)

Menurut saya merek tersebut:
STS

4| |

TS |ATS| NJAST §

1. Jangkauan 1 sinyal paling luas

l
f
[ 2. Masa aktif yang panjang [ l ]

3. Harga kartu perdana murah

4. Harga voucher isi ulang murah

5. Isi ulang pulsa elektroniknya cepat,
Mudah dan aman

6. Memiliki fasilitas canggih dan
beragam

7. Mudah mendapatkan pelayanan servis
Center

8. Kapasitas besar untuk menyimpan no.
Telepon dan sms

9. Kualitasnya konsisten mulai dari per-
tama kali dipasarkan hingga saat ini

10. Pendistribusian yang baik mulai darj
ertama kali digunakan hingga saat ini




L.  Pernyataan tentang Kesadaran Merek (Name Awareness)

Merek tersebut:

STS

N JAS| S

. Terkenal

. Berkelas

1

2

3. Berkualitas

4. Mudah dikenali

Dapat diandalkan

5.
6. Moderen
7. Canggih

. Inovatif
. Memuaskan

8
9
10. Harganya terjangkau

IV.  Pernyataan tentang Asosiasi Merek (Brand Association)

r Menurut saya merek tersebut:

STS

N

AS | S

1. Jangkauan sinyalnya paling luas

2. Masa berlakunya paling lama

3. Harga perdananya murah

l
|
l
|

4. Harga voucher isi ulangnya murah

5. Mudah didapatkan dimana saja

6. Sesuai kepribadian saya

7. Banyak fasilitas yang ditawarkan

8. Tampilan kemasannya menarik

9. Selalu berinovasi

10.Berasosiasi pada kegiatan bermusik

V. Pernyataan tentang Aset Kepemilikan Merek Lainnya
(Other Proprietary Brand Assets)

Menurut saya merek tersebut:

STS

N |AS| S

1. Resmi terdaftar (ber-trademark)

2. Memiliki ‘nama’ terkenal

3. Memiliki simbol mudah dikenal

4. Memiliki slogan yang mudah diingat

5. Memiliki hubungan (channel) kuat
dengan perusahaan lain yang sejenis




VL Pernyataan tentang Keputusan Pembelian (Purchase Decision)

[— Saya selalu:

STS | TS

ATS

N |AS] s

SS

1. Mempertimbangkan kesetiaan merek
Dalam keputusan pembelian

2. Mempertimbangkan penampakan
kualitas dalam keputusan pembelian

3. Mempertimbangkan kesadaran
Merek dalam keputusan pembelian

4. Mempertimbangkan asosiasi merek
Dalam keputusan pembelian

5. Mempertimbangkan aset kepemilikan
merek lainnya, seperti paten,
trademark, dan channel dengan
perusahaan lain yang sejenis dalam
keputusan pembelian

~ TERIMA KASIH ATAS KESEDIAAN DAN WAKTU ANDA I~




Identities:
Hint: Please gives a mark ( X ) or (V) on the most suitable choice:

1. Gender 4. Income
Woman <Rp 500.000 - 1.500.000
Man Rp 1.500.000 - 2.500.000

Rp 2.500.000 - 3.500.000
Rp 3.500.000 - 4.500.000

2. Age on the last birthday ____2Rp 4.500.000
___16-25 years old
__26-35 5. Job
. 36-45 _ Student
__46-55 —_ Civil Servant/Military
=55 ____ Private worker
_____Entrepreneur

2. Education (last) Retired
____Junior High School

____ Senior High School

—___Diploma / College

_____Undergraduate

Graduate/Post Graduate

Brand Equity Evaluation

Hint. Please gives your rate by put a sign (X ) or ( ) on paper with suitable
choice:

1 =SD (Strongly Disagree) 4 = Neutral (N) 5 = QA (Quite Agree)

2 =D (Disagree) 6 = A (Agree)
3 =QD (Quite Disagree) 7= SA (Strongly Agree)

L Statement about Brand Loyaity

SD | D QD [N |QA| A

SA

1. This brand is always becoming my first
choice

2. I consider that I'm loyal with this brand

3. If I cannot get this brand in a shop, I will
looks for it in another shop

4. I will recommend this brand to other
erson (friend,family)

5. P'm satisfied during use this brand




IL Statement about Perceived Quality

I think this brand:

SD | D | QD

QA

SA

1. Has the widest networks coverage

2. Has the long active principal period

3. Has the cheap price of opening card

4. Has the cheap price of recharge
voucher

5. The electronic recharge voucher are
fast, easy and save

6. Has various and sophisticated facilities

7. Easy to get service on service center

8. Has big capacity to stored phone
number and sms

9. Has consistent quality since the first
time of launching up to now

10. Good distribution since the first time
liflaunching up to now

II1. Statement about Name Awareness

This brand is :

SD

D QD N

QA

SA

. Famous

._Classy

. Eminence (quality)

. Recognizable

. Modem

._Sophisticated

1
2
3
4
5. Trustworthy
6
7
8

. Innovative

9. Satisfied
10. Reasonable price

IV. Statement about Brand Association

I think this brand:

|

D QD

QA

SA

Has the widest networks coverage

DN | e

. _Has the long active principal period

llsn
|

3. Has the cheap price of recharge
voucher

4. Has the cheap price of recharge
voucher




. _Easy to find everywhere

5
6. Suit with my personality
7. _Lots facility being offered

Interesting package

Always innovate

0. Associated with music activities

V. Statement about Other Proprietary Brand Assets

I think this brand:

SD

D

QD

QA

SA

1. Trademark registered

2. Has famous name

3. Has a_recognizable symbol

4. Has memorable slogan

5. Has a strong channel with same kind
of companies

VL. Statement about Purchase Decision

I always:

SD

QD

QA

SA

1. Consider about brand loyalty in
urchase decision

2. Consider about perceived quality in
urchase decision

3. Consider about name awareness in
urchase decision

4. Consider about brand association in
urchase decision

5. Consider about other proprietary
brand asset such as trademark, patent
and strong channel with same kind of
companies in purchase decision

~THANKS FOR YOUR TIME! ~




RESPONDENTS’ PROFILE

wmber | gender age education | income |employment
1 p 36-45 sma s 500-1,5 w
2 p 16-25 sma < 500-1,5 pl
3 p 46-55 d3 s 500-1,.5 pS
4 p 16-25 sma < 500-1,5 pl
5 1 46-55 sar 25 pns
8 ] 26-35 pS 35 w
7 p 46-55 S < 500-1,.5 w
8 p 16-25 sma S 500-1,.5 w
9 p 18-25 sma < 500-1,5 pl
10 / 16-25 sma s 500-1,5 pl
11 / 16-25 smp < 500-1.5 ol
12 p 16-25 d3 < 500-1,5 w
13 ! 2635 sma < 500-1,5 ps
14 p 16-25 smp s 500-1,5 o
15 p 16-25 sma < 500-1,5 ol
16 D 16-25 sma s 500-1,5 1.5
17 P 26-35 sma < 500-1,5 w
18 I 26-35 s 25 W
19 p 36-45 pasca 4.5 pns
20 p 552 pSs 1,5 ps
21 / 46-55 s 1,5 ps
22 p 16-25 s < 500-1,5 ps
23 p 16-25 smp < 500-1,5 o
24 p 16-25 sma 1 ps
25 ! 26-35 sma < 500-1.5 ps
26 / 46-55 s 25 pns
27 p 36-45 s 25 w
28 p 26-35 d3 < 500-1,5 w
29 p 16-25 sma < 500-1,5 p
30 ! 26-35 d3 < 500-1,5 w
31 ] 26-35 s 1,5 ps
32 p 26-35 s 1,5 ps
33 ] 16-25 sma < 500-1,5 ol
34 ] 16-25 sma < 500-1,5 pl
35 / 46-55 s 35 ps
36 p 46-55 s 1,5 pns
37 { 36-45 s 452 ps
38 p 46-55 s 1,5 ps
39 / 16-25 sma < 500-1,5 o
40 p 36-45 s 1,5 pens
41 / 26-35 a3 1,5 w
42 p 46-55 sma 15 w
43 ] 46-55 pasca 1,5 pns
44 / 16-25 sma < 500-1,5 pl
45 p 36-45 d3 1,5 W
46 ] 552 d3 s 500-1,5 pens
47 p 46-55 d3 < 500-1,5 pens
48 ] 16-25 sma < 500-1,5 pl
49 p 16-25 sma < 500-1,5 pl
50 p 26-35 sma s 500-1,5 ps
51 p 46-55 sma 1,5 ps
52 ] 26-35 s 25 w




53 p 26-35 pasca 1.5 ps
54 ! 16-25 sma s 500-1,5 pl
55 1 46-55 d3 2 pns
56 ! 16-25 sma s 500-1,5 pl
57 p 16-25 sma < 500-1,5 pl
58 / 552 pasca 1,6 ons
59 p 16-25 sma s 500-1,5 pl
60 / 552 S 452 pens
61 / 16-25 sma < 500-1.5 pl
82 ] 36-45 s 452 ps
63 p 16-25 sma < 500-1,5 pl
64 / 46-55 s 1,5 pns
65 / 36-45 s 1.5 pns
66 p 16-25 smp < 500-1,5 pl
67 p 26-35 s 1,5 pSs
68 / 46-55 s 25 w
69 p 36-45 d3 1,5 w
70 p 16-25 sma < 500-1,5 ol
71 / 16-25 s 1 ps
72 p 16-25 sma < 500-1,5 pl
73 / 46-55 s 25 w
74 / 3645 pasca 35 ps
75 p 26-35 s 1 ps
76 / 16-25 s 1 ps
77 p 36-45 d3 1,5 pns
78 I 16-25 sma s 500-1,5 pl
79 / 46-55 s 35 ps
80 p 16-25 sma s 500-1,5 ol
81 p 36-45 sma 1 w
82 / 16-25 s 1 ps
83 / 36-45 s 1,5 w
84 ] 552 s 1 pens
85 p 16-25 Sma s 500-1,5 pl
86 P 36-45 pasca 25 ps
87 p 16-25 S 1 ps
88 / 36-45 pasca 25 ps
89 / 36-45 s 1,5 pns
90 p 46-55 a3 25 w
91 ! 46-55 S 35 pS
92 p 16-25 sma s 500-1,5 pl
93 p 16-25 sma s 500-1,5 ol
94 ] 36-45 a3 1,5 pns
95 / 16-25 s 1 w
96 p 2635 s 25 w
Explanation. pns = civil servant/military
p = female Pps = private worker
1= male pens = refired

S = undergradvate

pasca = post graduatefgraduate

smp = junior high school

sma = senior high school

d3 = college/diploma

w = enfrepreneur
pl =student




Appendix 3

Respondent Pre-test Data
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Appendix 4

Validity and Reliability for the Pre-test




Reliability and Validity Pre-Test Data

**** Method 2 (covariance matrix)

RELIABILTITY
A)

Corre.ation Matrix

1. B_LOYAL

2. PERC_Q

3. NAME_A

4. B_ASSC

5. OTHER_P

6. P_DEC

1. B_LOYAL

2. PERC_Q

3. NAME_A

4. B_ASSC

5. OTHER P

6. P_DEC

B_LOYAL
OTHER P
B_LOYAL 1, 0000
PERC_Q /12512
NAME_A , 0584
B_ASSC 11122
OTHER_P , 2051
1,0000
P_DEC , 4379
, 1338
P_DEC

P_DEC 1,0000

RELIABILTITY
A)

N of Cases =

Statistics for Mean

Scale 255,8333

Item Means Mean
Variance

42,6389

235,1686

T e A

ANALYSTIS -

Mean

28,0667
56,3000
58,8667
54,5667
28,7667
29,2667

PERC_Q

1,0000
12676
» 5792
;3042

+ 3430

Std Dev

3,7959
5,8731
5,6430
6,5479
3,7846
2,8519

NAME_A

1,0000
¢ 5042
02342

0323

ANALYSTIS -

30,0

Variance

347,9368
Minimum

28,0667

Std Dev
18,6531

Maximum

58,8667

SCALE

.Cases

30,0
30,0
30,0
30,0
30,0
30,0

B_ASSC

1,0000
;4661

»1504

SCALE

N of
Variables
6

Range

30,8000

will be used for this analysis ***

(AL PH

(AL PH

Max/Min

2,0974




Lorresations

Variance

, 0268

il

;2720

Item-total Statistics

Alpha
if Item
Deleted

B_LOYAL
, 6993
PERC_Q
, 6011
NAME A
, 6732
B_ASSC
, 5673
OTHER_P
, 6580
P_DEC

, 6925

Scale
Mean

if Item

Deleted

227,7667
199,5333
196,9667
201,2667
227,0667

226,5667

Source of Variation

Prob.

Between People

Within People

Between Measures

400, 4572
Residual
Total

, 0000

Grand Mean

Hotelling*s T-Squared

Prob. =

, 0000

Degrees of Freedom:

Denominator

25

RELIABILTIT

A)

42

Y

Reliability Coefficients

Alpha =

, 6962

sidda ddidil

Hla g 4 hidii

ey

PN

, 0323 , 5792 , 5469 17,9402
Scale Corrected
Variance Item- Squared
if Item Total Multiple
Deleted Correlation Correlation
298,8747 , 2640 ;2237
214,9471 , 5720 , 4099
247,5506 ;3860 ;2571
188,9609 , 6449 , 5327
278,2023 , 4389 ;2410
309,2885 ;3042 2535
Analysis of Variance
Sum of Sq. DF Mean Square F
1681, 6944 29 57,9895
37829,8333 150 252,1989
35275,2944 5 7055,0589
2554,5389 145 17,6175
39511,5278 179 220,7348
, 6389
1363, 9999 F = 235,1724
Numerator = 5
ANALYSIS ~ SCALE (ALPH
6 items
Standardized item alpha = , 6915




Appendix 5

Data Regression
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Appendix 6

Validity and Reliability for the Data




| 3beyd

96 0is0L’c 8020'8Z lA187 101
98 zeels’ £184'S S 1A18
98 $2SL0'1 1182's ¥y 1A8
96 19508’ £959's £ LA18
96 69k11°1 £182's Z 108
96 0088.' $0L0'9 RN
ucneiaeq ‘ms ueeiy
$21i8(je31S W9y
9 geg’ 042
SLUs) JO N sway| Bydp
pezipJepue;s s,yoequID
uo
peseg eydyy
S UoBquUOID

sapspeIs Auiqeyey

'8Jnpedosd sy} Ul Se|qBLEA |(B UO PeSEq] LONe|3p 85IMISIT B

0'001L 96 e}

o' 0 ePBPNOX3

0'001 96 plIEA  S8SB))
% N

frewwung Bujssasoiyg ssen




¢ 3bed

60.' : 000'tL Zv9's 8020'8Z 1A187 101
37 ‘ 80¢s' 2£8'€E ¥092'0S S 1A78
oes’ 16s" oot'0g 0062'0S v 1473
gel' ‘ ge9’ gLL'Ze ¥S8E'08 € 1478
ves' : Zig' 688'6¢ y09.'08 Z71A08
geL’ : £ye’ 661'Z¢ £1£0'05 WENE]
pejeleq TGN uofeieLI0D peslag wej) pelsjeq wsy|
way i Bydly eidninwy [ejoL~wey J 8auBLEA Jl UBBW 8lED]
s,yoequcl) pssenbg pajoe.o) 8]e2g
$238)3eIS (830 L-We)|
"sisk[euB U} Ut pasn puB pele|NoleD 8! XWiBW SOUBUEBACD U |
9 0e0' €20'c osy' gL’ gee’ gst’ SUONBIOLOD We)-.5;U]
9 8L0'Ct 26'8l ZeEL's Zvo's (s] K=} 20T $e3UBLEA LAY
9 L£8'c8 90E'S 0vL'ZZ 120'82 182'S ore’6 suea 1Ja)|
swejj Jo N eaUBLBA wnwiuiy ebuey wnuixep wInwidpy uesiy
J wnwixspy
$2)J8l3e)g Wiey| Lewiwing
.w_wh_m:m ey} ul pesn pug psie|no|es si Xujell sdueUBACY 84
000°t 16g" 869’ oL 81l 1477 1AT87101
186G 000'L £0¢'’ cze' ge’ boe S 1A18
869' £oe’ 000'L gee’ 692’ vee’ v~ 1A8
oL gee! geg’ 000't gey’ oy’ £ 1A8
8L gez' goz' sey’ 000t £6¢ 2718
478 Lpe' v6E’ ¥ay’ £6€ 000} L1A08
| 1A78 10L | 6 1A18 ¥ LAT8 € LA8 Z A9 b LA18




i 2bey

"SISA[BUE 8U) Ui PBSN PUB PeJe|NOJBD S! XUJBLU BIUBLIBA D 8L |

000’

L8

S

v08'0881

€8E'218t

BiS

2P

bR

d

peJenps3- L
s, BuljjeioH

188 pasenbg-) 8 Bujjejon

'S|SAlBUE BU} Ul PesN PUB PBJEINDIED S| XLIBW SOUELBACSD 8L | &
£0PL'6 = UB3N puBID

€9Z'cL A} 80¢'1SS 1y 1eiof
£€62'68 08y £99'0V60Y jelel
iYL Sly 119'102 jenpisey
000’ Siv'eyvs | Li8'2p08 S 950'6£20Y swe)| usemieg 8jdoad UiLIAA
8zv'9 G6 6£9'019 ajdoad Ues wjag
big 4 8Jenbg ueapy p sajenbg
Jo wng
«VAONY
9 12012'9 £95'8€ 2190'95
SW8Y JON | UORBIASQ PIS | BOUELEA uespy




t abeyd

8sIBUI0 Siqewse Jou st ! esnedeq Juesqe st 108ye UoRoBIEIU! Y} BuiwNsse pandwod S| ajBwNSae SIY) o
10U 10 Jueseud §1 1033 LONORIIU| BUY JOLIBYM 'BWES BY) S| JOJBIUINSE B[ | q

‘SOUBLIBA JOJBUILLIOUBP @Y} WOJ) PIFN|IXS S| BOUBLIBA BINSEBLU-UBBMIE] U}-UCIILYSP ADUB}SISLOD B Buisn sjuaioe00 Uonele oD ssedERUI O 8dA] e

[Pex|} 8.8 5108443 Se.nseall pUB WOPUES BJE S}oeye 3idoad e1eum [2poW S108Y8 PaxIW Azn-0a |

000° Sib- 0'66 A GEg’ 169’ 2044 sainsespy ebeisny
000' Sl 0's6 454 L6y 724 485¢€' saunsesy s/8uIg
bis up Lp en(eA punog Jaddn | punog JemaT guoliBjal0)
0 enjep any] YIm1se] 4 {eAJ8IU| 82UBPULOCT) %GH ssepoady




| 3Beyq

96 ¥0€28'S YSEL'PS ALDd 101
96 G186’ bezv's 0L ALDd
96 SY8SL'L L2ZP's 6 41Dd
o6 IAVAN-X 8g9r'c 8 ALDd
96 2.9V6' £90F's L ALDd
g6 15516 G295'S 9 AlDd
96 0586’ 262Z's S ALDd
g6 669¢6' 2891'S P AIDd
g6 y6688" ySeEL'S €74 104
96 €884¢' SLEF'S g ALDd
6 98200'1 05.8'c LA 1D
co:m_>00 PiS uesiy
S)Is|S Way)
Ll 658’ 73
SL8) JO N swa)j eydy
pezipJepueis s,yoequniy
uo
paseg eyd|y
S,UoBqUOID

S33sPYIS Aljiqeljey

'8Jnped0d 8y} Ul $8|QBLEA ||B UO PSsEq uoia|sp ISIMSIT] 8

0°001 96 |1

0 0 sPopNIX3

0'001 96 PUBA  stseD
% | N

Areunung Bujssaosoug :13-30)




ite

‘Siskjeus ey) Ul pasn pue pele|nojes s xusWw 8OUBLBAC D 5y

g RS 652'9 8r9’ 3eL’ 680 i8¢ suoneleLoD Wl - 3.y

by | L6066 006'GS 102'EE 805'cE L09' €L6'e S8OUBLEA LU}

L Sv8'GIZ Zv5'0l 000'6¥ SEL'rS GEL'S £v8'6 SUBS 71|

SWali Jo N ﬁ -RIECTVEYN Wiy ebuey wnuwixepy wnwip ueel

/ Wnixepy
£23181e1S wey) Lewnung
'SisAjeus ey) ui pasn pus PBIBINOIBT S| XUIBW SOUBLBACT 53U |
0co + ges’ pes 8.9 95% 629 ges' \g il Zes' 605" ALDd i0L
gc/ 000'} AV 0ty 08y L6y 0z LT 29}’ gle' Lee' 0L A4
vel FAYA 000} 444 GEY geY’ ove' 414 894" 74 1474 6 A_Dd
8/9 ogy’ 444 0co 't 8.5 652 gee! 0og' 8Lz’ 85¢' GeZ' 87A.Cd
969’ ogy’ sep’ 8/ 0004 LG oge' 61’ 961" sez’ )54 LTALTA
629 L6b' gty 652 g 000'1 gLe' vg8i' 44 Log' 09z’ 9 A_Dd
8cs 4 ore’ 6zg’ oce’ 82 000'4 ol 61’ 80¢' Gl S A_Dd
15 242 psZ' 0og’ 954" v8) oLl 000't 625" oeL' 680 P ADd
bep AT 891" 81z 961’ L vel' 6.5 000'L zoz' g6l £ A Dd
Z95 gie’ 182 85¢’ 68z’ 10g’ 60¢" oeL' 202’ 000} 8¢ 2 ATd
B80S Leg’ psZ' GET’ 02’ 092’ Gl 680’ G6lL' 628 000'L LA D4
| ALDJ 4OL [ 01 AIDd | 6 ALOd | 8 a0d | a5d S AMOd | STADd | v AlDd | £ AIDG | 2 Ba T i AL0d




.Umr_

‘'sishjeue au) ul pasn pue pasje|nolED | XL {BL 30UBUBACS 3L . ¢
8298'6 = uBAp, [.Ei:

Z82'002 G501 V6262112 0%
z8g'gle 095 §6eZi0Le {8loL
bL0'E 0%8 £0Z'/16¢ |enpisey
000’ 798 LVL9 | vE6'02402 ol vt 602202 swe} ueamyeg 81doad w uiing
0ce'Z1 6 09€'LILL 8idoag .1y
Big 4 @.enbs ueapy P s3uendg
0 wng
eYAONY
b BOSYO'LL | 1€9'6El | 80/2 901
SW3 O N | uoheiaaQq .Em% 8OUBLEA | UES|
Sopsi3elS ajeag
21e 000} 806'€E pSeEL'yS ALDd . O
12¢ 669’ €eL'6Li 8EYS'Z0L 0L ALDd
91l : €89’ SOL'zLL 8EY8'Z0l 8 /.10d
L3 29’ ¢66'LZ1L 1208201 8" AlDd
6zl 59’ WANNAL 9ve8'z0l L i1Dd
0es’ 8¢’ LGO'€Z1 £80.'201 9 ALO4
sel’ 1744 SEE'VZL Lip0'e0l S ALDd
gl ) 114 LEZ'sZ1 ZvolL'e0l v ALDd
ove’ ey g6E'9ZL PSEL'COL € Al0d
el vig S£0'9Z1 £Le8'zol Z 410d
YA ovp’ G0L'vZL 856¢£'201 L 10d
pajalag cowm_mtoo co:m_m.:oo pelsje wej| pelsleg wey|
wel| ji eydjy aldyiniy leyoL-wey i svueueA J uesy 3|e03
s,yodequosn psienbg pPeIosLoD 8/e0g




e

ESINIBUI0 AlqBWNSE Jou S i 98Ned8q JUAsqE §|

BOUBLIBA JOJRUILOUSP @Y} WOl BSENIXa S 8OUBLBA 8JNSEALY

128448 uonoe.a| 3y} Bujwnsse payndios Si 8jewnsa s, -
10U Jouese.d st 195y uoIRISY B4l Jeyisym ‘swes sy} st Jojsligse sL
~upameq yi-LoiiLep Asue)sisuoo e Buisn SjLeniyens uolelsuod ssejoe Dedi;

T~
~

g

JU8l3L207 Uofjejalo) ssejsesu|

StsAleue ay) ut pasn pue pajeinoies s xinew 82UBLRAOD BY |

009’ 98 0!

235’88

809'¥0,3

Bis ap

HP d

psJERLS- |
s BuljeicH

PaXi a1k §133)a seinsesl pue WOpUe) aug S103)38 3jdoad siaUm [epowW spreye paxiw Aeai-cs )

000’ 0S5 0's6 SI0p 618 029’ Takss! svinseajy ebuiony |

000’ 0%6 0's6 S0V 154 ac)’ b4 seUnseay =ifuig “

- big ~ P ﬁ Lip 8NEA punog Jaddn | punog Jemoq guoneeuo) i
T T T TG enEn e [ se 13 [eABIU] ©5UPIUST 9508 sseppeu|



. . FAY
96 opeze's opoL s T
96 oj d-Ta 6.61°g O MV 7N
98 vEVEL'L or8e’s 6 MY 7N
95 LES8L'L PSEL'S 8 MV 7N
08 1858’ Zyse’s LTMVEN AN
08 916’ 836L'G 9 MY YN
66 60968’ SlEP'S STMVLA 71
98 Ze0bs’ 000§'s v 71
o8 £68056' 8397'; ST 27t
06 vSeeg’ Zro9's ANV
96 28786’ £908°'s LMY L
N p[coam_\,mo pis ussiy ]
§2}3311835 Wiay)
b 088’ s 1
SWwe) Jo N swaj| eud 5
pezipsepuelg S2BG C. D
uo
Peseq eydly
S,yoequoin

so3speys Aupqerey

3Jnpagoud au Ul sa|geLEA (1B UO PISEq Loajap asIMs e

eNo[o]} 96 jeio]

o 0 ePEpPN|Ixg

0’00} 98 plUBA  s3sen
% | N

Arewiwung Bujssasoay 9seD



bey

X1 uonedL0) Way-aayu|

'SisAleue ey} ul pasn pue palejnojes s Xujel souepeasc oy |

000'L gLe “SWv oL
gl 000'L 0L MY YN
599’ 195 8 MYI AN
€65 9re” 8 MVI AN
9e9’ zee LTMYIN TN
€99’ 88g 9 MVYI TN
285’ 682’ STAMYIN N
69" 8Ly POATIA TN
478 Ly MY A N
819 e ZTMYI
1Ay A SR
MY F 0L MYIWNYN
INVYNLOL

'SisA|eue ey} ul pasn pue P8IBIN3IBS §1 X ew saugURACD By |

599 £s5 9ty £9¢ zas v6o' rSe 819’ €25’ ~awvi o
186 otE A% 68¢’ 69’ 6Ly oy LLE yez' 0L MVYIYN
000’} S1g’ v ore 89z’ 08¢’ ose YA 612’ 6 MVITN
519’ 000+ 882" gel’ 60¢" o0z’ oge’ €20 6€0" 8 MYII YN
424 88z’ 000’1 985’ bEZ' gig 6Sy” cle' rig' LMV
T 9cZ’ 98¢° 000"} o8¢’ soy' 2y SO 882’ 9 MYIIL TN
89z’ 60¢’ ez g6¢’ 000°} zey' S8y LIE AN STMYINTN
05¢° 90z’ 8.¢" soy' rAxa 000’} s i8¢ £ie’ PMVYIINYN
097’ 9cZ’ 6ch’ Ly G6p’ (92-3 000'1 0g9' Lot €MVYIINTN
542 £z0’ Zig 9gg’ e i8¢’ ogg’ 000'} oz’ T MVYINYN
512 6e0’ pLE 882’ 41 £i¢ L0 ozy' 000'} L MYIRYN
& MVIWVN | 8 MYIWYN | Z MVIRVYN | 91 MVYIAYN | 6 MYINYN | ¥ MYIWYN € MVIWVYN | ¢ MVINYN | 1 AvS YN




_Cﬁr.

m el £I8'%51 2627 a0 |
SWaJON | uolielASqg RIS adueueA ues
$213S)38)S 3jedg
o8’ coo't sliec | ovecpo ~opg
8zL! gg9' LP3'9E1L ZIES €0} 0L AT
gL 0i9' LIETLEL Op9t <01 6 MV N
6eL! £89p' 181 ovL L£65 €01 87 MY TN
geL' z6¢’ 9z0'Zv1 0s5/€'¢C1 LTAMYI TN
ggs' 619’ 199°0v1 £EEE S0} 9 MYI TN
vl vEs’ 861 eyl ZV6Z €04 STMYIN TN
peL! 1G9 9zS 6EL 2622 €01 PMYIL TN
62" gLz A WAAY 092 €0} € MYIN TN
ovs' 172 869'Zr1 0521 €01 T MYI YN
325 Loy’ LEQ £V 6228 201 LAV T
pajslag uojele.o) uoljeleo) pajeleq way palseg Wey|
way y eydly eidniniy [elcL-way J 8ouBLIBA, H uesp eeog
§,4yoequos) paJjenbg- pajosiol 3jevg
$31Isp3elg |e30L-Wweyy
‘sisA|eue sy} Ul pssn pue PBIBINDIBY §i XUJEW BIUBLEALD BU |
b 620’ 899'2¢ oeL’ PGl s £¢0’ 66¢ SUOWB[eLIOD Wa)i-Ja;|
b 129’621 €E6'pS €i0'eg 8l2'ge 504 L6E ' s8ouBLRA LUg)|
Ly v49'L12 98501 4414 GOE'PS GEL'S v28'6 SUESy g
SWwall jo N aousuep wnwIdIy ebuey wnuixey wnwiupy uesiy
] Wnwixepy ]




Nme

BSINIBLI0 SjqeLLINSS Jou S| |l 3snedeq JUISGE $1 10848 UOjioeIBUI 3y} BLiwnsse panduwcd S| 9jewnsa siyj -
10U Jo juese.d S| 10943 UOROBIBIUI BUS JoUIBUM 'SWES BU) SI JOJBWIASE L ¢
‘SOUBLBA JOJEUILIOUSP U} WOJ) papn[oxa S! BOUBLEA 6INSEBUI-UBIMS] U]

()

“

-uohiuiyep Asuesisuoo e Buisn sjuaiolyecs udfie|elod ssejoeUl O edA] &

Paxi} aJe 519343 SaunsBal PUB WIOPUES .8 S}O3Y3 9|doad BIBUM [epow $jo648 paxiw Ker-om |

000’ 056 '0's6 PiLY £28’ 8.9’ 2lSL $6.nsespy abe, Ay
oo 056 0's6 [49% 4 )34 L9} abZz' senseapy 8 15
- big bl b 1ip BNjEA punog Jaddn | punog Jemo -UoNE[8.0)) _
0 SNIEABAUL LiiM 1351 3 [€AJBIU] 80UBPIUGD 5563 ssefRequ|

_J

JUBI211J90) UO[EIBLIOD SSEjORU]

'SISA[EUB BY} Ut Pasn pue pale|noies s! Xijew 8OUBLRACT By

000' 98 0l 562028 | ¥6E'1905
Bis up e 3 pesenbe |
8. 6uljjeloy
186} paienbg-| s Bujjajoy
SISA[BUB 9L} L) PBSN puB PaeINDJED S| XWJBW 30UBUEAGD Yy e
S7B8'6 = UBA ruelo)
ggv'zoz i=le]h 16'655€12 JEIC L
lo0'ice 098 9e'81zZiz felol
v’ 0%6 6.6'052¢ |gnpisey
000’ 8EV'9019 | 8€2'9680Z 0l 8€ /96802 swse)) usamag 8(doad UiLiIp
6.0'v} 56 Z¥S IEEL 8/doag vvanag
BiS 4 a.enbg ueap » saJenbg
o wng




1bey

o6 ZLeal's 00S.'€S ossve oL
86 BLEEL'L 6228'v 04 OSsvg
g8 645511 €ie0's 8 25873
o8 84GL1'L £€80'S 8 0Sav
o8 6v898' £969'S L70S3vg
98 6198 96€7'G 9 059v3
96 129 4°3 9v0g's g 2s:+g
95 12880'L 05.¢€'s 7 05273
98 08850'L 0SzZL's £ 05:vg
98 /1926 LLZP'S 270svg
g6 63.€6' 0529'S L QS va
uojeireg pis uge |
sanslels wey
L 068’ 290 .
SWeji o N sway| eudiy
pezipiepueis Stoeque.c |
uo
. peseq eudyy :
S.uJ2equo.D w

SOSREIS Ayf|qeijey

aInpaooud ay) Ul sajqeueA je uo paseq uol3lap 8sIMSI e

¢cool 86 8oL

o 0 ©PEPNIOX3

0'00i 86 PieA  s33eED
% N

ba:..Ezm Bujssasauy ssep



1bey

‘SIsAlEUE B} Ul P3SN pue paie|no|es §! xijew souUBLRAL L oy

A

L 0tQ' €649 192 182’ £10" Gzp SUCHE[RLICD W} -. 31|
L 995'Lel 929'LY y8s'vh 9zL'sy rAZA S0L's SeaUBLBA ¢}
L} 648212 Shi'LL LZB'BY 062'cS €28’y £1L'6 SuBapy ...
Swajl jo N gausLBA WNWIU ebuey wnuixew | wnwiupy uealy

/ wnwixepw r\.m

sousheIs wey| Arewwng

‘SIsA[BUE B} Ul pasn pue pele|noies s xjew souguUBAC . oy

000'L 1z Eps’ 22! 629’ 296" A 494 8L 999’ 8Lp’ ossve o

\ze 000t 209’ ] 29 59¢ S9e' >y 288" Z6Y' pop' gog’ 0L 0Ssvg
vl 209’ 000'} €0l 1A 9G4 902’ gop' 96Y ovy' £se’ 8 0Suvg
zL zor' g0’ 000t P e z62' gie’ sep' 06%' RX4 248 8 0Ssvg
629’ c9g' v6Z’ Lig {000l 299' 052’ cge’ 914 1 e .70Ssvg
29§ 69z’ 951’ 6T 299’ 000'} 65¥' gge’ b £eT’ gL 9 088V
4as e ol A £1e’ 052’ 65p' 000'1 0¥ 1744 LEg €L’ G 0Ssvg
ZiL i8¢’ gap’ S8y’ €9z’ oge’ 0¥’ 000'} 68g" 1744 Y4 ¥ OSSvg
18Z zey' 96p’ o6y A g bLE' 1753 685’ 000'L 28t gog’ £ 0Ssvg
989’ roy' ovv’ ley’ ovt' ged’ ree’ yey' zey’ 000'} gée’ Z70Ssvs
L4 c9¢' £5¢° bl Zye' gLl ¢10’ ¢z’ 29¢' g6g’ 000’} L QS5vg
08Svd 101 | 0170SSVS | 6 08sva | 8 085va | £ 085vg 9 0SSvd | $TOSSVE | v Ossva | ¢ 0seva | ¢ 0s5va |1 055vE .




bey

'siSAjeue auj) Ul Pasn PUE Paje|nNofEd Si XLIBW 3OUBLBACD SU] €

(TLL6=UBR | sie
6EL'861 S50l $¥'69960Z I
09L'912 0968 28680802 jeoL |
£66'S 058 896'¥SLE lenpisey |
000’ 7EQ'69LS | GBY'EEROL ]! G8'PeEP0Z swelj ueamieq gldoad w4 m
829'9l 56 9£9'6/5} 8dosg usan 127 |
big 4 sjenbs ueapy 7S] sa.enbg W
o wng m
eYAONY
Ll SZVTSE) $08'g8l | 0005 /.1 |
SWIY O N | uoneIASg PIS aoUeysA | UEDY W
So)s|IAS ajess
858’ . 000t 9z.'sy 00G4'eS ossve L oL
GeL' .19 $60'281 1£29'20} 0L 0S¢vg
AN YA 0l0'LeL £897'20} 6 0Suvg
ves 28’ 21181 l91%'201 8 0savd
vt 485" L69'891 8y’ L0L L 0s8v8
052’ 12¢s' LEY'0L ¥082'L0) 97 0S8vg
0ss' 167 9:8'691 ¥SE9'L0L S 0SSvg
VI ‘ 699" Lzi'est 05z 4’204 ¥ OS8vg
£ ; Wl 899'L9) 054€'204 £ 0Ssvd
47N e 725'98} 62.0°204 2 0ssve
£G2' ’ zzy' 2L LLL 05/8'10} L QsSva
pels|ag uonesLed uoiele0D psiele(] wsl pejelaq wey
way 4 eydyy sidniny |e30 ) -Wsy # @oueLep Jueepy 8|eos
s.yoequold Uw._mscw pa08.100) 3[eas




ibe

ESIMISL0 SIqBLUNSe JoU S| ) 38NBJBq JU3SQE §I 10848 UORDBIBII 3Y) Buiwnsse pandwod St 9jeWnsa Sy |

10U Jo jueseud §f 03,9 UORIBISILI B} JOUIAUM 'SWES BU} S| JOJBWISe SU !

iyen Aouegsisuoo e Buisn SjuBI3|ye0d uche|e D SE8DBUI O 8dk
‘PaXxi} aJe §)993 seinseaw pue Wopues alg S10343 9jdoad 8i9um jepow $joele paxiw A

BOUBLIBA JOJRUILIOUSD DY} WOJ; PRRNIIX2 §! BIUBLEA 5INSEALU-UBIME] auj-Loniu

2O

19

CAA
ooo’ 056 Q' oy 128 Sg9’ AT seinseapy abeiany
000' 0s5 0'c6 02V €0¢’ So)’ P44 senseapy e fuig
- big b g 1ip 8njeA punog Jaddn | punog Jemo RTINS
0 ohigperu) qiAISe] 5 [BAJBIU[ BOUSPHUOD) %66 sselseiuy)

JUBIOL90)) UOIR[BLIOD SSEjIRIIU|

'SISAleue 8y} Ui pasN pue Palejn9IBo S| XUJBW EOUBLBADS oyl

000

98 0!

8vL'€C8

£VG'6603

bis

ap

LP L

psients-
s Buljeon




bey

% T azoevs PSCL'8Z | dulo oL |
96 99118 v8eg's WEIte)
96 82500 | G29s's b elO
96 Zyoes’ 6468°S € =10
96 86969 6.v8'S FATTS)
96 85£99" /1629 b clO
UoReirag IS | VB3 u
SoRsSNEIS wey)
9 06’ Z08’ ]
swel jo N swaj| eud;;
psziplepuelg SU2BQLID
uo
peseg eudjy
w,comncgo i

8o3speys Ayjqerey

2J1padaud By Ul s3IqBUEA JjB Uo paseq Lonajap BSIMISIT &

000} 6 8o

o 0 £PBPNIOX]

000} 96 pliEA _ s3°eD
% N

Arewiung Bujssasaly :13:1¢)




be 4

Lyg 000’ L ETRA! ¥Sel 62 I
591 GL4 Z5€ B¢ v$€9 25 5
251 z8L 0v0 8¢ €60/ 25 b w
854’ 2L 006 §¢ 62.L6 TS € o 1D
SeL z589’ vy o 6TTE LS e 1O H
£8L’ oz4 40K 44 2616 LS L e 1D w
payseQ yoieedon | uone|sLoDd paajleg wal| casieg Wajl |
wall y eydyy aldyni | 1ejoL-wall Jl 80LBLIEA il UB3py sieas :
S UoEQUALD psignts | pepsLueD .08
SIR6IIeS jejol-way
'SigAlEUR BY) Ul RESN puB PaleINd(Es §i Xujew 8ouUBURA L Ly
g 720’ LEV'T ;1A Ges' epe’ 4%) SUDNEOLIOD WaY =, ]
g 18912 £€89'L2 Lvs'tl 18L'zt oy’ g63°¢C SEOUBLEA 3
g £19'06 8EZ'S £45'cZ sgl'eZ £95'S AT Sugsp - |
SWal 4o N EPRENER WRWIN abugy WNLIXE wnwilipy ueay 1
;unuaxew
531381138 Wal| Asewwng
‘SisAjelie 84) Ui PasN pue pale|nd(eD S| XijeW SoUBUBACT &)
000’} Ly ceg’ .| €28 o' vas d¥lo™ L
L0 000"} 599’ 2s £vg’ A S ¢ 1D
ccg’ el 000’1 ovg' 88¢’ 016’ v eHlD
344 s’ ovg’ 000°} Zys' sey’ £ e 1D
oes gve g8t g 000't 08 21D
A Giy' 0Ls 68" 0.9 8@; ATRS)
ddlC 101 | S 4dl0 v dd10 € 4410 Z dH10O | dHLIC




AR

SisAleUE BY) Ul PasN pue patenoies s xijew BoUBLIBAL |

000’ [ 16 g 095'0vLL | ovecaor
big 1Y e e pe.enD:
s.Buype;: -

1sel psienbg-) s,Buljjajoy

sishjBue aU) ui pasn pue pajelnoles st xuaw SCUBLBADD BL . ¢

BLL4'6 =uBa U,
2188 GiS 09} 'ZE0sy Eie]]
02’26 ogy £89'09Zyv jelog
609l VA4 ver've. |enpisey
000" L99'60PS | 6¥Z'6698 S eVZ'96vEY swelj usamyeg 8ldoag ulisy
1Zl'g g6 £6P°LLL 8|d08d Uas.vi3g
~ b 4 aJenbs Ueapy P sa.enbg ]
F o wng
eVYAONY
9 | 6£086°9 oziey | 80/z s

sway jo ZF UOIIBIASQ] 'PIS | 3dUEBUEA xﬁ UBS [N




‘8dUBLBA JOJRUILIOUSP JU} WO} P

aSWUBYI0 S|qBUISE Jou S| i 8SNEYeq 1L3SJE S 10343 UOROBIA alyp

Buinsse pandwed s djewilsa Siy.

10U 10 Juasasd S| 193y UOHIBISIUI BU} 1BUIBUM "SWES U} S| Jolewnsa By o

PN[oXa S BOUBLEA 8INSEBLI-USBMIA] auj-uoiiuyep Aoug)sisuod

‘pax|j ale §j0949 SIUNSEW PUE WOPUE) 3je SIO3Y3 a|dosd 3iaUM 2P0

£ BUISN SJUBI0IA0D UOHE(BJJ03 SSBOBAUI O 8dh_ e

W Spoeus pexiw Agv-omy

O anjep ey uimisel 4

“lenisiu| 3ouapyLoD %G6

000’ SLy 0'c6 0's 168 ees’ 5¢08’ se.nseapy 2be. 24y
000 Sy 0'c6 9v0 S L0S yig' £0r’ SeNSEa 21l IS
S I .ﬁ P anieA punog Jodd | Punog JemoT | (Uolielslio)
TN T Ty R B sse|oeUl




be,y

sonyspE3s Aniqeley

inpanosd BU) Ul S3|GBLEA ||B UO p3seq UCHS|aP 3SIMIE! ] 2

96 80656'C £80Z 0¢ 2304 1L
98 80182 Zpse's ¢ Sie
98 0686 . 8EVE'S v e
98 viLE8' G290’ £ S
98 bLoLL L42)'S ARG =
98 88/ LL 80:Z'9 L {23e
co:mSmD ._Bm U3
sonsnels wel
3 568" ) !
SWwey 0 N swaj| eud |
paziplepuelg syo2eqQL o3
uo
paseg eydly
S,U2equo.

0001

o

000}

kY
Yo

96 o]

0 ePSRNOXT

96 pllep €520
Z e —

Aewiting Buissadodd 8sed



) 000 5.8 ‘ﬁmmom,om 3304 . 5. |
6.4 209’ 087 82 G296 ve N
oL’ VoL 0LE'8Z 62.6'VS v e
12 7h WA 00942 ZYEEps IR P
VL LLE 89082 985T vS 7% e
9L 0sL Sel 8e 57 7S LT
paleeq uoneeLo uones oD paiela Wal paele Wal
wigi mca_< 29:32 _muo._v-EwH_ I aJUBLBA S UESIN 2ess
S oBQUOLD paienbg p810auoD 3|20s
SIIE1IEIS 12)0L-WAy|
'sISAjBUR BY) Ul RESN puUe PalE|NJJED §1 XLJEW &uelEA el
9 sz ¥68'Z Sly 5z8' ose’ 865’ SUONEIBUOD WAl J5U
09 b1l 125 A 152’8 95L'8 505" Zya'L SaoUBLEA L3}
' 9 197 L6 651°S $9e'vZ 8020 vy8's 5900} SUEdR. L 3
Swal o I JouelBA WNWIUIA m@c‘md LWNLIXE W wnuiuiip ueapyy
J WUNWIXeW h
§9138181§ WAl Atemiwung
'siSA|EUE BU) Ul PESN PUE PIIE[NDIED §I XJBW §oUBLBA T BL L
000 /8% 718’ 58’ 897 T o8’ 3304 o1 |
289 000’} 76b' i8¢ 05¢’ 82y ST
218 y6b’ 000’} yeo’ had £2¢’ AR
gze 28¢ ve9’ 000't 635" geg’ £ 5
894’ 0s¢e’ rAdd 696" 000"} 899’ A=
o8 8zh’ 24 ges’ 899" 000} L one
2304 104 | § 03Qd v 230d ¢ 030d Z 23ad L 03ad |




be i

‘SISA[EUR BU) Ul PasSN pue palejnajed $! xujew souelas

16

g

2092102

}YEG0¢

Bis

P

4P

4

paJENL
s, Bulj

jsel pesenbg-} 8,6ul||sioH

'SISA|BUE 3Ll Ul PISN PUB PBJBINDIEY S| XUIBW SSUBUBADD SL

HEE I

i

-~
2

C

{

yEa0' 0L = uBs, LB
90Z'¢c8 GiS zeTeysLy B3
819’86 gy £99'882.Y [elol
€9l Giv jolelrdrgele) |enpisey
000’ ¥6G'9€08 | O¥Z'LPL6 S 10Z'oEsey swe}} uesmiag aidoad U LiAs
L£9'G G6 965 'S5 9jdoag U3 wi)E
bis 4 a.enhs ugaly P salenbg R
jo wng |
eYAONY
9 91816'S 520°6€ [3Vp )5
SWa)| JON | UONEIABQ PIS | ©0UBlBA UE- [




"8UBLBA JOJRUILUOUSP 84 WCJ) P30

“5SWUI0 S|gBLNSE JOU S| )i @SNEBORG JUSSJE §! 10343 UORoRIAUI 8 Buiwnsse pandwo? si sjewiss St

~0u 10 Juasaud S11984e UONIBIBIU! SUY JOUIBUM 'SWUES S} S JOJeL)Sa &

n|9Xa S1 BoUBLEA SINSEALU-USBASS aUI-UoILLBP AOUR)SISUOO € Buisn SIUaIoga03 UdHe @D SR O &L

‘paxly 9l §}080 SIANSBALW PUE WOPUEJ SJ€ SI08Ya 8jdoad 3IaUM [3POW SOB8L4S pexill A

() -

v
B

000 SLy c'sé 610G 268 zeL ,108 seJnsespy of
000’ Sy 0'66 6410'G 867 gl el seinsesyy
PR up | Lip EED punog Jadd( | PuUNOg JemoT | UOIE|BII0D o
T TosREA eI WIMISeL o TIEAIEIU] 32UBPUUOD Y65 ssejoeaul

1K
3

| USRS P I

{2

o)

>



Appendix 7

The Computation of Multiple Regressions
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