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CHAPTER 1

INTRODUCTION

1.1 Background

According to the recent release of the winners of the best globa brands by
Interbrand (2015), tech brands comprise more than a third of the entire (all 100
brands) ranking’s value, and the report (Interbrand, 2015) clearly shows that the
Western brands still dominate the scenes and stages of the brands in the minds of the
consumers. Two Chinese brands, Huawei (No. 88) and Lenovo (No. 100) are among
the global’s top 100 brands. Because of the lack of brand achievement for Asian
firms, branding and brand management should be a priority for Asian firms (Wee,
2003). As Interbrand’s Global Chief Executive Officer, Jez Frampton, said, *“as
people demand immediate, personalized and tailored experiences, business and brands
need to move at the speed of life,” and thus brands need to be more aligned with
“people’s priorities, that the consumers are able to seamlessly integrate into their
everybody lives” (Interbrand, 2015).

Along the personalized and tailored experiences of brand, cosmetics
consumption is one a daily necessities for many women which creates meanings and
helps foster self-concept or self-confidence (Belk, 1988) that establishes sense of self
and identity (Shavelson, Hubner and Stanton, 1976). In hermeneutical interpretative
research (Bahl & Milne, 2010; Belk, Wallendorf & Sherry, 1989; Thompson,
Locander, & Pollio, 1990) consumer informants describe cosmetics as substances
which help to enhance their appearance and enrich their own set of redlities and
experiential journey of life (Thompson & Coskuner-Bali, 2007). In other words,
brands of cosmetics products have shown to be able to transfer to match the personal
identity and lifestyle/image of the consumers (Catalin & Andreea, 2014). M essages of

the communicative strategies of brands of cosmetics gradually mold and develop the



mindsets that shape consumer behavior (Murphy and Dweck, 2015) and guide
consumer behavior.

According to Business Wire (2015), the global cosmetics market was 460
billion USD in 2014 and, with a growth rate targeted at 6.4% globally, is estimated to
reach 675 billion USD by 2020. In the cosmetics market, skin-care products and
services are still the dominance (Business Wire, 2015) whereas color cosmetics (i.e.
makeup, makeover, eye-shadows, foundations, lipsticks) are another (Wee, 2003).
Nevertheless, the skin care product still remains the largest segment in most of the
markets, with global sales around the world expected to reach more than USD 130
billion by 2019, and Asia market is dominated by skin-care cosmetics products

(Premium Beauty News, 2015), as shown in Figure 1.1.
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Figure 1.1 Types of Cosmetics Market in the World

According to Premium Beauty News (2015) the skin care market is “not only

growing but aso transforming in terms of product diversification and exploration of



innovative growth concepts” and technological developments are encouraged to help
drive demand for personalization and persona product engagement.

Along the background discussed above, variables that relate to the different
facets of customer needs which include self-confidence, socia acceptance, lifestyle
and skin treatment capability, and the contemporary blogger-review factor and
contents of clams of advertisement, promotion and presenters and product
characteristics, would be considered. In particular, these variables would be studied
for the structural relationship to the three brand “I” themes of this these, namely
identity, integrity, and image. The following section on *“Justification” would be

served to help enlighten the intent of this research.

1.2 Justification

Both the business press and the academic literature have long recognized the
roles played by brand. Branding is an important marketing tool to build brand, and
brand is important as it is an intangible asset or resource of sustainable competitive
advantage that makes it difficult for the others to duplicate. Thus, organization of the
advantageous brands can often have long-term benefits (Aaker, 2011; Keller &
Lehmann, 2006), and customers are willing to pay higher price (Goodman & Irmak,
2013) in view of, for instance, the functional and emotional values received.

Brand could result in the habitual psychological disposition to propel a repeat
of past behavior of the consumers (Neal, Wu & Kurlander, 2011), which could
certainly stimulate the consumers to make the right choice without hesitation
(Cho, Khan & Dhar, 2013). Even more important is that the brand can create the
differentiation to allow non-comparable choices for the consumers. As indicated in
Cho et al. (2013) said that “comparable choices are more difficult than non-comparable
choices when represented abstractly, whereas non-comparable choices are more
difficult than comparable ones when represented concretely”. It was argued as
follows, “This is because an abstract representation focuses on high-level
considerations and readily provides a criterion for deciding between non-comparable

options but not for deciding between comparable options that differ on low-level



attributes” (Cho et a., 2013, p. 505). Thus, the “3i” branding model, which is the
theme of this research, is aimed to establish the high-level abstraction towards non-
comparability and differentiation in order to foster brand loyalty.

To establish brand loyalty impact through the “3i” brand characteristics and
elements of brand equity, some empirical evidences can be borrowed for inference.
For instance, in Lakoff and Johnson (1980), they proposed that deep-seated
associations within people’s cognitive structure are effective in influencing consumer
behavior, in particular, when the associations can be made more concrete, such as
through the service-operations enabled brand integrity as it is suggested in this
research. Through active and strong brand association connected cognitively and
affectively to the consumers, that matches the target concept of the brand, manifested
in terms of brand integrity, customers can become easily accessible, mentally, which
implies the customers are mentally connected with the messages of the marketing and
the brand. In this way, the interrelationship of the “3i” of brand becomes inseparable

structure of brand knowledge.

1.3 Resear ch Objective, Hypotheses and Demographic Question

Practically, the purpose of this research study is to provide brand managers
with the “3i” brand insights that have been empirically shown to be capable to predict
and explain the variability of brand loyalty, so as to guide them in effective brand
management, i.e. the use of positive POW seeding campaigns through maximizing the
usage of the brand integrity contents and the loyal customer bases.

Theoretically, the research objective is to study the ability of the “3i” (brand
identity, brand integrity, and brand image) and its antecedents i.e. customer needs,
product characteristics and promotional means, in explaining the variance of brand
loyalty, which in away implies a knowledge structure of brand equity from which the
brand managers can exploit for further brand extension and revenue improvements.

Having established brand equity represented by the “3i”, consumers of the
cosmetics branded products are then equipped with easy-to-process information about

the marketer’s offerings, and this has many advantages such as in reducing the



marketing budgets (Thompson & Ince, 2013), and in improving firm vaue and
reducing firm risks (Dotzel, Shankar & Berry, 2013). In other words, strength of
brand should establish asymmetrical effects when compared to aternative brands in
the markets (Luo, Raithel, & Wiles, 2013).

To address the research objective, four posited hypotheses are described as follows:

H1 (Hypothesis1): Brand loyalty is significantly explained by three
predictors collectively namely as brand identity, brand
integrity, and brand image.

H2 (Hypothesis 2): Both customer needs and service quality influence brand
identity significantly.

H3 (Hypothesis 3): Both customer needs and service quality influence brand
integrity significantly.

H4 (Hypothesis 4): Both customer needs and service quality influence brand

image significantly.

The model fundamentally describes the roles played by the three brand
characteristics (identity, integrity, and image) in influencing brand loyalty. Lovett,
Peres and Shachar (2013) demonstrate, for instance, the different combination of
brand characteristics, i.e. social, emotional, functional, excitement, esteem, and
differentiation in relating positively to WOM (Word of Mouth) content.

As discussed and acknowledged, for instance, in Wee (2003), demographics
variables such as age, gender and income levels are main considerations and variables
for the cosmetics industry, in helping to developing the right and effective marketing
communication strategies (Rabova, 2015), i.e. the types of advertising concepts,
messages and promotiona efforts, including blogger-centric contextual or sponsored
advertising (Fan & Chang, 2011). Towards this end, demographics oriented question
israised asfollows:

Do mae and female have significantly different perceptions toward each of
the construct presented in the conceptual model?



To address and attempt to find evidences to provide structural answers to the
research objective and the four hypotheses raised, including the demographics
guestion, a deductive research approach of the research design is employed, which
will be discussed briefly in the next section.

1.4 Resear ch Design and M ethodology

The research design and methodological procedure centers not only on the
microstructural issues that relate to ontological, epistemologica and methodological
discussions (Hudson & Ozanne, 1988), but also construct validity and rationality. The
validity, rationality or reasonable is important thing of the scientific process, like heat
of scientific because the scientific process is measurement to find evidence to support
the real situation or nature by explanation in normal term or aways approved. To
accomplish construct validity, a critical literature review with particular focus on
cosmetics applications and evidences is reviewed, and pre-testing procedure is strictly
followed to ensure that the questionnaire items and the contents are challenged to
deliver construct validity, and content validity, and reliability of the instrument.

As it was discussed in Churchill (1979), if the sample is reasonable and the
questionnaire items “look right,” the measure is reasonable or the content have
validity, because of question and answer will matching and comfortable in all
condition (i.e. question about cartoon needed to answer by who watch the cartoon as
children or question about lab-technique needed to answer by lab-technician), and
following this steps suggestion, it can produce validity content for measurement.
Nevertheless, Churchill (1979) also acknowledges that there are transient personal
factors as well as some ambiguous questions which produce guessing, or the research
effort may involve other extraneous influences other than the sampling of items.

Thus, research design procedure must be established to deliver qualities of
research represented by validity and reliability. To accomplish this, this research
underpins on a positivistic paradigm position, which exploits the questionnaire-based
survey in the data collection stage. Specificaly, the research design procedure is

known as follows;



First, an integrative literature review provides the state of knowledge that
concerns the themes and the patterns of themes (variables, or constructs) of interest.
Rooted in the literature review, questionnaires survey instrument is developed and is
subjected to pilot or pre-testing by the use of subject expert. Sampling population
relies on students at Mae Fah Luang University, being approached conveniently.

1.5 Definitions

The first step of suggestion in the procedure for developing good measures
interlace specific to the construct, which advocates that the researcher need to
meticulous in analyzing what is right position in the definition that need to included or
excluded (Churchill, 1979). This section is purported for this.

1.5.1 Advertising

Advertising is regularly used by the selected cosmetics brands (Rabova, 2015).
Advertising is a form of marketing communication, persuasive and planned in
intention, that aims to attract visually and influence consumer behavior (Rabova,
2015) which helps to foster favorable relationship with the consumer (Jirak &
Kopplova, 2009). In this research, contemporary means of advertising such as by the
use of blogger review, presenters, as claims to have fast effects, and through product

promotion, are considered in the survey instrument.

1.5.2Blog

A blog, short for weblog, according to Fan and Chang (2011, p. 1777), is
“a type of web site that is usually maintained by a blogger who will publish serial
journal posts containing news, comments, opinions, diaries, and interesting articles.”
Two types of blogs induced advertising are typicaly used, namely text-based
advertising (sponsored search, or keyword targeted marketing) and contextua
(content targeted) advertising (Broder, Fontoura, Josifovski & Riedel, 2007).

Many companies are investment to fashion bloggers, in case of the famous
blogger they will charge price for talking with the product but in some new blogger

they will work for free and charge after that get good feedback. The company



predicted, they will get advertising space to a lot of readers or who be able to access
the internet. Now a day alot of people are connected with internet or social mediathat
is huge of population will online al the time and form now on the internet technology
IS very easy to access, then all ages can online that is big market segment in now a
day.

The advantage of advertising on social mediais low risky for companies, only
tester products and some public information will sent to bloggers and all of these
thing not have cost but the blogger fame can be come up with high good feedback,
advertise on social mediais very cheap cost and high effect to consumer (Matikainen,
2012).

The consumer things about other advertisement is set of thing that producer
want them to know and hide something that not want them to know, but in term of
social media everything almost real because the consumer think about social mediais
speaker from normal people or some person that not have advantage if they talk
something to some product. Today fashion bloggers very popular on advertising and
the blogger will get reliable than some expertise. Consumer think expertise comes
from company and they need to sell their product but blogger like a friend, who try
some product and want to share their experience. This effect show about the important
of blog in now aday. (Kangasniemi, 2009)

The blog marketing is “the use of weblogs to promote a brand, company,
product or service, event or some other initiative” (Corcoran et al., 2006). According
to Thorson and Rodgers (2006) they said that advertising blogs look like e-WOM, or
electronic word of mouth, which can have positive effect or negative effect by use
some sentence to talk about product and service. Word of Mount will turn to
campaign of some company that concern about effect of consumer behavior and
consumer decision making after they know about how other people talk about their
product. Why blog become important now, because the consumer use blog like the
source to find some information that they believed its true. It is important for
company or everyone that want to use blog as the advertisement; they need to
understand social media characteristic or nature of them that can have effect to the
blog advertising. The characteristic of each blog, type of product that can use blog and
how to matching product, word of advertisement, and blog together that will make



that advertise seems real from normal people and solidity (Kenneth, 2011).

1.5.3 Brand Integrity, Brand Image, and Brand I dentity

Integrity depicts the internal consistency and trustworthiness of the brand,
manifested in consistent quality of the cosmetics products, being certified to guarantee
the products and the functional benefits delivered. The definition of the brand image
is the consumer perceptions about a brand, how they recognize the brand through the
product or service, it can reflect by the brand association in the consumer mind
(Keller, 1993), such as associated with country-of-origin effects (Wee, 2003).
Country-of-origin has proven to work well with I Nuovi Cosmetics (INC) by the
decision the cosmetics company made in outsourcing to sign the contract to
manufacturers in other country such as Japan, Italy, France, Switzerland and USA
rather than in Asia, predominantly due to the country-of-origin brand association
induced brand image (Wee, 2003). Brand identity is defined how one views and
understands the brand (Tgjfel & Turner, 1985), by for instance, following the favorite
brand activity so that the consumers can maintain relationship with it, and that the
brand has unique story and background that interest the consumers.

1.5.4 Lifestyle

Lifestyle has been validated in the extant literature of consumer behavior in
influencing consumer behavior and preferences (Catalin & Andreeca, 2014). In other
words, consumers often rely on brands as relevant mean of self-expression and as a
lifestyle become (Catalin & Andreeca, 2014, p. 103). Lifestyle is implemented in the
survey instrument of this research as an aspect of customer needs, for instance,
denoted by “I need to use cosmetics because my job requirement needs to keep good
looking,” “I always follow the cosmetics trend,” “I like dressing up, make-up, and
everything that make me good looking,” “I use cosmetics everyday although | don’t
go outside,” and “My handbag will always have cosmetics.”

Today, lifestyle is has strong effect to many part of company or producer,
because of the consumer like convenient life, who can offer in better condition will be
afirst choice. For instead, lifestyle is defined as the term of role in life, it can include
the interests, opinions, behaviors, behavioral orientations of an individual, group, or

culture. However, lifestyle is more than just promoting how that product matching
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with day life, but need to answer the question why the consumer need that
product/service and how they get the benefit of it. Lifestyle has effect to product and
service that provides product or service to consumers with emotional that make the
consumer familiar with it as soon as possible. For example, Fast food will lead the
market from now on because the consumer behavior change to urban lifestyle,
everyone will rush up in every activity. Why Starbuck be leader of coffee, in the
market have a lot of coffee band but Starbuck very success in business, because of
they not provide coffee only but they provide luxury lifestyle to consumer too. The
company have more concern thing to run the business, lifestyle is one of them to
concern and this factor always change in everyday and change very fast. If company
doesn’t understand in lifestyle of the consumer, the barrier of the company that can be

competitive advantage will exit (Jung & Merlin, 2003).

1.6 Limitation

Sampling issues are predominantly limited in two perspectives. One aspect
deals with the convenient choice of the sampling population, which is based on the
convenient approach to any students who can participate in the questionnaire-based
survey. The other is the variant of product choices and cosmetics types available in
the market, for instance as color cosmetics or/and skin care treatment products (Wee,
2003). Both types of products have different functionality and consumers would also
react differently to them on the aspect of affection. Color cosmetics line is composed
on makeup products which include, for instance, eye-shadows, foundations, and
lipsticks (Wee, 2003), and skin care treatment product has the function to solve the
skin problems in multi-function that will be competitive advantage and meet the
consumer demand in the modern lifestyles (Wee, 2003, p. 73). Both of these
limitations would lead to larger standard deviation on the perceptions of the

respondents to the variables studied.



CHAPTER 2

LITERATURE REVIEW

The purpose of this chapter is providing the knowledge about how important
of brand in cosmetic industry and definition of 3l and factor that have effect to
consumer behavior is included. For guide the base knowledge that this research is
focus on and the reason why this research isimportant for cosmetic devel opment.

This chapter of this research wills talks about the theoretical about brand in
cosmetic industry, how important of the brand in cosmetic industry, the attendance
variable to brand integrity, brand identity, brand image, and theoretical concept
model. To accomplish this, evidences inferred from the existent publications that
relate to cosmetics industry would take priority in the literature review, while the
generic understanding of the constructs or variables would also be approached.

2.1 Brandsin Cosmetics I ndustry

Brands are important, as it can help consumers gain the trust and confidence of
the products and services to serve them well as expected (Bandura, 1995) when the
customers face with challenging situations (Park and John, 2014), i.e. a need for skin
treatment by the use of cosmetic products. Consumers who consume branded
cosmetics may think that they cannot easily improve their personal qualities and
abilities through their own efforts, and thus they would rely on the quality which are
guaranteed by the brands, which is a phenomenon advocated by the “entity theorists”
(Dweck, 2000). In other words, brand integrity that attempts to establish the trust and
confidence of the activities and services offered by the brand providers become
extremely important. To ensure brand integrity resulted from the products and
services offered, cosmetic industry resolves to have honest and creative labeling and

packaging to convince the consumers that what goes on inside the produce is what is
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stated (Duber-Smith, 2013), supplemented by the certification under the purview of
the certification and audits of the Food and Drug Administration and various
third-party certifications (Duber-Smith, 2013, p. 522).

Integrity issues of cosmetics and skin care products are rather challenging, for
instance, certain brands or organizations are claiming to offer preservative-free in the
cosmetic market, but in reality the cosmetic ingredients are just being replaced with
the alternatives that do not need to label. As discussed in Ziosi, Manfredini, Vandini,
Vertuani and Fraternali (2013), irrespective to classify of the ingredient type and
grade, the cosmetics on the market must be good condition and have ability to skin
trestment, in order to cushion the microbial contamination which would lead to
product deterioration and thus pose serious risks for consumer health. The complexity
of the cosmetics product ingredients prompted the US Congress to pass the labeling
law requirement in the early 1970s and the subsequent publication of the International
Cosmetic Ingredient Dictionary (Steinberg, 2013).

From the technical perspective of cosmetics and skin-caring products, very
technical ingredient would influence the integrity of the product quality and thus
brand integrity. For instance, as illustrated in Beerling and Gough (2013), surfactants
are often used as they have the ability to lower the surface tension of aliquid and the
interfacial tension between the liquid and this provides sensorial quality perceptions
of the consumers of the cosmetics and skin-care products. Based on this rationale, the
global market for personal care surfactants was estimated to be around USD $10.5
billion in 2012 (Kline, 2013), with growing potential for wide use in the cosmetics
markets. Another technical integrity example could be illustrated by the use of
emulsion technology, i.e. cold processing of emulsion, and by emulsion it is ssimply
known as dispersion of one material inside of another which is important for cream
making, which helps to demonstrate, for instance, hydrophilic characteristics and thus
can result in different perceived quality of the cosmetics and skin-care products (Cox,
2013).

Apart from the technical-quality integrity, i.e. safey (Schwarcz, 2013) and as
illustrated above, that may have impacted on brand integrity, marketing means such as

advertising also play important role. For instance, advertisement that claims “Reduces
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Wrinkles” often may have only 50% perceivable reduction effect, and by perceivable
it may as well be another subjectivity phenomenon (McLeod, 2013).

In addition to brand integrity of the cosmetics products, it is aso of paramount
importance that cosmetic industry continuously develops and acquires new
technology to better create brand identity that differentiates out from the crowds of
the competition choices (Dell’Aqua & Calloni, 2013). To create identity, i.e. a
sustainable one (one that have performance to meets the consumer needs and have
ability to differentiation from other kind of product that have similarity functions, the
consumer can memorize and recognize very easy that is characteristic of the identity),
for cosmetics industry is important, as the industry is flooded with cosmetics and
personal care products that are positioned differently and most of the time rather
technically, such as cosmetics products being positioned in the antioxidant, soothing
and regenerative categories (Dell’Aqua & Calloni, 2013, p. 530). Brand is like a
human personality. A contemporary “ecological” approach to personality study
indicates that personality traits could escape from the head and reside in part in the
surrounding physical and socia environment. Such a view, according to Matthews
(2008), can infer individuals’ personality from the state of their desk or the photos on
the walls. The *“ecological” approach to personality, when borrowed to imply for
brand personality or brand identity, it could be inferred that there are
interrelationships between the “3i” of the brand, namely brand identity, brand
integrity and brand image.

Having established brand integrity and that the consumers are aware of the
identity and characteristics of the brand, gradually brand image is formed. In Aribarg,
Arora, Henderson, and Kim (2014), citing Loken and John (1993), brand image is
clarify as “a network of information in consumer memory about a brand and its
associations, which can include functional features, self-expressive benefits, visua
symbols, and logos” (p. 657). In other words, consumers form an image of the brand
through variegated mechanisms and manifestation of different brand association,
stimulated and enabled by various marketing functions such as advertising (Boulding,
Lee & Staelin, 1994), packaging (Aaker, 1991).

When brand association is formed at a high level of awareness, brand imageis
formed (Keller, 1993), and together with the establishment of brand integrity and
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brand identity, many empirical research shed light towards the formation of brand
equity (Keller, 1993). When the advantage and value of the brand can be transmitted
to the products or services identified, it is referred to as brand equity transfer, and this
is the ultimate motive that drive the marketers to use brand affiliations to affirm,
express, and enhance their identity (Bearden & Etzel, 1982). By brand equity, it
implies the value of the brand is advantage for the firm and it is the goal of the
company to build the brand become value, next step they can focus on the brand to
generate benefit to the company (Mizik, 2014) which established brand loyalty, as it
is hypothesized in this research.

In terms of brand identity, which is similar to human identity in that our
identity could be defined by how we identify ourselves, how about our characteristic
and how our action to respond in each situation comparing with how others perceive
us and how they imagination about us (Tajfel & Turner, 1985), brand identity can
similarly be perceived by the consumers. Brand identity is of paramount importance
as consumers’ identities are also affected by the brands they consumer (Reed,
Forehand, Puntoni & Warlop, 2012). From the understanding and the view of the
“Identity Theory,” when brand identity is established, it offers the opportunities for
self-enhancement for the consumers that have accrua social, psychological, or
economic benefits (Tavassoli, Sorescu & Chandy, 2014)

Lastly, brand image has become a central focus in both marketing research
and practice in the industry. When brand image fails to deliver its intention, it could
prevent the brand holders or organizations to market their extended products
successfully and effectively (Swaminathan, Page & Gurhan-Canli, 2007), and perhaps
could cause negative publicity (Ahluwalia, Burnkrant & Unnava, 2000), and thus
dilute brand strength (Ferraro, Kirmani & Matherfly, 2013).
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2.2 Antecedent Variablesto Brand I dentity, Integrity, and Image

Three important antecedent variables to brand identity, brand integrity, and
brand image are incorporated in the conceptual model. The conceptual mode is
discussed in Section 2.3. The three antecedent variables are:

1. Advertising — Blogger Review, Presenter, Claim, Promotion

2. Customer Needs — Skin Treatment, Lifestyle, Social Acceptance and
Self-Confidence

3. Product — Easy to Use, Store Location, Attractiveness, and Price

Advertising is the first important tool that firms use to promote and increase
the potential of the performance in their products, especially in the markets for grab
attention to the consumer and build the consumer perceive their goods (Barroso &
Llobet, 2012), by stimulating the consumers to subject to consumer awareness for
brand identity (Roberts & Lattin, 1991) and loyal commitment (Draganska &
Klapper, 2011). Advertising is also an important means to help cosmetics companies
develop their brand image (Wee, 2003).

Contemporary approach to advertising involves the use of blogs as attractive
platforms for advertisers (Fan & Chang, 2011). Blogs provide the messages, contents
and information that of high relevancy to the consumers and thus are contemporary
means to effective advertising. Three types of bloggers are available (Technorati,
2008), namely (1) persona bloggers blog, (2) professiona bloggers blog, and (3)
corporate bloggers blog. While personal bloggers dea with topics on persona
interests, the latter two bloggers types involve with issues that relate to topics that
relate to the organizations, i.e. their products and services, with not in an official
capacity or as an official capacity (Fan & Chang, 2011).

Apart from the use of advertisement, i.e. blogger reviews and presenters, as
corporeal or tangible information that serves to the consumer for identify and
differentiate of any product (Keller, 1998), product attractiveness such as by the
evidences of its features, attributes, characteristics, pricing and packaging (Wee,
2003) are also important antecedent variables to aim to establish brand identity, image
and integrity. The Singapore-home grown cosmetics brand, | Nuovi Cosmetics (INC),
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has proven that cosmetics product characteristics are important, and thus INC uses
testers and product information to attract consumers, and to present to the consumers
as easy-to-use products, in easily located locations, such as via cosmetics countersin
departmental stores, stand-alone boutiques and the establishment of distributorships
(Wee, 2003).

The last two antecedent variables are known as lifestyle and self-confidence.
Lifestyle has been validated in the extant literature of consumer behavior in
influencing consumer behavior and preferences (Catalin & Andreeca, 2014). In other
words, consumers often rely on brands as relevant mean of self-expression and as a
lifestyle becon (Catalin & Andreeca, 2014, p. 103). Brand can also help to increase
consumers’ sense of self-confidence (Park & John, 2014), which mean that, they will
have high believe in their capability or their performance to perform well in a specific
condition and situation, at least, their self-confident will increasing (Bandura, 1995)

In sum, in the cosmetics industries, as a result of fragmented and diversity
nature of competitor brands in the markets, it is important cosmetics companies make
consistent efforts to foster the development of a sense of product exclusivity, in terms
of brand identity and brand image (Wee, 2003). In other words, cosmetics companies
need to carefully design their marketing communication tactics (i.e. advertise, or use
presenters to stimulate the consumers towards the product testing) to influence
consumer behavior (Rabova, 2015).

2.3 Theoretical Conceptual M odel

Brand is important to consumers of cosmetics as it helps reduce consumer
search costs and perceived risks, guarantee quality, and create/enhance consumption
experience (Mizik, 2014). The 3i of brand becomes the knowledge structure of brand
management in the ability to influence the state of customer loyalty towards the
brands in the perspectives of perceived quality, associated images and confidence
over the integrative actions offered by the brands. While many research focus on the
monetary value measurement of brand equity, such as in terms of the premium price

or market-share in the premium segment, the brand will dictate over a generic or its
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competitors (Park & Srinivasan, 1994), profitability premium (Srinivasan, Park &
Chang, 2005), or brand-growth multipliers (Knowles, 2003), this research focuses on
the brand equity as summative explanatory power of brand identity, brand integrity
and brand image in influencing brand loyalty. Implication wise, these summative
power of brand equity would lead to improve marketing productivity to guide future
directions of the marketers (Rust, Ambler, Carpenter, Kumar & Srivastava, 2004).
Brand is shown to have important associative learning and stimulus-response
capability that drives the consumers to repeat the purchase or to say positive words to
others about the brand (Hull, 1943). While cognitively, it is important the consumers
perceive the efficacy of the products, but in reality cosmetics is often an emotional
decision, and thus it is important for the brand marketers to balance the
communicating on both emotional and rational bases of the brand (Barton, 2013).
These functional and affective values are parts and parcels of the brand management,

implemented by the “3i” branding mechanism of the following model, as shown in

Figure 2.1.
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Figure 2.1 The Theoretical Conceptual Model



18

Specificaly, four posited hypotheses are described as follows:

H1 (Hypothesis1): Brand loyalty is significantly explained by three
predictors collectively namely as brand identity, brand
integrity, and brand image.

H2 (Hypothesis 2): Both customer needs and service quality influence brand
identity significantly.

H3 (Hypothesis 3): Both customer needs and service quality influence brand
integrity significantly.

H4 (Hypothesis 4): Both customer needs and service quality influence brand

image significantly.

The model fundamentally describes the roles played by the three brand
characteristics (identity, integrity, and image) in influencing brand loyalty. Lovett,
Peres and Shachar (2013) demonstrate, for instance, the different combination of
brand characteristics, i.e. social, emotional, functional, excitement, esteem, and
differentiation in relating positively to WOM (Word of Mouth) content.

As discussed and acknowledged, for instance, in Wee (2003), demographics
variables such as age, gender and income levels are main considerations and variables
for the cosmetics industry, in helping to developing the right and effective marketing
communication strategies (Rabova, 2015), i.e. the types of advertising concepts,
messages and promotiona efforts, including blogger-centric contextual or sponsored
advertising (Fan & Chang, 2011). Towards this end, demographics oriented question
israised asfollows:

Do mae and female have significantly different perceptions toward each of
the construct presented in the conceptual model?



CHAPTER 3

RESEARCH METHOD

Because of the significant intangible value of brands (Lehmann, Keller &
Farley, 2010), managing brand becomes significant, but nevertheless, the
guestionnaire development becomes very complicated and challenging, and is
subjected to the issues or context at hand, i.e. cosmetics. Thus this research makes an
attempt to develop its own questionnaires that suit its purpose — cosmetic industry in
Thailand. Nevertheless, at this exploratory stage level, only the views of the students
from a case university are undertaken. As a result, for newly developed measures,
Nunnally (1978) states that Cronbach’s Alpha (o) = 0.6 can be acceptable, or
otherwise the researchers should make an effort to establish it to be over 0.70. In
reality the reliability of the instrument depends on not only the validity base but also
the diversity or homogeneity of the populating sampling, including the use of words
that are not making confusion to the respondents.

A deductive approach to the research design is used, and thus a thorough
literature review is a prerequisite for success, which serves as the base for validity,
reliability and generalizability. Because of the complexity of subjective perceptions in
something that is objectively quantifiable, which is the scientific cosmetics products,
the research design is based on a redlist epistemology in that it stands firm on the
“probabilistically real” philosophy of the research finding.

3.1 Epistemological Position of the Research

According to Hudson and Ozanne (1988) said that “The consumer research
literature is predominantly a territory of positivistic social science with the goals of
research set in explanation and prediction, which places a high priority on identifying
causal linkages”. Typically, a positivistic epistemological position of research
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emphasizes causal explanation, i.e. the causal relationship between the brand 3i and
brand loyalty, which underlines the basic assumption that “real causes exist” (Ozanne
& Hudson, 1989, p. 3). Nevertheless, there are always scopes for debates or spaces of
flexibility of arguments or counterarguments for epistemological position argument
(Tan & Kantabutra, 2014). For example, the causality is in the “realm of metaphysics”
and stated that “it is questionable to what extent causality is of scientific interest.”
(Kyburg, 1968, p. 236).

In another understanding, positivism is determinism which advocates the view
that every case, according to Angeles (1981, p. 60) said that “all things in the universe
are governed by or operate in accordance with causal laws”. However, it is in general
acknowledged, for instance, by the realist side of positivism that the causal world isto
a redlist, it is assumed that there exists a probabilisticaly objective reality
independently of what individuals perceive (Hudson & Ozanne, 1988, p. 509).

Advocating a stance point for epistemological and ontological research
position is important as without it, a research effort has indeed lacking of a base for
validity and reliability. Asit was acknowledged in Anderson (1986, p. 162), “perhaps
the most significant breakthrough in the field of science studies in this century is the
recognition that the crucial unit of analysis is not at the level of proposition,
hypothesis, or theory, but at the level of the macrostructures in which these concepts
are embedded”, which deals with the structural understanding between ontological,
epistemological, methodological, and axiological questions relating to the research
issues investigated.

This research focuses on the perceptions of consumers relating to brand that
associates with a product rather than the services provided by the organization. The
latter would prompt the consumers to view the perceptions towards a brand by
viewing the whole firm as the provider of the service experience (Berry, 2000) which
may include the quality of services offered (Alexandris, Douka, Papadopoulos &
Kaltsatou, 2008) and the overal interaction the consumers encountered with the
various domains of activities of the service provider (De Chernatony & Segal-Horn,
2003). For perceptions that relate to brand of products, i.e. cosmetics products as
discussed in this thesis, the measurements are never straightforward. Even arealist or
positivistic approach is undertaken, which this research relies upon, the discovery
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about the causal linkage or structure would depend upon the deductive efforts and the
survey instruments implemented, as well as the sample choices that are capable to
make sense of the phenomenon under study. In other words, evidences of the 3i
aspects of brands are dealing with higher order construct which can only be
appropriately measured along a direction of the operational definition advocated in
the research. The operational definition is given in Chapter One of thisthesis.

Now that the epistemological position is stated, it will thus help to shape and

guide the procedures of the research design

3.2 Resear ch Design

Based on arealist or positivistic paradigm, a deductive research approach can
be used, which relies on digesting and understanding the given knowledge to help
suggest the scopes and nature of hypotheses as assumed reality to be subjected to a
rigorous research effort (Tan, 2015).

The research procedures are listed as follows:

3.2.1 Literature research is conducted iteratively and in different stages, the
direction and scopes of research become clearer. In general, literatures review
providing some knowledge to the reader “the results of other studies that are closely
related to the one being undertaken” (Creswell, 2013, p. 27). The first round of
literature review aims to sort out the themes to be focused upon, which arrive at the 3i
domains of the brands, and the product-, customer needs-, and advertisement oriented
variables. In addition, the first round also suggests a research objective that is the
summeative intention of the research in view of the possible points of contributions to
the extant literature. The second round of the literature review is then aimed to
provide a more evidential holistic picture to the structural patterns of themes or core
variables or constructs studied in the research. Findly, the literature research
concludes with a conceptual model which would be the guiding structure of variables
of the research.

3.2.2 Questionnaire development — In term of technical, the process to

analyze, measurement, or operationalization interlace “rules for assigning numbers to
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objects to represent quantities of attributes” (Nunnally, 1978, p. 2). In this research,
five-Likert scales are used, with scale

1 signifies “Strongly Disagree”

2 represents “Somewhat Disagree”

3 as “Moderate”

4 as “Somewhat Agree” and

5 means “Strongly Agree”

3.2.3 Pre-testing (Pilot Testing) — as a way to evauate in advance whether a
guestionnaire causes problems for the respondents, such as in terms of the possibility
for confusion in terms of vocabularies or terms used, the similarity of themes of the
guestionnaire items, and the content and construct validities of the survey instrument
to reflect the research objective and the key themes of the research. This pre-testing is
conducted by discussing the questionnaire with the supervisor who has had a good
base of knowledge in both business research and the applications of business theories
in the practical worlds, i.e. in marketing disciplines. The discussion with the subject
expert (supervisor) isiterative in nature, involving not only the theoretical discussion,
the design of questionnaire items, the suitability in the use of words but most
importantly, the pilot testing is rooted in a pre-mass survey of 40 sample size being
subjected to descriptive and inferential statistics analysis. At the pre-testing stage,
exploratory factor analysis is used to examine the intended construct validity and
content validity, and reliability of the survey instrument as expected. Sample size
suitability also is judged by acknowledging the reality of the strength of effect size
such as in multivariate regression analysis as suggested and compiled by Cohen
(1992). For instance, with medium effect size, of alpha (a) of 0.05, a multivariate
regression analysis of three predictors (i.e. involving 3i of brand) would need at least
76 sampl e sizes as minimum, for power of 0.80.

3.2.4 Fina questionnaire-based survey is conducted

3.2.5 Data collected would then be subjected to both descriptive and
inferential  statistics analysis (Nardi, 2003) and discussions, conclusions and

implications are presented.
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3.3 Sampling

For this research, as an exploratory stage of understanding the complexity of
the brand issues for cosmetics products and their industry in Thailand, in which no
academic or practice oriented publication were available, a convenience-based
sampling based on the student population at Mae Fah Luang University was chosen.
The choice of students as the sampling population is appropriate as, for instance, the
national homegrown cosmetics brand (cosmetic which come from traditional
knowledge and most of ingredient come from herbal source) in Singapore, | Nuovi
Cosmetics, targeted their markets at the youth at the age of 20-24 years. According to
Wee (2003), Singapore homegrown cosmetics brand, | Nuovi Cosmetics (INC), has
successfully established itself in the international cosmetics industry that show the
performance of the company who can build image of homegrown cosmetic in better
look and show space of market share in thisindustry and new market segment will be
competitive advantage, in both color cosmetics and skin-care treatment products.

Mae Fah Luang University is located in the central hub of Chiang Rai, in
which the city sees its emerging potential to continue to grow commercialy,
especialy with the new introduction of a big shopping mall developed by the Central
Group of Thailand. However, Mae Fah Luang university students are also diversified
in nature, with students coming from all over the places in Thailand, but nevertheless
the magjorities are from the Northern parts of Thailand, which may have lower level of
demand in terms of cosmetics usages or otherwise as shown in this research. For this
research, avalid sample size of 258 is used for the statistical analysis.

To not be biased towards either male or female, they are asked alternatively,
meaning that first the female is approached, and then the male is approached. When
any of the gender (i.e. male) approached rejected for the reason that he does not use,
for instance, the face cosmetics, the next gender, female, would be approached. In this
way, it provides a relatively non-biased way to estimate the proportion of the female
and male in the face cosmetics consumptions, representing the youth currently
studying at the university in which their consumption behaviors would certainly be

extended to career ages.
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Convenience sampling is non-probability in nature which means the
researcher uses people in some specific area who are comfortable to answer the
guestion and easy to collect the data, if the researcher sampling in uncomfortable
condition, the date will be error because the sample not familiar to answer in true
detail. The students are located from around the campus, such as the library, the
canteen, resting areas, or friends. Only those students who are currently using
cosmetics products, i.e. face products that are important to the users, for the reasons of
sengitivity or visual impact, are engaged in this research study. Note that
determination of sample size is not straight forward, which could depend upon the
nature of the population (i.e. demographics, or psychographics) or the strength of
validity of the theoretical model tested and validated (Cohen, 1992). For instance,
when sampling is attempted to reflect the nature of the genders using cosmetics, it is
difficult to judge in the first place the proportion of the female and male in the
consumption, and this proportion percentage influences the determination of sample
size, by the fact that sample size, n, is determined by Z2 pg/e®, where Z is the abscissa
of the normal curve that cuts off an area a at the tails (1-a equals the desired
confidence level, e.g. with 95%, Z is 1.96), e isthe desired level of precision, i.e. £5%
precision, p is the estimated proportion of female population using, for instance, the
face cosmetics, and g = 1-p. The sample size selected is based on an assumed 10%
male and 90% female (estimated from the pilot data and interviews). Based on p of
0.1 and g of 0.9, and with Z of 1.96 (95% confidence) and error of 0.05 (5%
precision), the sample needed is 173. The final data collected for this research is 203.

The advantage of convenience sampling, rather than the use of random or
statistical sampling, is that the individuals’ behaviors, which can be predetermined
and judged, and to impose that they will become a part of a study’s sample, although
there are always opportunities that this non-random method of sampling, it can bias
the results and explanation of the data and make the result is not real (Weathington,
Cunningham & Pittenger, 2012).
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3.4 Questionnaire Development

In view of the limitations stated in Chapter One, the survey participants are
requested to only provide their perceptions to facial cosmetics. Nevertheless, facial
cosmetics still have the variants, such as in terms of color cosmetics (i.e. lips,
makeup, foundation) and skin-caring products (Wee, 2003).

Questionnaires are self-developed to suit the industry context in Thailand,
albeit utilizing the views of the student population at the exploratory stage of this
research. The questionnaires address three types of antecedents to the “3i” that
describes the brand equity, namely the different facets and attributes of customer
needs, promotional practices and product & pricing, and the “3i” namely perceived
brand identity, brand integrity, and brand image, in the ability to explain the
variability of customer loyalty. Customer loyaty, as a share of purchase, was
highlighted in Wright and Vanhuele (2008) as originated in Copeland (1923) in the
first issue of the Harvard Business Review.

Although there are various approaches to approaching the measurement of
brand equity (Aaker, 1996), this research focuses on measuring the equity value as a
result of the three collective works of brand identity (an attempt by the cosmetic
organization to create brand awareness), brand integrity (the perceived ability to
deliver the service as expected), and brand image (the perceived image of the brand in
association with various brand promoted events such as sponsorship support or
medical certification). In this regard, brand equity is the perceived vaue that
contributes to develop and strengthen brand loyalty, and as such it is more
fundamental drivers that the approach undertaken by Aaker (1991; 1996).

As to the brand identity, again there are a host of definitional scopes, such as
brand identity as physical specificities and qualities (its physique) which is made of a
combination of either salient objective functions or emerging ones, brand identity as
personality, as culture, as a relationship, customer reflection (Kapferer, 2008). In a
way, brand identity is the organization’s effort that aims to stimulate responses
(Keller, 1993). Thus, for an exploratory purpose, simplifying the operationalization of
brand identity is crucia, and this research exploits the ability of the brand to get
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stimulated through awareness channels. Relating to brand image, Boulding (1956) is
considered as one of the early authors that draw the attention to the commercial
importance of image. Brand image is constructed (Weick, 1979) in the consumer’s
mind through the perceived association of the customer with the brand and its related
activities or representation, i.e. brand image as reflecting the country of origin in that
certain brand reflects the authenticity of certain originality of the country, and its
associated quality, asindicated in the questionnaire items.

Brand names also are seen as convenient but predictive cues about product
performance and its integrity, i.e. in terms of product and service quality (Erdem &
Swait, 1998; Keller, 1993; 1998; Smith & Park, 1992). This service quality assured
perception is represented in this research as brand integrity — the integrity of the
product or service delivered.

Now that the broad-based background of the body of knowledge has been laid
to guide the operationalization of the constructs of this research, the following
provides the list of the questionnaire items that have been subjected to both
exploratory factor analysis and reliability analysis. The exploratory factor anaysisis
confirmed based on the significant Bartlett test of sphericity and the adequacy of the
sampling represented by the Kaiser-Meyer-Olkin measure (KMO), which is stated as
arequirement to be over 0.60. When the construct shows more than one dimensional,
the table of total variance would be presented, such as for the customer need that
relates to skin treatment and healthiness (and beauty).

Brand Identity (KMO = 0.818), Unitary Dimension, Cronbach’s Alpha (a) =
0.80

1. Cosmetics event and cosmetics booth stimulate my interests and
understanding toward cosmetic trends.

2. By keeping follow my favorite brand activity | maintain relationship
with my favorite brand.

3. Cosmetics that have brand story and brand background often interest
me.

4. | recognize new cosmetic brand from advertisement.

5. If | can’t get news or activity from my favorite brand for long time, |
tend to lose interest in my favorite brand.
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6. Cosmetics events and cosmetics booths provide confidence on cosmetic
products.
Brand Integrity (KMO = 0.612), Unitary Dimension, Cronbach’s Alpha (a) =
0.749
1. My favorite cosmetic brands aways deliver consistent quality.
2. My favorite cosmetic brands are able to give me comfortable and good
effect.
3. My favorite cosmetic brands are usually certified to guarantee the
product.
4. My favorite cosmetic brands have strong expertise suggestion.
5. Loca market usually has lower quality of cosmetic products.
Brand Image (KMO = 0.694), Unitary Dimension, Cronbach’s Alpha (a) =
0.616
1. 1 will buy other of product of my favorite brand, not just cosmetics.
2. | buy cosmetics from foreign brand only such as Europe, Korea, Japan
and US brands.
3. | buy cosmetics products from the company that have cooperation with
medical company.
4. Cosmetic company that has many certificates in many associations is
reliable.
Brand Loyalty (KMO = 0.811), Unitary Dimension, Cronbach’s Alpha (a) =
0.795
1. | often stick to my favorite brand.
2. | dways keep speaking in the good things of my favorite brand.
3. If my favorite brand increases the price, | can pay whatever the price.
4. | often try new product that my favorite brand is launching.
5. If I can’t find my favorite brand product in nearby shop, | will order
from internet or go to the shop that has my favorite brand.
6. | aways use cosmetics that are comfortable and good effect to me.
7. | do not hesitate to convince my friend to use my favorite brand because

itisproviding good effect.
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Price (KMO = 0.699), Unitary Dimension, Cronbach’s Alpha (o) = 0.682
1. I try low price product when | find it.
2. | switch the product that have same effect but with lower price.
3. | dways buy the cosmetics products during promotion period.
4. 1 don’t care about brand names; only comfortable price and good effect
is sufficient.

5. I don’t hesitate to change my favorite product if I find another product

islow price.
Product: Easy to Use (KMO = 0.724), Unitary Dimension, Cronbach’s Alpha
(o) =0.648

1. | use simple product that has simple description.

2. | dways use one cosmetic product that covers everything than choose to
use many products.

3. | dways buy complete product, although I can make homemade.

4. | have cosmetics less than five pieces.

5. If I find another brand launches product that is simpler than my favorite,
| will try that product.

Product: Store Location — Cronbach’s Alpha (a) = 0.235 (Deleted due to low o)

1. | dways buy cosmeticsin nearly shop.

2. | often buy cosmeticsin department store than market.

3. If my favorite cosmetics product isn’t available in the shop, I will
change to another product.

4. | often wait until my favorite cosmetic product becomes available in
nearly shop athough another shop already has my favorite cosmetics products but far
from my location.

5. | often buy from the internet and order them to send the product to my
location.

Product: Attractive (KMO = 0.787), Unitary Dimension, Cronbach’s Alpha
(0) =0.841
1. | grab cosmetics that have nice packaging first.
2. | often buy because of pretty packaging.



29

3. | change my favorite cosmetics product if | find another brand that has
nice packaging.
4. | choose cosmetics products that have nice packaging although it has a
little bit of slow effect than others that have simple packaging.
5. | often buy cosmetics that have luxury packaging athough the effect is
the same as normal product.
Advertising: Claim to have fast effect (KMO = 0.728), Unitary Dimension,
Cronbach’s Alpha (a) = 0.804
1. | use cosmetics that have fast effect; even it is high price | would till
pay.
2. | try every product that advertisesto have fast effect.
3. | often use cosmetics in overdose because it shows fast result.
4. | buy cosmetics from internet that claims to have fast effect although |
don’t know how they are proved.
5. | often buy cosmetics that have the word “overnight”, “within hour”,
“few minute” although | don’t recognize that product.
Advertising: Presenter Cronbach’s Alpha (a) = 0.345 (Deleted)
1. | use cosmetics product that superstars show on the screen.
2. | change my favorite brand when the presenter has bad image (-)
3. | use cosmetic that is the same as the superstar is shown using athough
itisexpensive.
4. | change my favorite brand when that brand changes presenter.
5. Sometimes | don’t buy the product because | don’t like their presenters.
Advertising: Blogger Review (KMO = 0.823), Unitary Dimension,
Cronbach’s Alpha (a) = 0.826
1. When | have question about cosmetics, | will consult with cosmetics
blog.
2. | get information from cosmetic blogger more than expertise in clinic.
3. Thetext in blogger istrue.
4. | find information from the blog while | shop in cosmetic store.
5. I always find out the product that has review in the blog, even if it isn’t
shown in the shop | will order from the internet.
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Advertising: Promotion (KMO = 0.786), Unitary Dimension, Cronbach’s

Alpha (o) = 0.815

1. I dways buy cosmetics in promotion period.

2. If I find another brand have promotion, | will buy although it isn’t my
favorite brand.

3. I will wait until my favorite products have promotion although it takes
longer time.

4. | often switch cosmetic product if another brand have promotion.

5. If there is promotion going on the shop, | will go to buy athough it is
far from my location.

Customer Need: Skin Treatment (KMO=0.683), Cronbach’s Alpha (a) = 0.687
(For Items 1, 2, and 3) to stand for skin treatment and matching with the skin
problem, and Cronbach’s Alpha (a) = 0.653 (Items 4 and 5) to stand for healthy skin
and beauty purpose. Customer need construct for skin relevancy is factored into two
dimensional factors, namely of skin treatment and matching to the skin problem, for
items 1, 2 and 3, and for skin healthiness and beauty purpose for items 4 and 5.

1. | use cosmetics for treating my skin only.

2. | use cosmetics recommended by skin expertise.

3. | buy on the type of cosmetics which match to my problem only.

4. | think color make-up is not necessary; keep skin healthy is.

5. | think beauty from within is better than cover my face but change
nothing inside (-).

Both meet the minimum requirement for inter-item reliability criterion for
self-developed questionnaire at 0.60 (refer to Nunnally, 1978). The tota variance
explained is presented for the three stages, which is, at the initial stage, it shows the
factors and their associated eigenvalues, the percentage of variance explained, and the
cumulative percentages. In reference to the eigenvalues, one would expect two factors
to be extracted because they have eigenvalues greater than 1, which has 67.427 per
cent of the variance explained, at the final stage, as shown in Table 3.1.



Table3.1 Total Variance Explained for Skin Relevancy of the Customer Needs

Initial Eigenvalues Extraction Sumsof Squared Loading Rotation Sums of Squared L oading
Component % of . % of . % of Cumulative
Total . Cumulative%  Total ' Cumulative%  Total '
Variance Variance Variance %
1 2.261 45.221 45.221 2.261 45.221 45.221 1774 35.484 35.484
2 1.110 22.206 67.427 1.110 22.206 67.427 1.597 31.943 67.427
3 625 12.506 79.934
4 553 11.052 90.985
5 451 9.015 100.000

1€
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The two extracted factors of the table that explains the total variance of the
extraction are aso reflected in the following rotated matrix Table 3.2, which shows
two distinctive characteristics of the construct, namely the skin treatment and its
problem matching represented by items 1, 2 and 3, and skin healthiness and beauty by

items 4 and 5.

Table 3.2 Rotated Factor Matrix for the Skin Relevancy of the Customer Needs

Component
1 2
Skin Treatment 2 .846
Skin Treatment 3 .805 A17
Skin Treatment 1 .612 413
Skin Treatment 5 .845
Skin Treatment 4 77 835

Customer Need: Life Style (KMO = 0.827), Unitary Dimension, Cronbach’s
Alpha (o) = 0.825
1. | need to use cosmetics because my job requirement needs to keep good
looking
2. | dwaysfollow the cosmetics trend
3. | like dressing up, make-up, and everything that make me good |ooking.
4. | use cosmetics everyday although I don’t go outside.
5. My hand bag will always have cosmetics.
Customer Need: Socia Acceptance (KMO = 0.803), Unitary Dimension,
Cronbach’s Alpha (a) = 0.835
1. | feel freetalking to people when | use cosmetics.
2. | become more obvious to people when | use cosmetics.
3. | feel the eye sights of people around me are different when | use
cosmetics.

4. | feel more appreciated in my group when | use cosmetics.
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5. Society reacts more positive to who looks beautiful and smarter than

normal.
Customer Need: Sef-Confidence (KMO = 0.755), Unitary Dimension,

Cronbach’s Alpha (a) = 0.838

1. | am confident when | use cosmetics.

2. Cosmetics give me better self-image.

3. I can’t go outside if | don’t use cosmetics.

4. | feel | study or work in high performance when | make up or hair
styling.

5. Usage of cosmetics reflects my personality.



CHAPTER 4

RESULTSAND DISCUSSION

4.1 Introduction

The literature review in Chapter Two raised four hypotheses and one relevant
demographic question (on gender only). The literature review provides the state of
knowledge of the current of publications with strict focus on the three aspects of the
brand, namely as brand integrity, brand image, and brand identity, together with the
antecedent variables, that relates to cosmetics markets. This chapter presents the
results of the statistical analysis of the questionnaire-based survey data collected.
Firgt, in section 4.2, the statistical analysis, particularly the multivariate regression
analysis, is used to discuss the results that aim to provide evidences of support to the
four hypotheses. Then, in section 4.3, t-test results are discussed to address the
gender-based demographics question.

4.2 Inferential Analysis

The demographic profile of the student respondents are made up of 18.7 per
cent of males and 81.3 per cent of females. The age groups are between 18-25, and

their monthly expenditure for cosmetic products are shown in Table 4.1.
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Table 4.1 The Monthly Expense on Cosmetics by the Student Respondents

Valid Cumulative
Frequency Per cent

Per cent Per cent
<500 Baht 77 37.9 37.9 37.9
_ 501-1,000 Baht 89 43.8 43.8 81.8
valid 1,001-5,000 37 18.2 18.2 100.0
Baht
Total 203 100.0 100.0

Basicaly the theoretical aspect of the research objective has been
accomplished, with the multivariate regression Table 4.2, ANOVA Test Table 4.3,
and Coefficient Test Table 4.4 showing that brand loyalty can significantly be
explained for 48,7 percent of its variance by the Brand “3i”, namely brand identity
(with Beta 0.317), brand integrity (with Beta 0.359) and brand image (with Beta
0.200). While brand image is predominantly an image in consumers’ mind (Boulding,
1956; Weick, 1979), and brand identity as the predominant ownership of the
organization in the ability to reinforce a meaning behind a brand for consumers and
also functions to communicate the essence of the brand (Diefenbach, 1992), and brand
integrity as the assurance that provides the necessary emotional and technical
confidence (Duber-Smith, 2013), it is clearly shown the Brand “3i” can be
strategically and operationally auctioned upon by the organization. The operational
guidelines can be seen from the contents of the questionnaire items of this research. In

sum, Hypothesis H1 is supported.
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Table 4.2 Multivariate Regression for Customer Loyalty as Dependent Variable
Analysis Being Predicted by the “3i” of Brand

Adjusted R Std. Error of

M odel R R Square .
Square the Estimate

1 .698 487 479 49631

Table4.3 ANOVA Test for Customer Loyalty as Dependent Variable Analysis Being
Predicted by the “3i” of Brand

Sum of _
M odel df Mean Square F Sig.
Squares
1 Regression 46.448 3 15.483 62.854 .000
Residual 49.019 199 .246
Total 95.466 202

Table 4.4 Coefficients Test for Customer Loyalty as Dependent Variable Analysis
Being Predicted by the “3i”” of Brand

Unstandardized Standar dized

M odel Coefficients Coefficients t Sig.
B Std. Error Beta
1 (Constant) 776 .218 3.559 .000
Brand Identity 271 .049 317 5.494 .000
Brand .382 .065 .359 5.916 .000
Integrity

Brand Image 197 .062 .200 3.176 .002
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Hypotheses H2, H3 and H4 are supported as shown in Tables 4.5-4.13 and the
discussions follow. Brand identity is shown in Table 5 to be explained for 50.8 per
cent of its variance by the socia acceptance aspect of customer needs (at BETA of
0.289), product attractiveness (at BETA of 0.228). The other two nearly significant
factors are the promotional means of blogger review (at BETA of 0.123) and
promotion (at Beta of 0.122). Brand identity creation is important as the cosmetics
industry is flooded with cosmetics and personal care products that are positioned
differently and most of the time rather technically, such as cosmetics products being
positioned in the antioxidant, soothing and regenerative categories (Dell’Aqua and
Caloni, 2013, p. 530). Brand is like a human personaity. A contemporary
“ecological” approach to personality study indicates that personality traits could
escape from the head and reside in part in the surrounding physical and socia
environment. Such a view, according to Matthews (2008), can infer individuals’
personality from the state of their desk or the photos on the walls. The “ecological”
approach to personality, when borrowed to imply for brand personality or brand
identity, it could be inferred that there are interrelationships between the “3i” of the

brand, namely brand identity, brand integrity and brand image.

Table 4.5 Multivariate Regression for Brand Identity as Dependent Variable Analysis

Adjusted R Std. Error of

M odel R R Square .
Square the Estimate

1 Jq17 5l4 484 57763




Table4.6 ANOVA Test for Brand Identity as Dependent Variable Analysis

38

M odel Sum of df Mean Square F Sig.
Squares
1 Regression 67.138 12 5.595 16.768 .000
Residual 63.396 190 334
Total 130.534 202

Table 4.7 Coefficients Test for Brand Identity as Dependent Variable Analysis

Unstandar dized Standar dized
Moddl Coefficients Coefficients Sig
B Std. Error Beta
1 (Constant) -.264 .382 -.691 490
Customer Need: Self- .093 .087 .98 1.058 292
Confident
Customer Need: Socia .238 .068 252 3.492 .001
Acceptance
Customer Need: Life 107 .064 134 1.674 .096
Style
Customer Need: Skin .095 .073 .069 1311 192
Treatment
Product: Attractiveness .230 .059 252 3.861 .000
Product: Store L ocation 012 .085 .009 144 .886
Product: Easy To Use -.042 .065 -.038 -.653 515
Product: Price .096 .067 .090 1.433 153




Table 4.7 (Continue)
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Unstandar dized Standardized
Coefficients Coefficients _
Model t Sig.
Std.
B Beta
Error
1 Advertisement: Blogger .087 .053 .097 1.636 104
Review
Advertisement: ClamTo  -.056 .062 -.056 -.891 374
Have Fast Effect
Advertisement: .109 .058 121 1.887 .061
Promotion
Advertisement: Presenter .203 .092 132 2.214 .028

As to brand integrity, which is the most pressing issues with the cosmetics

industry (Ziosi et al. 2013), is shown in the multivariate regression Table 4.8, to have

its 31.5 per cent of the variance being significantly explained by the easy-to-use

attribute of the cosmetics products, as well as skin treatment that also match with the

skin problem arose. The latter is a critical aspect of the technical-quality integrity, i.e.

safety (Schwarcz, 2013) which has shown to have impact on brand integrity (McLeod,

2013).

Table4.8 Multivariate Regression for Brand Integrity as Dependent Variable

Analysis
Adjusted R Std. Error of
M odel R R Square .
Square the Estimate
1 487 237 189 58229




Table 4.9 ANOVA Test for Brand Integrity as Dependent Variable Analysis
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Model Sum of df Mean Square F Sig.
Squares
1 Regression 20.008 12 1.667 4917 .000
Residual 64.422 190 339
Totd 84.430 202

Table 4.10 Coefficients Test for Brand Integrity as Dependent Variable Analysis

Unstandar dized Standardized
Coefficients Coefficients
Model t Sig.
B 0 Beta
Error
1 (Constant) 1.389 .385 3.611 .000
Customer Need: Self- .058 .088 077 .657 512
Confident
Customer Need: Social 105 .069 138 1.526 129
Acceptance
Customer Need: Life .089 .064 139 1.390 .166
Style
Customer Need: Skin 330 .073 297 4.496 .000
Treatment
Product: Attractiveness .018 .060 .025 .300 765
Product: Store L ocation 103 .086 .091 1.197 233
Product: Easy To Use .090 .065 .100 1.375 A71
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Table 4.10 (Continue)

Unstandardized Standardized

t Sig.
Coefficients Coefficients
M odel
Std.
B Beta

Error
Product: Easy To Use .090 .065 .100 1.375 A71
Product: Price -.048 .067 -.056 -710 479
Advertisement: Blogger .008 .053 011 145 .885
Review
Advertisement: Claim .026 .063 .033 410 .682
To Have Fast Effect
Advertisement: .032 .058 .044 542 .588
Promotion
Advertisement: -.059 .093 -.048 -.636 526
Presenter

Brand image, as shown in Table 4.11 of the multivariate regression anaysis,
can be significantly explained by the three antecedents raised as important factors in
this research, namely product attractiveness and easy-to-use characteristics of the
cosmetic products, the blogger review, and skin treatment and problem matching.
Specificaly, 37.4 per cent of the variance of brand image can be explained by skin-
treatment and problem matching aspect of consumer needs, at BETA 0.297, followed
by product attractiveness (at BETA 0.159), advertisement in terms of blogger review
(0.157 in BETA), and 0.144 Beta in domain of social acceptance aspect. The latter,
nevertheless, is significant to only Alpha of 0.081. Blog, short for weblog, is known
as a type of website that “posts containing news, comments, opinions, diaries, and
interesting reticles” (Fan & Chang, 2011) by personal bloggers, professional bloggers,
or/and corporate bloggers (Technorati, 2008).

In Aribarg, Arora, Henderson, and Kim (2014), citing Loken and John (1993),
gave the definition of the brand image is “a network of information in consumer

memory about a brand and its associations, which can include functional features,
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self-expressive benefits, visual symbols, and logos” (p. 657). In other words,
consumers form an image of the brand through variegated mechanisms and
manifestation of different brand association, stimulated and enabled by various
marketing functions such as advertising (Boulding, Lee & Staelin, 1994), packaging
(Aaker, 1991), as for instance in this research, brand image is seen as the consumers
forming mental association with the country of origin of the cosmetics products,

social aspect of association, and or perception of medical robustness.

Table 4.11 Multivariate Regression for Brand Image as Dependent Variable Analysis

Adjusted R Std. Error of

Model R R Square _
Square the Estimate

1 611 374 334 .56913

Table4.12 ANOVA Test for Brand Image as Dependent Variable Analysis

Sum of .
Model df Mean Square F Sig.
Squares
1 Regression 36.750 12 3.062 9.455 .000
Residual 61.543 190 324

Tota 98.292 202




Table 4.13 Coefficients Test for Brand Image as Dependent Variable Analysis

Unstandar dized Standardized

. . t Sig.
Modd Coefficients Coefficients
B St Beta
Error

1 (Constant) .305 376 .810 419
Customer Need: Self- .052 .086 .064 .606 545
Confident
Customer Need: Social 118 .067 144 1.754 .081
Acceptance
Customer Need: Life .081 .063 117 1.286 .200
Style
Customer Need: Skin .356 072 297 4.954 .000
Treatment
Product: Attractiveness 126 .059 159 2.144 .033
Product: Store Location .003 .084 .002 .036 971
Product: Easy To Use 102 .064 105 1.596 112
Product: Price -.120 .066 -.130 -1.827 .069
Advertisement: Blogger J21 .052 157 2.325 021
Review
Advertisement: Claim To .022 .061 .025 351 726
Have Fast Effect
Advertisement: .091 .057 116 1.597 112
Promotion

Advertisement: Presenter .008 .091 .006 .084 .933




4.3 T-Test Analysis

The t-test result in Table 4.14 indicates that the females show significantly
higher level of perception with the Brand “3i” and brand loyalty. Nevertheless, the
mean is not so strong with the student respondents. Hopefully the trend of the
theoretica model can be kept yet the mean level goes up when the sampling
population is shifted towards the working classes, for future research, and thus the
mean profile indicates that there are fundamental limitations in which the

generalizability across the board of this research will have to be cautioned.

Table4.14 T-Test on Gender Difference across the Brand 3i and Loyalty

Gendef 5 T Std Std. Error
Deviation Mean

Brand Identity Male 38 2.6842 91105 14779

Female 165 3.1414 .75453 .05874
Brand Male 38 3.4526 .60749 .09855
Integrity Female 165 3.7915 .64026 .04984
Brand Image Male 38 2.9632 .78204 .12686

Female 165 3.2036 67117 05225
Brand Loyalty Male 38 3.3421 74899 12150

Female 165 3.7238 .65430 .05094




Table 4.15 T-Test Results for Equality of Means across the Brand 3i and Loyalty

Levene’s Test for

Equality of T-Test for Equality of Means
Variances
95% Confidence
_ Sig. Mean Std. Error Interval of the
- 30 t (2-tailed)  Difference Difference Difference
L ower Upper
Brand Equal variances 3746 .04 -3.234 201 .001 -.45720 14137 -. 73597 -.17844
Identity  assumed
Equal variances not -2.875 49.335 .006 -.45720 .15904 - 77675 -.13766
assumed
Brand Equal variances .000 .000 -2.969 201 .003 -.33888 11414 -.56395 -.11381
Integrity assumed
Equal variances not -3.069 57.503 .003 -.33888 11044 -.55999 -.11778

assumed

=174



Table 4.15 (Continue)

Levene’s Test for

Equality of T-Test for Equality of Means
Variances
95% Confidence
E Sig . Sig. Mean Std. Error Interval of the
(2-tailed) Difference  Difference Difference
L ower Upper
Brand Equal variances 921 .338 -1.929 201 .055 -.24048 12468 -.48633 .00537
Image assumed
Equal variances not -1.753 50.291 .086 -.24048 13720 -.51602 .03506
assumed
Brand Equal variances 584 446 -3.153 201 .002 -.38170 12105 -.62039 -.14302
Loyalty  assumed
Equal variances not -2.897 50.794 .006 -.38170 13175 -.64623 -11718

assumed

or
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Similarly, as shown in Table 4.16, the females show significantly higher levels
of self-confidence, social acceptance and life style as important needs in the
consumption of cosmetics products. Nevertheless, again, the mean profiles are not
high, for the five Likert Scale range. In particular the lifestyle is about the need of the
cosmetics products to allow the buyers to look good and be able to present their roles
well in the community, and to allow the buyers to follow trend. The other aspects of

the lifestyles include a need to do make-up every day and to keep cosmetics in hand
bag.

Table4.16 T-Test on Gender Difference across Different Facets of Customer Needs

. N Wlcan S-td.. Std. Error

Deviation Mean
Customer Need: Self- Male 38 2.6947 .86835 .14086
Confident Female 165 3.3939 79738 .06208
Customer Need: Male 38 2.6789 .88536 14362
Social Acceptance Female 165 3.3224 .79835 06215
Customer Need: Life Male 38 2.0105 .90159 14626
Style Female 165 2.97%4 94084 07324
Customer Need: Skin Male 38 3.2737 74749 12126

Treatment Female 165 3.1988 .53852 04192




Table4.17 T-Test Results for Equality of Means across Different Facets of Customer Needs

Levene’s Test
for Equality of

Variances

T-Test for Equality of Means

95% Confidence

. Std. Error Interval of the
(2-tailed)  Difference  Difference Difference
L ower Upper

Customer Equal variances -4.792 .000 14591 -.98691 -.41149
Need: Self- assumed

Confident Equal variances -4.542 .000 15394 -1.00805 -.39035

not assumed

Customer Equal variances -4.388 .000 .14666 -.93266 -.35429
Need: Social ~ assumed

Acceptance Equal variances -4.112 .000 .15650 -.95755 -.32941

not assumed

1217



Table 4.17 (Continue)

Levene’s Test

for Equality of

T-Test for Equality of Means

Variances
95% Confidence
E Sig . Sig. Mean Std. Error Interval of the
(2-tailed)  Difference  Difference Difference
L ower Upper
Customer Equal variances 491 484 -5.767 201 .000 -.96887 .16801 -1.30016 -.63758
Need: Life assumed
Style Equal variances -5.923 57.076 .000 -.96887 16357 -1.29641 -.64133
not assumed

Customer Equal variances 4.869 .028 714 201 476 .07490 10484 -.13183 .28162
Need: Skin assumed
Treatment Equal variances 584 46.225 562 07490 .12830 -.18333 33312

not assumed

67
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Shown in Table 4.18, the mae seems to show significantly higher level of

perception towards favoring cosmetics products that have fast effect as presented in

the promotional or advertising media. Female consumers also show higher level of

agreement with the promotional variables, such as “l always buy cosmetics in

promotion period,” “If 1 find another brand have promotion, I will buy although it

isn’t my favorite brand,” “I will wait until my favorite product have promotion

although it takes longer time,” “I often switch cosmetic product if another brand have

promotion,” and “If there is promotion going on to the shop, | will go to buy although

it is far from my location.”

Table4.18 T-Test on Gender Difference across the Different Facets of Advertisement

and Promotion

Std.
Std.
Gender N Mean o Error
Deviation
Mean
Advertisement: Male 38 2.5947 94781 .15376
Blogger Review Female 165 2.8861 .88765 .06910
Advertisement: Mae 38 2.5842 .94883 .15392
Claim To Have Fast Femae 165 2.3067 77791 .06056
Effect
Advertisement: Mde 38 2.6421 .84490 .13706
Promotion Female 165 2.9661 .89569 .06973
Advertisement: Mae 38 2.5421 .63401 .10285
Presenter Female 165 2.4036 49262 .03835




Table4.19 T-Test Results for Equality of Means across the Different Facets of Advertisement and Promotion

Levene’s Test

for Equality of

T-Test for Equality of Means

Variances
95% Confidence
E Sig . Sig. Mean Std. Error Interval of the
(2-tailed)  Difference  Difference Difference
L ower Upper
Advertiseme Equal variances .500 480 -1.801 201 .073 -.29132 16177 -.61030 .02765
nt: Blogger assumed
Review Equal variances -1.728  52.969 .090 -.29132 .16857 -.62944 -.04679
not assumed

Advertiseme Equal variances 3.157 077  1.899 201 .059 27754 14612 -.01058 .56567
nt: Claim To assumed
Have Fast Equal variances 1678 49.077 100 27754 16541 -.05484 .60993
Effect not assumed

TS



Table 4.19 (Continue)

Levene’s Test

for Equality of

T-Test for Equality of Means

Variances
95% Confidence
E Sig . Mean Std. Error Inte.zrval of the
(2-tailed)  Difference  Difference Difference
L ower Upper
Advertisem Equal variances 311 578 -2.031 201 .044 -.32396 .15952 -.63851 -.00940
ent: assumed
Promotion  Equal variances not -2.107  57.759 .040 -.32396 15378 -.63180 -.01611
assumed
Advertisem Equal variances 5.308 022 1476 201 142 13847 .09384 -.04657 32351
ent: assumed
Presenter Equal variances not 1261 47.796 213 13847 10977 -.08226 .35919

assumed

Zs



53

The t-test result of the following Table 4.20 shows that there are no significant

differences between the male and the female groups for the different facets of the

product characteristics, in terms of product attractiveness, easiness to use as well as

price. Most of the respondents seem to have higher agreeableness than the other

aspects of the product on attractiveness which relates to nice and luxury packaging.

The response scale for the pricing factor indicates that the student customers may not

skew towards low price, which imply a scope for higher pricing decision by the

cosmetics companies to introduce better value in cosmetic products.

Table4.20 T-Test on Gender Difference across the Different Facets of Product

Characteristics

= N u Std Std. Error
Deviation Mean

Product: Male 38 2.1368 1.09060 17692
Attractiveness Female 165 2.3661 .82658 .06435
Product: Store Male 38 2.7947 62296 10106
L ocation Female 165 2.7552 .56541 .04402
Product: Easy To Male 38 3.4895 78733 12772
Use Female 165 3.2521 .70049 .05453
Product: Price Mae 38 3.1211 .85303 13838

Femae 165 3.1164 .73785 05744




Table4.21 T-Test Results for Equality of Means across the Different Facets of Product Characteristics

Levene’s Test

for Equality of T-Test for Equality of Means
Variances
95% Confidence
E Sig . Sig. Mean Std. Error Interval of the
(2-tailed)  Difference  Difference Difference
L ower Upper
Product: Equal variances  7.710 006 -1.446 201 150 -.22922 15855  -.54185 .08341
Attractiveness assumed
Equal variances -1.218 47.251 229 -.22922 18826  -.60789 .14946
not assumed
Product: Store Equal variances .780 378 .382 201 .703 .03959 10372 -.16493 .24410
Location assumed
Equal variances 359  51.949 721 .03959 11023 -.18161 .26078

not assumed




Table 4.21 (Continue)

Levene’s Test

for Equality of

T-Test for Equality of Means

Variances
95% Confidence
E Sig . Sig. Mean Std. Error Interval of the
(2-tailed)  Difference  Difference Difference
L ower Upper
Product: Easy Equal variances 1.754 187 1.839 201 .067 23735 12906  -.01713 49184
ToUse assumed
Equal variances 1.709 51.335 .093 23735 13888  -.04141 51611
not assumed
Product: Price Equal variances 1.169 281 .034 201 973 .00469 13682  -.26509 27447
assumed
Equal variances .031 50511 975 .00469 14983  -.29617 .30555

not assumed

qg



CHAPTER S

CONCLUSION AND IMPLICATION

Asindicated in Chapter One, the general aim of this research was to:

1. Practically, the purpose of this research study is to provide brand
managers with the “3i” brand insights that have been empirically shown to be capable
to predict and explain the variability of brand loyalty, so as to guide them in effective
brand management, i.e. the use of positive POW seeding campaigns through
maximizing the usage of the brand integrity contents and the loyal customer bases.

2. Theoretically, the research objective is to study the ability of the “3i”
(brand identity, brand integrity, and brand image) and its antecedents i.e. customer
needs, product characteristics and promotional means, in explaining the variance of
brand loyalty, which in a way implies a knowledge structure of brand equity from
which the brand managers can exploit for further brand extension and revenue
improvements.

Having established brand equity represented by the “3i”, consumers of the
cosmetics branded products are then equipped with easy-to-process information about
the marketer’s offerings, and this has many advantages such as in reducing the
marketing budgets (Thompson & Ince, 2013), and in improving firm value and
reducing firm risks (Dotzel, Shankar & Berry, 2013). In other words, strength of
brand should establish asymmetrical effects when compared to alternative brands in
the markets (Luo, Raithel & Wiles, 2013).

To address the research objective, four posited hypotheses were raised:

H1 (Hypothesis1): Brand loyalty is significantly explained by three
predictors collectively namely as brand identity, brand
integrity, and brand image.

H2 (Hypothesis 2): Both customer needs and service quality influence brand
identity significantly.
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H3 (Hypothesis 3): Both customer needs and service quality influence brand

integrity significantly.

H4 (Hypothesis 4): Both customer needs and service quality influence brand

image significantly.

The model fundamentally describes the roles played by the three brand
characteristics (identity, integrity, and image) in influencing brand loyalty. Lovett,
Peres and Shachar (2013) demonstrate, for instance, the different combination of
brand characteristics, i.e. social, emotional, functional, excitement, esteem, and
differentiation in relating positively to WOM (Word of Mouth) content. As discussed
and acknowledged, for instance, in Wee (2003), demographics variables such as age,
gender and income levels are main considerations and variables for the cosmetics
industry, in helping to developing the right and effective marketing communication
strategies (Rabova, 2015), i.e. the types of advertising concepts, messages and
promotiona efforts, including blogger-centric contextual or sponsored advertising
(Fan & Chang, 2011). Towards this end, demographics oriented question was raised
asfollows:

Do mae and female have significantly different perceptions toward each of
the construct presented in the conceptual model?

To address and attempt to find evidences to provide structural answers to the
research objective and the four hypotheses that are raised, including the demographics
guestion, a deductive research approach of the research design was employed. Data
collected were analyzed by the use of SPSS version 20, with the results discussed in
Chapter Four. This chapter talks about the conclusions, implications, and suggestion
to the future research. The purpose of this chapter is to make key knowledge or the
linkage between 31 and consumer behavior for who work in the field of brand
management, product development, marketing, research and development or other
entrepreneurial who want to start up or develop the business which focusing on brand
creation and brand loyalty.
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5.1 Concluding the Hypotheses and the Demographics Oriented
Question

The research validated the workability of the Brand “3i” impact on brand
loyalty. In other words, the Brand “3i” (identity, integrity, and image) influence how
the customers using branded cosmetic products stick to their favorite brand, have
positive word of mouth about the brand and show no hesitation to convince friends to
use, have confidence on the brand, and are always willing to accept price increase and
try new products of the same brand, and are willing to go an extra mile to locate the
branded cosmetics from the internet if the nearby shops have run out of the stock.

The multivariate regression analysis result shown in Figure 5.1 shows the
significant roles played by brand identity (BETA 0.317), brand integrity (BETA
0.359), and brand image (BETA 0.200) in brand loyalty, with the ability to explain the
variance of brand loyalty at 47.9 per cent. The antecedent variables share the PIE
customer preference framework of Kim, Park, Bradlow, and Ding (2014), to connote
the holistic preference model of consumers. “P” is known as the product’s physical
attributes, “I”” signifies the idiosyncratic characteristics of consumers in terms of, for
instance, lifestyles and different needs for different types of cosmetics products, and
“E” stands for external group characteristics that connote the influence of the
advertising, opinions of the others, and the means of marketing communications.
From the discussion and analytics proofs given in Cohen (1992), when there is a
strong theoretical framework that depicts the nature of the phenomena investigated
robustly, meaning with sound internal validity supported by the needed construct
validity and content validity, the further extension of sample size would provide very
minor variance to the conclusion. The research has shown that there are only dlight
changes from sample size of 158 to 203. The final model shown in Figure 5.1 is the

result of the 203 sample size.
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Figure 5.1 Antecedent-Brand 3i-Brand Loyalty Structure

The result of the significant role played by brand integrity has been reiterated
in the extant literature of the cosmetics discipline. To ensure brand integrity resulted
from the products and services offered, cosmetic industry resolves to have honest and
creative labeling and packaging to convince the consumers that what goes on inside
the produce is what is stated (Duber-Smith, 2013), supplemented by the certification
under the purview of the certification and audits of the Food and Drug Administration
and various third-party certifications (Duber-Smith, 2013, p. 522).

Specificaly, brand image can be explained for 37.4 per cent of its variance by
the three antecedent variables considered in this research, namely customer needs,
product attributes and the promotional advertisement media. Blogger review is the
dominant promotional media that has predictive impact on brand image. Product
characteristics of easiness to use and attractiveness both play significant role on brand
image, brand identity and brand integrity. Socia acceptance of the customer needs,

known also as a subjective norm, has a significant BETA weight of 0.252, in
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explaining the variance of the brand identity, nearly sharing the same weight as
product attractiveness. A review into the literature shows that subjective normative
influence by the others as well as the product attractiveness are among the six
integrated structured facets of brand identity discovered in Kotler, Armstrong,
Saunders and Wong (1996), namely culture, personality, self-projection, physique,
reflection, and relationship. Besides, socia acceptance needs of the consumers, and
product attractiveness, and the roles of promotions and presenters can explain 51.4per
cent of the variance of brand identity, and skin treatment and problem matching and
easy to use characteristics of the cosmetics products can explain 31.5 per cent of the
variance of brand integrity.

In general, the t-test and its descriptive illustrations show that there are huge
scopes for the cosmetics organizations and marketers to actively pursue better value
product and services. Although the “3i” brand model is validated, the relatively lower
level of perceived value and the marketing activities done in Chiang Rai, in which the
case university is located, implies that there are till not up to the standards of the
customers. The marketers should pursue to introduce higher end of values of
cosmetics products to significantly improve the level of perception, and aso should
work on the marketing activities in terms of products, their promotiona media, as
well as an attempt to influence the customers from different angles.

The research scope as demonstrated by the mean level of perceived responses
clearly show that the sampling population is a limitation, and further research should
establish the ability to extend to include the working classes, in particular the
Bangkok cosmopolitan areas, as in those areas the marketing practices could be more
intensely pursued. In this way the future research should expect a higher scale of
responses shifting towards the 4-5 of the Five Likert Scale.

Based on this research finding that brand loyalty can be effectively explained
by the 3i of brand, namely brand integrity, brand identity, and brand image, the
marketers can exploit what has been advocated by the entity theorists to design their
products in a way that can be casted consumers attention, consumer expectation and
what is consumers can achieve, improve brand performance for take competitive
advantage or succeed to gain more market shared or get new market segment. Thisis
in contrast to the incremental theorists on branding that relies on the consumers
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themselves to base on their own efforts and to trust their own experiences rather than
on the brand (Park & John, 2014). The incremental theorists lead to weaker role of
brand in the market of cosmetics and skin-care products.

Through this research demonstrating the ability of the “3i” brand equity to
explain brand loyalty, the marketers could exploit the advantages of the “3i”
evidencesin, for instance, a word-of-mouth seeding campaign (Libai, Muller & Peres,
2013). This concrete action is proactive in nature rather than the typical reactive mode
of WOM caused by the state of customer loyalty, and the ultimate goal is to instill a
contagion process for other customers (Lehmann & Estabana-Bravo, 2006). This
positive WOM seeding campaign can be systematically designed and implemented by
incorporating the contents of the brand integrity, network structure of the loyal
customers, behavioral incentives, and the seeding strategy itself (Libai, Muller &
Peres, 2013).

On the demographics front:

There are no significant differences between the male and the female groups
for the different facets of the product characteristics, in terms of product
attractiveness, easiness to use as well as price. Most of the respondents seem to have
higher agreeableness than the other aspects of the product on attractiveness which
relates to nice and luxury packaging. The response scale for the pricing factor
indicates that the student customers may not skew towards low price, which imply a
scope for higher pricing decision by the cosmetics companies to introduce better value
in cosmetic products.

The male seems to show significantly higher level of perception towards
favoring cosmetics products that have fast effect as presented in the promotional or
advertising media. Female consumers also show higher level of agreement with the
promotional variables, such as “I always buy cosmetics in promotion period,”
“If I find another brand have promotion, I will buy although it isn’t my favorite
brand,” “I will wait until my favorite product have promotion although it takes longer
time,” “l often switch cosmetic product if another brand have promotion,” and
“If there is promotion going on to the shop, | will go to buy although it isfar from my

location.”
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The females show significantly higher levels of self-confidence, socia
acceptance and life style as important needs in the consumption of cosmetics
products. Nevertheless, again, the mean profiles are not high, for the five Likert Scale
range. In particular the lifestyle is about the need of the cosmetics products to allow
the buyers to look good and be able to present their roles well in the community, and
to allow the buyers to follow trend. The other aspects of the lifestyles include a need
to do make-up every day and to keep cosmetics in hand bag.

The females show significantly higher level of perception with the Brand “3i”
and brand loyalty. Nevertheless, the mean is not so strong with the student
respondents. Hopefully the trend of the theoretical model can be kept yet the mean
level goes up when the sampling population is shifted towards the working classes,
for future research, and thus the mean profile indicates that there are fundamental
limitations in which the generalizability across the board of this research will have to

be cautioned.

5.2 Implications

5.2.1 Implication to Cosmetics Companies

There are so many fronts of implications as a result of the finding in this
research. First, this research provides a simple structure that describes the
interrel ationships between brand elements consisting of brand integrity, brand identity
and brand image, their antecedent variables, and their immediate outcome, known as
brand loyalty. Cosmetics brands are important as consumers think that they cannot
easily improve their personal qualities and abilities through their own efforts, such as
the beauty, and thus consumers rely on branded cosmetics products that they can trust
and thus they can be loyalty to. Nevertheless, brand loyalty is a consistent and aligned
works of brand identity, brand image and brand integrity. Brand integrity strategy is
an attempt to establish the trust and confidence of the activities and services offered
by the cosmetics products and the services offered, such as by being honest and have
creative labeling and packaging to convince the consumers that what goes on inside
the produce is what is stated (Duber-Smith, 2013). In the areas of skin-caring

cosmetics products, integrity is also influenced by the provision of the technical
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ingredients and their qualities, and safety issues to the consumers. Brand identity, on
the other hand, provides points of differentiation of the cosmetics products, such as by
positioning the cosmetics products uniquely in the antioxidant, soothing and
regenerative categories (Dell’Aqua & Calloni, 2013). Having established brand
integrity and that the consumers are aware of the identity and characteristics of the
brand, gradually brand image is formed. Together, brand integrity, brand identity and
brand image become the brand elements that establish the so-called brand equity that
leads to the formation and strengthening of brand loyalty.

Second, the research result here shows clearly that there are three domains of
antecedent variables that marketers should deal with them with budget and action plan
commitment. The three antecedent variables are the different facets of customer
needs, i.e., socia acceptance, skin treatment and problem matching, and product
aspects in terms of product attractiveness and easy-to-use, and blogger review aspects
of advertising and marketing communication. These three antecedent variables aso
resemble the PIE theoretical framework validated by Kim, Park, Bradlow, and Ding
(2014) to connote the holistic preference model of consumers. “P” is known as the

uIH

product’s physical attributes, signifies the idiosyncratic characteristics of
consumers in terms of, for instance, lifestyles and different needs for different types
of cosmetics products, and “E” stands for external group characteristics that connote
the influence of the advertising, opinions of the others, and the means of marketing
communications.

Having rooted in this structural knowledge about cosmetics brand elements
and their PIE antecedents, and the role brand loyalty played, this research aso
provides significant aspect of implications to suggest in improving the distributorship
for effectiveness and efficiency. The aim isto alow the distributors to be to align with
the key focus and the key success factors — the rules that must be played well in order
to succeed in the cosmetics industries.

Third, this research finding provides the insight to suggest to the advertising
design to align with the needs and lifestyles of the consumers, such as in magazines
for women which has aready been determined to play important role in representing

the marketing lifestyle phenomena (Rabova, 2015).
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5.2.2 Implication to Theory

This research provides some degree and scopes of contribution to the bodies of
knowledge in the discipline of brand marketing and brand management. Brand,
known as an intangible asset, represented in proxy by the collective works of brand
integrity, brand image, and brand identity, resides in the consumers’ hearts and minds.
To build a successful brand, this research indicates that the marketers must make,
keep and strengthen a promise (i.e. brand identity and brand integrity), communicate
your promise (i.e. advertising, to form brand image). While products are built in a
factor, an object, sold by merchant, easily copied by a competitor, quickly outdated,
brands are built in trust and relationships, are personality, bought by a customer,
unique and timeless. Although this research is explainable but judging by the scopes
and nature of the limitations and the research methodology, it is in a way
“exploratory” as well, and thus further research should drill deeper to further improve
both construct validity and content validity.

In addition, this research extends to suggest a simplified and structured
approach to marketing communication, by introducing the mediating role of the “3i”
(brand identity, brand integrity, and brand image), in influencing both brand loyalty

and customer loyally.

5.3 Limitation

Sampling issues are predominantly limited in two perspectives. One aspect
deals with the convenient choice of the sampling population, which is based on the
convenient approach to any students who can participate in the questionnaire-based
survey. For instance, the focus group or interview will give more detail but based on
convenient choice of the sample, questionnaire is better. The other is the variant of
product choices and cosmetics types available in the market, for instance as color
cosmetics or/and skin care treatment products (Wee, 2003). Both types of products
have different functionality and consumers would also react differently to them on the
aspect of affection. Color cosmetics line is composed on makeup products which

include, for instance, eye-shadows, foundations, and lipsticks (Wee, 2003), and skin-
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care treatment has the function served to address skin problems widely prevaent in
modern lifestyles (Wee, 2003, p. 73). Both of these limitations would lead to larger
standard deviation on the perceptions of the respondents to the variables studied.

5.4 Further Research Recommendation

The research scope as demonstrated by the mean level of percelved responses
clearly show that the sampling population is a limitation, and further research should
establish the ability to extend to include the working classes, in particular the
Bangkok cosmopolitan areas, as in those areas the marketing practices could be more
intensely pursued. In this way the future research should expect a higher scale of
responses shifting towards the 4-5 of the Five Likert Scale. In addition, although this
research is explainable but judging by the scopes and nature of the limitations and the
research methodology, it is in a way “exploratory” as well, and thus further research
should drill deeper to further improve both construct validity and content validity.

Additional, focus group and interview will get more detail and advantage for
this research. This research is case study of student in Mae Fah Luang University that
focus group or interview is not convenient to student. Focus groups are a form of
group interviewing it is important to collect the data more than one sample and in
deep detail at the same time, the reaction and responses between the researcher and
participants, question and answer will be guide the researcher to understand the point
of view of each participant and easy to develop the question to other group if some of
participant misunderstanding in the story or question. Focus groups have some
dependent factor; it is interaction within the group (i.e. some participant will follow
other participant without generate their thinking or some of them feel nervous if they
think different to other) and all of this will based on the topics and how to ask
guestion which is researcher respond (Gibbs, 1997).

According to Dublin Institute Technology Research about Interviewing in
Qualitative Research page 313, qualitative interview are good to collect interviewee
dataand good for observing the point of view of the interviewee. It can collect in deep

detail of action of interviewee about specific question each by each, and can observe
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the relationship between answer and question in term of emotional and how it
significant or not. The research can develop new questions that respond individual
interviewees’ replies or adjust some question to clarify the understanding of the
interviewee one by one, because different people will not same understand in same
message. In quantitative research, the interview reflects the researcher’s concerns. It is
usually regarded as a nuisance and discouraged. In quantitative research, reliability
and validity come from amount of the sample and how the line of measurement, this
method can be effected and comfortable in some case that need to survey about how
the way of consumer mind and it can applied to board market segment, but in the deep
detail qualitative be better.
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APPENDI X

QUESTIONNAIRE

Consumer behavior about making decision to buy cosmetics

muvaeuen: wgAnssnvesgudlaanenunmsiadulosonsesdiais)

Personal Data (deyaduin)
1) Gender an)
Male @ne)

2) Age (years) )
Under 18 ¢hni 1879)
26-35

3) Educational Qualification (msdnu)
Undergraduate (fosni 1J5amn03)
Post graduate a/5ayanin

4) Monthly Income soldsaidon)

< 10,000 Baht
15,001 - 30,000 Baht

Female wjq)

18-25
Above 35 ¢7u 3517)

Graduate al5yann3)
Professional @/3yauen)

10,001- 15,000 Baht
> 30,000 Baht

5) Monthly Spend for Cosmetics hl4sunusmaiosdionseiow)

< 500 Baht
1,001-5,000 Baht

501-1,000 Baht
> 5,000 Baht

79

Note: Each of the items listed below has been identified as studied factors that effect

to consumer behavior for buying cosmetic product (focusing on facial product as

facial cleansing, day cream, night cream and sunscreen only). Please state the degree
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of your agreement or disagreement on the following statements according to the

scales below.

(wiazanenisiszy ifuanaiu dadeifinasengfnssnresdusina lunistendniugiinsesdiens Tnganzadaniy

HARATWIT N Eauu 1 NARATTINAINAZEN ARV, ATININANSI, ATHNINANALLAL ATNALLAA VN NgTWY

WandupnudnAydndiusaavield uazunnviateaua uunuilssloauassziusuans)

1(Low) 2 3 4 5(High)
Strongly Somewhat Moderate Somewhat Strongly
Disagree Disagree 1hunan) Agree Agree
(Witudaoesnsn | (ifudaeidniion) (Hudedniion) aiudrenduegieba)

Please circle arating that best describe you. For instance, if you strongly agree that

“I’m confident when | use cosmetic,” then circle 5.

(nyaenavaiuaylusyduanuddiszydvesna 1daiaa desnaru daaiudeiiuedevaiuliz Toai 1 wu

Tuluileduldiaseidions Iasnaney 5

Customer Need:

Self-Confidence @mmudesmsvesdfuiina: ansfilalunueg)

q10N)

I’m confident when | use cosmetics usiuluiesulsingos

v

2 =
VOIRUAAVN)

Cosmetics gives me better self-image (asesdionsildnmanual

tauenlasaululalfinsesdio19)

| can’t go outside if | don’t use cosmetics Giuliawisaoenyl

N 9 A o
LN UM TONINY)

| feel | study or work in high performance when | make

up/hair style @uidniulshsusounseiuldednilsz@ansamiiosu 1

azfoudiauvonu ldiduessd)

Usage of cosmetics reflects my personality (nsldiasesdions
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Customer Need:
Social Acceptance anudesmsvesduilnn: msseusunndan)

| feel free talking to people when | use cosmetics uanaine

Tasgaununiugouilenulfinsosdiens)

| become more obvious to people when | use cosmetics ¢iu

= ryd A o Y o
naaiugaaulandoudenulfnnieadiens)

| fedl the eye sights of people around me are different
when | use cosmetics @uidndsmonmosdausoudiduuandislihile

Fuldinsead1019)

| feel more appreciated in my group when | use cosmetics

@uianldsumsturnlunguuesiuienulfinsosdion)

Society reacts more positive to who looks beautiful/smart

than normal (§sauaeusuludannundias/vasnsegauinninmanana’ly)

Customer Need:

Life Style mawdesmsvesuslan: 3353n)

| need to use cosmetics because my job requirement needs
to keep good looking (fudeslfingesdioamaizerinduiinny

o 3 Y =2
uiluaesganaoaia)

| always follow the cosmetics trend @uaasmununTiuves

4
1nT03d1019 Ingnana)

| like dressing-up, make-up and everything that make me

good looking @uweuuasda, udwiiuazyngedeithlisugd)

| use cosmetics everyday although | don’t go outside ¢ful%

w5eed109nng udaidn: li'ldosnlu nufam)

My hand bag always have cosmetics (unsziihdesiiniosdionia

Piaue)
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Customer Need:

Skin Treatment @nudesmsvesusiaa. msquasnuio)

| use cosmetics for treating my skin only @uldindosdordmsy

4
MIQUAasNEIAANITI)

| use cosmetics recommended by skin expertise @uld

A o Ay vo ° 9
m‘immmw"lﬂiummu:mmngwmmty)

| buy only the type of cosmetics which match to my

Fd . v v
problem only @ugemmiziaiesdionsiinsefuilymimavesiuminiu

| think color make-up is not necessary; keep skin healthy is

o oa ' to o A dag
enough @uaadimsudanii hiddy msliquamdianiioanenda)

| think beauty from within is better than cover my face but
change nothing inside (-) ufahmsaennneludniimsudanihi

Tildnaeues lsmeluae)

Product:
Attractiveness @manimai: anuihasgale)

| grab cosmetics that have nice package first @uvsuniosmsi

~ o 2 I
iJ‘Uii‘gﬂﬂ!“ﬂﬂ?ﬂﬂmﬂuﬂuﬂﬂuiﬂ)

| often buy because of pretty packages unsiensosdions

M1 NVTTHUAAI0W)

| change my favorite cosmetics product if | find another
brand that has nice package unlasuniosdionilfszididum

' . Ed '
Ioduiulivs TS usinaloaundn)

I choose cosmetics product that have nice package
although it has alittle bit slow effect than others that have

simple package @uidoniaseadioiiiussyiusiiassaunuiiniueg

TWmandnan)

| often buy cosmetics that have luxury package athough
the effect is the same as normal product (sunsFeniesdieniia

o @ =2 9 o A o A o Aa v do
U'i'ii!ﬂﬂ‘lclflﬁEWT]QQ!HJ'J']N@"Uﬂ\ﬁJuﬂglﬂilﬂuﬂﬂmif]\iﬁ'lﬂ'lﬁﬂllﬂiiﬂﬂmcﬂﬂﬁvlﬂ)




83

Product:

Store L ocated @ansani: dumisiidasivhe)

| always buy cosmeticsin nearby shop Guinizdeimsesdiersain

Huflndihuane)

| often buy cosmetics in department store than market

o - T v 8 9 '
iJﬂﬂZ“h"ﬂl,ﬂiEN?ﬂﬁ]1\11“141\1@'55Wﬁ1!ﬂ1lﬂﬂﬂ’)1ﬁ111C‘I?ﬂﬂ)

If my favorite cosmetic product isn’t available in the shop,
| will change to another product @un3asderaiisulfilss i

v vy o ,:‘ A 4y A da
el lndiy dueznlasy lgesieduninevieuny)

| often wait until my favorite cosmetic product becomes
available in nearby shop although another shop already
have my favorite cosmetic product but far from my
location unesem3esdienisuldlszsriinaneludndlndthududh

Y oy A A A o =
$ioui Inasen lvziiiuegnaim)

| often buy from the internet and order them to send the
product to my location unedeinsesdersndunesiiauas 1find

Y v A

Aumdinegueenu)

Product:
Easy To Use waasami: hwdemsld)

| use simple product that has simple description @14

wandaainlghenazithlanslaldae)

| always use one cosmetic product that covers everything
than choose to use many products susinaz1fiaTesdoraiiosods

= ' 2 Ao g ' ) '
mmmea‘Uﬂqu1@ﬂchVlﬂWLﬂumﬂﬂ’nmﬂﬂmmUﬁEJEJN)

| always buy complete product, although | can make

; 0 o { A o od "o
homemade cosmetics @winzdonansunndusogfaudhiuazamisa

M ldeqld)

| have cosmetics less than 5 pieces (Fulintesdondoond 5 5u)

If | find another brand launches product that is simpler
than my favorite, | will try that product @ sunetidesuildie

. L,
wazazaInnN suinezlasu 1 14ewerin)




Product:

Price @ansam: s1a1)

| try low price product when | find it gilesusedufisiagn susin

naasaldaue)

| switch the product that have same effect but with lower

price Gunlasutienanduai Flusuilinamiloutuuanagnnin

| always buy the cosmetic product during promotion

H I § A \ <
period Guiinvzdemieadionslugianarlas Tudu)

I don’t care about brand name; only comfortable price and
good effect is enough @ liaulaiie simitaumgaunanaznunmas

= 9
INEIWDLLR D)

| don’t hesitate to change my favorite product if | find
another product islow price @uhiguafinzinldndtovowiafusin

o

v Y o A o 24 A '
‘LlalﬁlfﬂWﬂuL%ﬂNﬁﬂﬂm“ﬂﬂuﬂQﬂﬂﬂ)

Brand:
Awar eness @@ve: msiudae

Cosmetics event and cosmetics booth stimulate my
interests and understanding toward cosmetic trends @unaas

a ¥ A o v Y ' Yo Y £
mmummmammsyﬁnimummﬁu%mmnmmzmﬂiﬂﬂumﬂmmﬂumm

Ao
INTDIF1D )

By keeping to follow my favorite brand activity, | maintain
relationship with my favorite brand @mnnisdamuianssusiigues

o o

Iennuyey MlnnunwmNuduUSIUEHeN

o

no'ld)

Cosmetics that have brand story and brand background

often interest me @EevenansiuaiinioadioanilszIauazanudiuudiv

4 . v
fuauladmsuiu)

| recognize new cosmetic brand from advertisement uaai

A o ~ g '
nTeed19190 0 Inaiq0nms luya)

If I can’t get news or activity from my favorite brand for
long time, | tend to lose interest in my favorite brand @

o

m Yo 1 A a Ay A < o
‘lllvlﬂiﬂ’lﬂ'lﬁ'liﬂiﬂﬂﬂﬂiill‘llﬂQﬂﬂﬂ‘ﬂ uﬁvamﬂunmumq ﬂuﬂzﬁmmmﬁu%iu

49 &
gHoUUY)

Cosmetic event and cosmetic booth provide confidence on
cosmetic products @uuanuniosderaazysiliinannuiulaly

wanfainsead119)
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Brand:
L oyalty @¥o. anuding)

| often stick to my favorite brand Fuldeensuren Tauawe)

| always keep speaking in the good things of my favorite

brand @winszwansrruduagvesteinuren)

If my favorite brand increases the price, | can pay

ydy Ao 2

whatever the price @eveisusouiusa summsasioldlugnini

| often try new product that my favorite brand is launching

@Fudnnaaenandaa v uesareniuse)

If I can’t find my favorite brand product in nearby shop, |
will order from internet or go to the shop that has my

o

favorite brand @auliansanmaasunedensusenldanduilndthu

1%

o < a s A @ Y YA dady o
ﬂuﬂgﬁﬂﬂ'Iﬂf]umﬂi!u@]ﬁ'if]vlﬂﬂ\ﬁ']uﬂ'lﬂuﬂilﬂﬁﬂ‘ﬂ UBDU)

| always use cosmetics that are comfortable and good

a

v o 4 o ' v o o o oA
effect to me Fwinzlfinsesdoniganimmnziudiumaz Iinadwing)

| do not hesitate to convince my friend to use my favorite
brand because it’s provide good effect (suliguaiinzdnguiionn

o 9 9w Y Ao o Y o dAa
vosnuldunldorenauren msizdulinaansng)

Brand:
Per ceived Quality @we: Sudnamm

a

My favorite cosmetic brands always deliver consistent

quality waasuaivestteiinusen Iaumwiidiane)

My favorite cosmetic brands are able to give me
comfortable and good effect wanfusivasdroiisuren Ianuddni

a o A
AUAZHAANTNA)

My favorite cosmetic brands are usually certificated to
guarantee the product @aasmsivestienisuvey Huqunmivlsziu)

My favorite cosmetic brands have strong expertise

suggestion maasusivesdreiinuye imslimuuzihidnndidoinay)

Local market usualy has lower quality of cosmetic

products (uaarainliliineziinaaduaiiniesdioaiinasi)
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Brand:
Association @we: msenlaq)

I will buy other kind product of my favorite brand, not just
cosMetics Fuaznansusiludndugvesdiofisursey liflswamme

. v
n50adheamngm)

| buy cosmetics from foreign brand only such as Europe,
Korea, Japan, and US brand (Fufoiniosdonnndnomatseme

v '
windu s gls1, i@, Qiueazensni

| often buy cosmetics from the company that have social
association, i.e. cosmetics company that has sponsorship
support to important events (Funedemtesdenniiusimaieidons

E
5 [l o ' < o o w o
ulimssiemaedany wu udmivayulusensddymvesdany)

| buy cosmetics product from the company that have
cooperation with medical company @usfenansusiinieadiorsain

uSEnhiauTwileduuTimeuamdrnssy)

Cosmetic company that have many certificates in many
association is reliable @wsinnTeadioniiilusulse fugmnimanunasn

s A A A
23ANT UANNUUFDNDNIN)

Advertisement:
Blogger Review (awan: deauluvden)

When | have question about cosmetics, | will consult with

cosmetics blog ifesuiidmuneriuniesdion suszlSnutuauion

<3 )
UVADNIATDINIDN)

| get information from cosmetic blogger more than
expertise in clinic @uldsudeyannuionaiesdionmnnniifizennagan

AR

Thetext in blogger is true @eanuluudeniluniuesa)

| find information from the blog while | shop in cosmetic

store Fudeoyannuaen luvaziitueglufunoniesdion)

| aways find out the product that have review in the blog,
even if it isn’t shown in the shop I will order from the
internet Gusinisnmanfasiniosdeniinatelunden fautine il

Y Y o o a s
FIUA AUITTIVNINDULADTLUA)
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Advertisement:
Claim To Have Fast Effect dswan: $9damadnsnis)

| use cosmetics that have fast effect, even if it’s high price
I would still pay @ulfiasesdiorsitlinaiss fuuihnmgesunddudig

| try every product that advertise to have fast effect uaeq

A o da ' q ¥ 3
Nowaadunn luyannlinaiso)

| often use cosmetics in overdose because it shows fast
result Gunsldinsesdrorafuvinamsiziulimaisni)

| buy cosmetics from internet that claims to have fast
effect although I don’t know how they proved @uie

& o a 73 A Y 1 99Y I =2 Y1 o Al
mimmmamﬂaummmmﬂumsmmﬂ.wwam muu’;mu%'lugmwmﬂﬁau

081a'l5)

| often buy cosmetics that have the word “overnight”,
“within hour”, “few minute” although I don’t recognize
that product before (funsgeinisadioniiiiii “iunaludwiuz,

e o = e
“molulingTue, “mielulifuis fadindue: hijsneaasaaiuunen)

Advertisement:
Promotion (awan: TasTudu)

| always buy cosmeticsin promotion period (ugeniedions

T2 T3 Tuduame)

If | find another brand have promotion, | will buy although
it isn’t my favorite brand Esumuiiodesui Tas Tudu Furzde

=2 Y1 o 199t 9 A o <
ﬂ&LL:J’Jmui)xllifl‘lfﬂmmﬂmfa‘umlm)

I will wait until my favorite product have promotion
although it takes longer time (suazsounsziisidoiisuronil

T Tugu Saudhduazuuian)

| often switch cosmetic product if another brand have
promotion Gumonlasuniesdieaiily iiesnndweriuiinigialus Tud)

If there is promotion going on the shop, | will go to buy
although it’s far from my location @ s Tuduiufisiiammzans

o 2 4 J 2 9w A o v g
[RRTN ﬂuﬂ&’qﬂmﬂ‘ﬂﬁ‘lﬂlﬂuu ﬂdummuﬂz"lnamm/mﬂmamuﬂmu)
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Advertisement:
Presenter (awan: duaasdum)

| use cosmetics product that super stars show on the screen
@ulnansaainsesdion nia1s Tawanluil)

I change my favorite brand when the presenter has bad
image (-) Guasueieil¥ ileduansdumaniuiinmanyain 1)

| use cosmetic that is same as super stars use although it’s
expensive @ulfiaseadoramilouiians 14 fafiuiusziismmme)

| change my favorite brand When that brand changes
presenter (nmﬂaﬂuﬂwaﬂﬁn Lmawaumﬂaﬂuwuamaum)

Sometime | don’ tbuy the product because | don’t like
thar preﬁenter (unmmu"lmawammmuuq gmknmu'lwauwamumm)

Purchasing Intention:

If | am going to buy cosmetic products, | would consider buying @wdlalumsae:

NIz FINTDIT1019 DUND1TANDIN)

Brands that deliver consistent quality @veiildqanmiiasiuaue) 1(12|(3|4]|5
Brands that have certificated guarantee @oiiilusmlsziu
a o 112|345

AUNNIUTU)
Brands that have expertise suggestion @#oeiildsusmuziinn
9 1 2 3 4 5
ALYEI39Y)
Brands that have products giving good effect @voiiinansasii

Y o gda 1 2 3 4 5
GLIRA)
Brands that are sold at department store rather than local

iy A v a v ' o 1 2 3 4 5
@rennelureassnaudnnniinaianili)
Brands that are easily recognizable @Woiiedansand) 1121 3|4]|5
Brands that are actively promoted at events @it Taman 11213lals
iquuuﬁmmémﬁmn)
Brands that are actively advertised @EWoitima Tavaniigoriiog) 1121 3|4]|5
Brands that have good brand story and background Giveii 11213lals
ﬂsz‘?ﬁuam’fawﬁaﬁﬁ)
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