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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 strategy in which 

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 the information is endeavoring to let us know. Judd et 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 researchers. So collected data is analyzed 

and on the bases of it give the answers to various questions or prove or disprove the 

hypothesis or theories. Another statistician Tukey (1962) stated that the data analysis is the 

Methods for analysis of information/data, or the systems 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 analyzing.  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 captivating procedure. 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 that are 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 of received data throughout surveys, questionnaires or by controlling previous 

statistical information by utilizing computational methods. Quantitative research 

concentrates on get-together numerical information and summing it up crosswise over a 

group of individuals or to clarify a specific phenomenon. 
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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 the data in various format helps for fast understating.  

Every presentation of 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 presentation of collected information in the form of tables, graphics, and chart 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 questionnaire was used 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 inferences to define finding, conclusion, and recommendations as per the research 

objective. The outcomes of the study considered as per the series of the questions. Firstly, 

the demographic data or information concerning brand equity and of pertinence to this 

study considered. After that demographical part, the information and data about the brand 

and brand equity of washing machine in the durable sector are discussed. 

5.2 Demographic Profile  

Demographical data empowered the researcher to get an overview and clear picture of the 

study populace. Demographic profile or attributes are an indispensable component 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 about the average 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 keep on being 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, ñEffective marketing and pertinent, timely demographic data 

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 development of competitive advantage.ò   

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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perception of brand loyalty, image, perceived quality, satisfaction, 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 satisfaction. These daysô 

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 costs are less steadfast, 

with the high-income 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 correlations between various groups 

pertinent to this research.    

The demographic attributes that decided for this research are as per the following: 

1. Age  

2. Gender 

3. Marital Status 

4. Education Qualification  

5. Occupation 

6. Income  

7. Family structure 

8. Residential status 

9. 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 essential critical variable, since buyersô changes by age classification. 

Age classification also permits to know the 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 18-24 across different 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 brands and more former age 



75 

 

consumers value differs than younger 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 equity. Age wise classifications displayed below: 

Table No ï5.1 Age wise classification 

S. No Description Frequency Percent 

1 Up to 20 years 46 11.4 

2 Age group 20- 30 Years 185 46.0 

3 Age group 30 - 40Years 57 14.2 

4 Age group 40 -50 years 50 12.4 

5 Age group 50 -60 years 44 10.9 

6 Age group above 60 years 20 5.0 

 Total 402 100.0 

 

 

Figure 5.1 Age wise classification 

Inference: - Information presented in the above table and pie chart reveals the age wise 

classification of respondents. The result shows that sample is dominated by the 
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respondents in the age group of 20-30 years as 46% respondents indicated it in the sample. 

Another 11.4% respondents fall into the age group up to 20 years. Another 14.2%, 12.4%, 

10.9% and 5.0% respondents fall into the age group 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 demographics to be examined because 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 planner have 

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 females and males 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 more and more 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 more brands loyal. 

Saad et al.  (2013) found that gender doesn't play a significant role in loyalty. Also, Mishra 

(2015) suggested that females and males have no difference in customerôs satisfaction. 

Gender has their significance toward the brand, loyalty, and satisfaction in the modern 

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

decision. Gender wise classifications displayed below:  

 

Table No ï5.2 Gender wise classification 

S. No Description Frequency Percent 

1 Male wise classification 194 48.3 

2 Female wise classification 208 51.7 

 Total 402 100.0 
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Figure 5.2 Gender wise classification 

Inference: - Information presented in the above table and pie chart reveals the Gender 

wise classification of respondents. The result shows that the female is 51.7% in the 

sample. Another 48.3% respondents were male in the sample.  

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 buy the products or 

brand, and additionally, they have the different observation about the brand, image, 

satisfaction, and loyalty. In the marital status, the married customers purchasing decision 

is impacted by others, and they turn out to be exceptionally cognizant about buying since 

they have other family obligation, for example, life partner, kids and so forth. Because of 

the conjugal status customerôs decision making is changed which further make an 

exceptional change in shopper conduct. The perception of the brand 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 loyalty, Image, and satisfaction 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 higher impact on customer loyalty and satisfaction which prompt high brand equity. 

Marital Status wise classifications displayed below: 

 

Table No ï5.3  Marital status wise classification 

S. No Description Frequency Percent 

1 Married 209 52.0 

2 Unmarried 193 48.0 

 Total 402 100.0 

 
 

Figure 5.3 Marital status wise classification 
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Inference: - Information presented in the above table and pie chart reveals the marital 

status wise classification of respondents. The result indicates that sample is dominated by 

the married as 52% respondents fall in this sample. Another 48% respondents were 

unmarried in the sample.   

5.2.4 Education Qualification Wise Classification 

The next essential demographics attribute is the education, and it has a direct approach to 

customers purchase decision. 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 forth. The 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 (2013) 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 of the level of education and make customer retention plan. Education 

Qualification Wise Classification displayed below: 

Table No ï5.4 Education qualification wise classification 

 

S. No Description Frequency Percent 

1 No formal education 19 4.7 

2 Under Graduate 79 19.7 

3 Graduate 128 31.8 

4 Post Graduation 93 23.1 

5 Professional and other 83 20.6 

 Total 402 100.0 
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Figure 5.4 Education qualification wise classification 

Inference: - Information presented in the above table and pie chart reveals the education 

qualification wise classification of respondents. The result shows that sample dominated 

by the graduate respondents and, i.e., 31.8%. Another 4.7 % respondents have no formal 

education in the sample. Another 19.7% respondents are undergraduate and 23.1% 

respondents are post-graduate and rest 20.6% respondents are professional in the sample. 

 

5.2.5 Occupation Wise Classification 

Occupation is one more essential characteristic of demographics. It is necessary to 

investigate the various customersô occupations because of different occupations or job 

profile customers having different taste, values, needs, perception, and expectation form 

the brands which influence their decision to purchase. (Kahl and Davis, 1985) Occupation 

indicates that the social class and also gauge a family's class and societal status it varies as 

per respective jobs that affect the attitude and behavior. The attitude and 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 of the occupation critical to know genuinely about 

the consumer behavior.  Purchasing behavior of consumers differs as per their occupation 

or profession.  To make the brand strategy or to enhance the brand satisfaction, loyalty, 

image occupation plays a significant role. The study has used the various occupations such 

as services class, professional, having own business so forth. Occupation Wise 

Classification displayed below: 

Table No ï5.5 Occupation wise 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 

5 Housewife 10 2.5 

 Total 402 100.0 

 
 

Figure 5.5 Occupation wise classification 
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Inference: - Information presented in the above table and pie chart reveals the occupation 

wise classification of respondents. The results indicate the services class respondents 

dominate that sample, i.e., 34.8%, further 28.4% respondents are students and 15.2% 

respondents having business profile another 19.2% respondents are professional rest 2.5%, 

respondents are housewives in the sample. 

 

5.2.6 Income Wise Classification 

Income is additionally critical demographics to be examined because 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 significant 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 out of the various demographic variables only the income has a positive 

relationship 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 to 

satisfy or to make them loyal customers toward the brands across the all income group. 

Income wise classification displayed below: 

 

Table No ï5.6 Income 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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Figure 5.6 Income wise classification 

Inference: - Information presented in the above table and pie chart reveals the income 

wise classification of respondents. The 12.7% respondentsô family income is less than Rs. 

15000. The 31.8% respondentsô family income is between the Rs. 15000 to Rs.  25000 and 

20.4% respondents have the monthly family income between the Rs. 25000 to Rs. 35000, 

rest 35.1% respondents monthly family income above Rs.  35000 in the sample. The result 

reveals that highest respondents belong to Rs.  35000 families are earning in the sample. 

 

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 a very 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 & Zahari, (2011) 

family has strong relation and influence with the brand loyalty and perceived quality 

which has a significant impact on brand equity. Nowadays, families structure is changing 

due to the rise of pressure of isolate source of income, migration, and education level so 

forth that is converting the joint families into the nuclear family. Thus it is important to 

study because nuclear and joint family have a different purchasing behavior. Familiesô 

structure (nuclear and joint) in the different area changes the demand for various products, 

and it varies the consumption rate of daily items as well as consumer durables. To build 

the innovative marketing strategy marketer need to keep in mind family as an essential 

wellspring of information. Family structure classification is displayed below:  

Table No ï5.7 Family structure 

S. No Description Frequency Percent 

1 Nuclear 241 60.0 

2 Joint family 161 40.0 

 Total 402 100.0 

 
Figure 5.7 Family structure 
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Inference: Information presented in the above table and pie chart reveals the family 

structure of respondents. The result shows that sample dominated by the nuclear families, 

i.e., 60% respondents in the sample. Another 40% respondents belong to joint families in 

the sample.   

 

5.2.8 Residential 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 rural or urban area. An 

urban consumer can be taken purchasing decision regarding the durables goods without 

hesitation and the other side the rural consumer's decision regarding the purchasing a 

brand has decided after the careful thought and consulting with their neighbors, village 

youth, and friends. As per the R. V. Rajan (2011) in his article, discuss that the whole 

village patronized a specific brand. The brand varies community to village its contingent 

upon which brand came first in the village. The other will 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 difference in consumer behavior in the rural 

and urban market. Therefore consumer 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 mandatory to study. Respondents 

residential Classification is displayed below:  

Table No ï5.8 Residential status 

 

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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Figure 5.8 Respondents residential status 

Inference: Information presented in the above table and pie chart reveals the residential 

area of respondents. The result tells that maximum respondents belong to the city in the 

sample and, i.e., 38.8%. Another 34.8% respondents belong to town rest 26.4% 

respondents belong to a village in the sample.  

5.2.9 Family 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 impact of 

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 when others don't impact 

somebody's decision, they are a free thinker; they are exceptionally liable to attempt 

individual brands or option brands. Another side, if the family size is larger than there is 
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the high probability that consumer goes for the brand which has lower priced and this 

happens only because the primary consumer is having larger family members and very 

fewer resources. (Richardson et al., 1996) Suggested that larger family members do the 

more substantial proportion of the financial resources which force them to go store or local 

brand as opposed to national brands due to their low paying capacity. Numbers of 

members of the family is the significant factor in deciding about the brand. Duong (2016) 

summarized in his thesis that customersô satisfaction level was varied when the family 

member or size changed. Family Size classification displayed in below: 

Table No ï5.9 Family size 

S. No Description Frequency Percent 

1 1 to 3 members 8 2.0 

2 2 to 5 members 222 55.2 

3 5 to 10 members 137 34.1 

4 More than ten members 35 8.7 

 Total 402 100.0 

 
Figure 5.9 Family size 
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Inference: - Information presented in the above table and pie chart reveals the family size 

of respondents. The result tells that highest respondents from 2 to 5 family members in the 

sample and, i.e., 55.2%. Another 2% respondents have 1 to 3 members in the family, and 

34.1% respondents have 5 to 10 members in the family rest 8.7% respondents have more 

than ten members in the family. 

 

5.3 Most Preferred Brand  

The next question asked regarding the customer's preference for washing machine brands. 

There are various brands in the market and the different customer having own brand 

image, knowledge and choice. The consumer preference for different brands helps 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 maximum market share. 

Most preferred washing machining brand classification displayed below: 

 

Table No ï5.10 Most 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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Figure 5.10 Most preferred brand 

Inference: - Information presented in the above table and pie chart reveals the preferred 

washing machine brand. The result explains that most preferred washing machine brand is 

the Samsung in the sample, i.e., 40%. Further 7.5% respondents preferred IFB, and 34.3% 

respondents preferred LG another 5.2% respondents preferred Videocon and rest 12.9% 

respondents favored 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, there is a various source of awareness 

these sources can be varied as per customer resource. Due to the numerous source of 

information, it is imperative to describe which information source is prevalent and 

reliable. The origins of information enhance the brand awareness and brand image that are 

the variable of brand equity. The customers can be aware through social media, websites, 



90 

 

friends, family members TV and newspaper so forth. The information that customer 

could know about the washing brand are displayed below:    

Table No ï5.11 Source of information regarding the washing 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 

5 Points of sales(dealer) 72 17.9 

6 Website 5 1.2 

 Total 402 100.0 

 

 

 
Figure 5.11 Source of information regarding the washing machine brands 

Inference:- Information presented in the above table and pie chart reveals the source of 

information about the washing machine brand. The result tells that most of the respondents 

got informed by TV ads in the sample and, i.e., 43.8%. Further, 22.6 % respondents 
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informed by family members and 6.5 % respondents got informed by the newspaper, 

another 8% respondents told by social media and 17.9% respondents reported by Points of 

sales (Dealer) rest 1.2% respondents aware through websites in the sample.  

5.5  Factor analysis  

Factor analysis is a valuable and a prevalent method used for the data reduction. When 

research has some variables that are correlated, then factor analysis is used to reduce all 

variables into fewer. Factor analysis is the technique of cutting a large number of variables 

into some meaningful.  Factor analysis based on 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 to discover if the observed variables can be explained 

mostly or entirely regarding a much smaller number of variables called factors. The 

reduced factors can also be used for further analysis. There are three steps in factor 

analysis (i) Generate a correlation matrix for all the variables. A correlation matrix is a 

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 the factors to maximize the relationship between the 

variables and some of the factors. In the present study, the researcher is interested in 

investigating the various factors of brand equity of washing machine. This research has 

contained many variables; therefore factor analysis is used to reduce 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 of the information in a 

study. Descriptive statistics give straightforward summaries about the observations and 

about the sample that have been made. The descriptive summaries might be either, visual, 

graph, chart and quantitative analysis of information that is easy to understand. The 

summaries can be based on the initial description of the information as an element of 

extensive statistical analysis, or they might be adequate all by themselves for a specific 

examination. 
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Table No ï5.12 Descriptive Statistics 

 

Description 
Mean Std. 

Deviation 

I am  aware of my brand  of a washing machine that appeared in 

the  different advertising media 

4.2836 .62306 

My brand of washing machine has characteristics which other 

brands donôt have 

3.8980 .87757 

I can quickly recall symbol or logo of my  brand of washing 

machine 

4.5448 .62311 

My washing machine brand regularly introduce a new product 4.0373 .68914 

I can recognize my washing machine brand among another 

competing brand 

4.3682 .59405 

My washing machine brand provide their services at the time they 

promise to do so 

4.2139 .65797 

I feel safe and secure while purchasing my washing machine 

brand. 

4.2189 .60078 

The price of my washing machine brand as per my expectation 4.0970 .69773 

 I 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 my 

society. 

3.9527 .74757 

My washing machine brand  has a unique brand image, compared 

to competing for brand 

4.2388 .66452 

I believe that this brand does not take advantage of consumers 4.0124 .71489 

I believe that this brand is contributing to the welfare of society. 4.0697 .55619 

My washing machine brand never compromise with quality and 

always used the latest technology 

4.3532 .68805 

Celebrity endorsement of the product influence me the most in 

favor of the brand 

3.9701 .69849 

Advertising media provide necessary and sufficient information 

about my brand 

4.1940 .62942 

Recommendation of Social media influence  me most in favor of 

my preferred brand 

4.1144 .76183 

Advertising message  make sense to buy this brand of  washing 

machine instead of other washing machine brand still they are 

similar 

3.9527 .66269 

The advertising of my preferred brand leaves good impression 

toward the brand and encourages to buy 

4.1443 .76330 

Advertising  media  build my confidence  and  willingness to pay a 

premium price for the brand 

4.0597 .64062 

I am willing to buy this brand  even if its price would be little 

higher than that of its  competitor 

4.1418 .60529 

Overall I am  satisfied with the service to provide the brand, and 

my experience is well  up to my expectation 

4.3557 .63977 
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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 equity. The result reveals that the statement I can 

quickly recall symbol or logo of my brand of washing machine has highest mean and i.e. 

4.5448, rest variables such as I am aware about my brand of washing machine that 

appeared in the different advertising media, My brand of washing machine have  

characteristics which other brand donôt have, My washing machine brand regularly 

introduce  new product, I can recognize my washing machine brand among other 

competing brand, My washing machine brand provide their services at the time they 

promise to do so, I feel safe and secure while purchasing my washing machine brand, The 

price of my washing machine brand as per my expectation, I prefer to use the brand if it 

suits my lifestyle, My washing machine brand gives me a feeling of high status in my 

society, My washing machine brand  has very unique brand image, compared to 

competing brand, I believe that this brand does not take advantage of consumers, I believe 

that this brand is contributing to the welfare of society., My washing machine brand never 

compromise with quality and always used latest technology, Celebrity endorsement of the 

product influence me the most in favor of the brand, Advertising media provide necessary 

and sufficient information about my brand, Recommendation of Social media influence  

me most in favor of my preferred brand, Advertising message  make sense to buy this 

brand of  washing machine instead of other washing machine brand still they are similar, 

The advertising of my preferred brand leaves good impression toward the brand and 

encourages to buy, Advertising  media  build my confidence  and  willingness to pay a 

premium price for the brand, I am willing to buy this brand  even if its price would be little 

higher than that of its  competitor, Overall I am  satisfied with the service provide by the 

brand and my experience is well  up to my expectation have the mean 4.2836, 3.8980, 

4.0373,4.3682,4.2139,4.2189,4.0970,4.3159,3.9527,4.2388,4.0124,4.0697,4.3532,3.9701,

4.1940,4.1144,3.9527,4.1443,4.0597,4.1418,4.3557 respectively. Further the variable, my 

preferred washing machine brand has characteristics which other brands doesnôt have has 

highest Std. Deviation, i.e., .87757 in the sample.  

5.7 Communalities  

Communalities are the proportion of each variable's variance that can be explained by the 

principal components. It also denoted by h
2
 and can define as the sum of squared factor 

loadings. Communalities show how much of the variance in the variables have been 

accounted for by the extracted factors. The proportion of variance of a particular item that 

is due to common factors (shared with other items) is called communality. The proportion 
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of variance that is unique to each item is then the respective item's total variance minus the 

communality.                   Table No ï5.13 Communalities 

 Initial Extraction 

I am  aware of my brand  of a washing machine that appeared in 

the  different advertising media 

1.000 .748 

My brand of washing machine has characteristics which other 

brands donôt have 

1.000 .793 

I can quickly recall symbol or logo of my  brand of washing 

machine 

1.000 .682 

My washing machine brand regularly introduce a new product 1.000 .693 

I can recognize my washing machine brand among another 

competing brand 

1.000 .833 

My washing machine brand provide their services at the time they 

promise to do so 

1.000 .585 

I feel safe and secure while purchasing my washing machine 

brand. 

1.000 .739 

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

 I prefer to use the brand if it suits my lifestyle. 1.000 .779 

My washing machine brand gives me a feeling of high status in my 

society. 

1.000 .665 

My washing machine brand  has a unique brand image, compared 

to competing for brand 

1.000 .581 

I believe that this brand does not take advantage of consumers 1.000 .770 

I believe that this brand is contributing to the welfare of society. 1.000 .701 

My washing machine brand never compromise with quality and 

always used the latest technology 

1.000 .767 

Celebrity endorsement of the product influence me the most in 

favor of the brand 

1.000 .677 

Advertising media provide necessary and sufficient information 

about my brand 

1.000 .736 

Recommendation of Social media influence  me most in favor of 

my preferred brand 

1.000 .693 

Advertising message  make sense to buy this brand of  washing 

machine instead of other washing machine brand still they are 

similar 

1.000 .738 

The advertising of my preferred brand leaves good impression 

toward the brand and encourages to buy 

1.000 .760 

Advertising  media  build my confidence  and  willingness to pay a 

premium price for the brand 

1.000 .730 

Overall I am  satisfied with the service to provide the brand, and 

my experience is well  up to my expectation 

1.000 .787 
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5.8 Total Variance Explained  

 
The values in the column of the table given below indicate the proportion of each 

variable's variance that can be explained by the principal components.  Variables with high 

values are well represented in the common factor space, while variables with low values 

are not well represented. 

Table No ï5.14 Total Variance Explained 

Component Description % of Variance 

1 Association Inviting Quality  45.161 

2 Brand Consciousness creating 

ability  
8.513 

3 Need Satisfying capacity  7.952 

4 Value creating ability 5.780 

5 Uniqueness  5.300 

   

  Inference: - In the above table, it is seen that the Association Inviting Quality explain the 

45.161%  variance, the Brand Consciousness creating ability accounts for 8.513%  of the 

total variance, the Need Satisfying capacity is 7.952% of the total variance, Value creating 

ability accounts 5.780% of total variance and Uniqueness accounts for 5.300% of total 

variance. Therefore all the five factors come together define the 72.7% variance.  

 5.9 Component Matrix  

The component matrix contains component loadings, which are the correlations between the 

variable and the component.  Because these are correlations, possible values range from -1 to 

+1.  This makes the output easier to read by removing the clutter of low correlations that are 

probably not meaningful anyway. 

Table No ï5.15 Component Matrix  

 Component 

1 2 3 4 5 

I am  aware of my brand  of a washing machine that 

appeared in the  different advertising media 

.573 .623 -.111 .135 -.024 

My brand of washing machine has characteristics which 

other brands donôt have 

.534 -306 .102 .505 .385 

I can quickly recall symbol or logo of my  brand of 

washing machine 

.646 .037 -.489 .098 .122 

My washing machine brand regularly introduce  new 

product 

.601 .368 .176 .189 .360 
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I can recognize my washing machine brand among 

another competing brand 

.656 .277 -.447 -.028 .353 

My washing machine brand provide their services at the 

time they promise to do so 

.730 -

.135 

.044 -.061 -.167 

I feel safe and secure while purchasing my washing 

machine brand. 

.813 -

.215 

.053 -.113 .129 

The price of my washing machine brand as per my 

expectation 

.549 .251 .665 -.055 -.037 

 I prefer to use the brand if it suits my lifestyle. .604 .423 .215 -.394 .185 

My washing machine brand gives me a feeling of high 

status in my society. 

.672 -

.429 

.054 -.081 .143 

My washing machine brand  has a unique brand image, 

compared to competing for brand 

.675 -

.067 

-.274 -.193 -.093 

I believe that this brand does not take advantage of 

consumers 

.655 -

.173 

.328 -.418 .168 

I believe that this brand is contributing to the welfare of 

society. 

.812 .100 .117 -.103 .087 

My washing machine brand never compromise with 

quality and always used the latest technology 

.673 .228 -.365 -.273 -.233 

Celebrity endorsement of the product influence me the 

most in favor of the brand 

.654 -

.364 

.293 -.064 -.166 

Advertising media provide necessary and sufficient 

information about my brand 

.718 .201 .065 .204 -.368 

Recommendation of Social media influence  me most in 

favor of my prefered brand 

.668 .189 .007 .457 -.038 

Advertising message makes sense to buy this brand of 

washing machine instead of other washing machine 

brand still they are similar. 

.708 -

.104 

.325 .302 -.167 

The advertising of my preferred brand leaves good 

impression toward the brand and encourages to buy 

.689 -

.415 

-.267 .186 -.088 

Advertising  media  build my confidence  and  

willingness to pay a premium price for the brand 

.700 -

.335 

-.270 -.188 .139 

Overall I am  satisfied with the service to provide the 

brand, and my experience is well  up to my expectation 

.705 .046 -.105 .005 -.526 

The above table shows the loadings of the twenty-one variables on the five factors 

extracted. The higher the absolute value of the loading, the more the factor contributes to 

the variable. 
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5.10 Rotated Component Matrix 

This is sometimes referred to 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 reduce the number of factors on which 

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

but makes the interpretation of the analysis easier. 

Table No ï5.16      Rotated Component Matrix 

  Component 

1 2 3 4 5 

My washing machine brand provide their services at the time 

they promise to do so 

.542         

I feel safe and secure while purchasing my washing machine 

brand. 

.685         

My washing machine brand gives me a feeling of high status 

in my society. 

.746         

My washing machine brand  has a unique brand image, 

compared to competing for brand 

.490         

I believe that this brand does not take advantage of consumers .689         

Celebrity endorsement of the product influence me the most 

in favor of the brand 

.680         

The advertising of my preferred brand leaves good 

impression toward the brand and encourages to buy 

.618         

Advertising  media  build my confidence  and  willingness to 

pay a premium price for the brand 

.711         

I am  aware of my brand  of a washing machine that appeared 

in the  different advertising media 

  .554       

I can quickly recall symbol or logo of my  brand of washing 

machine 

  .702       

I can recognize my washing machine brand among another 

competing brand 

  .836       

My washing machine brand never compromise with quality 

and always used the latest technology 

  .631       

Advertising media provide necessary and sufficient 

information about my brand 

    .736     

Advertising message  make sense to buy this brand of  

washing machine instead of other washing machine brand 

still they are similar 

    .558     

Overall I am  satisfied with the service to provide the brand, 

and my experience is well  up to my expectation 

    .762     

My washing machine brand regularly introduce a new 

product 

      .577   

The price of my washing machine brand as per my 

expectation 

      .769   

 I prefer to use the brand if it suits my lifestyle.       .770   
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I believe that this brand is contributing to the welfare of 

society. 

      .495   

My brand of washing machine has characteristics which other 

brands donôt have 

        .791 

Recommendation of Social media influence  me most in favor 

of my preferred brand 

        .522 

 

Inference: - In the above table, rotated components and associated variables indicate that 

there are five key factors play a significant 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, I 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 

machine brand  has unique brand image, compared to competing for brand, I 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 brand leaves 

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 variance. The second factor is the combination of variables like, I am 

aware of my preferred brand of washing machine that appeared in the different advertising 

media, I can quickly recall symbol or logo of my preferred brand of washing machine, I 

can recognize my preferred washing machine brand among other competing brands, My 

preferred washing machine brand never compromise with quality and always used the 

latest technology and accounts for 8.513% of total variance. The third factor is the 

combination of variables such as; Advertising media provide necessary and sufficient 

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 I 

am  satisfied with my preferred brand and accounts for 7.952% of total variance. The 

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, I 

prefer to use the brand if it suits my lifestyle and I believe that this brand is contributing to 

the welfare of society and accounts for 5.780% of total variance. The fifth factor is the 

combination of variables such as; My preferred brand of washing machine has 

characteristics which other brands donôt have, Recommendation of Social media influence 

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

The various variables that incorporated into each key factor have named:- 

1. Association Inviting Quality 

2. Brand Consciousness creating ability 

3. Need Satisfying capacity 

4. Value creating ability 

5. 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 brand which comes to 

shoppers mind when the brand discussed. Brand association inviting quality is not the 

primary benefits of the product, but instead symbol and image related to a specific brand. 

So it is very vital to brand managers to keep in mind about the band association inviting 

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

 

Factor 2- Brand Consciousness creating ability  

The next factor that came out from the factor analysis is brand consciousness creating 

ability, and it has 8.513% variability. The customer consciousness toward the brand is 

another pillar to build the brand or brand equity. The brand consciousness is the awareness 

or familiarity of customers with the brand or specific product. This consciousness creating 

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 helps to differentiate the brand 

and products.  Consciousness creating ability help to develops the positive attitude toward 

the brand which helps the customers to recognize and recall the brand and keep in his or 

her memory and use it for purchasing decision. So organizations 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 7.952%. Need Satisfying Capacity is 

the factor which plays a vital role in the brand equity in the washing machine. Need 

satisfying capacity is the basic foundation of loyalty; trust etc. Need satisfying put the 

significant impact on the consumer purchasing and intention-behavior. The organization 

must have the ability to satisfy the customersô needs which motivate to repurchase the 

brand.  Need satisfying capacity develop the positive attitude toward the brand that makes 

them loyal customers. The loyalty helps to minimize 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 value-creating 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 value-creating ability is the belief about the brand that 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 not buy the brand only it must have some value for the customer, so 

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

organization must have to focus on value creating.  

 

Factor 5- Uniqueness 

The fifth and last factor came out from the factor analysis is the uniqueness, and it has the 

variability 5.300%. The factor uniqueness means to differentiate the product or brand from 

another when they have same features. The uniqueness of the product or brand creates its 

brand personality in the market.  The Uniqueness promotes the brand positively, and 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 have to work on the brand uniqueness or 

personality because it also plays a vital role in brand equity of the washing machine. 
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5.12 Mean of different factors across demographic characteristics of 

respondents  

ANOVA is a carried out to compare means of all the brand equity factors to determines 

whether there is any significant difference in these means across different demographic 

characteristics using the F distribution. The information about ANOVA across different 

demographic characteristics presented below:- 

Table No ï5.17 Mean of different  factors across the age categories of respondents  

 

Age Wise 

Classification 

Association 

Inviting 

Quality 

Brand 

Consciousness 

creating 

ability 

Need 

Satisfying 

capacity 

Value 

creating 

ability 

Uniqueness 

Up to 20 year 4.1223 4.3641 4.1014 4.1467 4.0109 

20 to 30 year 4.1122 4.4243 4.1658 4.1649 3.9946 

30 to 40 year 3.9912 4.2895 4.1871 4.0789 4.1930 

40 to  50 year 4.0650 4.4150 4.1000 4.0300 3.8400 

50 to 60 year 4.1932 4.3807 4.2727 4.1818 4.0341 

Above 60 

year 

4.1563 4.3250 4.2167 4.0500 3.9250 

Total 4.1014 4.3874 4.1675 4.1300 4.0062 

 

Inference: - The table no 5.17 shows the mean of different factors across the age 

categories of respondents. The table specifies that brand consciousness creating ability has 

the highest mean among all the age categories of respondents. It follows by need satisfying 

capacity and value-creating ability, association inviting quality and uniqueness.   

Further, one-way ANOVA was done to check whether mean of various brand equity 

factors differ significantly, thus null hypothesis assuming there is no significant difference 

in the mean of various brand equity factors across the age categories of respondents. 

Calculated data with the help of SPSS presented in the table below: 
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Table No ï5.18 One Way ANOVA of  mean of different factors across the age 

categories of respondents 

  Df F Sig. 

Association Inviting Quality * Age Wise 

Classification 

5 .907 .476 

396 

Brand Consciousness creating ability * Age Wise 

Classification 

5 .720 .608 

396 

Need Satisfying capacity * Age Wise Classification 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 freedom-5                                          Tabulated value- 2.21 

 

Inference: - we see from the table no 5.18 that the calculated value of F of the different 

factors of brand equity such as association inviting quality, brand consciousness creating 

ability, need-satisfying capacity, value-creating ability, and uniqueness is smaller than the 

tabulated value of F, i.e. 2.21 at (v1= 5 and v2 = 396) degree of freedom and 0.05 level of 

significance. Hence null hypothesis (h0) is accepted there is no significant relationship 

between the different age category and brand equity factors. Therefore it is concluded that 

every age group perceives the brand equity in a similar fashion and different factors of 

brand equity remain constant respective of change in age group. 

 

Table No ï5.19 Mean of different  factors across the gender Categories 

Gender Wise 

Classification 

Association 

Inviting 

Quality 

Brand 

Consciousness 

creating 

ability 

Need 

Satisfying 

capacity 

Value 

creating 

ability 

Uniqueness 

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 5.19 shows the mean of different factors across the gender 

categories of respondents, the table specifies that brand consciousness creating ability has 

the highest mean between the gender categories of respondents. It follows by need 

satisfying capacity and value-creating ability, association inviting quality and uniqueness. 



103 

 

Further, one-way ANOVA was done to check whether mean of various brand equity 

factors differ significantly, thus null hypothesis assuming there is no significant difference 

in the mean of various brand equity factors across the different gender categories. 

Calculated data with the help of SPSS presented in the table below: 

Table No ï5.20 One Way ANOVA of  mean of different  factors across the gender 

categories of respondents 

  Df F Sig. 

Association Inviting Quality * Gender Wise 

Classification 

1 1.199 

  

.274 

  400 

Brand Consciousness creating ability * Gender 

Wise Classification 

1 .0270 

  

.870 

  400 

Need Satisfying capacity * Gender Wise 

Classification 

1 2.653 

  

.104 

  400 

Value creating ability * Gender Wise Classification 1 7.618 

  

.006 

  400 

Uniqueness  * Gender Wise Classification 1 12.329 

  

.000 

  400 

Degree of freedom-1                                              Tabulated value- 3.84 

 

Inference:- we see from the table no 5.20 that the calculated value of F of the different 

factors of brand equity like association inviting quality, brand consciousness creating 

ability and need satisfying is smaller than the tabulated value of F, i.e. 3.84 at (v1= 1 and 

v2 = 400) degree of freedom and 0.05 level of significance. Thus null hypothesis (h0) is 

accepted, and for these factors, it concluded that there is no significant relationship 

between the gender categories. However, it is seen that calculated value of F of the 

different factors of brand equity like value-creating ability and uniqueness is higher than 

the tabulated value of F, i.e., 3.84 at (v1= 1 and v2 = 400) degree of freedom and 0.05 

level of significance. Therefore null hypothesis (H0) is rejected, and for these factors, it 

concluded that there is a significant relationship between the gender categories. This 

concluded the value and uniqueness differ significantly respective of change in gender 

(male /female) category. 

Table No ï5.21 Mean of different  factors across the marital status of respondents  

Marital Status 

Wise 

Classification 

Association 

Inviting 

Quality 

Brand 

Consciousness 

creating 

ability 

Need 

Satisfying 

capacity 

Value 

creating 

ability 

Uniqueness 

Married 4.0783 4.3840 4.1659 4.1065 4.0455 

Unmarried 4.1263 4.3912 4.1693 4.1554 3.9637 

Total 4.1014 4.3874 4.1675 4.1300 4.0062 



104 

 

Inference:- The table no 5.21 shows the mean of different factors across the marital status 

of respondents, the table specifies that brand consciousness creating ability has the highest 

mean between the marital status of respondents. It follows by need satisfying capacity and 

value-creating ability, association inviting quality and uniqueness.   

Further, one-way ANOVA was done to check whether mean of various brand equity 

factors differ significantly, thus null hypothesis assuming there is no significant difference 

in the mean of various brand equity factors across the different marital status. Calculated 

data with the help of SPSS presented in the table below: 

 

Table No ï5.22 One Way ANOVA of  mean of different  factors across the marital 

status of respondents 

  Df F Sig. 

Association Inviting Quality * Marital Status Wise 

Classification 

1 .851 

  

.357 

  400 

Brand Consciousness creating ability * Marital 

Status Wise Classification 

1 .020 

  

.888 

  400 

Need Satisfying capacity * Marital Status Wise 

Classification 

1 .004 

  

.950 

  400 

Value creating ability * Marital Status Wise 

Classification 

1 .887 

  

.347 

  400 

Uniqueness  * Marital Status Wise Classification 1 1.378 

  

.241 

  400 

 

Degree of freedom-1                                                Tabulated value- 3.84 

 

Inference: - we see from the table no 5.22 that calculated value of F of the different 

factors of brand equity such as association inviting quality, brand consciousness creating 

ability, need-satisfying capacity, value-creating ability, and uniqueness is smaller than the 

tabulated value of F, i.e. 3.84 at (v1= 1 and v2 = 400) degree of freedom and 0.05 level of 

significance. Hence null hypothesis (h0) is accepted there is no significant relationship 

between the marital status and brand equity factors. Therefore it is concluded that all these 

factors of brand equity remain constant respective of change in marital status.  
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Table No ï5.23 Mean of different  factors across the level of education of respondents 

Education 

Wise 

Classification 

Association 

Inviting 

Quality 

Brand 

Consciousness 

creating 

ability 

Need 

Satisfying 

capacity 

Value 

creating 

ability 

Uniqueness 

No formal 

education 

4.5329 4.5395 4.7018 4.5395 4.0000 

Under 

Graduate 

4.1551 4.3892 4.3038 4.2753 4.1899 

Graduate 4.1787 4.4102 3.9870 4.1348 3.9609 

Post 

Graduation 

4.0175 4.1855 4.2079 4.0215 3.7742 

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 5.23 shows the mean of different factors across the education 

level of respondents. The first factor, i.e., Association Inviting Quality has mean 4.5329 

for respondents who have No formal education, 4.1551 for respondents who are Under 

Graduate, 4.1787 for respondents who are Graduate, 4.0175 for respondents who are Post 

Graduate and 3.9262 mean for respondents who are Professional. The second factor, i.e., 

Brand Consciousness creating ability has mean 4.5395 for respondents who have No 

formal education, 4.3892 for respondents who are Under Graduate, 4.4102for respondents 

who are Graduate, 4.1855 for respondents who are Post Graduate and 4.5422mean for 

respondents who are Professional. The third factor, i.e., Need Satisfying capacity has mean 

4.7018 for respondents who have No formal education, 4.3038 for respondents who are 

Under Graduate, 3.9870 for respondents who are Graduate, 4.2079 for respondents who 

are Post Graduate and 4.1486 mean for respondents who are Professional. The fourth 

factor, i.e., Value creating ability has mean 4.5395 for respondents who have No formal 

education, 4.2753 for respondents who are Under Graduate, 4.1348 for respondents who 

are Graduate, 4.0215 for respondents who are Post Graduate and 4.0120 mean for 

respondents who are Professional. The fifth factor, i.e., Uniqueness has mean 4.0000 for 

respondents who have No formal education, 4.1899 for respondents who are Under 

Graduate, 3.9609 for respondents who are Graduate, 3.7742 for respondents who are Post 

Graduate and 4.1627 mean for respondents who are Professional. 
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 The table specifies that brand equity factors brand consciousness creating ability having  

4.1675, further the factor value-creating ability have 4.1300 and rest association inviting 

quality and uniqueness have 4.1014, 4.0062 respectively. Also, one-way ANOVA was 

done to check whether mean of various brand equity factors differ significantly, thus null 

hypothesis assuming there is no significant difference in the mean of various brand equity 

factors across the different educational categories. Calculated data with the help of SPSS 

presented in the table below: 

 

Table No ï5.24 Table: One Way ANOVA  of mean  of different  factors across  the 

level of education of respondents 

  Df F Sig. 

Association Inviting Quality * Education Wise 

Classification 

4 7.603 

  

.000 

 397 

Brand Consciousness creating ability * Education 

Wise Classification 

4 6.354 

  

.000 

 397 

Need Satisfying capacity * Education Wise 

Classification 

4 10.469 

  

.000 

 397 

Value creating ability * Education Wise 

Classification 

4 6.937 

  

.000 

 397 

Uniqueness  * Education Wise Classification 4 5.339 

  

.000 

 397 

 

Degree of freedom-4                                                     Tabulated value- 2.37 

 

Inference:- we see from the table no 5.24 that the calculated value of F of the different 

factors of brand equity like association inviting quality, need-satisfying capacity, brand 

consciousness creating ability, value-creating ability and uniqueness higher 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. Therefore null hypothesis (H0) is rejected there is a significant relationship 

between the education qualification and brand equity factors of the washing machine. 

Further this help to conclude that all the brand equity factors differ significantly across 

the different education qualification.  
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Table No ï5.25 Mean of different  factors across the occupation categories of 

respondents 

Occupation 

Wise 

Classification 

Association 

Inviting 

Quality 

Brand 

Consciousness 

creating 

ability 

Need 

Satisfying 

capacity 

Value 

creating 

ability 

Uniqueness 

Student 4.1502 4.3596 4.1608 4.1491 4.0088 

Business 4.2971 4.4590 4.2623 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 5.25 shows the mean of different factors across the occupation 

categories of respondents; the table specifies that brand consciousness creating ability has 

the highest mean among all the occupation categories of respondents. It follows by need 

satisfying capacity and value-creating ability, association inviting quality and uniqueness.    

Further, one-way ANOVA was done to check whether mean of various brand equity 

factors differ significantly, thus null hypothesis assuming there is no significant difference 

in the mean of various brand equity factors across the different occupation categories. 

Calculated data with the help of SPSS presented in the table below: 

Table No ï5.26 One Way ANOVA of  mean of different  factors across the occupation 

categories of respondents 

  Df F Sig. 

Association Inviting Quality * Occupation Wise 

Classification 

4 5.919 

 

.000 

 397 

Brand Consciousness creating ability * Occupation 

Wise Classification 

4 .475 

 

.754 

 397 

Need Satisfying capacity * Occupation Wise 

Classification 

4 3.332 

 

.011 

 397 

Value creating ability * Occupation Wise 

Classification 

4 2.396 

 

.050 

 397 

Uniqueness  * Occupation Wise Classification 4 2.219 

 

.066 

 397 

 

Degree of freedom-4                                                          Tabulated value- 2.37 

 

Inference:- we see from the table no 5.26 that the calculated value of F of the different 

factors of brand equity like brand consciousness creating ability and Uniqueness is smaller 

than the tabulated value of F, i.e., 2.37 at (v1= 4 and v2 = 397) degree of freedom and 0.05 
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level of significance. Thus null hypothesis (h0) is accepted, and for these factors, it is 

concluded that there is no significant relationship between the occupations. However, it 

is seen that calculated value of F of the different factors of brand equity like association 

inviting quality, need-satisfying capacity and value-creating ability is higher 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. Therefore null hypothesis (H0) is rejected, and for these factors, it is 

concluded that there is significant relation across the occupations. 

Table No ï5.27 Mean of different  factors across the level of income of respondents 

Income Wise 

Classification 

Association 

Inviting 

Quality 

Brand 

Consciousness 

creating 

ability 

Need 

Satisfying 

capacity 

Value 

creating 

ability 

Uniqueness 

Up to 15000 4.2843 4.3824 4.2680 4.1127 4.0784 

15000 to 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 5.27 shows the mean of different factors across the income level 

of respondents, the table specifies that brand consciousness creating ability has the highest 

mean among all the income categories of respondents. Further, one-way ANOVA was 

done to check whether mean of various brand equity factors differ significantly, thus null 

hypothesis assuming there is no significant difference in the mean of various brand equity 

factors across the different income categories. Calculated data with the help of SPSS 

presented in the table below: 

Table No ï5.28 One Way ANOVA of  mean of different  factors across the level of 

income of respondents 

  Df F Sig. 

Association Inviting Quality * Income Wise 

Classification 

3 6.045 .000 

398 

Brand Consciousness creating ability * Income 

Wise Classification 

3 .427 .734 

398 

Need Satisfying capacity * Income Wise 

Classification 

3 .740 .529 

398 

Value creating ability * Income Wise Classification 3 4.959 

 

.002 

 398 

Uniqueness  * Income Wise Classification 3 .567 

 

.637 

 398 

Degree of freedom-3                                                                      Tabulated value- 2.60 
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Inference:- we see from the table no 5.28 that the calculated value of F of the different 

factors of brand equity like need-satisfying capacity, brand consciousness creating ability 

and uniqueness is smaller than the tabulated value of F, i.e., 2.60 at (v1= 3 and v2 = 398) 

degree of freedom and 0.05 level of significance. Thus null hypothesis (h0) is accepted, 

and for these factors, it is concluded that there is no significant relationship between 

the income level of the individual. However, it is seen that calculated value of F of the 

different factors of brand equity like association inviting quality and value-creating ability 

is higher than the tabulated value of F, i.e., 2.60 at (v1= 3 and v2 = 398) degree of freedom 

and 0.05 level of significance. Therefore null hypothesis (H0) is rejected, and for these 

factors, it is concluded that there is a significant relationship between the income level 

of the individual. 

Table No ï5.29 Mean of different  factors across the family structure  of respondents  

Family 

Structure 

Association 

Inviting 

Quality 

Brand 

Consciousness 

creating 

ability 

Need 

Satisfying 

capacity 

Value 

creating 

ability 

Uniqueness 

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 table no 5.29 shows the mean of different factors across the family 

structure of respondents, the table specifies that brand consciousness creating ability has 

the highest mean between all the family structures of respondents. It follows by need 

satisfying capacity and value-creating ability, association inviting quality and uniqueness. 

Further, one-way ANOVA was done to check whether mean of various brand equity 

factors differ significantly, thus null hypothesis assuming there is no significant difference 

in the mean of various brand equity factors across the different family structure. 

Calculated data with the help of SPSS presented in the table below: 

Table No ï5.30 One Way ANOVA of  mean of different  factors across the family 

structure of respondents 

  Df F Sig. 

Association Inviting Quality * Family Structure 1 2.346 .126 

400 

Brand Consciousness creating ability * Family 

Structure 

1 1.747 .187 

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 

 

Degree of 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 quality, brand consciousness creating 

ability, value-creating ability, and uniqueness is smaller than the tabulated value of F, i.e. 

3.84 at (v1= 1 and v2 = 400) degree of freedom and 0.05 level of significance. Thus null 

hypothesis (h0) is accepted, and for these factors, it is concluded that there is no 

significant relationship between the family structures of respondents. However, it is seen 

that calculated value of F of the factor of brand equity like need-satisfying capacity is 

higher than the tabulated value of F, i.e., 3.84 at (v1= 1 and v2 = 400) degree of freedom 

and 0.05 level of significance. Therefore null hypothesis (H0) is rejected, and for this 

factor, it is concluded that there is a significant relationship between the family structure 

of respondents. 

 

Table No ï5.31 Mean of different  factors across the residential status of respondents 

Residential 

status  

Association 

Inviting 

Quality 

Brand 

Consciousness 

creating 

ability 

Need 

Satisfying 

capacity 

Value 

creating 

ability 

Uniqueness 

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 5.31 shows the mean of different factors across the residential 

status of respondent's, the table specifies that brand consciousness creating ability has the 

highest mean among all the residential status of respondents. 

Further, one-way ANOVA was done to check whether mean of various brand equity 

factors differ significantly, thus null hypothesis assuming there is no significant difference 

in the mean of various brand equity factors across the different residential status. 

Calculated data with the help of SPSS presented in the table below: 
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Table No ï5.32 One Way ANOVA of  mean of different  factors across the residential 

status of respondents 

  Df F Sig. 

Association Inviting Quality * Residential status 2 6.041 .003 

399 

Brand Consciousness creating ability * Residential status 2 1.881 .154 

399 

Need Satisfying capacity * Residential status 2 4.414 .013 

399 

Value creating ability * Residential status 2 6.020 .003 

399 

Uniqueness  * Residential status 2 .838 .433 

399 

 

Degree of freedom-2                                                                       Tabulated value- 3.00 

 

Inference:- we see from the table no 5.32 that the calculated value of F of the different 

factors of brand equity such as consciousness creating ability and uniqueness is smaller 

than the tabulated value of F, i.e., 3.00 at (v1= 2 and v2 = 399) degree of freedom and 0.05 

level of significance. Thus null hypothesis (h0) is accepted, and for these factors, it is 

concluded that there is no significant relationship between the residential status of 

respondents. However, it is seen that calculated value of F of the different factors of brand 

equity such as association inviting quality, need-satisfying capacity and value-creating 

ability is higher than the tabulated value of F, i.e., 3.00 at (v1= 2 and v2 = 399) degree of 

freedom and 0.05 level of significance. Therefore null hypothesis (H0) is rejected, and for 

these factors, it is concluded that there is significant relation across the residential status 

of respondents. 

Table No ï5.33 Mean of different  factors across the size of the families of 

respondents  

Family Size Association 

Inviting 

Quality 

Brand 

Consciousness 

creating 

ability 

Need 

Satisfying 

capacity 

Value 

creating 

ability 

Uniqueness 

1 to 3 3.7031 4.0000 4.1250 4.0625 3.3125 

2 to 5 4.1520 4.4730 4.2117 4.1926 4.0495 

5 to 10 4.0338 4.2920 4.1995 4.0547 4.0292 

More then 

10 

4.1357 4.3071 3.7714 4.0429 3.8000 

Total 4.1014 4.3874 4.1675 4.1300 4.0062 
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Inference: -The table no 5.33 shows mean of different factors across the size of the 

families of respondents. The first factor, i.e., Association Inviting Quality has mean 

3.7031 for respondents who have 1 to 3 Family members, 4.1520 for respondents who 

have 2 to 5 Family members, 4.0338 for respondents who have 5 to 10 Family members 

and 4.1357 mean for respondents who have more than 10 Family members.  The second 

factor, i.e., Brand Consciousness creating ability has mean 4.0000 for respondents who 

have 1 to 3 Family members, 4.4730 for respondents who have 2 to 5 Family members, 

4.2920 for respondents who have 5 to 10 Family members and 4.3071 mean for 

respondents who have more than 10 Family members. The third factor, i.e., Need 

Satisfying capacity has mean 4.1250 for respondents who have 1 to 3 Family members, 

4.2117 for respondents who have 2 to 5 Family members, 4.1995 for respondents who 

have 5 to 10 Family members and 3.7714 mean for respondents who have more than 10 

Family members. The fourth factor, i.e., Value creating ability has mean 4.0625 for 

respondents who have 1 to 3 Family members, 4.1926 for respondents who have 2 to 5 

Family members, 4.0547 for respondents who have 5 to 10 Family members and 4.0429 

mean for respondents who have more than 10 Family members. The fifth factor, i.e., 

Uniqueness has mean 3.3125 for respondents who have 1 to 3 Family members, 4.0495 for 

respondents who have 2 to 5 Family members, 4.0292 for respondents who have 5 to 10 

Family members and 3.8000 mean for respondents who have more than 10 Family 

members.  

The table specifically projects that brand consciousness creating ability has the highest 

mean among all the family size of respondents. Additionally, one-way ANOVA was done 

to check whether mean of various brand equity factors differ significantly, thus null 

hypothesis assuming there is no significant difference in the mean of various brand equity 

factors across the different family size. Calculated data with the help of SPSS presented in 

the table below:  
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Table No ï5.34 One Way ANOVA Mean of different  factors across the size of the 

families of respondents 

 

  Df F Sig. 

Association Inviting Quality * Family size 3 3.131 .026 

398 

Brand Consciousness creating ability *  Family size 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 

 

Degree of freedom-3                                                                      Tabulated value- 2.60 

 

Inference:- we see from the table no 5.34 that the calculated value of F of the factor of 

brand equity like value-creating ability is smaller than the tabulated value of F, i.e., 2.60 at 

(v1= 3 and v2 = 398) degree of freedom and 0.05 level of significance. Thus null 

hypothesis (h0) is accepted, and for this factor, it is concluded that there is no significant 

relationship between the family size of respondents. However, it is seen that calculated 

value of F of the different factors of brand equity such as association inviting quality, 

need-satisfying capacity, brand consciousness creating ability and uniqueness is higher 

than the tabulated value of F, i.e. 2.60 at (v1= 3 and v2 = 398) degree of freedom and 0.05 

level of significance. Therefore null hypothesis (H0) is rejected, and for these factors, it is 

concluded that washing machine brand equity factors differ significantly across the size of 

the families of respondents. 

5.13 Various 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 technique is used for 

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 is being studied through regression. Regression analysis is also used to 

understand which among the independent variables are related to the dependent variable, 

and to explore the forms of these relationships. In limi ted 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, value-creating ability, association inviting quality, Need 

Satisfying capacity and Uniqueness in brand equity of washing machine.  

 

Table No ï5.35 Model Summary for regression between various factors & brand 

equity of washing machine 

R-value .782
a
 

R
 2
 value .611 

Adjusted R
2
 value .606 

The Standard Error .37999 

Note: a: Uniqueness, Brand Consciousness creating ability, Value creating ability, 

Association Inviting Quality, Need Satisfying capacity 

 

Table No ï5.36 One way ANOVA between various factors & brand equity of washing 

machine 

 Df F Sig. 

Regression 5 124.300 .000
b
 

Residual 396 

 

Table No ï5.37 Coefficients for regression between various factors & brand equity of 

washing machine 

 B Beta T Sig. 

(Constant) .051  .281 .779 

Association Inviting 

Quality 

.793 .682 13.777 .000 

Brand Consciousness 

creating ability 

.148 .125 2.925 .004 

Need Satisfying capacity -.030 -.027 -.537 .591 

Value creating ability .164 .141 3.175 .002 

Uniqueness -.091 -.105 -2.537 .012 

 

 a. Dependent Variable: Brand equity 

b. Predictors: (Constant), Uniqueness, Brand 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 see from the table that the Adjusted R Square of our model is .606 

with the R
2
= .611 that means the linear regression explains the 61.1% variance in the data. 

The table no 5.36 depict the F test. The f test statistics is the regression sum of a square 

divided by the residual mean square. The liner regression F test has the null hypothesis 

that there is no linear relationship between the variables with F test 124.300 and 401 

degrees of freedom the test is highly significant. Therefore we can assume that there is a 

linear relationship between the variable in our model. Further, the table no 5.37 shows 

standardized coefficient beta indicates the relationship between factors of brand equity of 

washing machine as the independent variable 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 t-test and value found is .281,  13.777,  2.925,  -.537,  3.175  and  -2.537   

which is significant except  (Need Satisfying capacity) indicating a healthy positive 

relationship between factors and brand equity of washing machine. The regression 

analysis helps to conclude that the brand consciousness creating ability, value-creating 

ability, association inviting quality and uniqueness have a positive and active role in 

building the brand equity in the washing machine.  

The regression equation can be written as: 

.051*Brand Equity + .793*Association Inviting Quality+.148*  Brand Consciousness 

creating ability+ (-.030*  Need Satisfying capacity+.164*  Value creating ability+( -.091 

Uniqueness. 

5.14 Important  attributes preferred while purchasing a particular brand 

of Washing Machine: One-Sample t-tests 

 
A t-test is used to verify whether the mean of a population significantly differs from a 

specific value (called the hypothesized mean) or from the mean of another population. T-

test helps to evaluate the means of two variables or different groups and provides 

information to check whether the means of the two populations significantly differ. One-

Sample Statistics has been used to know the significant impact of brand attributes to 

selecting the washing machine brand. It was assumed that mean value of 3 and above 

would have a significant impact in choosing the particular brand. Calculated data with the 

help of SPSS presented in the table below:  
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Table No ï5.38 Very important  attributes preferred while purchasing a particular  

brand of Washing Machine: One-Sample t-tests 

 Test Value = 4 

t-value Degree of 

freedom 

Significance 

two-tailed)  

The difference in the 

means 

Price 11.628 401 .000 .37065 

Durability 11.930 401 .000 .46020 

Advertisement of 

product 

-7.923 401 .000 -.33333 

Knowledge about 

product 

3.848 401 .000 .14179 

Past experience -3.861 401 .000 -.17413 

Use of latest 

technology 

-2.602 401 .010 -.10945 

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  

discount 

-12.390 401 .000 -.51493 

Country origin -10.955 401 .000 -.59701 

Logo to differentiate 

the offerings 

-14.775 401 .000 -.73134 

Promise of quality 

and features 

10.635 401 .000 .35323 

Acceptance & 

Goodwill in the 

society 

-4.746 401 .000 -.20896 

Value for Money 12.522 401 .000 .40796 

Consistency in 

performance 

2.131 401 .034 .08955 

Uniqueness .529 401 .597 .01990 

 

Inference: - we see from table no 5.38 that the calculated value of t of brand attributes like 

price, durability, knowledge about the product, adequate services, promise of quality and 

features, value for money and consistency in performance has a significant impact in 

choosing a particular brand. Therefore it is concluded that these attributes are very 

important to selecting the washing machine brand. 
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Table No ï5.39 Important attributes preferred while purchasing a particular brand 

of Washing Machine: One-Sample t-tests 

 Test Value = 3 

t- value Degree of 

freedom 

Significance. 

(two-tailed) 

The difference in 

the means 

Advertisement of 

product 

15.846 401 .000 .66667 

Past experience 18.314 401 .000 .82587 

Use of latest 

technology 

21.173 401 .000 .89055 

Product image 27.446 401 .000 .95771 

value added services 14.641 401 .000 .83831 

Free trail and  discount 11.672 401 .000 .48507 

Country origin 7.395 401 .000 .40299 

Logo to differentiate 

the offerings 

5.427 401 .000 .26866 

Acceptance & 

Goodwill in the society 

17.968 401 .000 .79104 

Uniqueness 27.129 401 .000 1.01990 

 

Inference: - we see from table no 5.39 that the calculated value of t of brand attributes 

such as advertisement of the product, past experience, use of latest technology,  product 

image,  value-added services, free trial and discount, country origin, a logo to differentiate 

the offerings, acceptance & goodwill in the society and uniqueness has significant impact 

in choosing particular brand. Therefore it is concluded that these attributes are important 

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 of all brand attributes to determines whether 

there is any significant difference in these means across brand preferences using the F 

distribution. The information about ANOVA across brand preferences presented below: 
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Table No ï5.40 One Way ANOVA of means of 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 

Product image 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 

The promise of quality and 

features 

4 4.555 .001 

397 

Acceptance & Goodwill in the 

society 

4 17.2 .000 

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 freedom-4                                                           Tabulated value- 2.37 
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Inference:- we see from the table no 5.40 that the calculated value of F of  all brand 

attributes such as price, durability, advertisement of product, knowledge about product, 

past experience, use of latest technology, product image, adequate services, value added 

services, free trail and discount, country origin, logo to differentiate the offerings, promise 

of quality and features, acceptance & goodwill in the society, value for money, 

consistency in performance and uniqueness is higher 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. Therefore null 

hypothesis (H0) is rejected, and there is a significant relationship between the brand 

preference. Consequently, it is concluded that 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 whether a statistical 

hypothesis is correct would be to examine the entire population. Since that is often 

impractical, researchers typically examine a random sample from the population. If sample 

data are not consistent with the statistical hypothesis, the hypothesis is rejected. 

5.16.1 Consumer perception of the brand image, brand personality, 

brand loyalty and brand equity across the demographic characteristics  

H0: Consumer perception towards the brand image, brand personality, brand loyalty, and 

brand equity of washing machine does not differ significantly across their demographic 

characteristics. 

The cross-tabulation of the demographic characteristics and brand image, brand 

personality, brand loyalty of washing machine has done to prove the hypothesis, i.e., 

consumer perception towards the brand image, brand personality, brand loyalty, and brand 

equity of washing machine does not differ significantly across their demographic 

characteristics. To know the brand image of the washing machine the various statements 

are used such as my washing machine brand is well established, my preferred brand 

provide quality and always used advanced technology, brand provide attractive schemes & 

brand is trustworthy. This statement is grouped into brand image of the washing machine. 

The brand personality statements were preferred brand do ethical practices and brand 

makes some excitement which would be my first choice. The brand loyalty statements 
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were preferred brand is one of the best brands in the washing machine, purchasing 

washing machine brand without hesitation and prefer to buy my washing machine brand 

even if  another brand has same features as this brand. The various statements grouped the 

brand image, brand personality, and brand loyalty and used for cross tabulation.  Further, 

the chi test is used to know the significant relationship between the demographic 

characteristics and brand image, brand loyalty, brand loyalty and brand equity. The Cross- 

tabulation is below-  

 

Table No ï5.41 Consumer perception of brand image across the age categories of 

respondents 

  Brand Image Total 

Strongly 

disagree 

Disagree Undecided Agree Strongly 

agree 

Age wise            

classification 

Up to 

20years 

0 0 20 100 64 184 

20 to 30 

years 

1 2 47 413 277 740 

30 to 40 

years 

0 0 19 136 73 228 

40 to  50 

years 

4 11 14 101 70 200 

50 to 60 

years 

0 3 8 102 63 176 

Total 5 16 108 852 547 1528 

 

X
2
(P)= 6.19249*10

-10
 

 

Inference:- The cross-tabulation of data between different age group and brand image 

using chi-square test as presented in the table no 5.41 shows that X
2
(P) is 6.19249*10

-10  
at 

0.05 level of significance which is less than the standard value of .05. Hence it is 

concluded that different age groups and brand image have a significant relationship. This 

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

age groups. 
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Table No ï5.42 Consumer perception of brand personality across the age categories 

of respondents 

  Brand Personality Total 

Disagree Undecided Agree Strongly 

agree 

Age wise 

classification 

Up to 20 years 5 12 49 26 92 

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
2
(P)= 0.000579517 

 

Inference:- The cross-tabulation of data between different age group and brand 

personality using chi-square test as presented in the table no 5.42 shows that X
2
(P) is 

0.000579517
 
at 0.05 level of significance which is less than the standard value of .05. 

Hence it is concluded that different age groups and brand personality have a significant 

relationship. This confirms that consumer perception toward the brand personality changes 

with the change in the age groups.      

Table No ï5.43 Consumer perception of brand loyalty across the age categories of 

respondents 

  Brand Loyalty  Total 

Disagree Undecided Agree Strongly 

agree 

Age wise 

classification 

Up to 20 years 7 12 85 34 138 

20 to 30 years 18 12 351 174 555 

30 to 40 years 2 8 93 68 171 

40 to  50 years 13 9 86 42 150 

50 to 60 years 1 1 82 48 132 

Total 41 42 697 366 1146 

 

X
2
(P)= 0.0000083393 

 

Inference:- The cross-tabulation of data between different age group and brand loyalty 

using chi-square test as presented in the table no 5.43 shows that X
2
(P) is 0.0000083393 at 

0.05 level of significance which is less than the standard value of .05. Hence it is 

concluded that different age groups and brand loyalty have a significant relationship. This 

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

the age groups. 
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Table No ï5.44 Consumer perception of brand equity across the age categories of 

respondents 

  Brand Equity  Total 

Disagree Undecided Agree Strongly 

agree 

Age wise 

classification 

Up to 20 years 5 11 35 41 92 

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
2
(P) = 0.000000125027 

 

Inference:- The cross-tabulation of data between different age group and brand equity 

using chi-square test as presented in the table no 5.44 shows that X
2
(P) is 0.000000125027 

at 0.05 level of significance which is less than the standard value of .05. Hence it is 

concluded that different age groups and brand equity has a significant relationship. This 

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

age groups. 

Table No ï5.45   Consumer perception of brand image across the gender categories 

of respondents 

  Brand Image Total 

Strongly 

disagree 

Disagree Undecided Agree Strongly 

agree 

Gender wise 

classification 

Male 5 20 58 403 290 776 

Female 0 0 56 497 279 832 

Total 5 20 114 900 569 1608 

                                                        

 X
2
(P)= 0.00000111005 

 

Inference:- The cross-tabulation of data between gender and brand image using chi-

square test as presented in the table no 5.45 shows that X
2
(P) is 0.00000111005 at 0.05 

level of significance which is less than the standard value of .05. Hence it is concluded 

that gender and brand image has a significant relationship. This confirms that consumer 

perception toward the brand image changes with the change in gender. 
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Table No ï5.46 Consumer perception of brand personality across the gender 

categories of respondents 

  Brand Personality Total 

Disagree Undecided Agree Strongly 

agree 

Gender wise 

classification 

Male 17 18 201 152 388 

Female 32 19 194 171 416 

Total 49 37 395 323 804 

                                                       

 X
2
(P) = 0.179926599 

 

Inference:- The cross-tabulation of data between gender and brand personality using chi-

square test as presented in the table no 5.46 shows that X
2
(P) is 0.179926599 at 0.05 level 

of significance which is greater than the standard value of .05. Hence it is concluded that 

gender and brand personality has no significant relationship. This confirms that consumer 

perception of the brand personality remains constant with the change in gender. 

 

Table No ï5.47Consumer perception of brand loyalty across the gender categories of 

respondents 

  Brand Loyalty  Total 

Disagree Undecided Agree Strongly 

agree 

Gender wise 

classification 

Male 14 28 331 209 582 

Female 30 18 406 170 624 

Total 44 46 737 379 1206 

 

X
2
(P)  = 0.000400564 

Inference:- The cross-tabulation of data between gender and brand loyalty using chi-

square test as presented in the table no 5.47 shows that X
2
(P) is 0.000400564 at 0.05 level 

of significance which is less than the standard value of .05. Hence it is concluded that 

gender and brand loyalty has a significant relationship. This confirms that consumer 

perception toward the brand loyalty changes with the change in gender. 

Table No ï5.48 Consumer perception of brand equity across the gender categories of 

respondents 

  Brand Equity  Total 

Disagree Undecided Agree Strongly 

agree 

Gender wise 

classification 

Male 10 50 210 118 388 

Female 2 34 309 71 416 

Total 12 84 519 189 804 

                                        

         X
2
(P) = 0.0000000279337 
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Inference:- The cross-tabulation of data between gender and brand equity using chi-

square test as presented in the table no 5.48 shows that X
2
(P) is 0.0000000279337 at 0.05 

level of significance which is less than the standard value of .05. Hence it is concluded 

that gender and brand equity has a significant relationship. This confirms that consumer 

perception toward the brand equity changes with the change in gender. 

Table No ï5.49 Consumer perception of brand image across the marital status of 

respondents 

  Brand Image Total 

Strongly 

disagree 

Disagree Undecided Agree Strongly 

agree 

Marital 

status  

Married 4 18 47 484 283 836 

Unmarried 1 2 67 416 286 772 

Total 5 20 114 900 569 1608 

                                                    

  X
2
(P) = 0.000355261 

 

Inference:- The cross-tabulation of data between marital status and brand image using 

chi-square test as presented in the table no 5.49 shows that X
2
(P) is 0.000355261 at 0.05 

level of significance which is less than the standard value of .05. Hence it is concluded 

that marital status and brand image has a significant relationship. This confirms that 

consumer perception toward the brand image changes with the change in marital status.  

Table No ï5.50 Consumer perception of 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 

                             X
2
(P) = 0.114412502 

Inference:- The cross-tabulation of data between marital status and brand personality 

using chi-square test as presented in the table no 5.50 shows that X
2
(P) is 0.114412502 at 

0.05 level of significance which is higher than the standard value of .05. Hence it is 

concluded that marital status and brand personality has no significant relationship. This 

confirms that consumer perception of the brand personality remains constant with the 

change in marital status. 
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Table No ï5.51 Consumer perception of 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 

                                                  

 X
2
(P) = 0.421102234 

 

Inference:- The cross-tabulation of data between marital status and brand loyalty using 

chi-square test as presented in the table no 5.51 shows that X
2
(P) is 0.421102234 at 0.05 

level of significance which is higher than the standard value of .05. Hence it is concluded 

that marital status and brand loyalty has no significant relationship. This confirms that 

consumer perception of the brand loyalty remains constant with the change in marital 

status.  

Table No ï5.52 Consumer perception of 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
2
(P) = 0.000498246 

 

Inference:- The cross-tabulation of data between marital status and brand equity using 

chi-square test as presented in the table no 5.52 shows that X
2
(P) is 0.000498246 at 0.05 

level of significance which is less than the standard value of .05. Hence it is concluded 

that marital status and brand equity has a significant relationship. This confirms that 

consumer perception toward the brand equity changes with the change in marital status.  
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Table No ï5.53 Consumer perception of brand image across the education level of 

respondents 

  Brand Image Total 

Strongly 

Disagree 

Disagree Undecided Agree Strongly 

Agree 

Education 

wise 

classification 

No formal 

education 

0 0 0 15 61 76 

Under 

Graduate 

0 0 39 183 94 316 

Graduate 0 9 35 293 175 512 

Post 

Graduation 

5 11 27 275 54 372 

Professional 

and other 

0 0 13 134 185 332 

Total 5 20 114 900 569 1608 

 

    X
2
(P) = 1.47076*10

-42
 

 

Inference:- The cross-tabulation of data between education level and brand image using 

chi-square test as presented in the table 5.53 shows the values of  X
2
(P) is 1.47076*10

-42
 at 

0.05 level of significance which is less than the standard value of .05. Hence it is 

concluded that education level of the respondents and brand image has a significant 

relationship. This confirms that consumer perception toward the brand image changes with 

the change in the education level. 

Table No ï5.54 Consumer perception of brand personality across the education level 

of respondents 

  Brand Personality Total 

Disagree Undecided Agree Strongly 

Agree 

Education 

wise 

classification 

No formal 

education 

0 0 8 30 38 

Under Graduate 14 14 89 41 158 

Graduate 6 12 127 111 256 

Post Graduation 11 3 117 55 186 

Professional and 

other 

18 8 54 86 166 

Total 49 37 395 323 804 

 

X
2
(P) = 3.10837 *10 

-13
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Inference:- The cross-tabulation of data between education level and brand personality 

using chi-square test as presented in the table 5.54 shows the values of  X
2
(P) is 3.10837 

*10 
-13 

at 0.05 level of significance which is less than the standard value of .05. Hence it is 

concluded that education level of the respondents and brand personality has a significant 

relationship. This confirms that consumer perception toward the brand personality changes 

with the change in the education level. 

 

Table No ï5.55 Consumer perception of brand loyalty across the education level of 

respondents 

  Brand Loyalty  Total 

Disagree Undecided Agree Strongly 

agree 

Education 

wise 

classification 

No formal education 0 0 11 46 57 

Under Graduate 9 9 145 74 237 

Graduate 3 12 259 110 384 

Post Graduation 14 24 194 47 279 

Professional and 

other 

18 1 128 102 249 

Total 44 46 737 379 1206 

 

  X
2
(P) = 6.03993*10

-25
 

 

 

Inference:- The cross-tabulation of data between education level and brand loyalty using 

chi-square test as presented in the table 5.55 shows the values of  X
2
(P) is 6.03993*10

-25
 at 

0.05 level of significance which is less than the standard value of .05. Hence it is 

concluded that education level of the respondents and brand loyalty has a significant 

relationship. This confirms that consumer perception toward the brand loyalty changes 

with the change in the education level.  
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Table No ï5.56 Consumer perception of brand equity across the education level of 

respondents 

  Brand Equity  Total 

Disagree Undecided Agree Strongly 

agree 

Education 

wise 

classification 

No formal education 0 2 14 22 38 

Under Graduate 0 22 87 49 158 

Graduate 8 20 147 81 256 

Post Graduation 4 29 122 31 186 

Professional and 

other 

0 11 149 6 166 

Total 12 84 519 189 804 

 

X
2
(P) = 9.81377*10 

-18
 

 

Inference:- The cross-tabulation of data between education level and brand equity using 

chi-square test as presented in the table 5.56 shows the values of  X
2
(P) is 9.81377*10 

-18 

at 0.05 level of significance which is less than the standard value of .05. Hence it is 

concluded that education level of the respondents and brand equity has a significant 

relationship. This confirms that consumer perception toward the brand equity changes 

with the change in the education level.  

 

Table No ï5.57 Consumer perception of brand image across the occupational 

categories of respondents 

  Brand Image Total 

Strongly 

disagree 

Disagree Undecided Agree Strongly 

agree 

Occupation 

wise 

classification 

Student 0 0 46 220 190 456 

Business 0 15 14 119 96 244 

Services 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
2
(P) = 8.33027*10

-17
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Inference:- The cross-tabulation of data between different occupation and brand image 

using chi-square test as presented in the table 5.57 shows the values of  X
2
(P) is 

8.33027*10
-17

 at 0.05 level of significance which is less than the standard value of .05. 

Hence it is concluded that different occupation of the respondents and brand image has a 

significant relationship. This confirms that consumer perception toward the brand image 

changes with the change in the occupation. 

Table No ï5.58 Consumer perception of brand personality across the occupational 

categories of respondents 

  Brand Personality Total 

Disagree Undecided Agree Strongly 

agree 

Occupation 

wise 

classification 

Student 16 18 103 91 228 

Business 1 5 62 54 122 

Services 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
2
(P) = 0.0000280976 

Inference:- The cross-tabulation of data between different occupation and brand 

personality using chi-square test as presented in the table 5.58 shows the values of  X
2
(P) 

is 0.0000280976 at 0.05 level of significance which is less than the standard value of .05. 

Hence it is concluded that different occupation of the respondents and brand personality 

has a significant relationship. This confirms that consumer perception toward the brand 

personality changes with the change in the occupation. 

Table No ï5.59 Consumer perception of brand loyalty across the occupational 

categories of respondents 

  Brand Loyalty  Total 

Disagree Undecided Agree Strongly 

agree 

Occupation 

wise 

classification 

Student 11 19 191 121 342 

Business 5 1 106 71 183 

Services 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
2
(P) = 0.00000625129 
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Inference:- The cross-tabulation of data between different occupation and brand loyalty 

using chi-square test as presented in the table 5.59 shows the values of  X
2
(P) is 

0.00000625129 at 0.05 level of significance which is less than the standard value of .05. 

Hence it is concluded that different occupation of the respondents and brand loyalty has a 

significant relationship. This confirms that consumer perception toward the brand loyalty 

changes with the change in the occupation. 

Table No ï5.60 Consumer perception of brand equity across the occupational 

categories of respondents 

  Brand Equity  Total 

Disagree Undecided Agree Strongly 

agree 

Occupation 

wise 

classification 

Student 8 24 116 80 228 

Business 0 9 73 40 122 

Services 4 29 213 34 280 

Professional 0 22 111 21 154 

House wife 0 0 6 14 20 

Total 12 84 519 189 804 

  X
2
(P) = 2.56815*10

-14
 

Inference:- The cross-tabulation of data between different occupation and brand equity 

using chi-square test as presented in the table 5.60 shows the values of  X
2
(P) is 

2.56815*10
-14 

at 0.05 level of significance which is less than the standard value of .05. 

Hence it is concluded that different occupation of the respondents and brand equity has a 

significant relationship. This confirms that consumer perception toward the brand equity 

changes with the change in the occupation. 

Table No ï5.61 Consumer perception of brand image across the income level of 

respondents 

  Brand Image Total 

Strongl

y 

disagree 

Disagree Undecide

d 

Agre

e 

Strongly 

agree 

Income 

wise 

classificat

ion 

Up to 15000 0 0 13 138 53 204 

5000 to 25000 0 5 37 277 193 512 

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
2
(P) = 3.60485*10

-12
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Inference:- The cross-tabulation of data between different income level and brand image 

using chi-square test as presented in the table 5.61 shows the values of  X
2
(P) is 

3.60485*10
-12 

at 0.05 level of significance which is less than the standard value of .05. 

Hence it is concluded that different income level of the respondents and brand image has a 

significant relationship. This confirms that consumer perception toward the brand image 

changes with the change in the income level. 

Table No ï5.62 Consumer perception of brand personality across the income level   

of respondents 

  Brand Personality Total 

Disagree Undecided Agree Strongly 

agree 

Income wise 

classification 

Up to 15000 3 0 63 36 102 

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
2
(P) = 0.0000411767 

Inference:- The cross-tabulation of data between different income level and brand 

personality using chi-square test as presented in the table 5.62 shows the values of  X
2
(P) 

is 0.0000411767 at 0.05 level of significance which is less than the standard value of .05. 

Hence it is concluded that different income level of the respondents and brand personality 

has a significant relationship. This confirms that consumer perception toward the brand 

personality changes with the change in the income level. 

Table No ï5.63 Consumer perception of brand loyalty across the income level   of 

respondents 

  Brand Loyalty  Total 

Disagree Undecided Agree Strongly 

agree 

Income wise 

classification 

Up to 15000 0 9 111 33 153 

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
2
(P) = 0.000000732923 
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Inference:- The cross-tabulation of data between different income level and brand loyalty 

using chi-square test as presented in the table 5.63 shows the values of  X
2
(P) is 

0.000000732923 at 0.05 level of significance which is less than the standard value of .05. 

Hence it is concluded that different income level of the respondents and brand loyalty has 

a significant relationship. This confirms that consumer perception toward the brand loyalty 

changes with the change in the income level. 

Table No ï5.64 Consumer perception of brand equity across the income level   of 

respondents 

 Brand Equity  Total 

Disagree Undecided Agree Strongly 

agree 

Income wise 

classification 

Up to 15000 0 6 68 28 102 

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
2
(P) = 1.32257*10

-18
 

 

Inference:- The cross-tabulation of data between different income level and brand equity 

using chi-square test as presented in the table 5.64 shows the values of  X
2
(P) is 

1.32257*10
-18 

 at 0.05 level of significance which is less than the standard value of .05. 

Hence it is concluded that different income level of the respondents and brand equity has a 

significant relationship. This confirms that consumer perception toward the brand equity 

changes with the change in the income level. 

Table No ï5.65 Consumer perception of brand image across the nature of family of 

respondents 

  Brand Image Total 

Strongly 

disagree 

Disagree Undecided Agree Strongly 

agree 

Family 

Structure 

Nuclear 5 20 67 531 341 964 

Joint family 0 0 47 369 228 644 

Total 5 20 114 900 569 1608 

 

X
2
(P) = 0.00184361 
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Inference:- The cross-tabulation of data between different family structure and brand 

image using chi-square test as presented in the table 5.65 shows the values of  X
2
(P) is 

0.00184361 at 0.05 level of significance which is less than the standard value of .05. 

Hence it is concluded that different family structure of the respondents and brand image 

has a significant relationship. This confirms that consumer perception toward the brand 

image changes with the change in the family structure. 

Table No ï5.66 Consumer perception of brand personality across the nature of 

family of respondents 

  Brand Personality Total 

Disagree Undecided Agree Strongly agree 

Family 

Structure 

Nuclear 37 20 217 208 482 

Joint family 12 17 178 115 322 

Total 49 37 395 323 804 

   

 X
2
(P) = 0.006509447 

 

Inference:- The cross-tabulation of data between different family structure and brand 

personality using chi-square test as presented in the table 5.66 shows the values of  X
2
(P) 

is 0.006509447 at 0.05 level of significance which is less than the standard value of .05. 

Hence it is concluded that different family structure of the respondents and brand 

personality has a significant relationship. This confirms that consumer perception toward 

the brand personality changes with the change in the family structure. 

Table No ï5.67 Consumer perception of brand loyalty across the nature of family of 

respondents 

  Brand Loyalty  Total 

Disagree Undecided Agree Strongly 

agree 

Family 

Structure 

Nuclear 44 30 439 210 723 

Joint family 0 16 298 169 483 

Total 44 46 737 379 1206 

 

 X
2
(P) = 0.000000288517 

 

Inference:- The cross-tabulation of data between different family structure and brand 

loyalty using chi-square test as presented in the table 5.67 shows the values of  X
2
(P) is 

0.000000288517 at 0.05 level of significance which is less than the standard value of .05. 
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Hence it is concluded that different family structure of the respondents and brand loyalty 

has a significant relationship. This confirms that consumer perception toward the brand 

loyalty changes with the change in the family structure. 

Table No ï5.68 Consumer perception of brand equity  across the nature of family of 

respondents 

  Brand Equity  Total 

Disagree Undecided Agree Strongly 

agree 

Family 

Structure 

Nuclear 6 46 324 106 482 

Joint family 6 38 195 83 322 

Total 12 84 519 189 804 

 

  X
2
(P) = 0.268054269 

 

Inference:- The cross-tabulation of data between different family structure and brand 

equity using chi-square test as presented in the table no 5.68 shows that X
2
(P) is 

0.268054269 at 0.05 level of significance which is greater than the standard value of .05. 

Hence it is concluded that family structure and brand equity has no significant 

relationship. This confirms that consumer perception of the brand equity remains constant 

with the change in the family structure. 

Table No ï5.69 Consumer perception of brand image across the residential status of 

respondents 

  Brand Image Total 

Strongly 

disagree 

Disagree Undecided Agree Strongly 

agree 

Residential 

status 

Village 5 5 48 217 149 424 

City 0 5 45 350 224 624 

Town 0 10 21 333 196 560 

Total 5 20 114 900 569 1608 

   

X
2
(P) = 0.00000524152 

 

Inference:- The cross-tabulation of data between respondents residential area and brand 

image using chi-square test as presented in the table 5.69 shows the values of  X
2
(P) is 

0.00000524152 at 0.05 level of significance which is less than the standard value of .05. 

Hence it is concluded that residential area of the respondents and brand image has a 
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significant relationship. This confirms that consumer perception toward the brand image 

changes with the change in the residential area. 

Table No ï5.70 Consumer perception of brand personality across the residential 

status of respondents 

  Brand Personality Total 

Disagree Undecided Agree Strongly 

agree 

Residential 

status 

Village 10 9 128 65 212 

City 20 13 116 163 312 

Town 19 15 151 95 280 

Total 49 37 395 323 804 

 

 X
2
(P) = 0.00000262011 

 

Inference:- The cross-tabulation of data between respondents residential area and brand 

personality using chi-square test as presented in the table 5.70 shows the values of  X
2
(P) 

is 0.00000262011 at 0.05 level of significance which is less than the standard value of .05. 

Hence it is concluded that residential area of the respondents and brand personality has a 

significant relationship. This confirms that consumer perception toward the brand 

personality changes with the change in the residential area. 

 

Table No ï5.71 Consumer perception of brand loyalty across the residential status of 

respondents 

  Brand Loyalty  Total 

Disagree Undecided Agree Strongly 

agree 

Residential 

status 

Village 5 25 195 93 318 

City 16 9 273 170 468 

Town 23 12 269 116 420 

Total 44 46 737 379 1206 

X
2
(P)= 0.00000702594 

 

Inference:- The cross-tabulation of data between respondents residential area and brand 

loyalty using chi-square test as presented in the table 5.71 shows the values of  X
2
(P) is 

0.00000702594 at 0.05 level of significance which is less than the standard value of .05. 

Hence it is concluded that residential area of the respondents and brand loyalty has a 
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significant relationship. This confirms that consumer perception toward the brand loyalty 

changes with the change in the residential area.   

Table No ï5.72 Consumer perception of brand equity across the residential status of 

respondents 

  Brand Equity  Total 

Disagree Undecided Agree Strongly 

agree 

Residential 

status 

Village 4 12 124 72 212 

City 2 40 203 67 312 

Town 6 32 192 50 280 

Total 12 84 519 189 804 

 

 X
2
(P)= 0.000307121 

 

Inference:- The cross-tabulation of data between respondents residential area and brand 

equity using chi-square test as presented in the table 5.72 shows the values of  X
2
(P) is 

0.000307121 at 0.05 level of significance which is less than the standard value of .05. 

Hence it is concluded that residential area of the respondents and brand equity has a 

significant relationship. This confirms that consumer perception toward the brand equity 

changes with the change in the residential area.   

Table No ï5.73 Consumer perception of brand image across the family size of 

respondents 

  Brand Image Total 

Strongly 

Disagree 

Disagree Undecided Agree Strongly 

Agree 

Family 

Size 

1 to 3 Members 0 4 8 16 4 32 

2 to 5 Members 5 18 47 380 438 888 

5 to 10 Members 0 0 69 329 150 548 

More than 10 

members 

0 0 0 105 35 140 

Total 5 22 124 830 627 1608 

X
2
(P) =6.52924*10

--33
 

 

Inference:- The cross-tabulation of data between the family size of respondents and brand 

image using chi-square test as presented in the table 5.73 shows the values of  X
2
(P) is 

6.52924*10
--33

at 0.05 level of significance which is less than the standard value of .05. 
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Hence it is concluded that family size of respondents and brand image has a significant 

relationship. This confirms that consumer perception toward the brand image changes with 

the change in the size of the families.   

Table No ï5.74 Consumer perception of brand personality across the family size of 

respondents 

  Brand Personality Total 

Disagree Undecided Agree Strongly 

Agree 

Family 

Size 

1 to 3 Members 0 4 10 2 16 

2 to 5 Members 37 16 186 205 444 

5 to 10 Members 12 9 145 108 274 

More than 10 

members 

0 8 54 8 70 

Total 49 37 395 323 804 

 

X
2
(P) =4.85961*10

-12
 

Inference:- The cross-tabulation of data between the family size of respondents and brand 

personality using chi-square test as presented in the table 5.74 shows the values of  X
2
(P) 

is 4.85961*10
-12 

at 0.05 level of significance which is less than the standard value of .05. 

Hence it is concluded that family size of respondents and brand personality has a 

significant relationship. This confirms that consumer perception toward the brand 

personality changes with the change in the size of the families. 

Table No ï5.75 Consumer perception of brand loyalty across the family size of 

respondents 

  Brand Loyalty  Total 

Disagree Undecided Agree Strongly 

Agree 

Family 

Size 

1 to 3 Members 4 0 17 3 24 

2 to 5 Members 36 20 366 244 666 

5 to 10 Members 4 16 276 115 411 

More than 10 

members 

0 10 78 17 105 

Total 44 46 737 379 1206 

 

X
2
(P) =4.78705*10

-11
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Inference:- The cross-tabulation of data between the family size of respondents and brand 

loyalty using chi-square test as presented in the table 5.75 shows the values of  X
2
(P) is 

4.78705*10
-11 

at 0.05 level of significance which is less than the standard value of .05. 

Hence it is concluded that family size of respondents and brand loyalty has a significant 

relationship. This confirms that consumer perception toward the brand loyalty changes 

with the change in the size of the families. 

 

Table No ï5.76 Consumer perception of brand equity across the family size of 

respondents 

  Brand Equity Total 

Disagree Undecided Agree Strongly 

Agree 

Family 

Size 

1 to 3 Members 0 4 12 0 16 

2 to 5 Members 6 34 289 115 444 

5 to 10 Members 0 44 190 40 274 

More than 10 

members 

6 2 28 34 70 

Total 12 84 519 189 804 

 

X
2
(P) =6.03835*10

-15
 

 

Inference:- The cross-tabulation of data between the family size of respondents and brand 

equity using chi-square test as presented in the table 5.76 shows the values of  X
2
(P) is 

6.03835*10
-15 

at 0.05 level of significance which is less than the standard value of .05. 

Hence it is concluded that family size of respondents and brand equity has a significant 

relationship. This confirms that consumer perception toward the brand equity changes 

with the change in the size of the families. 
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5.16.2 Role of marketing media in developing Brand equity  

H0: There is no association between the role of marketing media and perceived brand 

equity of washing machine. 

The cross-tabulation 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 machine. The various statements such as (Celebrity endorsement of the 

product influence me the most in favor of the brand,  advertising media provide necessary 

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 pay premium price, 

advertising  media  build  my confidence  and  willingness to pay a premium  price for the 

brand, and I 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 machine. Conversely, the 

different marketing media and promotional activities consider for the study such as such as 

advertising in newspaper, TV, radio, Sales promotion offer like rebates, free, buy one get 

one free, sample, coupon, etc. personal selling, event marketing, word of mouth, social 

media and mobile marketing etc. The cross-tabulation of marketing media and brand 

equity discussed below- 

Table No ï5.77 Degree of association of marketing media with brand equity 

  Brand Equity  Total 

Disagree Undecided Agree Strongly 

agree 

Marketing 

media and 

promotion 

activities 

Very convincing 180 1690 7132 3220 12222 

Somewhat 

convincing 

234 1902 6623 2581 11340 

Undecided 8 539 1487 829 2863 

Not very 

convincing 

0 153 686 820 1659 

Not at all 

convincing 

8 6 22 20 56 

Total 43 429 1595 747 2814 

   

  X
2
(P) = 0.00 

Inference:- The cross-tabulation of data between brand equity and marketing media using 

chi-square test as presented in the table 5.77 shows the values of  X
2
(P) is 0.00 at 0.05 

level of significance which is less than the standard value of .05. Hence it is concluded 
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that brand equity and marketing media has a significant relationship. This 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, event marketing, word of mouth and mobile marketing, etc. has 

positive role to build the brand equity of washing machine. 

Table No ï5.78 Degree of association of advertising media with brand equity 

  Brand Equity  Total 

Disagree Undecided Agree Strongly 

agree 

Advertising 

in 

newspaper, 

TV, radio  

Very convincing 22 218 862 403 1505 

Somewhat 

convincing 

21 191 648 239 1099 

Undecided 0 8 41 42 91 

Not very 

convincing 

0 12 44 63 119 

Total 43 429 1595 747 2814 

X
2
(P) = 3.80065*10

-13
 

 

Inference:- The cross-tabulation of data between brand equity and advertising in 

newspaper, TV, a radio using chi-square test as presented in the table 5.78 shows the 

values of  X
2
(P) is 3.80065*10

-13 
 at 0.05 level of significance which is less than the 

standard value of .05. Hence it is concluded that brand equity and advertising in 

newspaper, TV, radio has a significant relationship. This confirms that advertisement in 

newspaper, TV, radio play a positive role to build the brand equity of washing machine. 

Table No ï5.79 Degree of association of sales promotion with brand equity 

  Brand Equity  Total 

Disagree Undecided Agree Strongly 

agree 

Sales 

promotion 

offers like 

rebates, 

free, buy 

one get one 

free, 

sample, 

coupon, etc. 

Very convincing 14 155 762 329 1260 

Somewhat 

convincing 

29 242 679 275 1225 

Undecided 0 11 50 58 119 

Not very 

convincing 

0 21 104 85 210 

Total 43 429 1595 747 2814 

X
2
(P) =  5.19301*10

-17 
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Inference:- The cross-tabulation of data between brand equity and Sales promotion offer 

using chi-square test as presented in the table 5.79 shows the values of  X
2
(P) is 

5.19301*10
-17 

at 0.05 level of significance which is less than the standard value of .05. 

Hence it is concluded that brand equity and Sales promotion offer has a significant 

relationship. This confirms that Sales promotion offer like rebates, free, buy one get one 

free, sample, coupon, etc. play a decisive role to build the brand equity of washing 

machine. 

Table No ï5.80 Degree of association of event marketing with brand equity 

  Brand Equity  Total 

Disagree Undecided Agree Strongly 

agree 

Event 

marketing 

Very convincing 14 157 535 211 917 

Somewhat 

convincing 

29 247 923 369 1568 

Undecided 0 22 100 74 196 

Not very convincing 0 3 37 93 133 

Total 43 429 1595 747 2814 

 X
2
(P) =  4.77556*10

-30
 

Inference:- The cross-tabulation of data between brand equity and Event marketing using 

chi-square test as presented in the table 5.80 shows the values of  X
2
(P) is 4.77556*10

-30 
at 

0.05 level of significance which is less than the standard value of .05. Hence it is 

concluded that brand equity and Event marketing has a significant relationship. This 

confirms that Event marketing plays a decisive role to build the brand equity of washing 

machine. 

Table No ï5.81 Degree of association of interactive marketing media with brand 

equity 

  Brand Equity  Total 

Disagree Undecided Agree Strongly 

agree 

Interactive 

marketing 

Very convincing 22 97 600 212 931 

Somewhat 

convincing 

21 281 904 383 1589 

Undecided 0 51 63 68 182 

Not very 

convincing 

0 0 28 84 112 

Total 43 429 1595 747 2814 

X
2
(P) =  6.38591*10

-44
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Inference:- The cross-tabulation of data between brand equity and interactive marketing 

using chi-square test as presented in the table 5.81 shows the values of  X
2
(P) is 

6.38591*10
-44  

at 0.05 level of significance which is less than the standard value of .05. 

Hence it is concluded that brand equity and interactive marketing has a significant 

relationship. This confirms that interactive marketing plays a decisive role to build the 

brand equity of washing machine. 

Table No ï5.82 Degree of association of word of mouth with brand equity 

  Brand Equity  Total 

Disagree Undecided Agree Strongly 

agree 

Word 

of 

mouth 

Very convincing 22 181 840 448 1491 

Somewhat 

convincing 

21 128 489 153 791 

Undecided 0 105 213 74 392 

Not very convincing 0 15 53 72 140 

Total 43 429 1595 747 2814 

X
2
(P) =  3.75711*10

-25
 

 

Inference:- The cross-tabulation of data between brand equity and word of mouth using 

chi-square test as presented in the table 5.82 shows the values of  X
2
(P) is 3.75711*10

-25 
at 

0.05 level of significance which is less than the standard value of .05. Hence it is 

concluded that brand equity and word of mouth has a significant relationship. This 

confirms that word of mouth plays a positive role to build the brand equity of washing 

machine. 

Table No ï5.83 Degree of association of social media marketing with brand equity 

  Brand Equity  Total 

Disagree Undecided Agree Strongly 

agree 

Social 

media 

Very convincing 14 157 691 321 1183 

Somewhat 

convincing 

29 164 648 265 1106 

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
2
(P) =  1.51938*10

-25
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Inference:- The cross-tabulation of data between brand equity and social media using chi-

square test as presented in the table 5.83 shows the values of  X
2
(P) is 1.51938*10

-25 
at 

0.05 level of significance which is less than the standard value of .05. Hence it is 

concluded that brand equity and social media has a significant relationship. This confirms 

that another marketing media like social media play a decisive role to build the brand 

equity of washing machine. 

Table No ï5.84 Degree of association of marketing in magazines, journals with brand 

equity 

  Brand Equity  Total 

Disagree Undecided Agree Strongly 

agree 

Magazines, 

journals 

Very convincing 22 150 627 314 1113 

Somewhat 

convincing 

21 220 802 238 1281 

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 

 

X
2
(P) =  

 
1.3727*10

-31 

 

 

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

media (magazines, journals) using chi-square test as presented in the table 5.84 shows the 

values of  X2(P) is.3727*10
-31

 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, journals) has a significant relationship. This confirms that advertisement in 

print media (magazines, journals) also play a positive role to build the brand equity of 

washing machine. 
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Table No ï5.85 Degree of association of personal selling with brand equity 

  Brand Equity  Total 

Disagree Undecided Agree Strongly 

agree 

Personal 

selling 

Very convincing 14 209 684 311 1218 

Somewhat 

convincing 

21 130 526 191 868 

Undecided 8 78 327 161 574 

Not very convincing 0 12 58 84 154 

Total 43 429 1595 747 2814 

X
2
(P) =  

 
3.87564*10

-14
 

 

Inference:- The cross-tabulation of data between brand equity and personal selling using 

chi-square test as presented in the table 5.85 shows the values of  X2(P) is 3.87564*10
-14 

at 

0.05 level of significance which is less than the standard value of .05. Hence it is 

concluded that brand equity and personal selling has a significant relationship. This 

confirms that personal selling plays a decisive role to build the brand equity of washing 

machine. 

Table No ï5.86 Degree of association of mobile marketing with brand equity 

  Brand Equity  Total 

Disagree Undecided Agree Strongly 

agree 

Mobile 

marketing 

(advertising 

product on 

mobile) 

Very convincing 14 119 627 255 1015 

Somewhat 

convincing 

21 184 540 291 1036 

Undecided 0 92 259 83 434 

Not very 

convincing 

0 34 165 116 315 

Not at all 

convincing 

8 0 4 2 14 

Total 43 429 1595 747 2814 

 

X
2
(P)=  

 
4.81686*10

-70
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 Inference:- The cross-tabulation of data between brand equity and mobile marketing 

(advertising of product on mobile)using chi-square test as presented in the table 5.86 

shows the values of  X2(P) is 4.81686*10
-70

 at 0.05 level of significance which is less than 

the standard value of .05. Hence it is concluded that brand equity and mobile marketing 

(advertising product on mobile) has a significant relationship. This confirms that mobile 

marketing (advertising product on mobile) play a decisive role to build the brand equity of 

washing machine. 

 

Table No ï 5.87 Degree of association of hoarding and print media marketing with 

brand equity 

  Brand Equity  Total 

Disagree Undecided Agree Strongly 

agree 

Hoardings 

or print 

media 

Very convincing 22 247 904 416 1589 

Somewhat 

convincing 

21 115 464 177 777 

Undecided 0 11 86 57 154 

Not very 

convincing 

0 56 141 97 294 

Total 43 429 1595 747 2814 

 

X
2
(P)=  

 
0.00000134068 

 

Inference:- The cross-tabulation of data between brand equity and hoardings or print 

media using chi-square test as presented in the table 5.87 shows the values of  X
2
(P) is 

0.00000134068 at 0.05 level of significance which is less than the standard value of .05. 

Hence it is concluded that brand equity and hoardings or print media has a significant 

relationship. This confirms that hoardings or print media play a decisive role to build the 

brand equity of washing machine. 
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5.16.3 Impact of Brand image, Brand personality, Brand loyalty on 

Brand Equity : A Regression Analysis  

H0: Brand image, brand personality, brand loyalty, has no significant impact on brand 

equity of washing machine. 

 

Regression analysis is carried out to prove the hypothesis that is the brand image, brand 

personality, and brand loyalty has no significant impact on brand equity of washing 

machine. The statements used in the brand image were (my washing machine brand is well 

established, my preferred brand provide quality and always used advanced technology, 

brand provide attractive schemes & brand is trustworthy). The statements used in brand 

personality were (preferred brand do ethical practices and brand make some excitement 

which would be my first choice). Further, the statements (preferred brand is one of the best 

brands in the washing machine, purchasing washing machine brand without hesitation and 

prefer to buy my washing machine brand even if another washing machine brand has 

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

 

 

Table No ï5.88 Model Summary for regression between brand image, brand 

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

R-value .283
a
 

R
 2
 value .080 

Adjusted R
2
 value .073 

The Standard Error .58270 

 

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

 
 

 

Table No ï5.89 One Way ANOVA regression between brand image, brand 

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

 Df F Sig. 

Regression 3 11.565 .000
b
 

Residual 398 
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Table No ï5.90 Coefficients for regression between brand 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), brand loyalty, brand image, brand personality  

 

Inference:- The information presented in the table no 5.89 show the model summary & 

overall fit statistics. We see from the table that the Adjusted R Square of our model is .073 

with the R
2
=.080 that means the linear regression explains the 8.0 % variance in the data.   

The table no 5.90 depict the F test. The f test statistics is the regression sum of a square 

divided by the residual mean square. The liner regression F test has the null hypothesis 

that there is no linear relationship between the variables with F test 11.565 and 401 

degrees of freedom the test is highly significant. Therefore we can assume that there is a 

linear relationship between the variable in our model. Further table no 5.91 show 

standardized coefficient beta indicates the relationship between the brand image, brand 

personality and brand loyalty as the independent variable and brand equity of washing 

machine as the dependent variable with a value of .307, -.059 and .014 respectively. The 

significance of beta is tested using t-test and value found is 10.771, 4.645, -.812 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 has a more significant impact and has a positive and active role in 

building the brand equity in the washing machine. 

 

 

 

 

 


