CHAPTER-V
ANALYSIS OF SURVEY RESULT AND FINDINGS

5.1 Introduction

In this section, the collected data or information from the quantitative research is
introduced, analyzed, interpreted and portrayed in an orderly way as the subsequent stage
of the research process. Analysis of data or collected information is a stirat@fich
information is gathered and sorted out with the goal that one can get accommodating
information from it. In the simple term, the fundamental reason for analysis of data is to
take a gander at what thwformationis endeavoring to let us know. tuet al. (1995)
Analysis allude to breaking an entire into its different segments for individual research.
Analysis of data is a procedure for getting raw information and changing it into some
useful information for basic decision making by researchersofiected data is analyzed

and on the bases of it give the answers to various questions or prove or disprove the
hypothesis or theoriednother statistician Tukey (1962) stated that the data analysis is the
Methods for analysis of information/data, oe thystems for translating the results of such
strategies and for planning the collection of information to make its examination easily,
more exact or more precise, and all the apparatus and consequences of statistics
(mathematical) which apply to data aymhg. Marshall and Rossman (1999) portray
analysis of data as the way toward bringing request, structure, and significance to the mass
of gathered data. It characterized as untidy, equivocal and tedious, yet additionally as an
innovative and captivatingrocedure. Further, Best and Kahn (2006) conclude it is the set

of the investigation or analysis and elucidation of data that represent the use of deductive
and inductive rationale to the research. The data analysis is primarily done by two
techniques thatre formally known as qualitative and quantitative. This research has used
the quantitative method to study the collected data. Quantitative method or research
emphasize objective measurements and numerical analysis, statistical (mathematical)
analysis ofreceived data throughout surveys, questionnaires or by controlling previous
statistical information by utilizing computational methods. Quantitative research
concentrates on g#bgether numerical information and summing it up crosswise over a

group of irdividuals or to clarify a specific phenomenon.

72



In the present research the quantitative method used to analysis and the collected data
which existing in either in the chart, graph format or table format and different
illustrations. The presentation of tliata in various format helps for fast understating.
Everypresentatiorof fact and figures gave a sign of the percentage and numerical scores
as indicated by related class or categories so as provide a summary of specific data. Also,
the visual presentain of collected information in the form of tables, graph@aslchart in
percentage or numerical numbers empowered the researcher to present the logical
interpretation and description of collected data for descriptive statistics. The collected
information through questionnairevas usd in SPSS software which provides the
opportunity to the researcher to analysis and presents the data graphically and visually. So
it is a continuous process, where the interpretations and analysis are framed and make
some irierences to define finding, conclusion, and recommendations as per the research
objective. The outcomes of the stuthynsideredas per the series of the questions. Firstly,

the demographic data or information concerning brand equity and of pertinence to this
studyconsideredAfter that demographical part, the information and data about the brand
and brand equity of washing machiim the durable sectare discussd

5.2 Demographic Profile

Demographical data empowered the researcher to get an overview and clear picture of the
study populace. Demographic profile or attributesaarendispensableomponent of the
market research which consolidates a few variables to characterize demographic like age,
economic class, education level, marital status, gender (male/female), occupation or
profession. This demographic attribute gives enough data ahewvierage individual

from this group to make a clear picture for hypothetical aggregate. The personal
information of an individual is enough sources to the marketer to design the innovative
plan and strategy. (Kotler and Armstrong, 1991) Demographics &edeing a standout
amongst the most famous and all around acknowledged bases for fragmenting markets and
customers. Lazer (1994, p. 4) specify the significance of demographics and their
association with marketing, Ef f ect i ve mar k et lydemographiddage r t i
are inextricably intertwined. Demographic data are among the most significant
marketing-intelligence inputs. They are central to formulating marketing plans and
strategies and are basic to the devel opmel
Demographic have their particular centrality in each examination. This research having
different customers with various demographics and they are having the different
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perceptionof brand loyalty image, perceived qualitysatisfaction and equity. Some
different examinations disclose that demographics play the vital role. Saad et al.(2013)
demonstrated that the out of the various demographics attributes (age, income level,
lifestyle, gender, and occupation) elite salary level has the positive association with
customer loyalty. Furthers, Matzler et al. (2004) stated that the different demographics
attribute impact on the customer satisfaction specifically lifestyle having the substantial
effect on the consumer buying behavior, loyalty and overall satisfaclitne s e days
demographics attribute examines fundamental because these have affected customers
satisfaction and loyalty and they have a substantial additional impact on brand equity. East
(1995) demonstrated that customers who are more worried about &tssasteadfast,

with the highincome level being more faithful or loyal than low salary groups. This study
asked the demographic related questions which would empower the researcher to assemble
a summary of the study populace and also illustrate cbmesabetween various groups
pertinent to this research.

The demographic attributes ttdgcidedfor this research are as per the following:

Age

Gender

Marital Status

Education Qualification

Occupation

Income

Family structure

Residential status

© © N o g s~ wDdhP

Family size

5.2.1 Age Wise Classification

Age is a primary demographic attribute which indicates the life cycle stage of the
individual . Age is essenti al critical var
Age classification also permits to kmathe needs and wants of customers who play a
significant role to change their purchasing pattern. Age even an essential characteristic
which affects the loyalty and satisfaction significantly. Wood (2004) stated that the more
youth between 124 across dierent product classification having the difference
regarding their brand loyalty, despite there was the general conviction that the older age
customers are more moderate and less ready to use new brand®rantbrner age
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consumers value differs than wmger and probably more loyal. Brand loyalty, image,
perceived quality and satisfaction across the age have a different perception which can
affect the brand equity creation. So age classifications play a vital role in making brand
and brand equityAge wse classifications displayed below:

Table NoT1 5.1 Age wiseclassification

S.No Description Frequency Percent

1 Up to 20 years 46 11.4

2 Age group 2030 Years 185 46.0

3 Age group30- 40Years 57 14.2

4 Age group40-50 years 50 12.4

S Age group50-60 years 44 10.9

6 Age group abové0 years 20 5.0
Total 402 100.0

Age Wise Classification

]| Upto 20 years
B 20to 30 years
O30t 40 years
W 40to 50 years
[Os0to 60 years
B 2bove GO years

Figure 5.1 Age wise classification

Inference: - Information presented in thebovetable and pie chart reveals the age wise
classification of respondents. The resshows that sample is dominated by the
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respondents in the age group ofZDyears agd6% respondents indicatedntthesample

Another 11.4% respondertdl into the age grouppto 20 years. Another 14.2%, 12.4%,
10.9% and 5.0% respondents fall itbhe agegroup of 30 to 40 years, 40 to 50 years, 50

to 60 years, and Above 60 years respectively.

5.2.2 Gender Wise Classification

Gender is additionally critical demographicsb® examinedecause the gender (male&
females) ponder numerous things differently. (Kotler and Armstrong, 1991) Gender
orientation has developed being used throughout the years as organization or marketers
has perceived that ladies are a lucrative market segment, in this way market plasner ha
turned out to be more touchy to ladies' needs and attitudes. In the modern society, the male
and females attitude has changed toward the different products or brands due to their
standard of living. So understanding the key contrasts amongst femdlesabes about
characteristics of different products are necessary. Gentry et al. (1978) stated that the
males and females have different perceptions about the products and free time activities.
Further, Fournier (1998) also found that females have morenangl grounded relational

and brand connections than men. These propose that ladies were more reliable than men.
The psychological disposition of females indicates that they may be bramdsloyal.

Saad et al. (2013pund that gender doesn't play arsfigant role in loyalty. Also, Mishra
(2015) suggested that females and mal es |
Gender has their significance toward the brand, loyalty, satidfactionin the modern

days, both males and females having tlseicial values, so it impacts their purchasing

decision.Gender wise classifications displayed below:

Table Noi 5.2 Genderwise classification

S.No Description Frequency Percent
1 Male wise classification 194 48.3
2 Femalewise classification 208 51.7
Total 402 100.0
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Gender Wise Classification

M 1ale
B Female

Figure 5.2 Genderwise classification

Inference: - Information presented in th@bovetable and pie chart reveals tender

wise classification of respondents. The ressittows that the female is 51.7%n the
sample Another48.3%respondentsere malen thesample

5.2.3 Marital Status Wise Classification

Another critical demographic attributes to be examined is marital status this demographics
attribute influence the intention of the customers to purchase the products or brand. The
unmarried clients have an exceptional and distinctive approach to buyaithec{s or
brand, and additionally, they have tldferent observation about the brand, image,
satisfaction, and loyalty. In the marital status, the married customers purchasing decision
is impactedoy others, and they turn out to be exceptionally cogmniadout buying since

they have other family obligation, for example, life partner, kids and so forth. Because of
the conjugal status customer 6s deci si on
exceptional change in shopper conduct. The perceptitre rand and brand equity may
differ according to marital status because sometimes unmarried customers are willing to
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pay an extra amount to brands however same time married customer hesitates to pay

additional amount. So marital status may differ the loydithyage andsatisfaction of the
customers. Afzal (2013). Demonstrated that the marital status has a positive and healthy

impact on the customer loyalty this infer that the marital status ( married /unmarried) have

a higherimpact on customer loyalty and ssfaction which prompt high brand equity.

Marital Status wise classi€ations displayedelow:

Table Noi15.3 Marital status wise classification

S.No Description Frequency Percent
1 Married 209 52.0
2 Unmarried 193 48.0
Total 402 100.0
Marital Status Wise Classification
B married
B Unmarried

Figure 5.3 Marital status wise classification
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Inference: - Information presented in thabovetable and pie chart reveals tharital
statuswise classification of respondents. The regudicatesthat sampleis dominated by
the married as 52% respondentdall in this sample. Another 48% respondentsvere

unmarriedn thesample
5.2.4 Education Qualification Wise Classification

The next essential demographics attribute is the education, and it has a direct approach to
customers purchase deoisi The education ability of consumers has changed their
discernment level toward the branded products. Higher the education ability change the
way of life of consumers, and they find the products which are easy to use, safe, and
comfortable and so fortfi.he education level of consumer increase the expectation form
brands and when these expectations fulfill it lead to satisfaction. More education program
makes consumer more brand aware which help to settle on the decision in the completive
market. Afzal (BP13) more education qualification can be made more satisfied and loyal
customers. Mburu (2013) level of education is the variables which influence the
customers' retention and satisfaction. It infers that marketer can segment the customer on
the bases ofhe level of education and make customer retention Hatucation

Qualification Wise Classification displayed below:

Table No1 5.4 Education qualification wise classification

S.No Description Frequency Percent
1 No formal education 19 4.7
2 UnderGraduate 79 19.7
3 | Graduate 128 31.8
4 Post Graduation 93 23.1
3) Professional and other 83 20.6
Total 402 100.0
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Education Wise Classification

B 1o formal education
B Under Graduate

O craduate

M Post Graduation

[ Professional and other

Figure 5.4 Educationqualification wise classification

Inference: - Information presented in thabovetable and pie chart reveals tbducation
gualificationwise classification of respondents. The restulbws that sampledlominated
by thegraduaterespondentsand i.e., 31.8% Another4.7 %respondentfiaveno formal
educationin the sample Another 19.7% respondents aoedergraduateand 23.1%
respondents amgostgraduate and rest 20.6% respondentpestessionaln thesample

5.2.5 Occupation Wise Classification

Occupation is one more essential characteristic of demographics. It is necessary to
i nvestigat e t h eoccupations bacaise ofudgfeéremtnoecupmations or job
profile customershaving different taste, values, needs, perception, and expectation form
the brands which influence their decision to purchase. (Kahl and Davis, 1985) Occupation
indicates that the socialass and also gauge a family's class and societal status it varies as
per respective jobs that affect the attitude and behavioraffivedeand value or motive
emerges from more noteworthy levels of occupation that related their behavior.

Accordingly, purchasers in various social classes may unexpectedly approach the
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purchasing circumstance, so evaluation ofdbeupatiorcritical to know genuinely about

the consumer behavior. Purchasing behavior of consumers differs as pecthemtion

or profeson. To make the brand strategy or to enhance the brand satisfaction, loyalty,
image occupation plays a significant role. The study has used the vacmumtionsuch

as services class, professional, having own business so fOdbupation Wise

Classtfication displayed below:

Table NoT1 5.5 Occupationwise classification

S.No | Description Frequency Percent
1 Student 114 28.4
2 Business 61 15.2
3 Services 140 34.8
4 Professional 77 19.2
S Housewife 10 2.5
Total 402 100.0

Occupation Wise Classification

M student

Bl Business

O servies

B Frofessional
JHouse wife

Figure 5.5 Occupationwise classification
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Inference: - Information presented in thebovetalde and pie chart reveals the occupation
wise classification of respondents. The resitddicate the services class respondents
dominate that sample.e., 34.8% further 28.4% respondents are students and 15.2%
respondents havingusiness profil@notherl9.2%respondents angrofessionatest2.5%,

respondentarehousewivesn the sample.

5.2.6 Income Wise Classification

Income is additionally critical demogrhics tobe examinedecause different income

level of customer changes their purchasing pattern of buying behavior. Higher the income
of the customer is more willing to pay than lower income. Mburu (2013) monthly income
level of the customers is the sifjoant variable which influences the satisfaction level of
customers. Wasburg et al. (1992) have suggested that the income is an essential element
which increases the use of credit or debit cards. Saad et al.(2013) tested the hypothesis and
revealed that wt of the various demographic variables only the incomeahpssitive
relatiorship with customer satisfaction and loyalty. It concluded that when customer
income varies than their value attitude, lifestyle, purchasing behavior so forth is changed.
So marketer needs to keep all these information in mind and build the effective strategy t
satisfy or to make them loyal customers toward the brands across the all income group.

Income wise classification displayed below:

Table Noi5.6Income wise classification

S.No Description Frequency Percent
1 Up to 15000 51 12.7
2 15000 to 25000 128 31.8
3 25000 to 35000 82 20.4
4 Above 35000 141 35.1
Total 402 100.0
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Income Wise Classification

W Upto 15000 PM
15000 to 25000 PM
O 25000 to 35000 PM
B 2bove 35000 P

Figure 5.6 Incomewise classification

Inference: - Information presented in thebovetabde and pie chart reveals the income
wise classification of respondenighe 12.7% e s p 0 n d #ymtomé is lesa tmaRs.
15000. The81.8%r e s po nd e nt sdis betaaan thRg. 15000 toRsnm25000and
20.4%respondents have the monthly family income betweeiRth25000 toRs.3500Q
rest 35.1%espondentsnonthly family ncomeaboveRs. 35000 in the sampld@he result
revealsghathighest respondenbelong toRs. 35000familiesareearning in thesample

5.2.7 Family Structure

Family structures play an imperative role in the buying behavior of consumers
particularly for customer durables. Family structure is powerful determinant which
influences the purchasing decision. The family is always the focal point where the
consumer gets the information and guidance that help to make a purchase decision. So
families play avery significant role in the decision making especially in the nations that
have a convention of collectivism as a vital aspect of its culture. Bravo Gil et al. (2007)

discussed the family as a wellspring of brand equity. The family provides the excellent
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information about the brands that have consequences for the perceived quality and brand
awareness that lead to loyalty and general brand equity. Families are the higher source of
information that influences rather than other promoting variable. Yasin &rg@011)

family has strong relation and influence with the brand loyalty and perceived quality
which has a significant impact on brand equNpwadays, families structure is changing

due to the rise of pressure isblate source of income, migraticend education level so

forth thatis converting the joint families intthe nuclearfamily. Thusit is important to

study because nuclear and joint family have a different purchasing beh&veomi | i e s 6
structure Quclear andoint) in the differentarea changes the demdid various products

andit varies the consumption rate of daily items as well as consumer durébléesild

the innovative marketing strategy marketer need to keep in mind family as an essential
wellspring of informationFamily structure classification is displayed below:

Table No15.7 Family structure

S.No | Description Frequency Percent
1 Nuclear 241 60.0
2 Joint family 161 40.0
Total 402 100.0

Family Structure

W ruclear farmnily
= Joint family

Figure 5.7 Family structure
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Inference: Information presented in thabovetable and pie chart reveals tife@mily
structureof respondents. The ressghows that samplalominatedby the nuclear families,
i.e., 60%respondents in the sampknother40% respondents belong foint familiesin
thesample

5.2.8Residential Status
From where the consumers belong are essential to the marketers because it directs the
consumer behavior. Consumers purchasing pattern or decision making are varying as per
their lifestyle, so it is crucial to know whether the consumer form rurattman area. An
urban consumer can be taken purchasing decision regarding the durables goods without
hesitation and the other side th&ral consumer's decision regarding the purchasing a
brand has decided after the careful thought and consulting withribigihbors, village
youth, and friends. As pahe R. V. Rajan (2011) in his article, discubat the whole
village patronized a specific brand. The brand varies community to village its contingent
upon which brand came first in tvllage. The other wl purchase the same after that.
But due to change in the technology, education level and lifestyle the consumer has
become very smart today. So the consumer is from village, town, and city having similar
behavior. As per IMRB survey, there is no differeno consumer behavior in the rural
and urban marketThereforeconsumer behavior prediction on the bases of consumer
belonging might be difficult nowadays. But still, there is the difference in consumer
behavior because of specific products, so it is ratrg to study. Respondents
residential Classificatioris displayedelow:

Table Noi 5.8 Residential gatus

S. No Description Frequency Percent
1 Village 106 26.4
2 City 156 38.8
3 Town 140 34.8

Total 402 100.0
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Residential Status

W village
B city
OTown

Figure 5.8 Respondents esidential status

Inference: Information presented in th&bovetable and pie chart reveals ttesidential
areaof respondents. The resuélls that maximum respondentselongto the city in the
sample andi.e, 38.8%. Another34.8% respondents belong to town re26.4%
respondents belong tovillage in thesample

5.2.9Family Size

Family size is also essential factors which affect the consumer purchase decision if the
family size or the number of members is less than their purchasing capacities will high
toward the branded products. Tifferet and Herstein (2010) discussed the iafpact
individualism (that is the capacity to settle on an autonomous decision without the effects
of others which could be family) on brand perception. It revealed that individualism had
the significant impact on private brand perception proposing that ethers don't impact
somebody's decisigrthey are a fredghinker; they are exceptionally liable to attempt
individual brands or option brands. Another side, if the family sizargerthan there is
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the high probability that consumer goes for the brancchviias lower priced and this
happens only because the primary consumer is hdaiggr family members andery

fewer resources. (Richardson et al., 1996ygestedhat larger family members do the
more substantial proportion of the financial resourcesiwtorce them to go store or local
brand as opposed to national brands due to their low paying capacity. Numbers of
membersf the family is the significant factor in deciding about the brand. Duong (2016)
summarized in his thestha ¢ u s tsatsfadiondedel was varied when the family
member or size changdgéamily Size classificatiordisplayedn below:

Table Noi5.9Family size

S.No Description Frequency Percent
1 1 to 3 members 8 2.0
2 | 2to5 members 222 55.2
3 5 to 10 members 137 34.1
4 More thantenmembers 35 8.7
Total 402 100.0
Family Size

M1 to 3 members

B 2 to 5 members

Osto 10 members

M More then 10 members

Figure 5.9 Family size
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Inference: - Information presented in trebovetalde and pie chart reveals the family size
of respondentsThe resultells thathighest respondents fronto 5 family members in the
sampleand i.e., 55.2%. Another % respondents havkto 3 members in the famjland
34.1%respondents haveto 10 members in the famihgst8.7%respondents have more

thantenmembers irthe family.

5.3 MostPreferred Brand

The next question askedgarding the customer's preferefaewashing machine brands.
There are various brands in the market and the different customer having own brand
image, knowledge and choice. Tlkiensumerpreferencefor different brandshelps to

know the brand awareness and market share of the particular brand in Uttarakhand. This
analysis also helps to indicate that which brand have dominance in the market and which
brands need to make more efforts and innovating strategy to get a maximket share.

Most preferred washing machining brand classification displayed below

Table No15.10Most preferred brand

S.No Description Frequency Percent
1 IFB 30 7.5
2 Samsung 161 40.0
3 LG 138 34.3
4 Videocon 21 5.2
5 Whirlpool 52 12.9
Total 402 100.0
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Most preferred brand

e
B samsung
Oile
W videocon
whirlposl

Figure 5.10Most preferred brand

Inference: - Information presented in thebovetade and pie chart reveals tipeeferred
washing machine bran@he resuliexplairs thatmostpreferredwashing machinerandis
the Samsungn the samplgi.e., 40% Further7.5%respondentpreferred IFBand34.3%
respondentpreferred LGanother5.2% respondentpreferredVideocon andrest 12.9%

respondentavored Whirlpool in the sample.

5.4 Source of information regarding the washing machine brands

Next question asked to know the source of information or awareness regarding the
washing machine brands. In the modern market, thesevagioussource ofawareness
these sources cdpe variedas per customer resource. Due to the numerous source of
information, it is imperative to describe which information source is prevalent and
reliable. The origins oihformationenhance the braravareness and brand image that
the variable of brand e@y. The customers can be aware through social media, websites,
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friends, family members TV and newspaper so fofthe information that customer
could know about the washing brand are displayed below:

Table No715.11 Source of information regarding the vashing machine brands

S.No Description Frequency Percent

1 Family members 91 22.6

2 Newspaper 26 6.5

3 | TV Ads 176 43.8

4 | Social media 32 8.0

S Points of sales(dealer) 72 17.9

6 | Website 5 1.2
Total 402 100.0

Source of information regarding the washing machine brands

B Family members

B Hewspaper

Ot ads

M sccial media

O Pairts of sales(dealer)
Wvvebsite

Figure 5.11Source of information regarding the washing machine brands

Inference:- Information presented in thebovetalde and pie chart reveals tiseurce of
information about the washing machine braHde resultells thatmost of the respondents
got informed by TV ads in the sampledan.e., 43.86. Further, 22.6 % respondents
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informed by family membersand 6.5 % respondents gwmiformed by the newspaper
another8% respondentsold by social mediaand17.9%respondentsepored by Points of
sales (Dealemest1.2%respondents awathrough websites the sample.

5.5 Factor analysis

Factor analysis is a valuable and a prevalent method fasede data reduction. When
research hasomevariables that are correlated, then factor analysis is used to reduce all
variables into fewer. Faot analysis is the technique aitting alargenumber of variables

into some meaningful. Factor analybiasedon the correlation matrix of the variables
involved and correlations usually need a large sample size before they stabilize. The
purpose of factor analysis is to discover simple patterns of relationships among the
variables. In particular, it seeks thscoverif the observed variables can be explained
modly or entirely regardinga much smaller number of variables called factdise
reducedfactors can alsobe usedfor further analysis. There are three steps in factor
analysis (i) Generate a correlation matrix for all the variables. A correlation maix i
rectangular array of the correlation coefficients of the variables with each other. (ii)
Extraction of factors from the correlation matrix based on the correlation coefficients of
the variables and (iii) Rotation of tHactorsto maximize the relatioship between the
variables and some of tHactors In the present study, the researcher is interested
investigatingthe variousfactorsof brand equity of washing machin€his research has
contained many variables; therefore factor analysis is useedtece a large number of
variables of brand equity into fewer factors of brand equity. It is easier to study few factors

than various variables.
5.6 Descriptive Statistics

Descriptive Statistics are carried to explain the essential features offdh@mation in a
study Descriptive statistics give straightforward summaries about the observations and
about the sample that hallkeen madeThe descriptive summaries might be either, visual,
graph, chart and quantitative analysis of information thatasy to understand. The
summariescan be basedn the initial description of theaformation as an element of
extensive statistical analysisr they might be adequatél by themselves for a specific

examination.
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Table Noi 5.12Descriptive Statistics

o Mean Std.

Description Deviation
| am awareof my brand of avashingmachine that appeared in | 4.2836 | .62306
the different advertising media
My brand of washing machirfeascharacteristics which other 3.8980 | .87757
brandd on 6t have
| can quicklyrecall symbol or logo of my brand of washing 45448 | .62311
machine
My washing machine brand regularly introduceeavproduct 4.0373| .68914
| can recognize my washing machine brand amoghan 4.3682 | .59405
competing brand
My washing machine braratovide their services at the time they 4.2139 | .65797
promise to do so
| feel safe and secure while purchasing my washing machine | 4.2189 | .60078
brand.
The price of my washing machine brand as per my expectation 4.0970 | .69773
| prefer to use the brand if it suits my lifestyle. 4.3159 | .67532
My washing machine brand gives me a feeling of high status in 3.9527 | .74757
society.
My washing machine brand hasiniquebrand image, compared | 4.2388 | .66452
to competing fobrand
| believe that this brand does not take advantage of consumerg 4.0124 | .71489
| believe that this brand is contributing to the welfare of society| 4.0697 | .55619
My washing machine brand never compromise with quality ang 4.3532 | .68805
always used thiatesttechnology
Celebrity endorsement of the product influence me the mostin| 3.9701| .69849
favor of the brand
Advertising media provide necessary and sufficient information| 4.1940 | .62942
about my brand
Recommendation of Social media influence me most in favor ¢ 4.1144 | .76183
my preferredorand
Advertising message make sense to buy this brand of washin| 3.9527 | .66269
machine instead of other washing machine brand still they are
similar
The advertising of mpreferredorand leaves good impression 4.1443 | .76330
toward the brand and encourages to buy
Advertising media build my confidence and willingness to pa 4.0597 | .64062
premium price for the brand
I am willing to buy this brandeven if its price would be little 4.1418 | .60529
higher than that of its competitor
Overall  am satisfied with the servicegmovidethe brandand 4.3557 | .63977

my experience is well up to my expectation
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Inference: - Information presented in the above table no 5.12 reveals the mean and Std.
Deviation of the variables of brand equityThe result reveals thahe statement can
quickly recall symbol or logo of my brand of washing machias highest mean and i.e.
4.5448 rest variables such dsam aware about my brand of washing machine that
appeared in the different advertising medMy brand of washing machine have
characteristics whi ¢ Ky waghihge machibe l@andl regdlarip 6 t
introduce new produc | can recognize my washing machine brand among other
competing brandMy washing machine brand provide their services at the time they
promise to do sd feel safe and secure while purchasing my washing machine, draad
price of my washing machinednd as per my expectationprefer to use the brand if it
suits my lifestyle My washing machine brand gives me a feglof high status in my
society, My washing machine brand has very unigue brand image, compared to
competing brand believe that this brand does not take advantagemsumersl believe

that this brand is contributing to the welfare of socj@ly washing machine brand never
compromise with quality and always used latest technolGglebrity endorsement of the
product influence me the most in favor of the brafdvertising media provide necessary
and sufficient information about my brgndecommendation of Social media influence
me most in favor of myreferredbrand Advertising message make sense to buy this
brand of washing machine instead of other washing machine brand still they are, similar
The advertising of mypreferredbrand leaves good impression toward the brand and
encourages to byydvertising media build my confidence and willingness to pay a
premium price for the braptiam willing to buy this brand even if its price would be little
higher than that of its competitdDverall | am satisfied with the service provide by the
brand and my experience is well up to my expectdtiave the mead.2836 3.898Q
4.03734.36824.21394.21894.09704.31593.95274.23884.01244.06974.35323.9701
4.19404.11443.95274.14434.05974.14184.3557respectively Furtherthe variablemy
preferred washing machine brahas characteristicsvhich otherbrands doesh éhave has

highest StdDeviation i.e., .87757 in the sample.
5.7 Communalities

Communalitiesare the proportion of each variable's variance that can be explained by the
principal components. klso denotedy i and candefineas the sum of squared factor
loadings. Communalities show how much of the variance in the varihalesbeen
accounted for by the extracted factors. The proportiorannceof a particular item that

is due tocommonfactors (shared with othéemsg is calledcommunality The proportion
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of variance that is unique to eaitém s then the respective item's total variance minus the

communality Table No15.13Communalities
Initial | Extraction

| am awareof my brand ofawashingmachine that appeared in | 1.000 .748
the different advertising media

My brand of washing machirtes characteristics which other 1.000 .793
brandd ondt have

| can quickly recall symbol or logo of my brand of washing 1.000 .682
machine

My washing machine brand regularly introdusosew product 1.000 .693
| can recognize my washing machine brand anmangher 1.000 .833
competing brand

My washing machine brand provide their services at the time tf 1.000 .585
promise to do so

| feel safe and secure while purchasing my washing machine | 1.000 739
brand.

The price of my washing machine brand as per my expectatior] 1.000 .811

| prefer to use the brand if it suits my lifestyle. 1.000 779
My washing machine brand gives me a feelingigh status in my| 1.000 .665
society.

My washing machine brand hasiniquebrand image, compared| 1.000 .581
to competingfor brand

| believe that this brand does not take advantage of consumerg 1.000 770
| believe that this brand is contributingttee welfare of society. 1.000 .701
My washing machine brand never compromise with quality anq 1.000 767
always usedhe latesttechnology

Celebrity endorsement of the product influence me the most in| 1.000 677
favor of the brand

Advertising medigrovide necessary and sufficient information | 1.000 .736
about my brand

Recommendation of Social media influence me most in favor ¢ 1.000 .693
my preferred brand

Advertising message make sense to buy this brand of washin 1.000 .738
machine instead of oth@rashing machine brand still they are

similar

The advertising of my preferred brand leaves good impression| 1.000 .760
toward the brand and encourages to buy

Advertising media build my confidence and willingness to pa 1.000 .730
premium price fothe brand

Overall  am satisfied with the serviteeprovidethe brangand 1.000 787
my experience is well up to my expectation
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5.8 Total Variance Explained

The values in the column dhe table given below indicate the proportion of each
variable's variance that can be explained by the principal componéariables with high
values are well represented in t@mmonfactor space, while variables with low values

are not welrepresented

Table No15.14Total Variance Explained

Component Description % of Variance
1 Association Inviting Quality 45.161
2 Brand Consciousness creating 8.513
ability
3 Need Satisfying capacity 7.952
4 Value creating ability 5.780
5 Uniqueness 5.300

Inference: - In the above table, it is seematitheAssociation Inviting Qualityexplain the
45.161% variancethe Brand Consciousness creating abiliycounts for 8.513% of the
total variance, thé&leed Satisfying capaciig 7.952% of the total varianc¥alue creating
ability accounts 5.780% of total variance addiquenessaccounts for 5.300% of total
varianceTherefore all the fivéactorscome together define the 72.7% variance.

5.9 Component Matrix

The ®mponenimatrix contains component loadings, which are the correlations between the
variable and the componerBecause these are correlations, possible values rangelfitom
+1. This makes the output easier to read by removing the clutter ofdorelationghat ae

probably not meaningful anyway.

Table Noi5.15Component Matrix

Component
1 2 3 4 5
| am awareof my brand ofawashingmachine that 573 |.623 | -.111|.135 |-.024

appeared in the different advertising media

My brand of washing machiress characteristics which| .534 | -306 | .102 | .505 .385
otherborandd on 6t have

I can quickly recall symbol or logo of my brand of .646 | .037 | -.489 |.098 122
washing machine

My washing machine brand regularly introduce new | .601 | .368 176 | .189 .360
product
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| can recognize my washing machine brand among .656 | .277 | -.447 | -.028 .353
another competing brand

My washing machine brand provide their services at| .730 044 | -.061 |-.167
time they promise to do so 135

| feel safe and secure while purchasingwaghing .813 .053 | -.113 129
machine brand. 215

The price of my washing machine brand as per my 549 | .251 .665 | -.055 | -.037
expectation

| prefer to use the brand if it suits my lifestyle. .604 | .423 215 | -394 | .185
My washing machine brand gives mésaling of high 672 | - .054 | -.081 | .143
status in my society. 429

My washing machine brand hasiniquebrand image, 675 | - -274 | -.193 | -.093
compared ta@wompetingfor brand .067

| believe that this brand does not take advantage of | .655 | - 328 | -.418 | .168
consumers 173

| believe that this brand is contributing to the welfare | .812 | .100 117 | -.103 | .087
society.

My washing machine brand never compromise with | .673 | .228 | -.365 | -.273 | -.233
quality and always usdtielatesttechnology

Celebrity endorsemenf the product influence me the | .654 | - 293 | -.064 | -.166
most in favor of the brand .364

Advertising media provide necessary and sufficient .718 | .201 .065 | .204 | -.368
information about my brand

Recommendation of Social media influence me mos| .668 | .189 .007 | .457 | -.038
favor of my prefered brand

Advertisingmessage makeense to buy this brarmd .708 | - 325 | .302 | -.167
washingmachine instead of other washing machine 104

brand still they are similar.

The advertising of mpreferedbrand leaves good .689 | - -.267 | .186 | -.088
impression toward the brand and encourages to buy 415

Advertising media build my confidence and .700 | - -270 | -.188 | .139
willingness to pay a premium price for the brand .335

Overall  am satisfied with the serviteprovidethe .705 | .046 | -.105 | .005 | -.526

brand andmy experience is well up to my expectatiol

The above table shows the loadings of thentyone variables on the five factors

extracted. The higher the absolute value ofltlagling the more the factor contributes to

the variable.
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5.10 Rotated Component Matrix

This is sometimes referretb as the loadings, is the key output of principal components
analysis. It contains estimates of the correlations between each of the variables and the
estimated components. The idea of rotation is to reduceutmderof factors on which

the variables wtter investigation have high loadings. Rotation does not change anything

but makes the interpretation of the analysis easier.

Table No15.16 Rotated Component Matrix

Component
1 2 3 4 5

My washing machine brand provide their services at the ti .542
they promise to do so

| feel safe and secure while purchasing my washing macl .685

brand.

My washing machine brand gives me a feeling of high sta .746
in my society.

My washing machine brand hasiniquebrand image, 490

compared ta@ompetingfor brand

| believe that this brand does not take advantage of consy .689

Celebrity endorsement of the product influence me the mq .680
in favor of the brand

The advertising of mpreferredorand leaves good .618
impression toward the brand and encourages to buy

Advertising media build my confidence and willingness| .711
pay a premium price for the brand

| am awareof my brand ofawashingmachine that appeare .554
in the different advertising media

| can quickly recall symbol or logo of my brand of washin .702
machine

| can recognize my washing machine brand anmamgher .836
competing brand

My washing machine brand never compromise with qualit .631
and always usethe latesttechnology

Advertising media provide necessary and sufficient .736
information about my brand

Advertising message make sense to buy this brand of .558
washing machinenstead of other washing machine brand
still they are similar

Overall  am satisfied with the serviteeprovidethe brand .762
andmy experience is well up to my expectation

My washing machine brand regularly introducsew 577
product

The price of my washing machine brand as per my .769
expectation

| prefer to use the brand if it suits my lifestyle. 770
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| believe that this branid contributing to the welfare of 495
society.

My brand of washing machirtess characteristics which othe 791
brangdd o n 6 t have
Recommendation of Social media influence me most in f 522

of my preferred brand

Inference: - In the above table, rotated components and associated variables indicate that
there arefive key factors play aignificant role to make brand equity in the washing
machine.The first factor of brand equity of washing machine is the combination of
variables such as My washing machine brand provide their services at the time they
promise to do so, | feel safe and secure while purchasing my washing machine brand, My
washing machine brand gives me a feeling of high status in my society, My washing
machne brand has unique brand image, compared to competing for brand, | believe that
this brand does not take advantage of consumers, Celebrity endorsement of the product
influence me the most in favor of the brand, The advertising of my preferred braaed leav
good impression toward the brand and encourages to buy, Advertising media build my
confidence and willingness to pay a premium price for the brand and accounts for
45.161% of total variancelhe second factor is the combination of variables likaml

aware of my preferred brand of washing machine that appeared in the different advertising
media, | can quickly recall symbol or logo of my preferred brand of washing machine, |
can recognize my preferred washing machine brand among other competing, btsind
preferred washing machine brand never compromise with quality and always used the
latest technology and accounts for 8.513% of total variambe. third factor is the
combination of variables such as; Advertising media provide necessary and dufficien
information about my brand, Advertising message make sense to buy this brand of
washing machine instead of other washing machine brand still they are similar, Overall |
am satisfied with my preferred brand and accounts for 7.952% of total varEmee.
fourth factor is the combination of variables like, My washing machine brand regularly
introduce new product, The price of my washing machine brand as per my expectation, |
prefer to use the brand if it suits my lifestyle and | believe that this bsacwhiributing to

the welfare of society and accounts for 5.780% of total variaftee.fifth factor is the
combination of variables such as; My preferred brand of washing machine has
characteristics which other br medd®fluehcen 0t

me most in favor of mpreferredorand and accounts for 5.300% of total variance.
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5.11Name of the five key factors

The various variables thatcorporatednto each keyactorhavenamed-

Association Inviting Quality
Brand Consciousnesseatingability
Need Satisfying capacity

Value creating ability

a » w N Pe

Uniqueness

Factor 1- Association Inviting Quality

The first factor is association inviting quality which creates the loyalty and trust of the
brands which further help to develop the brand equity. This factor has the variability of
45.161%.Association inviting quality is just a characteristic of the Hrarfich comedo
shoppers mind when the bradéscussedBrand associatiomviting quality is not the
primary benefits of the product, biristeadsymbol and image related to a specific brand.
So it is very vital to brand managers to kéepnind about tle band association inviting

guality because it works as a pillar for the brand equity in the washing machine.

Factor 2- Brand Consciousness creatingbility

The next factor that came out from the factor analysis is brand consciouseatsg
ability, and it has 8.513% variability. The customer consciousness toward the brand is
another pillar to build the brand or brand gguThe brand consciousneissthe awareness

or familiarity of customers with the brand or specific product. This consciousnasisgre
ability lead to the recognition of the brand or this is the ability to recognize the brand when
the customers see the particular brand somewhere and if someone asks the question about
the brand. So brand must have consciousness ability which helgtetentiate the brand

and products.Consciousnessreating ability help to develops the positive attitude toward
the brand whichhelpsthe customers to recognize and recall the brand and keep in his or
her memory and use it for purchasing decision.o8mnizations need to focus on the
brand consciousness creating ability because it constructs the brand equity.
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Factor 3- Need Satisfying Capacity

Need Satisfying Capacity which has the variability of 7.95R&edSatisfying Capacity is

the factor which plays a vital role in the brand equity in the washing machine. Need
satisfying capacity is thbasicfoundation of loyalty; trust etc. Need satisfying put the
significant impact on the consumer purchasing and iiotefsehavior. The organization

must have the ability teatisfyt he cust omer sé needs whi ch
brand. Need satisfying capacity develop the positive attitude toward thetbeanthkes

them loyal customerd heloyalty helps to minmize the expenditure of marketing because

the brand would be promoted by the customer positively in the market. So to develop the
brand equity in consumer durable segment organization must have to satisfy the need of

the customers.

Factor 4- Value creating ability

The next factor is a valvereating ability which has the variability of 5.780%. The value
creating ability means the value of the particular brand or image in the mind of the
customers. The valuereating ability is the belief about the braruhtt holds by the
customers in the market. The value of the brand can create the positive attitude in the mind
of the customers which lead to purchase. Value creating ability is the vital element
because customers do oty the brand only it must have soma&lue for the customer, so

they buy thevalueor image. So to develop the brand equity in washing machine segment

organization must have to focus wamuecreating.

Factor 5 Uniqueness

The fifth and last factor came out from the factor analysis isitiguenessandit has the
variability 5.300%. The factor uniqueness means to differentiate the product or brand from
another when theljavesame features. The uniqueness of the product or brand creates its
brand personality in the market. The Uniquengssnotes the brand positivelgnd it

makes its place automatically in a crowded market. Uniqueness also impacts the
purchasing intention of the customers and motivates to repurchase or become loyal,
satisfied toward the brand. An organization must hawedrk on the brand uniqueness or

personality becauseatso playsa vital rolein brand equity othewashingmachine.

100



5.12 Mean of different factors across demographic characteristics of
respondents

ANOVA is a carried out to compare means of all bnand equityfactors to determines
whether there is any significant difference in these means across diffiermaographic
characteristicaising the F distribution. The information about ANOVA across different

demographic characteristipsesentedbelow=

Table NoT15.17 Mean of different factors across theage @tegoriesof respondents

Age Wise Association Brand Need Value | Uniqueness
Classification Inviting Consciousnesy Satisfying | creating
Quality creating capacity ability
ability

Up to 20year 4.1223 4.3641 4.1014 | 4.1467 4.0109
20 to 30year 4.1122 4.4243 41658 | 4.1649 3.9946
30 to 40year 3.9912 4.2895 41871 | 4.0789 4.1930
40 to 50year 4.0650 4.4150 4.1000| 4.0300 3.8400
50 to 60year 4.1932 4.3807 42727 | 4.1818 4.0341
Above 60 4.1563 4.3250 4.2167 | 4.0500 3.9250
year

Total 4.1014 4.3874 4.1675| 4.1300 4.0062

Inference: - The table no 47 shows the mean of different factors across tlage
categorie®f respondentsThe table specifiethatbrand consciousness creating abiligs
thehighestmeanamongall theagecategories of respondentsfollows byneed satisfying
capacityandvaluecreatingability, association inviting qualitgnduniqueness

Further oneway ANOVA was done to check whether mean of varibuand equity
factors differ significantly, thusnull hypothesisassuminghere is no significant dérence
in the mean ofvarious brand equityfactors acrossthe age categoriesf respondents
Calculateddatawith the help of SPSBresented in the table below
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Table No15.18 One WayANOVA of mean ofdifferent factors across theage

categoriesof respondents

Df F Sig.
Association Inviting Quality * Age Wise 5 .907 476
Classification
396
Brand Consciousness creating ability * Age Wise 5 .720 .608
Classification 396
Need Satisfying capacity * Age Wise Classificatig 5 .669 .647
396
Value creating ability * Age Wise Classification 5 .833 527
396
Uniqueness * Age Wise Classification 5 1.472 .198
396
Degree of freedorsb Tabulated value 2.21

Inference: - we see from the table fm18that the calculated value of F of the different
factors of brand equity such association inviting quality, brand consciousness creating
ability, needsatisfying capacity, valuereating ability and uniquenesis smaller than the
tabulated value of R.e. 2.21 at (v1=5 and v2 = 396) degree of freedom and 0.05 level of
significance.Hencenull hypothesis (§) is acceptedhere is no significant tationship
between the different age category and brand equity fadtoesefore it is concluded that
every age group perceives the brand equitg similar fashiorand different factors of

brand equity remain constant respective of change in age group.

Table Noi5.19Mean of different factors across the geter Categories

Gender Wise Association Brand Need Value | Uniqueness
Classification Inviting Consciousnesy Satisfying | creating
Quality creating capacity | ability
ability
Male 4.1308 4.3918 4.1220| 4.2036 3.8814
Female 4.0739 4.3834 4.2099 | 4.0613 4.1226
Total 4.1014 4.3874 4.1675| 4.1300 4.0062

Inference: - The table no 5.1%hows themean of different factors acrosise gender
categorieof respondentghe table specifiethat brand consciousnesseating abilityhas
the highest mean betweenthe gender categories of respondentff follows by need

satisfying capacitgndvaluecreatingability, association inviting qualitgnduniqueness
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Further oneway ANOVA was done to check whether mean ofimas brand equity
factorsdiffer significantly, thusnull hypothesisassuminghere is no significant dérence
in the mean ofvarious brand equityfactors across the different gendeategories
Calculateddatawith the help of SPSBresented in th&able below

Table No715.20 One WayANOVA of mean ofdifferent factors across thegender
categories of respondents

Df F Sig.
Association Inviting Quality * Gender Wise 1 1.199 274
Classification 400
Brand Consciousness creating abilitG&nder 1 .02710 .870
Wise Classification 400
Need Satisfying capacity * Gender Wise 1 2.653 .104
Classification 400
Value creating ability * Gender Wise Classificati( 1 7.618 .006
400
Uniqueness * Gender Wise Classification 1 12.329 .000
400

Degree of freedorl Tabulated value 3.84

Inference:- we see from the table rm20that the calculated value of F of the different
factors of brand equity likassociation inviting quality, brand consciousness creating
ability and need satisfyinig smaller than the tabulated value ¢i.E. 3.84 at (vli=1 and

v2 = 400) degree of freedom and 0.05 level of significaibeis null hypothesis (§) is
accepted and for thesefactors it concludedthat there isno significant relationship
betweenthe gendercategories However it is seenthat calculated value of F of the
different factorsof brand equity likevaluecreatingability and uniquenesis higher than

the tabulated value of, ke, 3.84 at (vl= 1 and v2 = 400) degree of freedom and 0.05
level of significance. Therefoneull hypothesis (HO) is rejectednd for thesefactors it
concludedthat there isa significant relationship betweenthe gendercategories This
concludedthe value and uniquenedifer significantly respective of change igender
(male/female) category.

Table Noi 5.21Mean of different factors across the maritalstatus of respondents

Marital Status | Association Brand Need Value | Uniqueness
Wise Inviting Consciousnesg Satisfying | creating
Classification Quality creating capacity | ability

ability
Married 4.0783 4.3840 4.1659 | 4.1065 4.0455
Unmarried 4.1263 4.3912 41693 | 4.1554 3.9637
Total 4.1014 4.3874 4.1675| 4.1300 4.0062
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Inference:- The table no 5.28hows themean of different factors acrodse marital gatus
of respondentghe table specifieghatbrand consciousness creating abiligsthe highest
meanbetweerthe marital statusof respondentdt follows byneed satisfying capacignd
valuecreatingability, association inviting qualitgnduniqueness

Further oneway ANOVA was done to check whether mean of varibwand equity
factorsdiffer significantly, thusnull hypothesisassuminghere is no significant dérence
in the mean ofrariousbrand equityfactorsacross the different maritaladus Calculated
datawith the help of SPSBresented in the table below

Table No15.22 One WayANOVA of mean ofdifferent factors across themarital
status ofrespondents

Df F Sig.

Association Inviting Quality * Marital Status Wise 1 .851 .357
Classification 400
Brand Consciousness creating ability * Marital 1 .020 .888
Status Wise Classification 400
Need Satisfyingapacity * Marital Status Wise 1 .004 .950
Classification 400
Value creating ability * Marital Status Wise 1 .887 347
Classification 400
Uniqueness * Marital Status Wise Classification 1 1.378 241

400

Degree of freedoml Tabulated value 3.84

Inference: - we see from the table n®.22 that calculated value of F of the different
factors of brand equity such association inviting quality, brand consciousness creating
ability, needsatisfying capacity, valuereating ability and uniquenesis smaller than the
tabulated value of f.e. 3.84 at\{1l= 1 and v2 = 400degree of freedom and 0.05 level of
significance.Hencenull hypothesis (§) is acceptedhere is no significant fationship
between the marital statwsd brand equity factor$herefore it is concluded thall these

factors of brand equity remain consteegpective of change marital status.
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Table No15.23Mean of different factors across the level oéducationof respondents

Education Association Brand Need Value | Uniqueness
Wise Inviting Consciousnesy Satisfying | creating
Classification Quality creating capacity | ability

ability
No formal 4.5329 4.5395 4.7018 | 4.5395 4.0000
education
Under 4.1551 4.3892 4.3038 | 4.2753 4.1899
Graduate
Graduate 4.1787 4.4102 3.9870| 4.1348 3.9609
Post 4.0175 4.1855 4.2079| 4.0215 3.7742
Graduation
Professional 3.9262 4.5422 4.1486| 4.0120 4.1627
Total 4.1014 4.3874 4.1675| 4.1300 4.0062

Inference: - The table no 5.23hows the mean of different factors acrossetiecation
level of respondentsThe first factor, i.e., Association Inviting Quality has mean 4.5329
for respondents whbave No formal education, 4.1551 for respondents who are Under
Graduate, 4.1787 for nesndents who are Graduate, 4.0175 for respondents wlitpate
Graduateand 3.9262 mean for respondents who are Professibimal&condfactor, i.e.,
Brand Consciousness creating abilitgs mean4.5395 for respondents whdave No
formal education4.3892for respondents who are Under Gradudté102or respondents
who are Graduate}.1855for respondents who are Post Graduate 4ubd22nean for
respondents who are Professioffdle third factor, i.e., Need Satisfying capacityas mean
4.7018for respondents whbave No formal education4.3038for respondents who are
Under Graduate3.9870for respondents who are Graduate€2079for respondents who
are Post Graduate antd1486 mean for respondents who are Professiombk fourth
factor, i.e., Value creating abilityhas meant.5395for respondents whbave No formal
education4.2753for respondents who are Under Gradudté348for respondents who
are Graduated4.0215 for respondents who are Post Graduate 4r@l20 mean for
respondents whare Professionallhe fifth factor, i.e., Uniquenesshas mear.0000for
respondents whdiave No formal education4.1899 for respondents who are Under
Graduate 3.9609for respondents who are Gradua&e/,742for respondents who are Post

Graduate and.1627mean for respondents who are Professional
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The table specifiethat brand equity factors brand consciousness creating ability having
4.1675, furthetthe factorvaluecreatingability have 4.1300 and rest association inviting
quality and uniqueness have 4.1014)042 respectivelyAlso, oneway ANOVA was
done to check whether mean of varidmand equityfactorsdiffer significantly, thusnull
hypothesisassuminghere is no ignificant difference in the mean efriousbrand equity
factorsacross the different educatiorategories Calculateddatawith the help of SPSS
presented in the table below

Table No15.24 Table: One Way ANOVA of mean oflifferent factors across the

level of education of respondents

Df F Sig.

Association Inviting Quality * Education Wise 4 7.603 .000
Classification 397
Brand Consciousness creating ability * Educatic 4 6.354 .000
Wise Classification 397
NeedSatisfying capacity * Education Wise 4 10.469 .000
Classification 397
Value creating ability * Education Wise 4 6.937 .000
Classification 397
Uniqueness * Education Wise Classification 4 5.339 .000

397
Degree of freedord Tabulated value 2.37

Inference:- we see from the table r©24 that the calculated value of F of the different
factors of brand equity likassociation inviting quality, neeshtisfying capacity, brand
consciousness creating ability, valoeating ability and uniquenedsigher than the
tabulated value of F i.e. 2.37 at (v1= 4 and v2 = 397) degree of freedom and 0.05 level of
significance.Thereforenull hypothesis (HO) is rejectdtiere is a significantelationship
between the education qualification and brand edfatyors of the washing machine

Further this help to conclude thalt the brand equity factodiffer significantly across

the differenteducation qualification
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Table Noi15.25Mean of different factors across thesccupation categoriesof

respondents
Occupation Association Brand Need Value | Uniqueness
Wise Inviting Consciousnesy Satisfying | creating
Classification Quality creating capacity | ability

ability
Student 4.1502 4.3596 4.1608 | 4.1491 4.0088
Business 4.2971 4.4590 42623 | 4.2746 4.1557
Services 4.0446 4.3768 4.2310| 4.0375 3.9607
Professional 3.9367 4.3799 4.0346 | 4.1494 4.0325
House wife 4.4125 4.4750 3.8000 | 4.1750 3.5000
Total 4.1014 4.3874 4.1675| 4.1300 4.0062

Inference: - The table no 5.25hows themean of different factors acroige occupation

categorieof respondentghe table specifiehatbrand consciousness creating abiligs

the highestmeanamongall the occupationcategories of respondents follows by need

satisfying capacitgndvaluecreatingability, association inviting qualitgnduniqueness

Further oneway ANOVA was done to check whether mean of varibwand equity

factorsdiffer significantly, thusnull hypothesisassuminghere isno significant diference

in the mean ofvarious brand equityfactors across the differenbccupationcategories

Calculateddatawith the help of SPSBresented in the table below

Table No15.26 OneWay ANOVA of mean ofdifferent factors across theoccupation

categoriesof respondents

Df F Sig.
Association Inviting Quality * Occupation Wise 4 5.919 .000
Classification 397
Brand Consciousness creating ability * Occupati 4 A75 754
Wise Classification 397
Need Satisfying capacity®ccupation Wise 4 3.332 011
Classification 397
Value creating ability * Occupation Wise 4 2.396 .050
Classification 397
Uniqueness * Occupation Wise Classification 4 2.219 .066
397

Degree of freedoré

Inference:- we see from the table 026 that the calculated value of F of the different

Tabulated value 2.37

factors of brand equity likbrand consciousness creating ability &hrdquenesss smaller

than the tabulated value ofife., 2.37at (v1=4 and v2 =397) degree of freedom and 0.05
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level of significanceThus null hypothesis @his acceptedand for thesefactors it is
concludel thatthereis no significantrelatiorship betweenthe occupationsHowever it

is seenthat calculated value of F of the differdattorsof brand equity likeassociation
inviting quality, needsatisfying capacity andaluecreating abilityis higher than the
tabulated value of f.e., 2.37at (v1=4 and v2 =397) degree of freedom and 0.05 level of
significance. Thereforeull hypothesis (HO) is rejecte@nd for thesefactors it is
concludel thatthere is significant relation across thecupations

Table No15.27Mean of different factors across the level of incomef respondents

Income Wise Association Brand Need Value | Uniqueness
Classification Inviting Consciousnesy Satisfying | creating
Quality creating capacity | ability
ability
Up to 15000 4.2843 4.3824 4.2680| 4.1127 4.0784
15000to 25000 4.1426 4.3594 4.1354| 4.2012 3.9492
25000 to 35000 4.1555 4.3689 4.1585| 4.2439 4.0488
Above 35000 3.9663 4.4255 4.1655| 4.0053 4.0071
Total 4.1014 4.3874 4.1675| 4.1300 4.0062

Inference:-The table no 5.28hows themean of different factors acrose income level
of respondentghe table specifieghatbrand consciousness creating abiligsthe highest
meanamongall the income categories of respondentsurther oneway ANOVA was
done to check whether mean ofieas brand equityfactorsdiffer significantly, thusnull
hypothesisassuminghere is no significant dérence in the mean ehriousbrand equity
factors across the differenincome categories Calculateddata with the help of SPSS
presented in the tébbelow
Table No15.28 One WayANOVA of mean ofdifferent factors across thelevel of

income ofrespondents

Df F Sig.
Association Inviting Quality * Income Wise 3 6.045 .000
Classification 398
Brand Consciousness creating ability * Income 3 427 734
Wise Classification 308
Need Satisfying capacity * Income Wise 3 740 529
Classification 308
Value creating ability * Income Wise Classificatic 3 4.959 .002
398
Uniqueness * Income Wise Classification 3 .567 .637
398
Degreeof freedom-3 Tabulated value 2.60
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Inference:- we see from the table rb28that the calculated value of F of the different
factors of brand equity likeeedsatisfying capacitybrand consciousness creating ability
and uniquenesis smaller than the tabulated value ¢1.E., 2.60 at (vl1= 3 and v2 = 398)
degree of freedom and 0.05 level of significariCleus null hypothesis {his accepted
andfor thesefactors it is concludd thatthere is no significantelatiorship between
the income level of the individuaHowever it is seenthat calculated value of F of the
different factors of brand equity likessociation inviting quality and vakeeeating ability

is higherthan the tabulated value of iFe., 2.60 at (v1= 3 and v2 = 398) degree of freedom
and 0.05 level of significance. Therefore null hypothesis (HO) is rejeatadifor these
factors it is concludedhat there isa significantrelatiorship betweenthe inome level

of the individual.

Table Noi5.29Mean of different factors across théamily structure of respondents

Family Association Brand Need Value Uniqueness
Structure Inviting Consciousnesy Satisfying | creating
Quality creating capacity ability
ability
Nuclear 4.1338 4.3600 4.2434 4.0892 3.9544
Joint family 4.0528 4.4286 4.0538 4.1910 4.0839
Total 4.1014 4.3874 4.1675 4.1300 4.0062
Inference:- The tableno 5.29showsthe mean of different factors acroslse family

structureof respondentsthe table specifieghat brand consciousness creating abihiys
the highestmeanbetween all thdamily structures of respondentsit follows by need
satisfying capacitygndvaluecreatingability, association inviting qualitanduniqueness
Further oneway ANOVA was done to check whether mean of varibuand equity
factorsdiffer significantly, thusnull hypothesisassuminghere is no significant dérence
in the mean ofvarious brand equityfactors across the differenfamily sructure

Calculateddatawith the help of SPSBresented in the table below

Table No15.30 One WayANOVA of mean ofdifferent factors across thefamily

structure of respondents

Df F Sig.

Association Inviting Quality * Family Structure 1 2.346 126
400

Brand Consciousnesseating ability * Family 1 1.747 187
Structure 400

Need Satisfying capacity * Family Structure 1| 12.136 .001
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400

Value creating ability * Family Structure 1 3.711 .055
400

Uniqueness * Family Structure 1 3.344 .068
400

Degreeof freedom-1 Tabulated value 3.84

Inference: - we see from the table no 5.30 that the calculated value of F of the different
factors of brand equity like association inviting qualibrand consciousness creating
ability, valuecreating ability, and uniqueness is smaller than the tabulated valye.@f F
3.84 at (vl= 1 and v2 = 400) degree of freedom and 0.05 level of signifidemee null
hypothesis (h0) is acceptednd for these factors, itis concludedthat there is no
significant relationship between the family structures of respondents. Howelgese#n

that calculated value of F of the factor of brand equity like +sed¢idfying capacity is
higher than the tabulated vaduof F, i.e., 3.84 at (vl= 1 and v2 = 400) degree of freedom
and 0.05 level of significance. Therefore null hypothesis (HO) is rejeatwatifor this
factor, itis concludedhat there isa significantrelatiorship betweenthe family structure

of respondents.

Table NoT15.31Mean of different factors across the esidential statusof respondents

Residential Association Brand Need Value | Uniqueness
status Inviting Consciousnesg Satisfying | creating
Quality creating capacity | ability
ability
Village 4.1698 4.3585 4.1509 | 4.1226 3.9717
City 4.1643 4.4487 4.2607 | 4.2308 3.9744
Town 3.9795 4.3411 4.0762 | 4.0232 4.0679
Total 4.1014 4.3874 4.1675| 4.1300 4.0062

Inference:- The table no 5.3%5hows themean of different factors acrofise residential
status ofrespondens, the table specifiethatbrand consciousness creating abiligsthe
highestmeanamongall theresidentialstatusof respondents

Further oneway ANOVA was done to check whether mean of varibuand equity
factorsdiffer significantly, thusnull hypothesisassuminghere is no significant dérence
in the mean ofvarious brand equityfactors across the differentesidential status
Calculateddatawith the help of SPSBresented in the table below
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Table No715.32 One WayANOVA of mean ofdifferent factors across theresidential

status of respondents

Df F Sig.

Association Inviting Quality * Residential status 2| 6.041 | .003
399

Brand Consciousness creating ability * Residential statu 2| 1.881 | .154
399

Need Satisfying capacity * Residential status 2| 4.414 | .013
399

Value creating ability * Residential status 2| 6.00 | .003
399

Unigueness * Residential status 2| .838 433
399

Degreeof freedom-2 Tabulated value- 3.00

Inference:- we see from the table r32that the calculated value of F of the difat
factors of brand equity such asnsciousness creating ability andiquenesss smaller
than the tabulated ltge of F; i.e., 3.00 at (v1= 2 and v2 = 398legree of freedom and 0.05
level of significance. Thus null hypothesig)(lis acceptedandfor thesefactors it is
concludedthat there is no significant relationghibetweenthe residentialstatus of
respondentsHowever it is seerthat calculated value of F of the diféat factors of brand
equity such asassociation inviting quality, neeshtisfying capacity and valtereating
ability is higher than the tabulated value of iFe., 3.00 at (v1= 2 and v2 = 398egree of
freedom and 0.05 level of significance. Therefore null hypothesis (HO) is rejac@tbr
thesefactors it is concludedhatthere is significant relation acrogee residentilastatus
of respondents

Table Noi5.33Mean of different factors across thesize of the familiesof

respondents

Family Size | Association Brand Need Value Uniqueness

Inviting Consciousnesy Satisfying | creating

Quality creating capacity ability

ability

1t03 3.7031 4.0000 4.1250 4.0625 3.3125
2105 4.1520 4.4730 42117 4.1926 4.0495
5t0 10 4.0338 4.2920 4.1995 4.0547 4.0292
More then 4.1357 4.3071 3.7714 4.0429 3.8000
10
Total 4.1014 4.3874 4.1675 4.1300 4.0062
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Inference: -The table no 5.33howsmean of different factors across the size of the
families of respondentsThe frst factor, i.e, Association Inviting Quality has mean
3.7031for respondents whbave 1 to 3 Familymembers4.1520for respondents who
have 2 to 5 Family members4.0338for respondents whbave 5 to 10 Family members
and 4.1357mean forrespondents whbhave more thanl0 Family members. The £cond
factor, i.e., Brand Consciousness creating abilitgs mear.0000for respondents who
have 1 to 3 Familymembers4.4730for respondents whbave 2 to 5 Family members,
4.2920 for respondents whdave 5 to 10 Family membersand 4.3071mean for
respondents whdave more thanl10 Family members.The third factor, i.e., Need
Satisfying capacitjhas meart.1250for respondents whbave 1 to 3 Familymembers,
4.2117for respondents whbave 2 to 5 Family members4.1995for respondents who
have 5 to 10 Family membersand 3.7714nean forrespondents whbave more thanl0
Family members.The fourth factor, i.e,, Value creating abilityhas meard.0625 for
respondents whbave 1 to 3 Familymembers4.1926for respondents whbave 2 to 5
Family members4.0547for respondents whbave 5 to 10 Family members and.0429
mean forrespondents whéave more thanl0 Family members.The fifth factor, i.e,
Uniguenestias mear3.3125for respondents whibave 1 to 3 Familymembers4.0495for
respondents whbave 2 to 5 Family members4.0292for respondents whbave 5 to 10
Family members and3.8000 mean forrespondents whdave more than10 Family
members.

The tablespecifically projectghat brand consciousness creating abilitgs the highest
meanamongall thefamily sizeof respondentsAdditionaly, oneway ANOVA was done
to check whether mean of variobsand equityfactors differ significantly, thus null
hypothesisassuminghere is no significant dérence in the mean efriousbrand equity
factorsacross the differerfamily size Calculateddatawith the help of SPS8resented in

the table below
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Table Noi15.340ne Way ANOVA Mean of different factors acrossthe sizeof the
families of respondents

Df F Sig.

Association Inviting Quality * Family size 3 3.131 .026
398

Brand Consciousness creating ability * Family s 3 5.694 .001
398

Need Satisfying capacity * Family size 3 7.217 .000
398

Value creating ability * Family size 3 2.418 .066
398

Uniqueness * Family size 3 4.082 .007
398

Degreeof freedom-3 Tabulated value 2.60

Inference:- we see from the table @34 that the calculated value of F of thector of
brand equityike valuecreating abilityis smaller than the tabulated value ¢f.€., 2.60at
(vl= 3 and v2 = 38) degree of feedom and 0.05 level of significance. Thus null
hypothesis (§) is acceptedandfor this factor, it is concludedhatthere is no significant
relationshipbetweenthe family size of respondentsHowever it is seen that calculated
value of F of the different factors of brand equity suchassociation inviting quality,
needsatisfying capacity, brand consciousness creating ability and uniquisniegger
than the tabulated value of iFe. 2.60 at (v1= 3and v2 = 398)egree of freedom and 0.05
level of significanceTherefore null hypothesis (HO) is rejectedidfor thesefactors it is
concludedhatwashing machine brand equity factadiffer significantlyacrosshe size of

the familiesof respondents

5.13Various Factors Affecting Brand Equity: A Regression Analysis

Regression analysis is a form of predictive modeling technique which investigates the
relationship between a dependent and independent variable(s). This tecanigadfor
forecasting, time series modeling and finding the causal effect relationship between the
variables. In our case, the relationship between various marketing factors and their effect
on brand equity i®eing studiedhrough regression. Regression analysislso used to
understand which among the independent variadniegelatedo the dependent variable,

and to explore the forms of these relationshipslinnited circumstances, regression

analysis can be used to infer causal relationships between the independent and dependent
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variables. The regression analysis has been used to know the role the various factors such
as consciousness creating ability, vatweatingability, association inviting quality, Need

Satisfying capacity and Uniqueness in brand equity of washing machine.

Table No715.35 Model Summary for regression between various factors & brand

equity of washing machine

R-value 782
R?value 611
Adjusted R value .606
The Standard Error 37999

Note:a UniquenessBrand Consciousness creating ability, Value creadiuitity,
Association Inviting Quality, Need Satisfying capacity

Table Noi5.36 One way ANOVA between various factors & branekquity of washing

machine
Df F Sig.
Regression 5| 124.300 .000
Residual 396

Table No15.37Coefficients for regression between various factors & brand equity of
washing machine

B Beta T Sig.

(Constant) .051 .281 779
Association Inviting .793 .682 | 13.777 .000
Quality

Brand Consciousness .148 125 | 2.925 .004
creating ability

Need Satisfying capacity -.030 -.027 -.537 591
Value creating ability .164 141 | 3.175 .002
Unigueness -.091 -.105 | -2.537 .012

a. Dependent Variable: Brand equity

b. Predictors: (Constant)niquenessBrand Consciousness creating ability, Value
creating ability, Association Inviting Quality, Need Satisfying capacity
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Inference: - The information presented in the table no 5.35 show the model summary &
overall fit statistics. We sefeom the table that th&djusted R Squaref our model is606

with the R=.611that means the linear regression explain®th&% variancén the data.

The table no 5.3@epictthe F test. The f test statistics is theresgion sum o& square
divided by the residual mean squafde liner regression F testshéhe null hypothesis
that there is ndinear relationship between theariables with F tesi24.300and 401
degres of freedom the test is highly significanthereforewe can assume that thereais
linear relationship between the variable in our modeirther the table ndb.37 shows
standardized coefficient beta indicates the relationship between factors of brand equity of
washing machine as the independestiable and brand equity as the dependent variable
with a value of .682, .125,027, .141, and.105 respectively. The significance of beta

is tested using-test and value found is .281,3.777, 2.925, -.537, 3.175 and -2.537
which is significant except (Need Satisfying capacityindicating a healthy positive
relationship betweerfactors and brand equity of washing machine. The regression
analysis helps to conclude that the brand consciousness creating ablligycreating
ability, association inviting quality and uniqueness havpositive and active role in
building the brand equity ithe washing machine

Theregressiorequation catbe writtenas:

.05T*Brand Equity + .793Association Inviting Quality.148 Brand Consciousness
creating abilityr (-.030* Need Satisfying capacityl64 Value creating ability( -.091

Unigueness

5.14Important attributes preferred while purchasing a particular brand
of Washing Machine: One-Samplet-tests

A t-test is used to verify whether the mean of a population significantly differs from a
specific value (called the hypothesizagar) or from themeanof anotherpopulation T-

test helps to evaluate the means of two variables or different groups andeprovi
information to check whether threeansof the twopopulationssignificantly differ. One
Sample Statistics has been used to know the significant impact of brand attributes to
selecting the washing machine brandwls assumethat mean value of and &ove

would have asignificantimpact inchoosing the particular brand. Calculated data with the

help of SPSS presented in the table below:
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Table No75.38Very important attributes preferred while purchasing aparticular
brand of Washing Machine: OneSample ttests

Test Value = 4
t-value | Degree of | Significance | The dfferencein the
freedom two-tailed) means

Price 11.628 401 .000 .37065
Durability 11.930 401 .000 46020
Advertisement of -7.923 401 .000 -.33333
product
Knowledge about 3.848 401 .000 14179
product
Past experience -3.861 401 .000 -.17413
Use of latest -2.602 401 .010 -.10945
technology
Product image -1.212 401 .226 -.04229
Adequate services 9.212 401 .000 .32090
value added services -2.824 401 .005 -.16169
Free trail and -12.390 401 .000 -.51493
discount
Country origin -10.955 401 .000 -.59701
Logo to differentiate -14.775 401 .000 -.73134
the offerings
Promise of quality 10.635 401 .000 .35323
and features
Acceptance & -4.746 401 .000 -.20896
Goodwill in the
society
Value for Money 12.522 401 .000 40796
Consistency in 2.131 401 .034 .08955
performance
Uniqueness 529 401 597 .01990

Inference: - we see fromable no 5.3&hatthe calculated value ofdf brand attributes like

price, durability, knowledge about the product, adequate services, promise of quality and
features, value for money and consistency in performéuasa significant impact in
choosinga particular brand. Thereforat is concluded thathese attributes areery
importantto selecting the washing machine brand.
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Table Noi5.39Important attributes preferred while purchasing a particular brand

of Washing Machine: OneSample ttests

Test Value =3
t- value Degree of | Significance | The dfferencein
freedom | (two-tailed) the means
Advertisement of 15.846 401 .000 .66667
product

Past experience 18.314 401 .000 .82587

Use of latest 21.173 401 .000 .89055
technology

Product image 27.446 401 .000 95771

value added services| 14.641 401 .000 .83831

Freetrail and discount| 11.672 401 .000 48507

Country origin 7.395 401 .000 40299

Logo to differentiate 5.427 401 .000 .26866
the offerings

Acceptance & 17.968 401 .000 .79104

Goodwill in the society
Uniqueness 27.129 401 .000 1.01990

Inference: - we see fromtable no 5.3%hat the calculated value ofof brand attributes
such as advertisement of the product, past experience, use of latest technology, product
image, valueadded services, free trial and discount, country origin, a logo to diffaeentia

the offerings, acceptance & goodwill in the society and uniquenessdgmificant impact

in choosing particular brand@hereforeit is concluded thathese attributes anenportant

to selecting the washing machine brand

5.15 Analysis of Variance of different brand attributes across brand

preferences

ANOVA is a carried out to compare means oftathnd attribute to determines whether

there is any significant difference in these means adyemsd preferencessing the F

distribution. The information about ANOVA acrdssand preferencgzresentedbelow:
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Table NoT15.40 One Way ANOVA ofmeansof different attributes considered while
purchasing of washing machine across different brands of washing machines

Df F Sig.

Price 4 6.951 .000
397

Durability 4 4.058 .003
397

Advertisement of product 4 14.63 .000
397

Knowledge about product 4 12.8 .000
397

Past experience 4 15.79 .000
397

Use of latest technology 4 13.52 .000
397

Productimage 4 6.316 .000
397

Adequate services 4 6.742 .000
397

value added services 4 9.116 .000
397

Free trial and discount 4 13.21 .000
397

Country origin 4 8.014 .000
397

Logo to differentiate the offerings 4 9.668 .000
397

Thepromise of quality and 4 4.555 .001

features 397

Acceptance & Goodwill in the 4 17.2 .000

society 397

Value for Money 4 5.323 .000
397

Consistency in performance 4 7.233 .000
397

Uniqueness 4 7.414 .000
397

Degree of freedoré Tabulated value 2.37
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Inference:- we see from the table @40 that the calculated value of F of &ltand
attributessuch asprice, durability, advertisement of product, knowledge about product,
past experience, use of latest technology, product image, adequate sgaleesdded
servicesfree trail and discountountry origin logo to differentiate the offerings, promise

of quality and features, acceptance & goodwill in the society, value for money,
consistency in performance and uniguengssgher than the tabulated value of Fi.e. 2.37
at (vl=4 and v2 = 397) degree of freedom and 0.05 level of significiheeefore nll
hypothesis (HO) is rejectednd there isa significant relationship betweenthe brand
preference.Consequentlyit is concludedthat regardless of any brand, the customer

expects all these attributes in washing machine brand

5.16 HYPOTHESIS TESTING

A hypothesis is an assumption about a population parameter. This assumption may or may
not be true. Hypothesis testing refers to the formal procedures used by statisticians to
accept or reject statistical hypotheses. The best way to determine whethestiaasta
hypothesisis correct would be to examine the entire population. Since that is often
impractical, researchers typicatlxaminea random sample from tip®pulation If sample

data are not consistent with the statistical hypothesis, the hypathegected

5.161 Consumer perception ofthe brand image, brand personality,

brand loyalty and brand equity across thedemographic characteristics

HO: Consumer perception towarttse brandimage, brand personality, brand loyalty, and
brand equity of washing machine does not differ significantly across their demographic
characteristics.

The crosstabulation of the demographic characteristics and brand image, brand
personality, brand loyaltpf washing machine has done to prove the hypothesis
consumer perception towartte brandimage, brand personality, brand loyalty, and brand
equity of washing machine does not differ significantly across their demographic
characteristics. To know the brand imagehsf washingmachine the varioustatemers

are used such as mwashing machindrandis well establishedmy preferredbrand
providequality and always useddvancd technologybrandprovideattractiveschemes &
brandis trustworthy. This statemeig groupednto brand image athe washingmachine.

The brand personality statements were preferred brand do ethical practicbsaadd

makes some excitement which would be my first choice. The brand loyalty statements
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were preferredbrand isone of the besbrand in the washing machinegyurchagg
washingmachine brand without hesitati@md preferto buy my washing machindérand
evenif anotherbrand has same features as this braheé.\arious statemengroupedthe
brand image, brand personaligndbrand loyaltyand used for cross tabulatiofurthey
the chi test is used to know the significarelatiorship between the demographic
characteristics anbrand image, brand loyaltirand loyaltyand brand equitylhe Cross

tabulation is below

Table NoT15.41Consumer perceptionof brand imageacross the ge categories of

respondents
Brand Image Total
Strongly| Disagree| Undecided Agree| Strongly
disagree agree
Age wise Up to 0 0 20| 100 64| 184
classification | 20years
20 to 30 1 2 47| 413 277| 740
years
30 to 40 0 0 19| 136 73| 228
years
40to 50 4 11 14| 101 70| 200
years
50 to 60 0 3 8| 102 63| 176
years
Total 5 16 108| 852 547| 1528
X?(P)= 6.19249*10°

Inference:- The crosgabulation of data betweetifferent age grou@and brandimage
usingchi-squaretest & presented in the table no 5gtows thaX*(P)is 6.19249*10™ at
0.05 level of significance which is less th#me standardvalue of .05. Hence it is
concluded that differerdge groups and brand imalyave a significant relationshiprhis

confirms that consumer perception toward the brand image changes with the change in the

age groups
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Table Noi15.42Consumer perceptionof brand personality acrossthe age categories
of respondents

Brand Personality Total
Disagree | Undecided Agree| Strongly
agree
Age wise Upto 20 years 5 12 49 26 92
classification | 20 to 30 years 29 12| 183 146| 370
30 to 40 years 2 4 52 56| 114
40 to 50 years 10 5 44 41| 100
50 to 60 years 1 3 46 38 88
Total 47 36| 374 307| 764
X%(P)=0.000579517

Inference:- The crosdabulation of data betweedifferent age groupand brand
personalityusing chi-squaretest as presented in the table no25sthows thatXx*(P) is

0.000579517t 0.05 level of significance which is less thi#e standardralue of .05.
Hence it is concluded that different age groups lrathd personalithave a significant
relationship.This confirms that consumer perception toward llhend personalitghanges
with the change in the age groups

Table Noi15.43Consumerperception of brand loyalty across theage categories of

respondents
Brand Loyalty Total
Disagree| Undecided Agree | Strongly
agree

Age wise Upto 20 years 7 12 85 34 138
classification | 20 to 30 years 18 12| 351 174 555
30 to 40 years 2 8 93 68 171
40 to S0years 13 9 86 42 150
50 to 60 years 1 1 82 48 132
Total 41 42 697 366| 1146
X?(P)=0.0000083393

Inference:- The crosdabulation ofdata betweerdifferent age group andrand loyalty
usingchi-squaretest as presented in the table nd3SHows thaiX?(P) is 0.0000083392t
0.05 level of significance which is less th#me standardvalue of .05. Hence it is
concluded that different age groups dmdnd loyaltyhave a significant relationshiphis
confirms that consumer perception toward linand lowlty changes with the change in

the age groups

121



Table Noi15.44Consumerperception of brand equity across the ge categories of

respondents
Brand Equity Total
Disagree| Undecided| Agree | Strongly
agree

Age wise Upto 20 years 5 11 35 41 92
classification | 20 to 30 years 3 35 248 84 370
30 to 40 years 2 16 82 14 114

40 to 50 years 0 11 75 14 100

50 to 60 years 2 8 53 25 88

Total 12 81 493 178 764
X%(P) =0.00000012502]

Inference:- The crosstabulation of data betweedhifferent age group antdrand equity
usingchi-squaretest as presented in the table noSHows thaiX*(P) is 0.000000125027
at 0.05 level of significance which is less thidwe standardralue of .05. Hence it is
concluded that different age groups drdnd equityhasa significant relationshipThis
confirms that consumer perception towardlihend equitychanges with the change in the
age groups

Table No715.45 Consumer perceptionof brand image across the gender categories
of respondents

Brand Image Total

Strongly| Disagree| Undecided Agree| Strongly

disagree agree
Gender wise | Male 5 20 58| 403 290| 776
classification | Female 0 0 56| 497 279 832
Total 5 20 114 900 569| 1608
X%(P)=0.00000111004

Inference:- The crosgabulation of data betweegenderand brand imageusing chi-
squaretest as presented in the table no55s#lows thatX*(P) is 0.0000011100%t 0.05
level of significance which is less thahe standard/alue of .05. Hence it is concluded
that genderand brand imagehasa significant relationshipThis confirms that consumer

perception toward thierand imagehanges wh the change in gender.
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Table Noi15.46Consumer perceptionof brand personality across the gender
categories of respondents

Brand Personality Total
Disagree | Undecided Agree | Strongly
agree
Gender wise | Male 17 18 201 152 388
classification | Female 32 19 194 171 416
Total 49 37 395 323 804
X3(P) =0.17992659¢

Inference:- The crosgabulation of data betweagenderandbrand personalitysingchi-
squareest as presented in the table no6%Hows thaX*(P) is 0.17992659%t 0.05 level

of significancewhich isgreaterthanthe standardalue of .05. Hence it is concluded that
genderandbrand personalithas naosignificant relationshipThis confirms that consumer

perceptiorof thebrand personalityemairs constanwith thechange in gender.

Table Noi15.47Consumer perceptionof brand loyalty across the gender categories of

respondents

Brand Loyalty Total

Disagree | Undecided Agree | Strongly

agree
Gender wise | Male 14 28 331 209 582
classification | Female 30 18 406 170 624
Total 44 46 737 379 1206
X%(P) =0.000400564

Inference:- The crosgdabulation of data betweegenderand brand loyaltyusing chi-
squareest as presented in the table no7SHows thaX?(P) is 0.000400564t 0.05 level
of significance which is lesthanthe standardsalue of .05. Hence it is concluded that
genderand brand loyaltyhas a significant relationshipThis confirms that consumer
perception toward thierand loyaltychanges wh the change in gender.

Table Noi15.48Consumer perceptionof brand equity across the gender categories of

respondents
Brand Equity Total

Disagree| Undecided| Agree | Strongly

agree
Gender wise | Male 10 50 210 118 388
classification | Female 2 34 309 71 416
Total 12 84 519 189 804
X*(P) =0.000000027933]
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Inference:- The crosgabulation of data betweegenderand brand equityusing chi-
squaretest as presented in the table nd8SHows thaiX*(P) is 0.0000000279333t 0.05
level of significance which is less thahe standardralue of .05. Hence it is concluded
that genderand brand equityhasa significant relationshipThis confirms that consumer
perception toward thierand equitychanges vih the change in gender.

Table Noi15.49Consumer perceptionof brand image across the marital status of

respondents

Brand Image Total

Strongly | Disagree| Undecided Agree| Strongly

disagree agree
Marital Married 4 18 47| 484 283| 836
status Unmarried 1 2 67| 416 286| 772
Total 5 20 114 900 569 | 1608
X3(P) =0.000355261

Inference:- The crosdabulation of data betweemarital statusand brand imageusing
chi-squaretest as presented in the table no95Hows thatX*(P) is 0.00035526at 0.05

level of significance which is less thame standardialue of .05. Hence it is concluded

that marital statusand brand imagehas a significant relationshipThis confirms that

consumer perception toward theand imagehanges vih the change imarital status

Table Noi 5.50Consumer perceptionof brand personality across the marital status
of respondents

Brand Personality Total
Disagree | Undecided Agree | Strongly
agree
Marital status Married 25 13 201 179 418
Unmarried 24 24 194 144 386
Total 49 37 395 323 804
X4%(P) =0.114412502

Inference:- The crosdabulation of data betweemarital statusand brand personality
usingchi-squaretestas presented in the table no 5dws thaiX*(P) is 0.11441250At

0.05 level of significancewhich is higher than the standardralue of .05. Hence it is

concluded thamarital statusand brand personalityhas nosignificant relationshipThis

confirms that consumer perceptiah the brand personalityemairs constantwith the

change irmarital status
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Table No15.51Consumer perceptionof brand loyalty across the marital status of
respondents

Brand Loyalty Total
Disagree | Undecided Agree | Strongly
agree
Marital status Married 28 22 379 198 627
Unmarried 16 24 358 181 579
Total 44 46 737 379 1206
X3(P) =0.421102234

Inference:- The crosgabulation of data betweemarital statusand brand loyaltyusing
chi-squaretest as preséed in the table no 5.54hows thaX*(P) is 0.421102234%t 0.05

level of significancevhich ishigherthanthe standardalue of .05. Hence it is concluded

that marital statusand brand loyaltyhas nosignificant relationshipThis confirms that

consumer perceptionf the brand loyalty remairs constantwith the change irmarital

status

Table No15.52Consumer perceptionof brand equity across the marital status of
respondents

Brand Equity Total
Disagree | Undecided Agree | Strongly
agree
Marital status Married 4 45 294 75 418
Unmarried 8 39 225 114 386
Total 12 84 519 189 804
X?(P) =0.000498246

Inference:- The crosgabulation of data betweemarital statusand brand equityusing
chi-squaretestas presented in thtable no 5.5Zhows thatX*(P) is 0.000498246t 0.05

level of significance which is less thaéime standardralue of .05. Hence it is concluded

that marital statusand brand equityhas a significant relationshipThis confirms that

consumer perception toward theand equitychanges Wh the change imarital status
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Table NoT15.53Consumer perceptionof brand imageacross the ducation level of

respondents
Brand Image Total
Strongly | Disagree| Undecided| Agree| Strongly
Disagree Agree
Education No formal 0 0 0 15 61 76
wise education
classification | Under 0 0 39| 183 94| 316
Graduate
Graduate 0 9 35| 293 175| 512
Post 5 11 27 275 54| 372
Graduation
Professional 0 0 13| 134 185| 332
and other
Total 5 20 114| 900 569 | 1608
X*(P) =1.47076*10"

Inference:- The crosgabulation ofdata between education level and brand image using
chi-squaretest as presented in the tabl&3showsthe values ofX?(P)is 1.47076*10% at

0.05 level of significancewhich is lessthan the standardvalue of .05 Henceit is
concluded that education levef the respondentand brand image has a significant
relationship.This confirmsthat consumer perception toward the brand inthgamges with

the change in thedeicaton level.

Table No15.54 Consumer perceptionof brand personality acrossthe education kevel
of respondents

Brand Personality Total
Disagree| Undecided Agree | Strongly
Agree
Education No formal 0 0 8 30 38
wise education
classification | UnderGraduate 14 14 89 41 158
Graduate 6 12 127 111 256
Post Graduation 11 3 117 55 186
Professional and 18 8 54 86 166
other
Total 49 37 395 323 804
X%(P) =3.10837 *10**
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Inference:- The crosgabulation of data between education level drahd personality
using chi-squaretest as presented in the tabl&4 showsthe values of X*(P) is 3.10837
*10 *3at 0.05 level of significancehich is lesghan thestandardsalueof .05. Hence it is
concluded that education level of the respondemtisbeand personalityas a significant
relationship.This confirms that consumer perception toward llhend personalitghanges

with the change in the education level.

Table No15.55Consumer perceptionof brand loyalty across the ducation level of

respondents
Brand Loyalty Total
Disagree| Undecided Agree | Strongly
agree
Education No formal educatior 0 0 11 46 57
wise
classification | Under Graduate 9 9 145 74 237
Graduate 3 12 259 110 384
Post Graduation 14 24 194 47 279
Professional and 18 1 128 102 249
other
Total 44 46 737 379| 1206
X*(P) =6.03993*107°

Inference:- The crosgabulation of data between education level hrahd loyaltyusing
chi-squareest as presented in the tabl&5 slowsthe values ofX?(P)is 6.03993*10% at
0.05 level of significancewhich is lessthan thestandardvalue of .05. Hence it is
concluded that education level of the respondentstmadd loyaltyhas a significant
relationship.This confirms that consumer perception toward brand loyaltychanges

with the change in the education level.
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Table Noi15.56Consumer perceptionof brand equity across the ducation level of

respondents
Brand Equity Total
Disagree| Undecided Agree | Strongly
agree
Education No formaleducation 0 2 14 22 38
wise
classification | Under Graduate 0 22 87 49 158
Graduate 8 20 147 81 256
Post Graduation 4 29 122 31 186
Professional and 0 11 149 6 166
other
Total 12 84 519 189 804
X%(P) =9.81377*10®

Inference:- The crosgabulation of data between education level brahd equityusing
chi-squaretest as presented in the tablé6 showsthe values ofX*(P)is 9.81377*10®

at 0.05 level of significancavhich is lessthan thestandardvalue of .05. Hence it is

concluded that education level of the respondents taadd equityhas a significant

relationship.This confirms that consumer perception toward trand equity changes

with the change in the education level.

Table NoT15.57Consumer perceptionof brand image across the occupational
categories ofrespondents

Brand Image Total

Strongly| Disagree| Undecided, Agree| Strongly

disagree agree
Occupation | Student 0 0 46| 220 190| 456
wise [ Business 0 15 14| 119 96| 244
classification g o ices 5 5 43| 330|  177| 560
Professional 0 0 10 197 101| 308
House wife 0 0 1 34 5 40
Total 5 20 114| 900 569 | 1608
X*(P) =8.33027*10"
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Inference:- The crosgabulation of data betweedifferent occupatiorand brand image
using chi-squaretest as presented in the tatBe57 shows the values of X*(P) is
8.33027*10"" at 0.05 level of significancehich is lessthan thestandardvalue of .05.
Hence it is concluded thdifferent occupatiorof the respondents and brand image has a
significant relationshipThis confirms that consumer perception toward the brand image
changes with the change in thecupation

Table No15.58Consumer perceptionof brand personality across the occupational
categories ofrespondents

Brand Personality Total
Disagree| Undecided Agree | Strongly
agree
Occupation | Student 16 18 103 91 228
wise [Business 1 5 62 54 122
classification "ggices 32 10| 130| 108| 280
Professional 0 4 89 61 154
House wife 0 0 11 9 20
Total 49 37 395 323 804
X*(P) =0.0000280976

Inference:- The crosgabulation of data betweewlifferent occupationand brand
personalityusingchi-squaretest as presented in the tabl&8showsthe values ofX*(P)
is 0.000028097&t 0.05 level of significancehich is lesghan thestandardsalueof .05.
Hene it is concluded thalifferent occupatiorof the respondents aritand personality
has a significant relationshifhis confirms that consumer perception toward knand
personalitychanges with the change in thecupation

Table No15.59Consumer perceptionof brand loyalty across the occupational
categories ofrespondents

Brand Loyalty Total
Disagree| Undecided Agree | Strongly
agree
Occupation | Student 11 19 191 121 342
wise [Business 5 1| 106 71 183
classification g o ices 24 24| 266  106| 420
Professional 4 2 148 77 231
House wife 0 0 26 4 30
Total 44 46 737 379 1206
X*(P) =0.0000062512¢
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Inference:- The crosdabulation of data betweattifferent occupatiorand brand loyalty
using chi-squaretest as presented in the tate59 shows the values of X*(P) is
0.0000062512%t 0.05 level of significancevhich is lesghan thestandardvalue of .05.
Hence it is concluded thdifferent occupatiorof the respondents arnmtand loyaltyhas a
significant relationshipThis confirms thatconsumer perception toward theand loyalty
changes with the change in thecupation

Table NoT15.60Consumer perceptionof brand equity across the occupational
categories ofrespondents

Brand Equity Total

Disagree| Undecided Agree | Strongly

agree
Occupation | Student 8 24 116 80 228
wise [Business 0 9 73 40| 122
classification "ggices 4 20| 213 34| 280
Professional 0 22 111 21 154
House wife 0 0 6 14 20
Total 12 84 519 189 804
X*(P) =2.56815*10"

Inference:- The crosgabulation of data betweettifferent occupatiorand brand equity
using chi-squaretest as presented in the tatBe80 shows the values of X*(P) is

2.56815*10" at 0.05 level of significancevhich is lessthan thestandardvalue of .05.

Hence it is concluded thaifferent occupatiorof the respondents armand equityhas a
significant relationshipThis confirms that consumer perception toward lthand equity
changes with the change in thecupation

Table Noi15.61Consumer perception of brand imageacross the incomdevel of

respondents
Brand Image Total
Strongl | Disagree| Undecide | Agre | Strongly
y d e agree
disagree
Income Up to 15000 0 0 13| 138 53| 204
wise
classificat | 5000 to 25000 0 5 37 277 193| 512
on 25000 to 35000 0 2 48| 185 93| 328
Above 35000 5 13 16| 300 230| 564
Total 5 20 114| 900 569 | 1608

X?(P) = 3.60485*10"
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Inference:- The crosgdabulation of data betweddifferentincome leveland brand image

using chi-squaretest as presented in the tatebl shows the values of X*(P) is
3.60485*10" at 0.05 level of significancehich is lessthan the standardalue of .05.

Hence it is concluded thdtfferentincome levebf the respondents and brand image has a

significant relationshipThis confirms that consumer perception toward the brand image

changes with the change in tineomelevel.

Table Noi15.62Consumer perceptionof brand personality acrossthe income level
of respondents

Brand Personality Total
Disagree| Undecided Agree| Strongly
agree

Income wise | Up to 15000 3 0 63 36| 102
classification

15000 to 25000 16 17| 125 98| 256

25000 to 35000 7 16 82 59| 164

Above 35000 23 4| 125 130| 282

Total 49 37| 395 323| 804

X?(P) =0.0000411767

Inference:- The crosdabulation of data betweedifferent income leveland brand
personalityusingchi-squaretest as presented in the tablé2showsthe values ofX?(P)
is 0.000041176at 0.05 level of significancehich is lesghan thestandardsalueof .05.
Hence it is concluded thdifferentincome levelof the respondents armtand personality
has a significant relationshifhis confirms that consumer perception toward knand
personalitychanges with the change in tineomelevel.

Table NoT15.63 Consumer perceptionof brand loyalty across the hcome level of

respondents
Brand Loyalty Total
Disagree| Undecided Agree | Strongly
agree
Income wise | Up t015000 0 9 111 33 153
classification
15000 to 25000 13 10 234 127 384
25000 to 35000 1 16 146 83 246
Above 35000 30 11 246 136 423
Total 44 46 737 379 1206
X?(P) =0.00000073292]
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Inference:- The crosdabulation of data betweatifferentincome levelandbrand loyalty
using chi-squaretest as presented in the tate63 shows the values of X*(P) is
0.000000732923at 0.05 level of significancerhich is lesghan thestandardvalueof .05.
Hence it is concluded thdifferentincome levelof the respondents armtand loyaltyhas
a significant relationshiplhis confirms that consumer perception towardinend loyalty
changes with the change in tineomelevel.

Table Noi15.64Consumer perceptionof brand equity across the ncome level of

respondents
Brand Equity Total
Disagree| Undecided Agree | Strongly
agree
Income wise Up to 15000 0 6 68 28 102
classification
15000 to 25000 6 30 115 105 256
25000 to 35000 2 21 103 38 164
Above 35000 4 27 233 18 282
Total 12 84 519 189 804
X*(P) =1.32257*10'®

Inference:- The crosgabulation of data betweddifferentincome levelandbrand equity
using chi-squaretest as presented in the tatBeb4 shows the values of X*(P) is

1.32257*10'® at 0.05 level of significancevhich is lessthan thestandardvalue of .05.

Hence it is concluded thdifferentincome levebf the respondents afland equityhas a
significant relationshipThis confirms that consumer perception toward lthand equity
changes with the change in tineomelevel.

Table Noi15.65Consumer perceptionof brand image across the nature ofamily of

respondents
Brand Image Total
Strongly| Disagree| Undecided Agree| Strongly
disagree agree
Family Nuclear 5 20 67| 531 341 964
Structure | Joint family 0 0 47| 369 228| 644
Total 5 20 114 900 569| 1608

X?(P) =0.00184361
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Inference;- The crosdabulation of data betweedifferent family structureand brand
image usingchi-squaretest as presented in the tabl€s stows the values of X*(P) is
0.00184361at 0.05 level of significancevhich is lessthan thestandardvalue of .05.
Hence it is concluded thatifferent family structureof the respondents and brand image
has a significant relationshifghis confirms that consumer perception toward the brand
image changes with the changeahefamily structure

Table NoT15.66Consumer perceptionof brand personality across the nature of
family of respondents

Brand Personality Total

Disagree| Undecided| Agree| Strongly agre
Family Nuclear 37 20| 217 208| 482
Structure Joint family 12 17| 178 115| 322
Total 49 37| 395 323| 804
X%(P) =0.006509447

Inference:- The crosdabulation of data betweedifferent family structureand brand
personalityusingchi-squaretest as presented in the tabl66 showsthe values ofX?(P)
is 0.00650944 7t 0.05 level of significancehich is lesghan thestandardvalue of .05.
Hence it is concluded thalifferent family structure of the respondents andrand
personalityhas a significant relationshifhis confirms that consumer perceptiowtrd
thebrand personalitghanges with the change in tianily structure

Table No15.67Consumer perceptionof brand loyalty across the nature offamily of

respondents

Brand Loyalty Total

Disagree | Undecided Agree | Strongly

agree
Family Nuclear 44 30 439 210 723
Structure | Joint family 0 16 298 169 483
Total 44 46 737 379 1206
X*(P) =0.00000028851]

Inference:- The crosdabulation of data betweedifferent family structureand brand
loyalty using chi-squaretest as presented in the tabl&7 shows the values of X*(P) is
0.00000028851at 0.05 level of significancerhich is lesghan thestandardvalue of .05.
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Hence it is concluded thdifferent family structureof the respondents armtand loyalty

has a significant relationshifhis confirms that consumer perception toward knand

loyalty changes with the change in tianily structure

Table NoT15.68Consumer perceptionof brand equity across the nature ofamily of

respondents

Brand Equity Total

Disagree | Undecided Agree | Strongly

agree
Family Nuclear 6 46 324 106 482
Structure [ joint family 6 38 195 83 322
Total 12 84 519 189 804
X?(P) =0.26805426¢

Inference:- The crosdabulation ofdata betweerdifferent family structureand brand
equity using chi-squaretest as presented in the table no 5.68ows thatX*(P) is
0.26805426%t 0.05 level of significancerhich isgreaterthanthe standardalue of .05.
Hence it is concluded thatamily structure and brand equity has no significant
relationship.This confirms that consumer perceptiofthe brand equityremairs constant
with the change ithefamily structure

Table Noi15.69Consumer perception oforand image across the residential status of

respondents

Brand Image Total

Strongly| Disagree| Undecided Agree| Strongly

disagree agree
Residential | Village 5 5 48| 217 149| 424
status City 0 5 45| 350 224| 624
Town 0 10 21| 333 196| 560
Total 5 20 114| 900 569| 1608
X%(P) =0.0000052415

Inference:- The crosgabulation of data betweeaespondentsesidentialareaand brand
image usingchi-squaretest as presented in the tabl€9 shows the values of X4(P) is
0.0000052415at 0.05 level of significancevhich is lesghan thestandardvalue of .05.

Hence it is concluded thaesidential areaf the respondents and brand image has a
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significant relationshipThis confirms that consumer perception toward the brand image
changes with the change in ttesidential area.

Table Noi15.70Consumer perceptionof brand personality across the residential
status ofrespondents

Brand Personality Total
Disagree | Undecided Agree | Strongly
agree
Residential | Village 10 9 128 65 212
status City 20 13 116 163 312
Town 19 15 151 95 280
Total 49 37 395 323 804
X%(P) =0.00000262011

Inference:- The crosgabulation of data betweeespondents residential araad brand
personalityusingchi-squaretest as presented in the tabl&0showsthe values ofX?(P)
is 0.0000026201 4t 0.05 level of significancehich is lesghan thestandardsalueof .05.
Hence it is concluded thagsidential areaf the respondents armand personalithas a
significant relationship.This confirms that consumer perception toward theand

personalitychanges with the change in tlesidential area.

Table NoT15.71Consumer perceptionof brand loyalty across the residentiaktatus of

respondents
Brand Loyalty Total
Disagree | Undecided Agree | Strongly
agree
Residential | Village 5 25 195 93 318
status City 16 9 273 170 468
Town 23 12 269 116 420
Total 44 46 737 379 1206
X#(P)=0.00000702594

Inference:- The crosgabulation of data betweaespondents residential araad brand
loyalty using chi-squaretest as presented in the tabl&1 shows the values of X*(P) is
0.00000702594t 0.05 level of significancevhich is lesgshan thestandardvalue of .05.

Hence it is concluded thaesidential areaf the respondents arfsrand loyaltyhas a
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significant relationshipThis confirms that consumer perception toward inend loyalty
changes with the change in ttesidential area.

Table No15.72Consumer perceptionof brand equity across the residentialstatus of

respondents
Brand Equity Total
Disagree | Undecided Agree | Strongly
agree

Residential | Village 4 12 124 72 212
status City 2 40 203 67 312
Town 6 32 192 50 280

Total 12 84 519 189 804

X%(P)=0.000307121

Inference:- The crosgabulation of data betweeespondents residential araad brand
equity using chi-squaretest as presented in the tabl&2 shows the values of X*(P) is
0.000307121at 0.05 level of significancevhich is lessthan thestandardvalue of .05.
Hence it is concluded thaesidential areaf the respondents anorand equityhas a
significant relationshipThis confirms that consuar perception toward thiegrand equity
changes with the change in ttesidential area.

Table No15.73Consumer perception oforand image across thdamily size of

respondents
Brand Image Total
Strongly | Disagree| Undecided| Agree| Strongly
Disagree Agree
Family | 1 to 3 Members 0 4 8 16 4 32
Size
2 to 5 Members 5 18 47| 380 438 888
5 to 10 Members 0 0 69| 329 150| 548
More than 10 0 0 0 105 35 140
members
Total 5 22 124| 830 627| 1608
X*(P) =652924*10%

Inference:- The crosgabulation of data betwedhe family sizeof respondentandbrand
imageusing chi-squaretest as presented in the tablg3 shows the values ofX*(P) is
6.52924*10>%at 0.05 level of significance which is less than stendardvalue of .05.
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Hence it is concluded th&amily size of respondentand brand imagehas a significant
relationship.This confirms that consumer perception towardhhend imagehanges with
the change in theize of the families

Table No15.74Consumerperception of brand personality across thefamily size of

respondents
Brand Personality Total
Disagree| Undecided Agree | Strongly
Agree
Family | 1to 3 Members 0 4 10 2 16
Size
2 to 5 Members 37 16 186 205 444
5to 10 Members 12 9 145 108 274
Morethan 10 0 8 54 8 70
members
Total 49 37 395 323 804
X3(P) =4.85961*10"

Inference:- The crosgabulation of data betwedhe family sizeof respondentandbrand
personalityusingchi-squaretest as presented in the tabledsshows the values oK*(P)
is 4.85961*10" at 0.05 level of significance which is less than stendardvalue of .05.
Hence it is concluded thaamily size of respondentsand brand personality has a

significant relationship.This confirms that consumer perception toward theand

personalitychanges with the change in thige of the families

Table No15.75Consumer perception of brandloyalty across thefamily size of

respondents
Brand Loyalty Total
Disagree| Undecided Agree | Strongly
Agree
Family | 1to 3 Members 4 0 17 3 24
Size

2 to 5 Members 36 20 366 244 666

5 to 10 Members 4 16 276 115 411

More than 10 0 10 78 17 105
members

Total 44 46 737 379 1206

X*(P) =4.78705*10"

137



Inference:- The crosdabulation of data betwedhe family sizeof respondentandbrand
loyalty using chi-squaretest as presented in the tableSshows the values oX*(P) is
4.7870510* at 0.05 level of significance which is less than stendardvalue of .05.
Hence it is concluded th&mily sizeof respondentandbrandloyalty has a significant
relationship.This confirms that consumer perception toward brand loyalty changes

with the change in theize of the families

Table No15.76 Consumer perception of brandequity across thefamily size of

respondents
Brand Equity Total
Disagree| Undecided Agree | Strongly
Agree
Family | 1to 3 Members 0 4 12 0 16
Size

2 to 5 Members 6 34 289 115 444

5 to 10 Members 0 44 190 40 274

More than 10 6 2 28 34 70
members

Total 12 84 519 189 804

X3(P) =6.03835*10"°

Inference:- The crosgabulation of data betwedhe family sizeof respondentandbrand
equity using chi-squaretest as presented in the table@shows the values ofX*(P) is
6.03835*10" at 0.05 level of significance which is less than stendardvalue of .05.
Hence it is concluded th&amily size of respondentand brandequity has a significant
relationship.This confirms that consumer perception toward brand equity changes

with the change in theize of the families

138



5.16.2 Role of marketing media in developingBrand equity
HO: There is no association between the role of marketing media and perceived brand
equity of washing machine
The crosgabulation of brand equity and marketing media has done to prove hypotheses
two that there is no association between the role of marketing media and perceived brand
equity of washing machin&he various statements such as (Celebrity endorsement of the
product influence me the most in favor of the brand, advertising media provideargces
and sufficient information about my brand and encourage to buy,/ Social media influence
me most and encourages to pay premium price, the advertising of my preferred brand
leaves good impression toward the brand and encourages to buy or to paynpeice,
advertising media build my confidence and willingness to pay a premium price for the
brand and | am willing to buy this brand even if its price would be little higher than that
of its competitor) grouped as a brand equity of washing mackiorversely, the
different marketing media and promotional activities consider for the study sustheass
advertising in newspaper, TV, radio, Sales promotion offer like rebates, free, buy one get
one free, sample, coupoetc. personal selling, event marketing, word of mouth, social
media and mobile marketing etthe crosdabulation of marketing mediand brand
equitydiscussedbelow

Table NoT15.77Degree ofassociation of marketing media with brand equity

Brand Equity Total
Disagree| Undecided, Agree | Strongly
agree
Marketing | Very convincing 180 1690, 7132 3220 12222
media and
promotion ["spmewhat 234 1902| 6623 2581 11340
activities | convincing
Undecided 8 539| 1487 829 2863
Not very 0 153 686 820 1659
convincing
Not at all 8 6 22 20 56
convincing
Total 43 429| 1595 747 2814
X*(P) =0.00

Inference:- The crosdabulation of data betwedmand equity and marketing medising
chi-squaretest as presented in the taBlg7 shows the values of X4(P) is 0.00 at 0.05
level of significancewhich is lesshan thestandardvalue of .05. Hence it is concluded
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that brand equity and marketing medias a significant relationshifghis confirms that

different marketing media and promotional activities such as advertising in newspaper,

TV, radio, Sales promotion offer like rebates, free, buy one get one free, sample,, coupon

etc. personal selling, ent marketing, word of mouth and mobile marketimgc. has

positive role to build the brand equity of washing machine.

Table No15.78Degree ofassociation of advertising media with brand equity

Brand Equity Total
Disagree| Undecided Agree | Strongly
agree
Advertising | Very convincing 22 218 862 403 1505
in
newspaper,
TV, radio | Somewhat 21 191 648 239 1099
convincing
Undecided 0 8 41 42 91
Not very 0 12 44 63 119
convincing
Total 43 429 1595 47 2814
X*(P) = 3.80065*10"

Inference:- The crosdabulation of data betweebrand equity andadvertising in

newgaper, TV,a radio using chi-squaretest as presented in the ta®le’8 shows the
values of X*P) is 3.80065*10"® at 0.05 level of significancevhich is lessthan the

standardvalue of .05. Hence it is concluded th&étrand equity andadvertising in

newspaper, TV, radibas a significant relationshifhis confirms thatadverti@mentin

newspaper, TV, radiplay a positiverole to build the brand equity of washing machine.

Table No15.79Degree ofassociation of sales promotion with brand equity

Brand Equity Total
Disagree| Undecided Agree | Strongly
agree
Sales Very convincing 14 155 762 329 1260
promotion
offers like Somewhat 29 242 679 275 1225
rebates, convincing
free, buy  yndecided 0 11 50 58 119
one get one
free, Not very 0 21 104 85 210
sample, convincing
coupon,etc.
Total 43 429 1595 747 2814
X*(P) = 5.19301*10"'
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Inference:- The crosgabulation of data betwedsrand equity an&ales promotion offer
using chi-squaretest as presented in the tatBe’® shows the values of X*(P) is
5.19301*10' at 0.05 level of significancevhich is lessthan thestandardvalue of .05.
Hence it is concluded thdirand equity andSales promotion offehas a significant
relatiorship. This confirms thatSales promotion offer like rebates, free, buy one get one
free, sample, couporetc play a decisve role to build the brand equity of washing
machine.

Table No15.80Degree ofassociation of event marketing with brand equity

Brand Equity Total
Disagree| Undecided Agree | Strongly
agree
Event Very convincing 14 157 535 211 917
marketing

Somewhat 29 247 923 369 1568
convincing

Undecided 0 22 100 74 196

Not very convincing 0 3 37 93 133

Total 43 429 1595 747 2814

X4(P) = 4.77556*10°°

Inference:- The crosgabulation of data betwedirand equity andEvent marketingising
chi-squaretest as presented in the tabl80showsthe values ofX*(P)is 4.77556*10°°at
0.05 level of significancewhich is lessthan thestandardvalue of .05. Hence it is
concluded thatorand equity andevent marketinghas a significant relationshifhis
confirms thatEvent marketinglays a decisve role to build the brand equity of washing
machine.

Table Noi5.81Degree ofassociationof interactive marketing media with brand

equity
Brand Equity Total
Disagree| Undecided Agree | Strongly
agree
Interactive | Very convincing 22 97 600 212 931
marketing s mewhat 21 281 904  383| 1589
convincing
Undecided 0 51 63 68 182
Not very 0 0 28 84 112
convincing
Total 43 429 1595 747 2814
X*(P) = 6.38591*10™
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Inference:- The crosgabulation of data betweédsrand equity andnhteractive marketing
using chi-squaretest as presented in the tatBeB1 shows the values of X*(P) is
6.38591*10™ at 0.05 level of significancevhich is lessthan thestandardvalue of .05.
Hence it is concluded thdirand equity andnteractive marketinghas a significant
relationship.This confirms thatinteractive marketingplays a decisve role to build the
brand equity of washing machine

Table No15.82 Degree ofassociation of word of mouth with brand equity

Brand Equity Total
Disagree| Undecided Agree | Strongly
agree

Word | Very convincing 22 181 840 448 1491

of Somewhat 21 128 489 153 791
mouth convincin

g

Undecided 0 105 213 74 392

Not very convincing 0 15 53 72 140

Total 43 429 1595 47 2814

X4(P) = 3.75711*10°

Inference:- The crosgabulation of data betwedsrand equity andvord of mouthusing
chi-squaretest as presented in the tabl82 showsthe values ofX*(P)is 3.75711*10"° at
0.05 level of significancevhich is lessthan thestandardvalue of .05. Hence it is
concluded thatorand equity andvord of mouthhas a significant relationshiplhis
confirms thatword of mouthplays a positiverole to build the brand equity of washing
machine

Table NoT15.83Degree ofassociation of social media marketing with brand equity

Brand Equity Total
Disagree| Undecided Agree | Strongly
agree
Social | Very convincing 14 157 691 321 1183
media

Somewhat 29 164 648 265 1106
convincing

Undecided 0 105 219 89 413

Not very convincing 0 0 28 63 91

Not at all convincing 0 3 9 9 21

Total 43 429 1595 747 2814

X%(P) = 1.51938*10%
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Inference:- The crosdabulation of data betwedmwand equity andocial mediausingchi-
squaretest as presented in the taBl&3 shows the values of X*(P) is 1.51938*10%° at
0.05 level of significancavhich is lessthan thestandardvalue of .05. Hence it is
concluded thabrand equity andocial medighas a significant relationshiphis confirms

that another marketing media likeocial mediaplay a decigve role to build the brand

equity of washing machine

Table Noi 5.84Degreeof association of marketing inmagazines, journalswith brand

equity

Brand Equity Total

Disagree| Undecided Agree | Strongly

agree
Magazines,| Very convincing 22 150 627 314 1113
journals o ewhat 21 220| 802| 238 1281

convincing

Undecided 0 56 129 123 308
Not very convincing 0 0 28 63 91
Not at all convincing 0 3 9 9 21
Total 43 429 1595 747 2814
X3(P) = 1.3727*10%

Inference:- The crosgabulation of data between brand equity and advertisement in print

media (magazines, journals) usicig-square tesas presented in the table 58#bws the

values of X2(P) is.3727*1# at 0.05 level of significance which is less than the standard

value of .05. Hence it is concluded that brand equity and advertisement in print media

(magazines, journg) has a significant relationshiphis confirms that advertisement in

print media (magazines, journals) also p&yositiverole to build the brand equity of

washing machine.

143



Table No15.85Degree ofassociation of personal selling with brand equity

Brand Equity Total
Disagree| Undecided Agree | Strongly
agree
Personal| Very convincing 14 209 684 311 1218
selling
Somewhat 21 130 526 191 868
convincing
Undecided 8 78 327 161 574
Not very convincing 0 12 58 84 154
Total 43 429 1595 747 2814
X?(P) = 3.87564*10"

Inference:- The crosgabulation of data between brand equity and personal selling using
chi-square tetsas presented in the table 58®ws the values of X2(P)2s87564*10"at

0.05 level of significance which is less than the standede of .05. Hence it is
concluded that brand equity and personal selling has a significant relatiomsisp.
confirms that personal selling plagsdecisve role to build the brand equity afashing
machine.

Table Noi15.86Degree ofassociation of mobile marketing with brand equity

Brand Equity Total
Disagree| Undecided Agree | Strongly
agree
Mobile Very convincing 14 119 627 255 1015
marketing
(advertising
mobile) convincing
Undecided 0 92 259 83 434
Not very 0 34 165 116 315
convincing
Not at all 8 0 4 2 14
convincing
Total 43 429 1595 747 2814
X*(P)=_ 4.81686*10"°
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Inference:- The crosdabulation of data between brand equity andbile marketing
(advertising of product on mobile)using &guare tesas presented in the table 5.86
shows the values of X2(P) is 4.81686¥1@t 0.05 level of significance which is less than
the standardialue of .05. Hence it is concluded that brand equity and mobile marketing
(advertising product on mobile) has a significant relationsHips confirms that mobile
marketing (advertising product on mobile) pkaglecisve role to build the brand equity of

washng machine.

Table NoT 5.87Degree ofassociation of hoarding and print media marketing with

brand equity

Brand Equity Total
Disagree| Undecided| Agree | Strongly
agree
Hoardings | Very convincing 22 247 904 416 1589
or print
media  "Somewhat 21 115 464 177 777
convincing
Undecided 0 11 86 57 154
Not very 0 56 141 97 294
convincing
Total 43 429 1595 747 2814
X?(P)= 0.0000013406¢

Inference:- The crosgabulation of data betweenrand equity andhoardings or print
mediausing chi-squaretest as presented in the tabl&7 shows the values of X*(P) is
0.0000013406&t 0.05 level of significancehich is lesgshan thestandardvalue of .05.
Hence it is concluded thdirand equity andoardings or print mediaas a significant
relationship.This confirms thathoardings or print mediglay a decisve role to build the

brand equity of washing machine
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5.16.3 Impact of Brand image, Brand personality, Band loyalty on
Brand Equity : A Regression Analysis

HO: Brand image, brand personality, brand loyalty, has no significapticton brand

equityof washing machine

Regression analysis @arried outto prove the hypothesis that is theand image, brand
personality and brand loyaltyhas no significanimpact on brand equity of washing
machine. The stateznts usedin the brand image weleny washing machine brans well
establishedmy preferred brand provide quality and always used advanced technology,
brand provide attractive schemes & brand is trogiy). The statements used in brand
personality were (preferred brand do ethical practices and brand make some excitement
which would be my first choice). Further, thiatementgpreferrecbrand is one of the best
brands in the washing machine, purchgsiashing machine brand without hesitation and
prefer to buy my washing machine brand even if anoteshing machindrand has

equal features.) contribute to the brand loyalty of washing machine.

Table No15.88Model Summary for regression between brad image, brand

personality and brand loyalty & its role to build brand equity of washing machine

R-value .283
R?value .080
Adjusted R value .073
The Standard Error 58270

Note: a. Predictors: (Constant), brand loyalty, brand image, brand personality

Table No15.890ne Way ANOVA regression betweerbrand image, brand

personality and brand loyalty & its role to build brand equity of washing machine

Df F Sig.

Regression 3 11.565 .000

Residual 398
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Table No15.90Coefficients for regression betweelrand image, brand personality
and brand loyalty & its role to build brand equity of washing machine

B Beta T Sig.
Brand Equity 2.818 10.771 .000
Brand image .348 0.682 4.645 .000
Brand personality -.055 0.125 -.812 417
Brand loyalty 016 -0.027 .180 .857

a. Dependent Variable: brand equity
b. Predictors: (Constant),dd loyalty, brand image, brapérsonality

Inference:- The information presented in the table 1@ show the model summag

overall fit statisticsWe sedrom the tablethat theAdjusted R Squaref our model is073

with the R=.080that means the linear regression explainsdtBe% variancén the data.

The table no 5.9@epict the F test. The f test statistics is the regression sansaqfare
divided by the residual mean sqeaihe liner regression F tests the null hypothesis

that there is ndinear relationship between theariableswith F test11.565and 401
degres of freedom the test is highly significarthereforewe can assume that thereais
linear relationship between the variable in our modelrther table no 5.9khow
standardized coefficient beta indicates teationship between the brand image, brand
personality and brand loyalty as the independent variable and brand equity of washing
machine as the dependent variabith a value of .307;.059 and .014 respectively. The
significance of beta is tested usiatest and value found is 10.771, 4.64812 and .180
which is a significant and positive relationship with brand image, brand personality,
loyalty and brand equity of washing machine. The regression analysis helps to conclude
that the brand image hasmore significant impact and has positive and active role in

building the brand equity ithewashing machine
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