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ABSTRACT 
 
The aim of this research is to increase understanding of brand equity dimensions 
on existing customer of Malaysia Beko. It seeks to investigate the influence of 
these variables on consumers’ perception using data collection from Beko 
Company customers in Malaysia. The findings of the various dimensions of brand 
equity and their impact on consumer perceptions are presented. This is a 
quantitative research that conducts exploratory factor analysis and multiple linear 
regressions to test the relationship between the dimensions of brand equity 
perceived by consumers with SPSS software (version 23). Hence, this paper 
seeks to determine the relationships between each dimension of brand equity and 
customers’ perception. Findings revealed that all the variables used to measure 
brand equity have significant effects on consumers’ perception. Managerial 
implications are addressed in the conclusion and recommendations section.  
 

Keywords: brand equity, brand awareness, brand association, perceived quality, 
brand image, Beko, consumers’ perception. 
 
 

INTRODUCTION 
 

Building a strong brand with significant equity for many organizations today 
has become a critical role for domestic and international point of view in the 
Malaysia market place (Hirsch and Shaukat, 2008). The formation of brand equity 
is the result on the perception of consumers which is influenced by many factors 
and a product’s position begin to connect in the minds of consumers with certain 
values or qualities. Surprisingly, the current literature on brands has not paid 
extensive attention to examining brands from an international perspective (e.g., 
Hanna, 2012). 

 

Brand equity has been a common research topic in marketing. Brand equity 
has been defined by Aaker (1996) as a set of brand assets and liabilities 
associated with the brand name, such as brand awareness, brand loyalty, brand 
association, perceived quality and others assets. However, Keller (2003) outlines 
that brand equity concept is a value created by consumers’ perception on Beko 
brands. Greater brand equity can be created by making a brand clearly connected 
with or related to people who use a product or service, positioning it effectively in 
the place where people could purchase and strengthen the qualities that tell apart 
the brand from its competitors. 
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Therefore, the present study aims to examine the influence of brand equity 
on consumers’ perception. The consumer-based brand equity model was selected 
because brand equity has been a part of the marketing landscape and the results 
suggest that focusing on the dimensions of brand equity is more relevant to 
marketing managers as a financial performance outcome.  

 

In order to give more detailed information about the influences from brand 
equity perspective, this paper use Aaker’s brand equity model (1991) to explain it. 
There are five elements in Aaker’s brand equity model. This study therefore testing 
the proposed model and only use brand awareness, brand association, perceived 
quality and brand image to investigate the influences of brand. The study broadens 
the scope by examines the equity using data from a sample of consumers in 
Malaysia’s largest city, Kuala Lumpur, since much of the published brand equity 
research has focused on European countries  

 

In addition, this study replicates the existing literature to input additional 
variable which is brand image as part of consumer-related bases in the 
dimensions of brand equity based on Keller (1993) knowledge-based framework 
brand equity. This study is concentrating on Beko Appliances Malaysia Sdn Bhd, 
a brand new home appliance that has extended their market to Asia Pacific and 
Malaysia is their first target market. Beko is the number one brand in Europe’s 
white goods market and leader of solo white goods market However the 
competition level is high for home appliances because there are well-known 
brands been sustaining longer in the market such as Electrolux Panasonic, LG, 
Hitachi and many more. Beko Appliances Malaysia Sdn Bhd has to focus on 
factors that will influence a person’s perception that will steer them to success. 

 

The remainder of this paper is organised as follows: first the next section 
presents a general discussion of the term ‘brand’ where the hypotheses are 
presented, and discuss on the dimension in brand equity that influences 
consumers’ perception. Next, the study methodology is described followed by the 
data analysis and findings. The final section concludes on the research findings 
and some suggestions for future research are given 

 
 

LITERATURE REVIEW 
 

BRAND 
 

‘A brand is the consumer’s idea of a product’. This is one of the best advices 
from David Ogilvy, ‘the father of advertising’ who taught us about productivity, 
branding, research, and ambition. Brands are the single most important 
investment to brand owners to develop as assets and planning to take place with 
increased confidence for consumers (Loken, Ahluwalia, 2010). But today, it’s clear 
to show that a good brand found to be great success with approaches to some of 
content marketing, including using personalization to give people at right content, 
leveraging new content formats and has expanded its strategy in a new market 
space (Kariznoee & Bijandi, 2015). 
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BRAND EQUITY 
 

According to Severi et al. (2013), each year there are numerous content 
marketing brands to inspire us to push the boundaries with our own marketing 
strategy and plans. One of the best marketing brands is the dimensions of brand 
equity. From a cognitive psychology approach, the framework of our study is 
mainly derived from Aaker (1991) model (see Figure 1) to explore the value of 
brand equity as an aggregate of assets and liabilities. Previous research by Chan 
et al. (2013), Flek et al. (2012), Luijten and Reijnders (2009), Tantiseneepong et 
al. (2012), and Thwaites et al. (2012) noted that consumer who has a positive 
perception of the brand in minds, will be develop greater willingness to purchase 
and actively seek out the product. Furthermore, this framework includes a new 
variable, ‘brand image’, which had been postulated as our study variable to 
understand whether brand image would influence consumers’ thoughts about 
Beko in Malaysia.       

  
 

             
 

Figure 1 : Aaker’s brand equity model, Aaker (1991) 
 
 

BRAND EQUITY DIMENSIONS 
 

Based on the Aaker (1991) and Keller (1993) shares the messages about 
the brand equity is a combination of brand loyalty, brand awareness, perceived 
quality, brand associations and other proprietary assets. They’re the brand that 
inspires the companies as hot new startups platform and spread their 
environmental message to consumers which helps consumers keep the brand to-
of-mind for when they’re ready to purchase rather than promote sales.  Foregoing 
research by Choi et al., (2009); Han et al., (2009), (2011); Han and Kim, (2010) 
found that positive attitudes will affect consumers’ perception and intention to 
spread positive word-of mouth and willingly to pay more towards the brand and 
products. From the brand equity perspective, Aaker (1991) argues that brand 
loyalty needs the company to promote its brand to form the continuous image in 
consumer’s mind in a long term. As a new created brand in 2016, Beko do not 
have too much brand loyalty from the consumers. Brand loyalty can be observed 
when the brand has created a perception of quality, consistency and trust. When 
consumers trust a brand, it makes them loyal, and when they are loyal, they buy.  
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Brand awareness is the main basis to creating brand equity (Tong & 
Hawley, 2009).  Brand awareness helps the brand appeal to a hip, artistic-minded 
set that will be apt to recall or recognize a brand again and again to potential 
customers (Keller, 2003). While brand associations is related to the information 
about the brand trace in consumers’ mind, either positive or negative (Emari et al., 
2012). Based on the above, the following hypothesis is developed:  

 

H1. Brand awareness has a direct influence on consumers’ perceptions. 
H2. Brand association has a direct influence on consumers’ perceptions. 

 

Perceived quality is also one of the key dimensions of brand equity. 
Perceived quality is defined as ‘consumers’ perception about brilliance and quality 
of products or services relative’ (Zeithaml, 1998). Therefore, we believe that the 
more favourable and strong perceptions of the superiority of quality will enable 
them to differentiate a brand from another. Thus, the following hypothesis is 
postulated: 

 

H3. Perceived quality has a direct influence on consumers’ perceptions. 
 

Brand image can be defined as glass reflection of the brand personality or 
product being. Brand image is part of companies’ long-term strategy to 
demonstrate marketing expertise. Through brand image along with social media, 
a good brand image can build a relationship with customers and market to them, 
undoubtedly in an effort to drive sales. A clean, modern, and colourful aesthetic 
that feels optimistic brand image can engage customers from a more consumer-
friendly angle and tailored to their age and interests. Hence, this study proposes:  

 

H4. Brand image has a direct influence on consumers’ perceptions. 
 
 

METHODOLOGY 
 

Measures 
 

 The questionnaire is designed and separated into two parts which are Part 
A and Part B. Each dimension is measured with a 5-point Likert scale ranging from 
‘Strongly Disagree’ (1) to ‘Strongly Agree’ (5). Brand awareness is measured with 
a scale based on Loureiro and Miranda (2011) and brand association is based on 
Kim and Kim (2005), Azoulary and Kapferer (2003) and Chang and Chieng (2006). 
Lastly, the measurement items of brand image are adopted from Kim and Kim 
(2005) and perceived quality is measured using an established scale from Nam et 
al. (2011).  

 
 

Stimuli 
 

This study presents the findings of research sampling consumers of Beko 
brand. The questionnaires were evaluated by academic experts to ensure that 
there were no leading questions that might lead respondents to guess the 
expected answer. This study focused on customers from 25-65 years old and 
above as they are aware of current trends in local and international household 
appliances brands.  
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SAMPLE AND PROCEDURE 
 

Questionnaires are used in this study because the data analysis results are 
relatively easy to obtained and analyse internationally. A survey is a set of 
questions which aims to collect information from respondents (Malhotra, 2010). 
The questionnaire comprises of 46 items. Data were originally obtained from the 
Beko Company’s customer service data based (Creswell, 2013). Online 
questionnaires were sent and data collection process was from 10th June 2017 to 
27th June 2017. However, due to a lack of engagement by group members and 
plateau responses, both in the scale of development and validation, the author of 
this study conducted on-site distribution of the surveys to Beko customers in Beko 
Company. In total, 400 questionnaires were sent. We obtained 350 responses, 
but only 291 questionnaires had valid responses.  All data was evaluated using 
SPSS software (version 23). The questionnaires were pre-tested based on a non-
random convenience sample of approximately 34 Beko customers. The 
questionnaire was revised based on pretest responses.  

 
 

ANALYSIS AND RESULTS 
 

Demographic analysis 
 

A total of 291 respondents participated in the study. Out of 291 
respondents, the proportion of female (70.8 percent) in the sample was much 
higher than that of males (29.2 percent) reflecting women’s greater predilection 
for shopping. The sample was skewed towards the middle age population, with 
36.4 percent of respondents aged between 45 and 54, and  that is followed by the 
age group between 25 and 34 (30.9 percent). This sample clearly shows that the 
general Malaysian populations are active shoppers, usually comprising of younger 
and middle aged female consumers.  

 
 

Reliability and validity test 
 

Exploratory Factor Analysis (EFA) was applied on 23 items by Principal 
Component Factor analysis to validate the items while Varimax rotation was 
executed to decide how many factors to extract. To validate the appropriateness 
of the factor analysis, this study applied several measures to the entire correlation 
matrix. Here, Bartlett’s Test of Sphericity test (p < 0.01) is used for the presence 
statistical probability of significant correlations among some of the variables in the 
correlation matrix. A factor analysis on 23 items revealed that Eigen-value was 
greater than one and accounted for 66.27 percent variance in the analysis. It can 
therefore be seen that none of the factors can eliminated. The value of Kaiser-
Meyer-Olkin measure of sampling adequacy exceeded the criterion of 0.50, which 
was 0.891, indicating good factor analysis. All communalities ranged from 0.304 
to 0.838. Inspection of the anti-image correlations matrix was small, indicating 
suitability of factor analysis.  

 

From the analysis, the 23 items of consumers’ perception are divided into 
four constructs. The factors were sorted from the highest loading of 0.864 to the 
lowest with loading of 0.506 to enhance the quality of our analysis. The results of 
these analyses indicated Factor 1 contained items that were appropriately loaded 
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in the expected groups. It contained six items to measure brand image. Factor 1 
was then labeled as brand image with Cronbach’s α value 0.914. Factor 2 
contained all the six items that reflected brand awareness and all the items were 
loaded in the intended group. The Cronbach α value was 0.923. Factor 3 
contained all the items that measured brand association with a Cronbach α value 
of 0.886. Factor 4 was named Perceived Quality and they were all clear cut and 
loaded in the intended group with a Cronbach α value of 0.764. The reliability 
coefficients of all the factors ranged from 0.764 to 0.923which is above the cut-off 
value of 0.70 specifying good internal consistencies and is free from random error 
(Hair et al., 2010). Further, the combined reliability was computed for all the 23 
items and the result was 0.715. The item-to-total correlations were all higher the 
threshold of 0.30 for each component. Finally, all the 23 items for all the four 
factors are retained. 

 
 

Correlation analysis 
 

To determine whether the four variables (brand association, brand 
awareness, brand image, and perceived quality) have correlation with consumers’ 
perception, Pearson Correlations analyses was performed. In correlation analysis 
and multiple regressions, the average score of the multi-items for a construct was 
computed and used. The correlation has highly dependable relationships when 
the value is between r = 0.50 to 1.0 or r = -0.50 to -1.0. Table 1 details the mean, 
standard deviation and inter-correlations between four variables with the 
consumers’ perception. First, it is worth noting that all the variables were 
significant at the 0.01 level and positively related to consumers’ perception, 
ranging from 0.262 to 0.856. The mean values for all constructs range from 3.19 
to 3.81. 

 

   Table 1 : Correlation analysis 

 1 2 3 4 5 Mean SD 

Consumers’ 
perception 

1     3.68 0.443 

Brand 
association 

0.856** 1    3.83 0.427 

Brand image 0.593** 0.375** 1   3.62 0.589 
Brand 
awareness 

0.655** 0.391** 0.611** 1  3.19 0.659 

Perceived quality 0.353** 0.262** 0.280** 0.297** 1 3.68 0.458 

   Note: **Correlation is significant at the 0.01 level (two tailed). 
 
 

Effects of association loyalty, brand awareness, brand image and 
perceived quality on consumers’ perception 

 

Multiple linear regressions tests were used to test the relationship between 
the dimensions of brand equity (independent variables) and consumers’ 
perception on Beko as dependent variable. The results in Table 2 show that all 
the four variables of brand equity explained 87 per cent of the variance of the 
consumers’ perception (F = 485.217, p <0.05), which indicates the model is 
appropriate and fits the collected data. The collinearity statistics shows each of 
the Variance Inflation Factor (VIF) values below ten and tolerance values above 
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0.10 proved that there were no multicollinearity issues among variables. It was 
also found that brand association was the strongest predictor for consumers’ 
perception (β = 0.675, p = 0.000). 

 
 

Table 2 : Summary of multiple o regression analysis of consumers’ 
perception on predictor variables (N = 291) 

Predictor 
variables  

p Standardized β R Adjusted 
R² 

Tolerance VIF 

Brand 
association 

0.000* 0.675 0.934 0.870 0.801 1.249 

Brand image 0.000* 0.153   0.598 1.671 

Brand 
awareness 

0.000* 0.283   0.585 1.708 

Perceived 
quality 

0.029* 0.050   0.877 1.140 

 Note: *p < 0.05. 
 
 

CONCLUSION AND RECOMMENDATIONS 
 

The initial focus of the conceptual model is on the brand association 
dimension and its influences on consumers’ perception among the Beko 
consumers segment. All four dimensions of brand equity adopter from Aaker 
(1991) were examined and the results have shed on light on which factors strongly 
contribute directly to Beko consumers’ perception, which is not much covered 
within Malaysia literature context. This research can help marketers to know Beko 
consumers’ opinion and formulate strategies to enhance their brand equity and 
business sustainability through customers’ perspective.  

 

Interestingly, the influence of the brand awareness is the extent of 
consumers to remember a brand and distinguish it from rivals. When a company 
innovates its brands, it needs to consider the factors of brand awareness. On the 
other hand, it is crucial for a company to build its brand to get brand loyalty from 
their customers. The challenge is that the new brand needs to accumulate its own 
brand loyalty from customers. It needs a long term strategy to provide good 
product and service to attract customers.  

 

Empirically, marketers should put more emphasis on brand association in 
gaining Malaysia consumers positive acceptance of the brand. According to Aaker 
(1991), brand association refers to anything related to brand image. Brand 
association is an important factor for customers to buy the products or not. To a 
new brand, brand association is a double-edged sword. It is important for a 
company to leverage the brand association to develop a larger feeling about 
brand.  

 

Further investigation of the study discovered that consumers’ perception is 
also affected by brand awareness. Results are in tandem with preceding research 
(Chung et al, 2013; Huang and Sarigallu, 2011; Pouromid and Iranzadeh, 2012) 
where brands are more likely to be chosen as their first choice in comparison with 
other brands are based on the consumers’ brand awareness. 
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In summary, the present study has several limitations. First, this study was 
more specifically focused the Beko consumers in Malaysia’s largest cities, Kuala 
Lumpur and its surrounding areas. Further research should consider the 
applicability of findings beyond Malaysia and in various cultures such as 
Singapore to conduct a comparative study. In the process of collecting the data, 
some detailed data such as financial data was hard to obtain as it is trade secrets 
that researchers have no access to. Future research should investigate the costs 
of marketing communication when firms are creating a new brand as this will allow 
for a more comprehensive analysis of the challenges of brand and inspire firms 
doing the best work. 
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