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Research question: 

How does customer perceived marketing mix elements affect customer value of Aloe Vera Drycken 

through brand awareness and perceived quality for target group age from 15 to 30 on Swedish market?  

Purpose:  

The purposes of the research are 1) to investigate the relationship between perceived marketing mix 

elements towards brand equity of Aloe Vera Drycken; 2) to investigate the relationship between brand 

equity towards customer value of Aloe Vera Drycken; 3) to measure current perceived market mix 

elements and brand equity performance of Aloe Vera Drycken based on brand awareness and 

perceived quality; and 4) to provide recommendation to improve brand equity of Aloe Vera Drycken. 

Method:  

The study employed self-completion questionnaire to investigate brand equity performance of Aloe 

Vera Drycken. A survey with 281 respondents in Västerås, Eskilstuna, Uppsala, and Stockholm was 

conducted in order to collect the primary data and resulted in 247 qualified responses. In addition, 

SPSS software with multiple regression analysis is used for data analysis 

Conclusion:   

The study showed that in Aloe Vera Drycken’s case, distribution intensity is the only perceived 

marketing mix element that relates to brand awareness. Meanwhile, product and brand name are 

related to perceived quality. Both brand awareness and perceived quality are positively contributed to 

customer value for Aloe Vera Drycken’s existing customers. 
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GLOSSARY 

Brand Equity (1) a set of brand assets and liabilities, (2) linking to the brand’s name 

and symbol, (3) subtract from, as well as add to, the value provided by 

a product or service, and (4) provides value to customers as well as to 

a firm 

 

Customer-based brand equity The differential effect of brand knowledge on consumer response to 

the marketing of the brand 

 

Customer based perspective Views brand equity from the point of view of the customer in which is 

a part of the attraction to/repulsion from a particular product from a 

particular company generated by the “nonobjective” part of the 

product offering 

 

Brand Awareness The ability of the buyer to recognize and recall that a brand is a 

member of a certain product category 

 

Brand recognition Brand is being seen by the customer 

 

Brand Recall Customer can recall a specific brand when given the product category 

as a cue 

 

Perceived quality Consumer’s judgment about a product or service’s overall excellence 

or superiority with respect to its intended purpose, relative to 

alternatives 

 

Intrinsic attributes involve the physical composition of the product (e.g. color, flavor, 

form and appearance), which cannot be changed without altering the 

nature of the product itself and are consumed as the product is 

consumed 

 

Extrinsic attribute Product-related but not part of the physical product itself such as 

Price, brand name, level of advertising, stamp of quality, packaging 

and production information 

 

Customer value Consumer’s overall assessment of the utility of a product based on 

perception of what is received and what is given 

 

Firm Value The main goal of resellers is to achieve profitability while 

manufacturer considers sales volume in comparison to competing 

brand to be important 
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ABBREVIATIONS 

CSR  Corporate Social Responsibility 

PIMS  Profit Impact of Market Strategy 
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1 INTRODUCTION 

By introducing the concept of “brand equity” or “customer-based brand equity” related to low-

involvement product brands and high-product homogeneity, the research problem and the research 

problem specification are discussed. Thereby, the research question and purpose are defined. 

1.1 Problem Discussion 

Brand is a name, term, sign, symbol, design, or a combination of them with the primary purpose of 

differentiation between competitive offerings (Kotler, 2011, p. 241). Moreover, it also embraces all 

tangible (e.g.: products) and intangible (e.g.: quality and awareness) attributes that the business stands 

for (Kim & Kim, 2005, p. 549). As a result, Brands have been increasingly considered as primary 

capital for many businesses, and building strong brand is critical to companies’ success (Wood, 2000, 

p. 662). However, the value of brands and its equity is derived from the words and actions of 

customers. It is consumers that decide which brand is preferred than the other, or which brands have 

more equity than other brands (Hoeffler & Keller, 2003, p. 421). As a result, the source of brand 

equity is customer perception (Keller, 1993, p. 3). Furthermore, when marketers use the term “brand 

equity” to measure brand strength, it often refers to as “customer-based brand equity” (Wood, 2000, p. 

662). 

In order to measure brand equity, Aaker (1992) developed the conceptual brand equity model which 

consists of brand loyalty, brand name awareness, perceived brand quality, brand associations, and 

other proprietary brand assets (e.g., patents, trademarks, channel relationship). In this conceptual 

model, brand awareness and perceived quality represent common dimensions of brand equity (Yoo, 

Donthu, & Lee, 2000, p. 196). Moreover, to evaluate a firm’s brand equity, marketing performances 

that positively related to brand equity will lead to a more favorable behavioral response from 

consumers. Furthermore, there is a positive relationship between brand equity assets towards both 

customer value and firm value (Aaker D. A., 1992, p. 29; Yoo, Donthu, & Lee, 2000, p. 196). 

Therefore, in order to increase firm value, company can enhance brand equity through perceived 

marketing mix elements which include product, price, brand name, store image, distribution intensity, 

advertising spending, and sales promotion (Yoo, Donthu, & Lee, 2000, pp. 206-207; Huang & 

Sarigöllü, 2012, p. 97; Zeithaml, 1988, pp. 5-8). However, Atilgan, Akoy, and Akinci (2005) argue 

that there are no significant direct effects of brand awareness and perceived quality on brand equity. 

As a result, no common viewpoint has emerged as to how brand equity should be conceptualized and 

measured so far (Vázquez, Del Río, & Iglesias, 2002, pp. 27-28). 

Aloe Vera Drycken AB first launched its aloe vera plant based fruit drink in July 2008 with a vision to 

developing and selling functional beverages. The target group of its products includes 1) young and 

health awareness from age 15 to 30; 2) families with children from age 40 and up; and 3) older healthy 

mind from age 55 to 65. Until 2010, the drink was sold exclusively at upscale coffee shops and fitness 

facilities in western Sweden. The healthy features of the products, such as 50% aloe bits, all natural 

ingredients free from artificial colors and preservatives build the health image of Aloe Vera Drycken 

on the market. In addition, the exclusivity of sales channels in the first two years also helps Aloe Vera 

Drycken establish brand and demand for the product. Due to the high competition on healthy beverage 

markets, the company is constantly striving for delivering healthy, high quality and natural ingredients 

enriched aloe drink for its customers. Today, the company has extended its product range into five 
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major categories, which include aloe vera drink Original, aloe vera drink Goji, aloe vera drink Green 

Tea & Lemon, aloe vera drink Diet Original, and aloe vera drink Diet Pomegranate. In order to build 

brand and gain market share, the company has expanded its marketing activities and distributed the 

products through various channels including supermarkets, convenience stores, cafeteria and gyms 

(AB, 2014). However, to measure brand equity of Aloe Vera Drycken will help evaluate the 

company’s current marketing performance and enhance the firm value in the future. 

1.2 Problem Specification 

As illustrated in the problem discussion, brand building to differentiate from competitors is important 

for Aloe Vera Drycken AB on a competitive beverage market. In the long run, it helps the company 

gain market share and competitive advantage. Measuring customer-based brand equity will help Aloe 

Vera Drycken AB to evaluate current brand performance from customers’ perspective, which will give 

the company implications to enhance customer value. To measure brand equity, two dimensions of 

brand equity (brand awareness and perceived quality) and their relationship with perceived marketing 

mix will be studied. In addition, a relationship between brand equity and customer value is 

investigated. 

1.3 Research Questions 

The research question is: 

How does customer perceived marketing mix elements affect customer value of Aloe Vera Drycken 

through brand awareness and perceived quality for target group age from 15 to 30 on Swedish market? 

Strategic Question: 

How to enhance Aloe Vera Drycken’s brand awareness and perceived quality, in order to increase 

customer value for target group age from 15 to 30 on Swedish market in the future? 

1.4 Purpose of Research 

The purposes of the research are: 

1. To investigate the relationship between the elements of perceived marketing mix towards 

brand equity of Aloe Vera Drycken 

2. To investigate the relationship between brand equity towards customer value of Aloe Vera 

Drycken 

3. To measure current performance of perceived market mix elements and brand equity of Aloe 

Vera Drycken based on brand awareness and perceived quality 

4. To provide recommendation to improves brand equity of Aloe Vera Drycken 

1.5 Target Groups 

This project is a scientific study at academic level for project supervisors, lecturers, examiners, and 

research students who are expected to be the main target readers. It is also a case study of the Aloe 
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Vera Drycken brand. Therefore, managers and employees of Aloe Vera Drycken who are involved and 

responsible for branding are also included as part of the targeted readers.  
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2 THEORETICAL FRAMEWORK 

According to research questions and purposes, the concept of brand equity (customer-based brand 

equity) is defined; the conceptual model and how marketing mix help improve brand equity (brand 

awareness and perceived quality) are presented in this chapter. 

Brand Equity /Customer-Based Brand Equity 

The topic of brand equity is highly diverse when it comes to the definition of brand equity (Vázquez, 

Del Río, & Iglesias, 2002, p. 27). However, Brand Equity can be defined as 1) a set of brand assets 

and liabilities; 2) linking to the brand’s name and symbol; 3) subtracting from, as well as adding to, 

the value provided by a product or service, and 4) providing value to customers as well as to a firm 

(Aaker D. A., 1992, p. 28). Nevertheless, the concept of brand equity is referred to by marketers as the 

term customer-based brand equity, which can in turn be defined as “the differential effect of brand 

knowledge on consumer response to the marketing of the brand” or “a brand is said to have positive 

(negative) customer-based brand equity when consumers react more (less) favorably to the element of 

the marketing mix of the brand than they do to the same marketing mix element when it is attributed to 

a fictitiously named or unnamed version of the product or service” (Keller, 1993, p. 1; Wood, 2000, p. 

662). 

Subsequently, brand equity has been studied in three different perspectives which include 1) customer 

based perspective, 2) company based perspective (brand equity is viewed as a tool to support a 

company’s activities to be more effective such as facilitating growth and expansion, defending a 

product from competition, helping secure distribution, and making advertising and promotion more 

effective), and 3) financial based perspective (view brand equity as an intangible asset that brings the 

company cash flows in excess of the return on tangible assets) (Keller & Lehmann, 2006, pp. 744-745; 

Simon & Sullivan, 1993, p. 31). However, among these three perspectives, consumer-based 

perspective is proved to be the most important perspective for identifying brand equity (Vázquez, Del 

Río, & Iglesias, 2002, p. 28). 

Customer based perspective views brand equity from customers’ point of view. It is generated by the 

“nonobjective” part of the product offering from a particular company and function as a part of the 

attraction to/repulsion of the particular offering. At the beginning, a brand may be synonymous with 

the product that it refers to. However, through advertising, usage experience, and other activities and 

influences, a series of attachments and associations for the brand can be developed which exist over 

and beyond the objective product itself (Keller & Lehmann, 2006, p. 745). 

The conceptual framework of brand equity is comprised of five brand equity asset dimensions, which 

include brand loyalty, brand awareness, perceived quality, brand associations and other proprietary 

brand assets. In addition, all dimensions of brand equity will affect value to the customers and to firms 

(Aaker D. A., 1992, pp. 29-31). However, Yoo et al. (2000) extended the conceptual model of brand 

equity by adding perceived marketing mix as the antecedents of brand equity asset dimensions (Yoo, 

Donthu, & Lee, 2000, p. 196). Moreover, brand equity assets can be categorized into two groups 

which consist of consumer perceptions attributes(brand awareness and perceived quality) and 

consumer behavior attributes(brand loyalty and willingness to pay a higher price) (Myers, 2003, p. 40; 

Kim & Kim, 2005, p. 551). Brand awareness refers to “the strength of a brand’s presence in 

consumers’ minds” (Pappu, Quester, & Cooksey, 2005, p. 145) while perceived quality is 1) different 
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from objective or actual quality; 2) represent a higher level abstraction rather than a specific attribute 

of a product; and 3) a judgment that usually made within a consumer’s evoked set (Zeithaml V. A., 

1988, pp. 3-4). 

Consequently, changes in brand equity assets will lead to changes in customer value and firm value. 

For customer value, brand equity plays roles on consumers’ interpretation or processing of 

information, confidence in the purchase decision, and satisfaction. On the other hand, for firm value, 

brand equity enhances efficiency and effectiveness of a company’s marketing program, builds brand 

loyalty and competitive advantage, etc. Therefore, there is a positive relationship between brand equity 

assets towards both customer value and firm value (Aaker D. A., 1992, p. 29; Yoo, Donthu, & Lee, 

2000, p. 196). However, Atilgan, Akoy, and Akinci (2005) argue that there are no significant direct 

effects of brand awareness and perceived quality on brand equity. 

In the extended model of brand equity, perceived marketing mix elements are used because consumer 

psychology is affected more directly by perceived marketing efforts rather than actual marketing mix 

activities. Moreover, it is more feasible to study the perceived marketing mix activities rather than 

actual marketing efforts. Therefore, brand equity can be enhanced through five perceived marketing 

mix elements which include price, store image, distribution intensity, advertising spending, and price 

promotion. (Huang & Sarigöllü, 2012, p. 97; Yoo, Donthu, & Lee, 2000, pp. 200, 205-207).  

Conceptual Model 

The conceptual model of brand equity are based on the theories from Aaker D. A. (1992) and Keller 

(1993) in order to explain the relationship between brand equity elements and their contribution to 

customer value and firm value. Meanwhile, the model is extended from the theory of Yoo, Donthu, 

and Lee (2000) by adding the perceived marketing mix as the antecedent attributes. However, in order 

to provide an in-depth analysis, only two elements of brand equity are selected which are brand 

awareness and perceived quality (consumer perceptions). 

Overall, both brand awareness and perceived quality are positively related to customer value. By 

increasing brand awareness and perceived quality through company’s marketing performance, 

customer value will be enhanced. As a result, customers’ purchase intention will increase accordingly, 

which will contribute to enhanced firm market performance (firm value).  

The concepts of brand equity and perceived marketing mix illustrated in the conceptual model will be 

explained in the following sections. 
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Figure 1 Conceptual Model of Brand Equity 

2.1 Brand Awareness 

Brand Awareness is defined as “the ability of the buyer to recognize and recall that a brand is a 

member of a certain product category” (Aaker, 1991, p. 61). It reflects the brands that are outstanding 

in customers’ mind, which can be classified into six levels starting from brand recognition and ending 

with brand opinion (Aaker D. A., 1996, pp. 114-115). Among the six levels, 2 initial levels are 

considered as common which are brand recognition (brand is being seen by the customer) and brand 

recall (customer can recall a specific brand when given the product category as a cue) (Keller, 1993, p. 

3). It is expected by advertisers that awareness will keep the brand in the consumers’ evoked set, 

thereby increasing the chance that the brand will likely be purchased (Hoyer & Brown, 1990, p. 141). 

Moreover, consumers who are aware of one brand in a choice set tend to not only consider fewer 

brands across a series of product, but also choose the known brand even though it is lower in quality 

than other brands they have had experienced (Hoyer & Brown, 1990, p. 147; Keller, 1993, p. 3). 

Therefore, brand awareness which act as an antecedent of brand equity has a positive relationship with 

customer value (Baladauf, Cravens, & Binder, 2003, p. 230). Furthermore, for low-involvement 

products, consumers’ decision-making is often affected by brand awareness (Huang & Sarigöllü, 

2012, p. 92), because consumers may engage in little active search for information to aid product 

choice (Macdonald & Sharp, 2000, p. 5). 

2.1.1 Perceived Marketing Elements and Brand Awareness 

Perceived marketing mix elements which include advertising spending, distribution intensity, and 

store image have a positive relationship with brand awareness, in other words, these elements can be 

used to enhance brand awareness (Yoo, Donthu, & Lee, 2000, pp. 205-207). First, for advertising 

spending, as consumers are exposed to a brand’s advertising more frequently, they develop not only 

higher brand awareness for the products but also more positive perception of brand quality, which will 

lead to strong brand equity (Yoo, Donthu, & Lee, 2000, pp. 206-207). Second, distribution intensity 

provides repeated brand exposure in various stores so that consumers’ ability to recognize and recall 

the brand is established, which may lead to product trial and personal experience of the products. 
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Moreover, consumers’ usage experience will further improve brand awareness in return (Huang & 

Sarigöllü, 2012, pp. 94, 98). Finally, store image represents product image. Product image can be 

enhanced by distribution through an outlet with good image rather than distributing through an outlet 

with bad image (Yoo, Donthu, & Lee, 2000, p. 206). 

2.2 Perceived quality  

Perceived quality is viewed as one of the dimensions of brand equity. It can be defined as “the 

consumer’s judgment about a product or service’s overall excellence or superiority with respect to its 

intended purpose, relative to alternatives” (Aaker D. A., 1991, p. 5). It is an intangible and overall 

feeling about a brand. When consumers evaluate the quality among products or services, it usually 

takes place in a comparison context. Therefore, a product’s quality is evaluated as high or low 

depending on its relative excellence or superiority within consumer’s evoked set (Zeithaml, 1988, p. 

5). A consumer’s subjective judgment of quality is influenced by personal product experiences, unique 

needs, and consumption situations. High perceived quality means that through the long-term 

experience related to the brand, consumers recognize the difference related to the brand. Therefore, a 

customer would choose the brand with high perceived quality rather than other competing brand (Yoo, 

Donthu, & Lee, 2000, p. 197). In addition, Aaker (1991) pointed out that perceived quality provides 

customer reason to buy, differentiating the brand, attracting channel member interesting and 

supporting a higher price. Therefore, “high degree of perceived quality will increase brand equity”. 

(Yoo, Donthu, & Lee, 2000, p. 197)  

The evaluation of perceived quality can be associated with two groups of factors which include 

intrinsic attributes and extrinsic attributes. Intrinsic attributes involve the physical composition of the 

product (e.g. color, flavor, form and appearance), which “cannot be changed without altering the 

nature of the product itself and are consumed as the product is consumed”. On the other hand, 

extrinsic attribute are “product-related but not part of the physical product itself” (Zeithaml, 1988, p. 

6). Price, brand name, level of advertising, stamp of quality, packaging and production information are 

examples of extrinsic cues to quality (Chieng & Goi, 2011, p. 38). To compare perceived quality 

across different products in beverage category, it is difficult to use concrete (specific) intrinsic 

attributes, such as: sweetness, thickness, with or without pulp, as they are product or category specific 

and are different across products. However, higher level abstract dimensions of quality which are not 

product specific can be used as general indicators of quality across different types of products. For 

instance, the higher level abstract dimensions such as purity, freshness, flavor, and appearance could 

be used as intrinsic cues to define quality in the beverage category (Zeithaml, 1988, pp. 6-7). 

Especially, extrinsic attributes are not product-specific and can serve as generalized quality indicators 

across brands, products, and categories. The most frequent used extrinsic attributes for quality are 

price, brand name, and level of advertising (Zeithaml, 1988, p. 8). Based on Zeithmal’s study, Yoo et 

al (2000) added store image, distribution intensity, and price promotions as the extrinsic cues to study 

the perceived quality of brand equity.  

2.2.1 Perceived Marketing Elements and Perceived Quality 

According to Zeithmal (1988), consumers use price as an important extrinsic cue and indicator of 

product quality. Compared with low priced brands, high priced brands are often perceived to be of 

higher quality and less vulnerable to competitive price cuts. Therefore, “price is positively related to 

perceived quality.” (Yoo, Donthu, & Lee, 2000, p. 198). However, Yoo et al. (2000) argues that 
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although sales promotion, especially price promotions (e.g. short-term price reductions such as special 

sales, media-distributed coupons, package coupons, cents-off deals, rebates, and refunds) are very 

effective for immediate short-term financial gain, they are regarded to erode brand equity over time. 

Aaker (1991) also claims that sales promotion is “easily copied and counteracted”. In the long run, 

sales promotion may convey a low quality brand image. Especially, frequent price promotion may 

jeopardize brands in the long run. Hence, “perceived quality of a brand is related negatively to the 

extent to which price promotion is used for the brand” (Yoo, Donthu, & Lee, 2000, p. 200). 

Brand name provides customers with a bundle of information about the product. Therefore, it serves as 

“shorthand” for quality of the product (Zeithaml, 1988, p. 8). Moreover, the empirical evidence also 

strongly supports the proposition that consumer use brand name to form impressions about quality. As 

a result, “consumers’ perceptions of the favorability of brand name image are positively related to 

their perception of product quality” (Agarwal & Teas, 2002, p. 215). 

As the growing importance of channel design and management on brand equity, selecting and 

managing retailer is becoming the firm’s major marketing task. Especially, distribution through stores 

with good image signals that a brand is of good quality (Yoo, Donthu, & Lee, 2000, p. 199). As a 

result, there are significant positive effects of store image on perceived quality. Therefore, 

“consumers’ perceptions of the favorability of store name image are positively related to their 

perception of product quality”. (Agarwal & Teas, 2002, p. 215) 

When products are placed in a large number of stores to cover the market, distribution is intensive. 

Although it is argued that firms tend to distribute exclusively or selectively to enhance products image, 

customer will be satisfied when a product is available in a large number of stores (Yoo, Donthu, & 

Lee, 2000, p. 199). Intensive distribution reduces the time customers must spend searching the store 

and travelling to and from the store; provides convenience and increases customer satisfaction. As a 

result, “perceived quality of a brand is related positively to the extent to which the brand is available 

in stores” (Yoo, Donthu, & Lee, 2000, p. 199). 

Advertising is also an important signaling of product quality. There is a positive effect of advertising 

spending on brand equity (Zeithaml, 1988, p. 8). Heavy advertising spending shows that the firm is 

investing in the brand, which implies both super quality and good buys. Hence, “advertising spending 

is positively related to perceived quality” (Yoo, Donthu, & Lee, 2000, pp. 199-200). 

2.3 Value to Customer and Firm 

According to Aaker (1991), the value of brand equity is based on the price premium that the name 

supports, the impact of the name on customer preference, the replacement cost of the brand and the 

stock value minus the value of other assets. Therefore, brand equity has value to both firm and 

customers. 

2.3.1 Customer Value 

Value represents a tradeoff between “the salient give and get components”. Customer value is defined 

as “the consumer’s overall assessment of the utility of a product based on perception of what is 

received and what is given” (Zeithaml, 1988, p. 13). A higher perceived quality provides customer the 

reason to buy, and some customers would also be willing to pay a price premium (Baladauf, Cravens, 
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& Binder, 2003, p. 225). Especially, the PIMS (Profit Impact of Market Strategy) studies showed that 

higher customer’s perceived quality leads to higher price (Aaker D. A., 1991, p. 30). Therefore, 

“perceived quality is positively related to customer value”. (Baladauf, Cravens, & Binder, 2003, p. 

225) 

A higher level of brand awareness reduces the consideration set when customers make purchase 

decision. In addition, customers tend to buy familiar products and are more willing to pay a price 

premium. As a result, “brand awareness is positively related to customer value” (Baladauf, Cravens, 

& Binder, 2003, p. 225). 

As it is less expensive to retain existing customers instead of prospective one, customer retention is 

important for firm’s performance (Baladauf, Cravens, & Binder, 2003, p. 225). In addition, customers 

who perceived superior value are more likely to buy the same brand in the future (Aaker D. A., 1991). 

Hence, there is a direct relationship between perceived customer value and purchase intention. 

Furthermore, high levels of purchase intentions would increase the demand side of the market and 

result in enhanced market performance. Therefore, 1) “customer value is positively related to purchase 

intention”; and 2) “purchase intention is positively related to market performance” (Baladauf, 

Cravens, & Binder, 2003, p. 225). Alternatively, it is concluded that customer value is positively 

related to firm’s market performance.  

2.3.2 Firm value 

Aaker (1991) claimed that “strong brand equity can bring value to firms”. Moreover, value to the 

manufacturer is determined by brand market performance, which considers the demand side of the 

market and can be measured by indicators such as sales volume and market share (Lassar, 1998, p. 

68). As brand awareness and quality can help the organization to attract and retain customers, they are 

expected to enhance a brand’s market and profitability performance. Therefore, the major benefit of 

brand equity is its positive impact on market demand and customers’ purchase intension. It is 

concluded that “Brand awareness and perceived quality are positively related to brand market 

performance” (Baladauf, Cravens, & Binder, 2003, p. 225). 

To sum up, brand equity is positively related to brand market performance, which indicates firm value. 

Because from previous section customer value is also positively related to brand market performance, 

we can infer that customer value is positively related to firm value. 
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3 METHODOLOGY 

By defining and demonstrating research methods applied for this study, the quantitative research 

strategy is adopted and a questionnaire-based survey is deployed for data collection.  

3.1 Research Design 

As mentioned earlier, the research purpose is to measure current performance of perceived marketing 

mix and brand equity of Aloe Vera Drycken based on brand awareness and perceived quality. In 

addition, the relationship between the elements of perceived marketing mix and brand equity of Aloe 

Vera Drycken will be investigated. Meanwhile, the relationship between brand equity and customer 

value will be explored as well. Therefore, recommendations to improve brand equity of Aloe Vera 

Drycken will be provided at the end of the analysis. In the process of conducting research, the 

previous scholars’ studies and contributions of the concepts and measurements about customer based 

brand equity have been studied and presented in chapter 2 the theoretical framework. According to 

Bryman & Bell (2011), there are two research methods distinguishing the role of theory in relation to 

research that guide the process of information collection. With an inductive method, “the theory is the 

outcome of the research”. However, for a deductive research, the research is guided by theory (Ibid, 

P.13). In other words, with a deductive approach, the researcher imposes a structure on the research 

based on a preliminary theory, concept or hypothesis. Moreover, the structure is used to “guide the 

research and in particular the data collection process” (Fisher, 2010, p. 137). The purpose of the thesis 

is to measure Aloe Vera Drycken’s current brand awareness and perceived quality based on pervious 

theories and studies instead of creating a new theory. Hence, the research is developed upon the 

deductive approach. 

A research design represents a structure or framework which “guides data collection and the 

subsequent data analysis” (Bryman & Bell, 2011, p. 41). Among the five different research designs 

that Bryman & Bell (2011) classified, a combination of cross-sectional design with case study can be 

concluded in this thesis. The cross sectional design is defined as “the collection of data on more than 

one case at a single point in time in order to collect a body of quantitative data in connection with two 

or more variables, which are then examined to detect patterns of association”. In the definition, a case 

can be referred to as a person, household, city and nation etc. (Ibid, pp.53, 57). In this thesis, a social 

survey has been conducted to investigate the variations among the elements of perceived marketing 

mix and the dimensions of customer-based brand equity (brand awareness and perceived quality). 

Furthermore, in order to find a pattern of association when conducting a social survey, more than one 

case (person) is examined and the relationships between variables are revealed through data analysis. 

In addition, when an individual completes a questionnaire that is designed and constructed on more 

than one variable, the answers are supplied at essentially the same time. As a result, the thesis follows 

a cross-sectional research design. Moreover, a case study research is “concerned with the complexity 

and particular nature of the case in question”. In addition, a case can be a single organization, a single 

location, a person or a single event (Ibid, pp.59-60). Since this thesis is focused on measuring and 

evaluation the customer-based brand equity of Aloe Vera Drycken in particular, it also possesses the 

feature of a case study design.  
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3.2 Research Method 

There are two types of research methods that are considered for data collection: qualitative and 

quantitative research method. Qualitative research usually emphasizes the words rather than 

quantification in the process of data collection and analysis. However, quantitative research method 

emphasizes quantification in the collection and analysis of data. It is primarily deductive and testing of 

existing theories (Bryman & Bell, 2011, p. 27). Quantitative method measures things by structured 

research methods such as interviews, self-completion questionnaires and experiments, which attempt 

to “produce a numerical or mathematical representation of the field of study” (Fisher, 2010, p. 172). In 

this thesis, a quantitative survey method has been adopted in order to measure brand awareness and 

perceived brand quality of Aloe Vera Drycken, and to investigate the relationship between the 

dimensions of customer-based brand equity and customer value. The data is collected through a 

questionnaire-based survey which is pre-coded and completed by a sample including one group of the 

company’s target customers (age from 15 to 30) on Swedish market.  

3.3 Data Collection 

Secondary data refers to data that were already existed somewhere and collected for another purpose; 

while primary data are “data freshly gathered for a specific purpose” (Kotler, 2011, p. 100). Aloe Vera 

Drycken AB is a Swedish company that started business in July 2008. During the period of this 

research study (March – May 2014), no prior research about this company has been found. The only 

secondary data used in this thesis paper is company presentation document received from Aloe Vera 

Drycken AB, which provides preliminary knowledge about the company and its product. In addition, 

the company presentation document also provides detailed information about company history, 

customer segment and target group, and CSR activities, which is useful for questionnaire design. As a 

result, primary data obtained from self-completion questionnaire survey is the major data source used 

in this thesis paper. 

3.3.1 Sample Size 

Sample is a subset of the population that is selected for the study (Zikmund, Babin, Carr, & Griffin, 

2009, p. 413). Convenience sampling is one type of sampling that is “simply available to the 

researcher by virtue of its accessibility” (Bryman & Bell, 2011, p. 190). Therefore, it is selected for 

data collection. As consumer survey is used for data collection, the sample size must be defined. In 

order to get an estimation of appropriate sample size, a formula (Figure 2) used for probability 

sampling is used as a guideline for sample size calculation, although convenience sampling is chosen 

for this thesis paper. According to the formula, in order to determine the sample size, a judgment about 

the confidence level and the maximum allowance for random sampling error should be determined. In 

addition, an estimation of the expected proportion of success must also be considered (Zikmund, 

Babin, Carr, & Griffin, 2009, p. 436). Moreover, the formula to calculate the sample size is used 

(figure 2) with a level of confidence of 95% (Z), a sampling error no greater than 5% (E), and 80% of 

portion of success (P). The adopted P value of 80% is based on the result of the pilot test of the survey, 

which represent 8 out of 10 respondents are aware of Aloe Vera Drycken. Therefore, from the 

calculation, the sample size for this thesis paper is 246. Even though the population of age between 15 

and 30 in Sweden is 1,965,708, the size of the population does not have an appreciable effect on the 

sample size calculation (Sweden, 2013; Zikmund, Babin, Carr, & Griffin, 2009, p. 435).  
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Figure 2 Statistical Formula for Sample Size for Proportions (Zikmund, Babin, Carr, & Griffin, 2009) 

3.3.2 Self-Completion Questionnaire 

Self-completion questionnaire is a research method where respondents answer questions by 

completing the questionnaire themselves, without interviewer to ask the questions. The respondents 

must read and answer the questions by themselves. This method is chosen because 1) questionnaires 

can be distributed to a large quantity of respondents within a short period of time, 2) it eliminates 

interviewer effects, and 3) comparing to interview, it is more convenient for respondents to do 

questionnaires. Nevertheless, using self-completion questionnaire also has constrains on the findings 

of this thesis, which include 1) not able to probe the respondents and 2) difficult to ask a lot of 

questions (Bryman & Bell, 2011, pp. 231-233). However, self-completion customer survey was 

conducted by the researchers during the period of 5th – 9th of May 2014 (5 days). Furthermore, in order 

to collect 246 responses suggested by the sample size, 281 print out questionnaires were distributed by 

hand with convenience at five different locations which are 1) Mälardalens Högskola (Västerås), 2) 

Mälardalens Högskola (Eskilstuna), 3) Västerås Centralstation, 4) Uppsala Centralstation, and 5) 

Stockholm Centralstation. Nevertheless, 34 responses are regarded as disqualified and excluded from 

the analysis, because the survey questions are either not fully completed or the age of respondents is 

not within the target age range (15-30 years old). Therefore, 247 responses are accepted and analyzed 

in this thesis paper. The researchers chose to approach the respondents accessible by explaining the 

purpose of survey, handing out the survey questionnaire and collecting the responses back by 

themselves, which is very effective and achieved a high response rate. In addition, respondents from 

Mälardalens Högskola (both campuses) are very supportive due to the understanding for students 

thesis work. Meanwhile, respondents from Vasteras, Uppsala, and Stockholm Centralstation were able 

to finish the questionnaire because they had time when waiting for trains/buses. 

3.4 Questionnaire Design 

The questionnaire was created to collect primary data to evaluate Aloe Vera Drycken’s current brand 

awareness and perceived quality (See Appendix 1). The questionnaire aims to answer the proposed 

research question with a total of 24 closed questions, which were based on the theoretical framework 

in chapter 2. And the question design is guided by academic journals from Yoo, Donthu, & Lee 

(2000), Baladauf, Cravens, & Binder (2003), and Kim & Kim (2005). The questionnaire has three 

parts. The detailed description and the purpose of the questions with the concepts used to design the 

questionnaire are displayed by the following table. 
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Table 1 Survey Questionnaire Concepts and Purpose 

Part 1 

No. Concept Question Purpose 

1 

Demographic 

Information 

Your gender 

To describe the 

demographic 

characteristic of the 

sample population. 

2 Your age 

3 Your educational level 

4 Your annual income level (amount in 

SEK) 

5 Your current occupation 

6 In which Swedish city (kommum) do 

you are currently live in 

Part 2 

No. Concept Question Purpose 

7 
General 

Information about 

Healthy Beverage 

Which criteria are important for you to 

choose healthy beverage? 

To define the  perceived 

quality related intrinsic 

attributes that respondents 

consider as ‘healthy 

beverage’ 

8 
How often do you buy Healthy beverage 

in the past 3 months? 

To identify respondents' 

level of consumption of 

healthy beverage 

Brand Equity and Perceived Marketing Mix(Likert Scale) 

No. Concept Question Purpose 

9 

Brand Awareness 

and Perceived 

Marketing Mix 

Brands that I know about  

To measure the 

relationship between Brand 

Awareness and  

distribution intensity/ 

advertising  frequency / 

store image 

The beverage is convenient to find and 

purchase  

Healthy beverage that is sold in many 

stores 

Healthy brands that is frequently 

advertised  

The advertisement of brand that can draw 

my attention 

Healthy brands that sell in famous chain 

stores/restaurants 

 
 

  

Perceived Quality 

and Perceived 

Marketing Mix 

Product quality  

To measure the 

relationship between 

Perceived Quality and 

price/ brand name/ price 

promotion/ distribution 

intensity/ advertising 

intensity/ store image 

Attractive Package 

Good Taste 

Healthy Ingredients 

Reasonable price  

Reliable brand name  

The beverage is convenient to find and 

purchase  

Price discount are often available  
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Healthy brands that is frequently 

advertised 

Healthy brands that sell in famous chain 

stores/restaurants 

Part 3 

No. Concept Question Purpose 

10 Filter Question 
Have you ever heard about Aloe Vera 

Drycken before? 

To screen out the 

respondent(s) who have not 

hear about Aloe Vera 

Drycken from the study 

11 
Advertising 

Spending 

Through which channel do you know 

about Aloe Vera Drycken?  

To investigate Aloe Vera 

Drycken's advertising 

channel 

12 Filter Question 
Have you ever bought Aloe Vera Drycken 

beverage?  

To classify the respondents 

into two categories: current 

customers and potential 

customers. 

13 
Distribution 

Intensity 

Where do you usually buy Aloe Vera 

Drycken? 

To identify Aloe Vera 

Drycken distribution 

channels and distribution 

intensity through current 

customers' point of view 

14 
Level of 

consumption 

How often do you buy Aloe Vera 

Drycken beverage in the past month? 

To group Aloe Vera 

Drycken's current 

customers through the level 

of consumption of the 

beverage 

Brand Equity, Perceived Marketing Mix, and Customer Value (Likert Scale) 

Brand Awareness and Perceived Marketing Mix 

No. Concept Question Purpose 

15 Product 

The package of Aloe Vera Drycken is 

attractive 
To measure respondents’ 

attitude toward the 

intrinsic attributes of 

Aloe Vera Drycken 

I like the taste of Aloe Vera Drycken 

The ingredients of Aloe Vera Drycken 

are of high quality 

16 
Price 

  

The retail price of Aloe Vera Drycken 

(25-25 SEK/ bottle) is expensive 
To measure respondents’ 

attitude towards the 

price level of Aloe Vera 

Drycken 
20-25 SEK per bottle is OK for Aloe 

Vera Drycken 

17 Brand Name 
Aloe Vera Drycken represents  a reliable 

brand name 

To measure respondents’ 

attitude towards the 

reliability of Aloe Vera 

Drycken’s brand name 

18 Advertising Spending 

Advertising campaigns for Aloe Vera 

Drycken are seen frequently  

To measure respondents’ 

attitude towards the 

frequency and quality of 

advertisement of Aloe 

Vera Drycken 

The advertisement of Aloe Vera Drycken 

usually draws my attention 

19 Sales Promotion Sales deals for Aloe Vera Drycken are 

frequently offered 

To measure respondents’ 

attitude towards the 

frequency of price 
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discount offered by Aloe 

Vera Drycken 

20 Store Image 

Aloe Vera Drycken seems to be higher 

quality when it is sold in famous 

store/restaurant  

To measure the 

relationship between 

respondent’s attitude 

towards store image and 

brand equity of Aloe 

Vera Drycken  

I pay more attention when Aloe Vera 

Drycken is sold in well-known 

store/restaurant  

21 Distribution Intensity 

Aloe Vera Drycken is sold in many 

stores To measure respondents’ 

attitude towards the 

availability (distribution) 

of Aloe Vera Drycken 

Aloe Vera Drycken is convenient to find 

and purchase 

There are few places that sell Aloe Vera 

Drycken 

22 Brand Awareness 

I have been known about the brand Aloe 

Vera Drycken for some time 
To evaluate brand recall 

and brand recognition of 

Aloe Vera Drycken 

I know what Aloe Vera Drycken looks 

like 

Some characteristics of Aloe Vera 

Drycken come to my mind quickly 

23 Perceived Quality 

Aloe Vera Drycken is a good quality 

beverage 
To measure the 

perceived quality of 

Aloe Vera Drycken The brand of Aloe Vera Drycken 

presents high quality 

24 Customer Value 

Even if another brand has the same 

features as Aloe Vera Drycken, I prefer 

to buy Aloe Vera Drycken  
To measure customer 

value according to 

intension to buy I will likely to buy Aloe Vera Drycken in 

the future 

3.5 Data Analysis 

3.5.1 Types of Variables 

A quantitative survey has been conducted for data collection. SPSS software is used as a main tool for 

data analysis. The questions in questionnaire are pre-coded and represent different variables to study 

about. According to Bryman and Bell (2007), there are four main types of variables that are generated 

in the course of research.  

Dichotomous variables “contain data that have only two categories” (Bryman & Bell, 2011, p. 341). 

Among the survey questions, question 1 about gender is a dichotomous variable. Nominal variables 

are also categorical, but “contain variables that cannot be rank ordered” (Bryman & Bell, 2011, p. 

341). The survey question 5 about the respondents’ current occupation, question 7 that investigates 

about the healthy beverage criteria, and question 11 about the distribution of Aloe Vera Drycken 

belong to the category of nominal variables. Ordinal variables are “variables whose categories can be 

ranked ordered, but the distances between the categories are not equal across the range” (Bryman & 

Bell, 2011, p. 341). In the questionnaire, question 2 about the age range of the respondent, question 4 

about the income range of the respondent, and question 8 about the frequency of the purchasing 

behavior of healthy drink fall into the category of ordinal categories. Interval/ratio variables refer to 
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“the variables where the distances between the categories are identical across the range of categories” 

(Bryman & Bell, 2011, p. 341). There is a different opinion about whether the Likert scales belong to 

ordinal variables or interval/ratio variables (Bryman & Bell, 2011, p. 342). However, in this thesis, 

survey questions designed with Likert scales (question10 and question17) are considered as 

interval/ratio variables for data analysis. 

3.5.2 Univariate Analysis 

The univariate analysis method is used when a single variable is analyzed without comparing it with 

others (Bryman & Bell, 2011, p. 342). The most frequent used forms for univariate analysis are 

frequency tables and diagrams. A frequency table “provides the number of people and the percentage 

belonging to each of the categories for the variable in question”. However, diagrams are “among the 

most frequently used methods of displaying quantitative data”. The chief advantages for diagrams are 

easy to read and understand (Bryman & Bell, 2011, pp. 342-343). In data analysis, frequency tables 

with diagrams will be used to present respondents’ demographic information. Furthermore, when 

software SPSS is used to conduct a univariate analysis, it also produces descriptive statistics 

measuring the central of tendency, which are used to explain an average for a distribution and the 

standard deviation. To describe the average in quantitative analysis, arithmetic mean (mean) is 

produced by “adding all the values in a distribution and then dividing by the number of values”. On 

the other hand, standard deviation describes “the average amount of variation around the means” 

(Bryman & Bell, 2011, pp. 344-345). A high mean with a low standard deviation shows that almost all 

of the respondents regard the attribute/statement as equally importance. On the contrary, a lower mean 

and a higher standard deviation imply that there is a difference between how the respondents value the 

attribute/statement (Bryman & Bell, 2011, p. 345). In data analysis, these numbers are used to display 

the importance of each variable by ranking the criteria that respondents use to choose healthy 

beverage. These descriptive statistic numbers are  important to understand not only the prioritized 

value that customer rank when choosing healthy beverage, but also the satisfaction value that customer 

put on Aloe Vera Drycken’s current brand evaluation. 

3.5.3 Bivariate Analysis and Multivariate Analysis 

Bivariate analysis is an analysis of two variables in order to explore a variation in one variable 

coincides with variation in another variable or a relationship between them. This group of statistical 

techniques is called correlation analysis and simple regression analysis which can be used with 

interval and ordinal level of variables. However, it only indicates the strength of the relationship rather 

than cause and effect relationship. Therefore, simple regression analysis will be used to analyze the 

correlation of between one specific perceived marketing mix and brand awareness or perceived 

quality. Lastly, multivariate analysis analyzes more than two variables (one dependent variable and 

several independent variables), in which the statistical technique implied for analysis are called 

multiple regression analysis. The outcome from this analysis is used to explain the strength of the 

relationship which is similar to simple regression analysis. Thus, multiple regression analysis will be 

used to analyze the correlation between brand awareness and perceived quality towards customer 

value for question number 15-24 (Likert scale). (Bryman & Bell, 2011, pp. 346, 350; Lind, Marchal, 

& Wathen, 2005, pp. 430-431, 435-436, 476-486). 
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3.6 Research Criteria 

3.6.1 Reliability 

Reliability refers to the consistency of a measure of a concept which is concerned with quantitative 

research. There are three issues regards to reliability which are stability (stability of measurement over 

time), internal reliability (consistent of indicators), and inter-observer consistency (relates to 

observation). However, according to the research question and research approach, internal reliability is 

the only issue that is in focus. Internal reliability refers to the way respondent’s scores for one 

indicator should relate to the score of another indicator. It applies to multiple-indicator measures. 

Therefore, to ensure internal reliability, reverse coded questions are adopted in the questionnaire 

design. Moreover, in support of internal reliability, statistical calculation “Cronbach’s alpha” is used to 

confirm the reliability of the data in which 0.7 or more means an acceptable score (Bryman & Bell, 

2011, pp. 41, 158-159) 

3.6.2 Validity 

Validity refers to the issue whether an indicator being used can really measure the concept or not. Two 

issues of validity that relate to this thesis paper are internal validity and external validity. Internal 

validity is “concerned with whether evidence presented justifies the claims of cause and effect” 

(Fisher, 2010, p. 273). In general, cross-sectional research produce associations and it is difficult to 

establish causal relationship between variables. However, to check for internal validity of data 

analysis, statistical techniques can be used to assess the probability. Therefore, multiple regression 

(measure relationship more than 2 variables) and simple regression (measure relationship between 2 

variables) are adopted in data analysis. On the other hand, external validity refers to whether the 

findings can be generalized to the whole population or not. This issue concerns whether the sample 

size is large enough to drawn the conclusion for the whole population. To improve external validity, 

statistical formula applied to calculate probability sample size (section 3.3.3.) was adopted for this 

thesis paper, although convenient (non-probability) sampling was used for data collection (Bryman & 

Bell, 2011, pp. 42-43, 56, 159; Fisher, 2007, pp. 273-275). 
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4 RESULTS 

This section gives an overview of the data collected with the survey and the findings of the survey 

conducted by SPSS software. 

4.1 Demographics 

This section gives an overview on the demographic characteristics of the respondents from the first 

part of the survey questionnaire. From the description of the Methodology section, a total of 281 

questionnaires was submitted, of which 34 responses were disqualified.  The disqualified surveys are 

either not fully completed or did not match the age group of the target group of Aloe Vera Drycken 

(15-30 years old). Thus a total number of 247 responses have been taken into the consideration of the 

analysis, which is comprised of 54% of female and 46% of male. Moreover, among the 247 accepted 

responses, 78.95% of the respondents are from Västerås. However, all respondents are residents of 

Sweden, which is in line with the goal of the survey to research the customer-based brand equity of 

Aloe Vera Drycken on Swedish Market. In addition, all of the respondents’ ages are between 15 and 

30, which are in line with the target group of Aloe Vera Drycken. Meanwhile, 83% of the respondents’ 

age is between 21 and 30. The yearly income of the majority of the respondents (65.71%) is less than 

100,000 SEK. The frequency tables that show demographic information of the respondents (Question 

1, 2, 4, 5) are available in Appendix 3. 

4.2 Respondents Classification 

The 3rd part of the questionnaire is a series of questions that relate specifically to Aloe Vera Drycken. 

In order to screen the respondents who have not heard (know) about Aloe Vera Drycken out of the 

respondents who have heard about Aloe Vera Drycken from the study, question number 10 is designed 

as a filter question. Refer to Table 2, there are 247 respondents who answered this question, of which 

197 respondents (79.8%) have heard about Aloe Vera Drycken before (answered “yes” to question 10) 

and finished the rest of the questionnaire, however, only 50 respondents (20.2%) have not heard about 

Aloe Vera Drycken (answered “no” to question 10) and can only answer the first two parts of the 

questionnaire. As a result, the ratio between these two groups of respondents is 80:20, which is 

approximate to the assumed P value or estimated proportion of success (80%) used to calculate the 

sample size. Furthermore, because the actual sample size (247) is close to the calculated result (246) 

suggested by sample size formula (See Figure 2), the sample size of 247 in this research is large 

enough to represent the actual population which supports the external validity of the survey. 

Table 2 Frequency Table of the Respondents who know about Aloe Vera Drycken (Q.10) 

N Valid 247 

Missing 0 

 

 
Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Yes 197 79.8 79.8 79.8 

No 50 20.2 20.2 100.0 
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N Valid 247 

Total 247 100.0 100.0  

 

Consequently, for the respondents who have heard about Aloe Vera Drycken (question 10) are 

classified into two groups and went through different series of questions (question 15-24) according 

the answers to question number 12. The two groups of respondents include 1) respondents who have 

bought Aloe Vera Drycken before and 2) respondents who have not bought Aloe Vera Drycken. 

According to Table 3, there are 100 respondents who have bought Aloe Vera Drycken and 97 

respondents who have not bought Aloe Vera Drycken before, which are counted for 50.8% and 49.2% 

of the total respondents who have heard about Aloe Vera Drycken before (197) respectively. In Table 

3, “N Valid” represents the number of respondents (197) who answered “yes” to question 10; in other 

words, those are the respondents who have heard Aloe Vera Drycken before. Accordingly, “missing” 

represent the number (50) of respondents who have not heard about Aloe Vera Drycken before 

(answered “no” in question number 10). However, the answers from the 197 respondents who have 

heard about Aloe Vera Drycken before are used for data analysis for Aloe Vera Drycken’s brand 

equity. 

Table 3 Frequency Table of Users of Aloe Vera Drycken (Q.12) 

N Valid 197 

Missing 50 

 

 
Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Yes 100 40.5 50.8 50.8 

No 97 39.3 49.2 100.0 

Total 197 79.8 100.0  

Missing System 50 20.2   

Total 247 100.0   

4.3 Customer Based Brand Equity Analysis 

4.3.1 Reliability Test 

Reliability test is adopted because the 3rd part of the questionnaire uses multi-item (multi-

dimensional) scale to measure the relationship between perceived marketing mix elements and brand 

equity. Moreover, this test uses Cronbach’s Alpha in order to measure the consistency of the answers 

among different indicators. Reliability test is applied for question number 18, 20, 23, and statistical 

formula in SPSS program is used to calculate Cronbach’s Alpha.  
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Table 4 Cronbach’s Alpha for Reliability Tests 

  Valid Excluded Total Cronbach's Alpha N of items 

Q.18 194 53 247 0.776 2 

Q.20 193 54 247 0.806 2 

Q.21 197 50 247 0.794 3 

Q.23 191 56 247 0.726 2 

 

In order to pass the reliability test, the result of Cronbach’s Alpha must be more than 0.7 (Bryman & 

Bell, 2011, pp. 158-159). According to Table 4, the result of Cronbach’s Alpha test for question 

number 18 is 0.776, question number 20 is 0.806, question number 21 is 0.794, and question number 

23 is 0.726. As a result, the results show that the answers (indicators) to question number 18, 20, 21, 

and 23 are in an acceptable level of reliability (See Appendix 2). Nevertheless, question number 15, 

16, 17, 19, 22, and 24 cannot apply Cronbach’s Alpha test because there is only one question 

(indicator) in question 17 and 19, while indicators under question number 15, 16, 22, and 24 are 

measuring different things (have different meaning). Therefore, answer to one indicator may on the 

different side of the scale comparing to answer to the other indicator. For example, two indicators 

under measurement of price for question 16, which are 1) the retail price of Aloe Vera Drycken (20-25 

SEK/bottle) is expensive, and 2) 20-25 SEK per bottle is OK for Aloe Vera Drycken. These two 

indicators represent different scale of price measurement, even though both of the questions are 

indicated to measure satisfaction level of price. 

4.3.2 Perceived Marketing Mix and Brand Awareness 

To answer the research question, the answers from respondents for question number 15-24 are 

classified into 2 groups. Moreover, an analysis of perceived marketing mix and brand equity are also 

separated into two groups, which are 1) the group of respondents who has bought Aloe Vera Drycken 

before and 2) the group of respondents who has not bought Aloe Vera Drycken. However, referring to 

theoretical framework, brand awareness is positively related to advertising spending, store image and 

distribution intensity. 

4.3.2.1 Respondents Who Have Bought Aloe Vera Drycken Before 

In order to find the relationship between brand awareness (Question 22) and perceived marketing mix 

(Question 18, 20, and 21) in Aloe Vera Drycken’s case, multiple regression analysis from SPSS 

program is applied to the group of respondents who have bought Aloe Vera Drycken before 

(respondents who answer “yes” in question 12). Hence, advertising spending, store image, and 

distribution intensity are classified as independent variables while brand awareness is classified as 

dependent variable. According to Table 5 “Descriptive Statistic”, there are 100 respondents included 

in this group. Meanwhile, the average scores that respondents rate for advertising spending is 2.58 and 

store image is 2.89 which are in between the Likert scale of disagree and neutral; while distribution 

intensity is 3.68 which is in between the scale of neutral and agree. However, brand awareness has the 

highest mean value of 4.08, which is equal to the scale of agree. 

In addition, looking at “Sig.” under coefficients table, this number reflects whether independent 

variable(s) can explain or predict dependent variable or not. If “Sig.” is less than 0.05, independent 
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variable(s) can explain or predict dependent variable (Pallant, 2007, p. 159). Therefore, only 

distribution intensity can be used to explain or predict brand awareness (Sig. 0.018 < 0.05); while 

advertising spending (Sig. 0.714 > 0.05) and store image (Sig. 0.764 > 0.305) cannot explain or 

predict brand awareness.  

Table 5 Multiple Regression Analysis of Brand Awareness and Perceived Marketing Mix for 

Respondents who have Bought Aloe Vera Drycken Before (Q.18, 20, 21, and 22) 

Descriptive Statistics 

 Mean Std. Deviation N 

Brand Awareness (Yes) 4.0783 .58289 100 

Advertising Spending (Yes) 2.5750 .93575 100 

Store Image (Yes) 2.8900 .90615 100 

Distribution Intensity (Yes) 3.6767 .66406 100 

 

Coefficientsa 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 3.290 .410  8.021 .000 

Advertising Spending (Yes) -.025 .067 -.039 -.368 .714 

Store Image (Yes) .021 .070 .033 .301 .764 

Distribution Intensity (Yes) .215 .089 .245 2.415 .018 

a. Predictors: (Constant), Distribution Intensity (Yes), Advertising Spending (Yes), Store Image (Yes) 

b. Dependent Variable: Brand Awareness (Yes) 

 

According to the result from Table 5, a simple regression analysis providing only distribution intensity 

as independent variable and brand awareness as dependent variable is adopted to find “R” and 

“Adjusted R Square”. Furthermore, under table “Model Summary” in Table 6, “R” is used as an 

indicator for the strength of relationship between independent variable (distribution intensity) and 

dependent variable (brand awareness). The strength of relationship between two variables can be 

classified according to “R” score as 1) strong relationship, if R ≥ 0.7, 2) moderate relationship, if R 0.6 

≤ R ≥ 0.4, or 3) weak relationship, if R ≤ 0.3. Meanwhile, the score in “Adjusted R Square” explain 

how much percentage of changes in dependent variable can be explained by independent variable 

(Pallant, 2007, p. 158). From the statistical result in Table 6, the score of “R” is 0.237 which can be 

concluded that there is a weak relationship between brand awareness and distribution intensity. 

Moreover, the score for “Adjusted R Square” is 0.047, which means 4.7% of the variance (or change) 

in brand awareness can be explained by distribution intensity.  
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Table 6 Simple Regression Analysis of Brand Awareness and Distribution Intensity for Respondents 

Who have Bought Aloe Vera Drycken before (Q.18 and 22) 

Model Summaryb 

Model R R Square 

Adjusted R 

Square 

Std. Error of 

the Estimate 

1 .237a .056 .047 .56914 

a. Predictors: (Constant), Distribution Intensity (Yes) 

b. Dependent Variable: Brand Awareness (Yes) 

 

4.3.2.2 Respondents Who Have Not Bought Aloe Vera Drycken Before 

On the other hand, the results from multiple regression analysis of brand awareness and perceived 

marketing mix for the group of respondents who have not bought Aloe Vera Drycken are displayed in 

Table 7. The number of respondents included in this analysis is 97. In “Descriptive Statistics” table, 

the average scores of advertising spending and store image for this group are 2.42 and 2.89 

respectively, which are in between the Likert scale of disagree and neutral. However, the average 

scores for distribution intensity and brand awareness are 3.46 and 3.64 respectively, which are in 

between the scale of agree and neutral.  

Moreover, “Coefficients” table indicates that distribution intensity is the only variable that can explain 

or predict brand awareness (Sig. 0.008 < 0.05). Meanwhile, the Sig. scores for advertising spending 

(0.928) and store image (0.340) are more than 0.05 which indicate that these two variables cannot 

explain or predict brand awareness. 

Table 7 Multiple Regression Analysis of Brand Awareness and Perceived Marketing Mix for 

Respondents Who have not Bought Aloe Vera Drycken Before (Q.18, 20, 21, and 22) 

Descriptive Statistics 

 Mean Std. Deviation N 

Brand Awareness (No) 3.6357 .78776 97 

Advertising Spending (No) 2.4175 .83129 97 

Store Image (No) 2.8866 .93960 97 

Distribution Intensity (No) 3.4570 .68604 97 
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Coefficientsa 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 2.773 .460  6.024 .000 

Advertising Spending (No) .010 .107 .010 .091 .928 

Store Image (No) -.088 .092 -.106 -.960 .340 

Distribution Intensity (No) .317 .117 .276 2.696 .008 

a. Predictors: (Constant), Distribution Intensity (No), Store Image (No), Advertising Spending (No) 

b. Dependent Variable: Brand Awareness (No) 

 

In addition, because the “R” score (0.273) is lower than 0.3 (Table 7), it indicates that there is a weak 

relationship between brand awareness and distribution intensity. Moreover, the score of “Adjusted R 

Square” is 0.065, which means 6.5% of the variance (or change) in brand awareness can be explained 

by distribution intensity. Table 7 is derived from simple regression analysis by assigning only 

distribution intensity as an independent variable and brand awareness as a dependent variable. 

Table 8 Simple Regression Analysis of Brand Awareness and Distribution Intensity for Respondents 

Who have not Bought Aloe Vera Drycken before (Q.18 and 22) 

Model Summary 

Model R R Square 

Adjusted R 

Square 

Std. Error of 

the Estimate 

1 .273a .074 .065 .76188 

a. Predictors: (Constant), Distribution Intensity (No) 

b. Dependent Variable: Brand Awareness (No) 

 

4.3.3 Perceived Marketing Mix and Perceived Quality 

According to chapter 2 theoretical framework, perceived quality is associated with two groups of 

factors which include intrinsic attributes and extrinsic attributes. Among the various factors in 

question 15, product tastes and product ingredients are used as intrinsic indicators for measurement of 

perceived quality. While other perceived marketing mix such as price, brand name, advertising 

spending, sales discount, store image and distribution intensity are used as extrinsic attributes to 

measure perceived quality. Based on the different experience between two groups of respondents who 

have bought or not bought Aloe Vera Drycken before, two sets of analysis are conducted separately. 

For the group of respondents who has not bought Aloe Vera Drycken before, one intrinsic factor “I 

like the taste of Aloe Vera Drycken” is excluded from “Product factor” to evaluate perceived quality.  



 

24 

 

4.3.3.1 Respondents Who Have Bought Aloe Vera Drycken Before 

In order to find the relationship between perceived quality (Question 23) and perceived marketing mix 

(Question 15, 16, 17, 18, 19, 20, and 21) for the group of respondents who have bought Aloe Vera 

Drycken before, multiple regression analysis from SPSS program are used for data analysis. Table 9 

“Descriptive Statistics” displays mean scores that respondents rate for Aloe Vera Drycken’s perceive 

quality and the related perceived marketing mix elements. In the table, N equals 100, which means 

there are 100 respondents who have bought Aloe Vera Drycken before. The average score for 

perceived quality is 3.7 which is in between the Likert scale of neutral and agree. However, for 

perceived marketing mix elements, except product (3.62), price (3.25), brand name (3.6) and 

distribution intensity (3.68) are rated between neutral and agree with an average score between 3 and 

4, other elements (advertising spending, sales discount and store image) are rated at the disagree side 

of the scale with a mean value of 2.58, 2.2 and 2.9 separately. 

The significant value in “coefficients table” explains whether independent variables (product, price, 

brand name, advertising spending, sales discount, store image, and distribution intensity) are make  

statistically significant unique contributions to predict dependent variable (perceived quality). If the 

Sig. value is less than .05, the variable is making a significant unique contribution to the prediction of 

the dependent variable. From the result, only Sig. value of product and brand name are less than .05. 

As a result, only product and brand name (Sig. 0.000 < 0.05) can explain or predict perceived quality 

of Aloe Vera Drycken. 

Table 9 Multiple Regression Analysis of Perceived Quality and Perceived Marketing Mix for 

Respondents who have Bought Aloe Vera Drycken before (Q.15, 16, 17, 18, 19, 20, 21, and 23) 

Descriptive Statistics 

 Mean Std. Deviation N 

Perceived Quality (Yes) 3.7300 .62933 100 

Product (Yes) 3.6217 .63248 100 

Price (Yes) 3.2450 .50998 100 

Brand name (Yes) 3.6000 .77850 100 

Advertising Spending (Yes) 2.5750 .93575 100 

Sales discount (Yes) 2.1900 .88415 100 

Store Image (Yes) 2.8900 .90615 100 

Distribution Intensity (Yes) 3.6767 .66406 100 

 

Coefficientsa 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 1.609 .559  2.877 .005 

Product (Yes) .542 .082 .544 6.630 .000 

Price (Yes) -.159 .101 -.129 -1.570 .120 
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Brand name (Yes) .288 .067 .357 4.309 .000 

Advertising Spending (Yes) -.029 .067 -.043 -.435 .665 

Sales discount (Yes) .029 .067 .040 .430 .668 

Store Image (Yes) -.032 .062 -.046 -.514 .609 

Distribution Intensity (Yes) -.071 .079 -.075 -.892 .375 

a. Dependent Variable:  Perceived Quality (Yes) 

 

Based on the above analysis, given the relationship between perceived quality and product and brand 

name, another multiple regression analysis is conducted to explore the relationship between these three 

variances. From the Table 10 “Model Summary”, the score of “R” is 0.637, which means there is a 

moderate relationship between perceived quality and two variables (brand name and product). 

Furthermore, the Adjusted R Square value explains the strength of the relationship. In the case, the 

adjusted R Square equals to .393, which means both product and brand name explain 39.3 percent of the 

variance (or change) in perceived quality. However, in order to determine which independent variable 

makes larger contribution to the prediction of dependent variable, beta value is used for comparison. In 

Table “Coefficients”, of the two variables, product makes larger unique contribution (beta = .517), 

although brand name also makes a statistically significant contribution (beta = .322).   

Table 1o Multiple Regression Analysis of Perceived Quality and Perceived Marketing Mix for 

Respondents who have Bought Aloe Vera Drycken before (Q.15, 17, and 23) 

Model Summary 

Model R R Square 

Adjusted R 

Square 

Std. Error of the 

Estimate 

1 .637a .406 .393 .49012 

a. Predictors: (Constant), Brand name (Yes), Product (Yes)  

Coefficientsa 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) .929 .349  2.660 .009 

Product (Yes) .515 .078 .517 6.576 .000 

Brand name (Yes) .260 .064 .322 4.089 .000 

a. Dependent Variable: Perceived Quality (Yes) 

4.3.3.2 Respondents Who Have Not Bought Aloe Vera Drycken Before 

For respondents who have not bought Aloe Vera Drycken before, product taste cannot be measured 

because respondents are lack of experience of the product. Therefore, it is excluded from product 

factors (question 15) for evaluation. However, perceived quality can still be measured based on 

customers’ perception towards product package, full transparency of product ingredients, and other 
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perceived marketing mix elements (price, brand name, advertising spending, sales discount, store 

image and distribution intensity). The following table 11 demonstrates the mean scores that those 

respondents rate for perceived quality and related perceived marketing mix elements. Since there are 

some missing values for the rating, the number of respondent (N value) who answered question 

number 15, 16, 17, 18, 19, 20, and 21 are in the range of 94 to 97. However, the total number of 

respondents who have not bought Aloe Vera Drycken before is 97. The average score for perceived 

quality for this group is 3.2, which is between the ranges of neutral and agree side of the Likert Scales. 

Compared with the scores of perceived quality (3.7) for the respondents who have bought Aloe Vera 

Drycken before, this score is lower and closer to neutral side of the scale. For other independent 

variables, product (3.13), price (3.15), brand name (3.33), and distribution intensity (3.46) have a 

mean value close to 3 and in between of 3 (neutral) and 4 (agree). However, the mean scores for 

advertising spending (2.42), sales discount (2.45) and store image (2.89) are in the range of 2 and 3, 

which represents respondents’ rating of disagreement. 

The significant value in “Coefficients” table explains whether the dependent variables (perceived 

quality) can be explained or predicted by independent variables (product, price, brand name, 

advertising spending, sales discount, store image and distribution intensity). From table 

“Coefficients”, only product and brand name with a Sig. value of 0.003 which is less than .05. As a 

result, the independent variables (product and brand name) are making statistically significant unique 

contribution to predict the dependent variable (perceived quality).  

Table 11 Multiple Regression Analysis of Perceived Quality and Perceived Marketing Mix for 

Respondents who have not Bought Aloe Vera Drycken before (Q.15, 16, 17, 18, 19, 20, 21, and 23) 

Descriptive Statistics 

 Mean Std. Deviation N 

Perceived Quality (No) 3.1862 .58652 94 

 Product (No) 3.1340 .63539 97 

Price (No) 3.1495 .33202 97 

Brand name (No) 3.3333 .67538 96 

Advertising Spending (No) 2.4175 .83129 97 

Sales discount (No) 2.4526 .75468 95 

Store Image (No) 2.8866 .93960 97 

Distribution Intensity (No) 3.4570 .68604 97 

 

Coefficientsa 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) .546 .576  .948 .346 

Product (No) .268 .088 .290 3.039 .003 

Price (No) .265 .165 .150 1.604 .112 

Brand name (No) .258 .084 .297 3.054 .003 



 

27 

 

Advertising Spending (No) .127 .073 .179 1.722 .089 

Sales discount (No) .026 .075 .033 .342 .733 

Store Image (No) -.030 .063 -.048 -.475 .636 

Distribution Intensity (No) -.051 .079 -.060 -.645 .521 

a. Dependent Variable: Perceived Quality (No) 

 

From the above analysis, only product and brand name are found to have statistically significant 

contribution to explain perceived quality. Another multiple regression analysis is conducted to explain 

how much of the variance of dependent variable (perceived quality) can be explained by independent 

variable (product and brand name). According to Table 12, the “R” score is 0.542 which means there is a 

moderate relationship between perceived quality and the two variables (brand name and product). The 

Adjusted R Square value in table “Model Summary” is adopted to explain the strength of the relationship. 

Given the adjusted R square value to be .278, this means that both product and brand name can explain 

27.8 percent of variance (or change) in perceived quality. However, because beta value of product (.341) 

is slightly higher than beta value of brand name (.335) which means product makes larger unique 

contribution to the prediction of perceived quality (See Table “Coefficients”). 

Table 12 Multiple Regression Analysis of Perceived Quality and Perceived Marketing Mix for 

Respondents who have not Bought Aloe Vera Drycken before (Q.15, 17, and 23) 

 

Model Summary 

Model R R Square 

Adjusted R 

Square 

Std. Error of the 

Estimate 

1 .542a .293 .278 .49844 

a. Predictors: (Constant), Brand name (No), Product (No) 

Coefficientsa 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 1.249 .319  3.910 .000 

Product (No) .310 .084 .341 3.707 .000 

Brand name (No) .289 .079 .335 3.651 .000 

a. Dependent Variable: Perceived Quality (No) 

4.3.4 Brand Equity and Customer Value 

Additionally, in order to be consistent with the analysis conducted in the above sections, the analysis 

of the relationship between brand equity and customer value also separate the respondents into two 

groups. Multiple regression formula from SPSS program is chosen, in which brand awareness and 

perceived quality are assigned to be independent variables and customer value is assigned to be 

dependent variable. 



 

28 

 

4.3.4.1 Respondents Who Have Bought Aloe Vera Drycken Before 

According to the theory, both brand awareness (Question 22) and perceived quality (Question 23) are 

positively related to customer value (Question 24). Therefore, multiple regression analysis from SPSS 

program is chosen to investigate the relationship. According to Table 13 “Descriptive Statistics”, there 

are 100 respondents who have bought Aloe Vera Drycken before. Moreover, the average scores that 

respondents rate for customer value and perceived quality are 3.42 and 3.73 respectively, which are in 

between the Likert scale of agree and neutral; while the average score for brand awareness is 4.08 

which is considered as agree on Likert scale. 

Consequently, under the “Coefficients” table, the level of “Sig.” for brand awareness is 0.036 and 

perceived quality is 0.000 which indicates that both brand awareness and perceived quality can explain 

or predict customer value. Moreover, the “R” score under “Model Summary” table indicates that there 

is a moderate relationship between customer value and the two factors (brand awareness and perceived 

quality), since the “R” score is 0.593. Moreover, the score of “Adjusted R Square” is 0.339, which 

means 33.9% of the variance (or change) in customer value can be explained by brand awareness and 

perceived quality. According to standardized coefficients or beta in “Coefficients” table, perceived 

quality (Beta = 0.513) can predict customer value better than brand awareness (Beta = 0.182).  

 

Table 13 Multiple Regression Analysis of Customer Value and Brand Equity for Respondents who 

have Bought Aloe Vera Drycken Before (Q.22, 23, and 24) 

Descriptive Statistics 

 Mean Std. Deviation N 

Customer Value (Yes) 3.4200 .91486 100 

Brand Awareness (Yes) 4.0783 .58289 100 

Perceived Quality (Yes) 3.7300 .62933 100 

Model Summary 

Model R R Square 

Adjusted R 

Square 

Std. Error of the 

Estimate 

1 .593a .352 .339 .74396 

a. Predictors: (Constant), Perceived Quality (Yes), Brand Awareness (Yes) 

 

Coefficientsa 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) -.526 .608  -.866 .389 

Brand Awareness (Yes) .286 .134 .182 2.125 .036 

Perceived Quality (Yes) .746 .125 .513 5.988 .000 

a. Dependent Variable: Customer Value (Yes) 
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4.3.4.2 Respondents Who Have Not Bought Aloe Vera Drycken Before 

From Table 14 “Descriptive Statistics”, for the group of respondents who has not bought Aloe Vera 

Drycken, 94 respondents are classified into this category. Moreover, the average scores that respondents 

rate for brand awareness and perceived quality are 3.66 and 3.19 respectively, which are in between agree 

and neutral of Likert scales. Meanwhile, the average score for customer value is 2.6 which is in between 

disagree and neutral in Likert scale. 

Nevertheless, according to “Sig.” in “Coefficients” table (Table 14), perceived quality is the only variable 

that can explain or predict customer value (Sig 0.001 < 0.05). Meanwhile brand awareness cannot explain 

or predict customer value because the “Sig.” level is 0.135 which is higher than 0.05. 

Table 14 Multiple Regression Analysis of Customer Value and Brand Equity for Respondents Who have 

not Bought Aloe Vera Drycken Before (Q.22, 23, and 24) 

Descriptive Statistics 

 Mean Std. Deviation N 

Customer Value (No) 2.6011 .79508 94 

Brand Awareness (No) 3.6631 .76902 94 

Perceived Quality (No) 3.1862 .58652 94 
 

Coefficientsa 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) .620 .515  1.204 .232 

Brand Awareness (No) .154 .102 .149 1.507 .135 

Perceived Quality (No) .445 .134 .328 3.332 .001 

a. Predictors: (Constant), Perceived Quality (No), Brand Awareness (No) 

b. Dependent Variable: Custoer Value (No) 

 

Since perceived quality is the only variable that can be used to explain or predict customer value, 

simple regression analysis providing perceived quality as independent variable and customer value as 

dependent variable is adopted to find “R” and “Adjusted R Square”. According to Table 15, the “R” 

score is 0.357 (round up to 0.4), which means that there is a moderate relationship between customer 

value and perceived quality. Moreover, the score of “Adjusted R Square” is equal to 0.118, which 

means that 11.8% of the variance (or change) in customer value can be explained by perceived quality. 
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Table 15 Simple Regression Analysis of Customer Value and Perceived Quality for Respondents Who 

have not Bought Aloe Vera Drycken before (Q.23 and 24) 

Model Summary 

Model R R Square 

Adjusted R 

Square 

Std. Error of 

the Estimate 

1 .357a .127 .118 .74672 

a. Predictors: (Constant), Perceived Quality (No) 

b. Dependent Variable: Customer Value (No) 

4.4 Comparison of Perceived Marketing Mix  

From the above analysis, among the perceived marketing mix, only product, brand name and 

distribution intensity have statistically significant contribution to explain brand awareness and 

perceived quality. Below in the table 16, the mean value of the product, brand mane and distribution 

intensity that contribute to consumers’ choice of healthy beverage from survey question 9 are 

displayed and put into the prioritized order. Of the five attributes, product taste is ranked the first with 

the highest mean value of 4.55, followed by product ingredients (4.06), distribution intensity (3.4), 

brand name (3.29), and product package (3.08). This means when customers are selecting a healthy 

beverage, good taste is firstly preferred, following by healthy ingredients of the product, distribution 

intensity, and reliable brand name, however, product package is the least important attribute. 

Meanwhile, the average satisfaction levels of Aloe Vera Drycken’s performance are also displayed in 

the table for comparison. The Difference column explains the difference between Aloe Vera 

Drycken’s performance and the average performance level of healthy beverage. From the Differences 

column in the table, product taste and product ingredients have positive value of 0.89 and 0.54 

separately, which means the performances of Aloe Vera Drycken are below the average level of 

healthy beverage standard and needs to improve in the future. However, although distribution 

intensity, brand name and product package have slightly outperformed average healthy beverage 

standard (with a negative sign), it means Aloe Vera Drycken performs at the average level of the 

healthy beverage standard  and cannot explain Aloe Vera Drycken is well performed in those aspects.  

Table 16 Mean comparison of healthy beverage and Aloe Vera Drycken 

Important attributes of healthy beverage Satisfaction toward Aloe Vera Drycken 

Attribute Mean Mean Differences 

Product--Good taste 4.55 3.66 0.89 

Product--Healthy ingredients 4.06 3.52 0.54 

Distribution Intensity 3.4 3.57 -0.17 

Brand Name 3.29 3.47 -0.18 

Product--Attractive package 3.08 3.27 -0.19 

4.4.1 Product 

In addition, question number 7 reflects the criteria that respondents use for selecting a healthy 

beverage. There are 247 respondents answered this question. The first criteria that respondents use to 

choose a healthy beverage is “low sugar” which count for 26.2% of the total answer (116). Moreover, 
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purity of water source, fresh taste, and high amount of natural ingredient(s) come into the second, 

third, and fourth place with the score of 112 (25.3%), 108 (24.4%), and 104 (23.5%) respectively (See 

Table 17). 

Table 17 Frequency Table of Important Criteria for Healthy Beverage (Q.7) 

    Frequency 
Valid 

Percent 

Cumulative 

Percent 

Valid Purity of water source 112 25.3% 25.3% 

  
High amount of natural 

ingredient(s) 
104 23.5% 48.9% 

  Fresh taste 108 24.4% 73.3% 

  Low sugar 116 26.2% 99.5% 

  Low addictives 1 0.2% 99.8% 

  Sparkles 1 0.2% 100.0% 

Total   442 100.0%   

Missing System 0     

N   247     

4.4.2 Distribution Intensity 

From Table 5 to 8, distribution intensity is the only variable that can be used to explain or predict 

brand awareness. Moreover, to answer the strategic question, question number 11 and 13 in the 

questionnaire will be explored to find out how to improve the distribution intensity for Aloe Vera 

Drycken AB. 

From Table 18, there are 197 respondents who answered this question. The channel that respondents 

choose the most is “In the store, restaurant, and gym” which is scored by the respondents 132 times or 

46.6% of the total answers. Meanwhile, Internet, Facebook, Twitter, Youtube, Blog, and Instragram 

are ranked as the second channel that the respondents know about Aloe Vera Drycken which account 

for 24% (68 times). In addition, two channels have an equal score which include 1) TV, radio, 

newspaper, and magazine, and 2) Word-of-mouth. Therefore, they are ranked as the third place at the 

same time. Of the two channels, respondents choose 41 times or 14.5% out of the total answers. For 

word-of-mouth, respondents indicate that they know about Aloe Vera Drycken from their friends, 

mother, and sister. Lastly, product sample is ranked as fourth place which is chosen by only one 

respondent, which represents 0.4% of the total answers. 

Table 18 Frequency Table of Distribution Channels of Aloe Vera Drycken (Q.11) 

    
Frequency 

Valid 

Percent 

Cumulative 

Percent 

Valid In the store, restaurant, and gym 132 46.6 46.6 

  TV, radio, newspaper, and magazine 41 14.5 61.1 

  
Internet, Facebook, Twitter, Youtube, 

Blog, and Instragram 
68 24.0 85.2 

  Word-of-mouth 41 14.5 99.6 
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  Product sample 1 0.4 100.0 

Total   283 100.0   

Missing System 50     

N   197     

 

On the other hand, for question 13 (Table 19), only respondents who have bought Aloe Vera Drycken 

before can answer this question. From all answers, there are 5 channels that respondents usually buy 

Aloe Vera Drycken. First, Supermarket (such as ICA, Coop, and Hemkop) which is chosen by the 

respondents 68 times and account for 55.7% from the total answers (N = 100). Second, Convenience 

store (such as Prassbyran, 7-eleven and gas station) is ranked as second place with the rate of 27 or 

22.1% out of the total answer (N=100).  Restaurant, cafeteria, and gym are ranked the third with rate 

of 25 out of 99 (accounted for 20.5%). Last, Friends and Health Store have the same score (one for 

each) which account for 0.8% of the total answers. 

Table 19 Frequency Table of Channels of Usually Buy for Aloe Vera Drycken (Q.13) 

    
Frequency 

Valid 

Percent 

Cumulative 

Percent 
Missing N 

Valid Supermarket 68 55.7 55.7 147 100 

  Convenience store 27 22.1 77.9 147 100 

  
Restaurant, cafeteria, 

and gym 
25 20.5 98.4 148 99 

  Friends 1 0.8 99.2     

  Health Store 1 0.8 100.0     

Total   122 100.0       
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5 DISCUSSION AND CONCLUSIONS 

The following section presents analysis in order to answer the research question. Conclusion is drawn 

in accordance with answering the strategic question.  

5.1 Brand Equity and Perceived Marketing Mix 

According to theoretical framework adopted in this thesis paper, 3 elements of perceived marketing 

mix (advertising spending, store image, and distribution intensity) are suggested to have a relationship 

with brand awareness, 7 elements of perceived marketing mix (product, price, brand name, advertising 

spending, sales promotion, store image, and distribution intensity) are related to perceived quality. In 

addition, both brand awareness and perceived quality will affect the value to the customers. However, 

table 20 from the empirical finding shows a different point of view for the case of Aloe Vera Drycken. 

Table 20 Empirical Finding of the Relationship between Perceived Marketing Mix Elements and 

Brand Equity for Aloe Vera Drycken 

Relationship 
Have Bought Aloe 

Vera Drycken 

Have not Bought 

Aloe Vera Drycken 

Store Image                      Brand Awareness Not support Not support 

Distribution Intensity      Brand Awareness Support Support 

Advertising Spending     Brand Awareness Not support Not support 

Store Image                     Perceived Quality Not support Not support 

Distribution Intensity      Perceived Quality Not support Not support 

Advertising Spending     Perceived Quality Not support Not support 

Price                                Perceived Quality Not support Not support 

Sales Promotion              Perceived Quality Not support Not support 

Brand Name                    Perceived Quality Support Support 

Intrinsic Cues (Product)  Perceived Quality Support Support 

Brand Awareness           Customer Value Support Not support 

Perceived Quality          Customer Value Support Support 

 

From the summarized findings from above table, only distribution intensity is found to have a 

relationship with brand awareness. Meanwhile, product and brand name are 2 variables that related to 

perceived quality. Moreover, both brand awareness and perceived quality are found to have 

connections with customer value for the group of respondents who has bought Aloe Vera Drycken 

before. However, for the group of respondents who has not bought Aloe Vera Drycken before, only 

perceived quality is found that to have relationship with customer value. Below in table 21 provides 

the average scores of the attributes of brand equity and the related perceived marketing mix (product, 

brand name and distribution intensity) that both groups of respondents rate for Aloe Vera Drycken. 
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Table 21 Average Score of Perceived Marketing Mix and Brand Equity for Aloe Vera Drycken 

Variables 

Have Bought 

Aloe Vera 

Drycken 

Have not 

Bought Aloe 

Vera Drycken 

Average Score 

15) Product   

15.1) Product Package 3.46 3.07 

15.2) Product Taste 3.66   

15.3) Quality of Ingredient in the Product 3.76 3.24 

Variables 

Have Bought 

Aloe Vera 

Drycken 

Have not 

Bought Aloe 

Vera Drycken 

Average Score 

17) Brand Name   

17.1) Brand Name Reliability 3.6 3.33 

21) Distribution Intensity   

21.1) Product Availability 3.76 3.43 

21.2) Convenient to Find and Purchas 3.67 3.45 

21.3) Product Availability (Reverse Coded) 3.6 3.46 

22) Brand Awareness   

22.1) Brand Recognition 1 3.87 3.55 

22.2) Brand Recognition 2 4.4 3.98 

22.3) Brand Recall 1 3.98 3.38 

23) Perceived Quality   

23.1) Product Quality 3.8 3.13 

23.2) Brand Quality 3.66 3.25 

24) Customer Value   

24.1) Behavior Attitude 3.18 2.59 

24.2) Behavior Intention 3.66 2.58 

5.1.1 Brand Awareness 

By testing and applying the theoretical framework to the case of Aloe Vera Drycken, the statistical 

result shows that distribution intensity is the only factor that can significantly affect brand awareness 

for both groups of respondents who have or have not bought Aloe Vera Drycken before. In addition, 

the average (mean) scores of brand awareness for the group of respondents who has bought Aloe Vera 

Drycken is 4.08 (mean score for brand recognition is 4.13 and brand recall is 3.98), which is on the 

agree side of the Likert scale.  Meanwhile, for the group of respondents who has not bought Aloe Vera 

Drycken before, the average score of brand awareness is 3.66 (mean score for brand recognition is 

3.77 and brand recall is 3.38), which is in the range of neutral and agree side of the evaluation. Thus, it 

can be concluded that both groups of respondents tend to agree that they know Aloe Vera Drycken 

(brand recognition) and are able recall some characteristics of the product well (brand recall). 

However, the brand recall and recognition for the group of respondents who has bought Aloe Vera 
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Drycken before are much better than the group of respondents who has not bought Aloe Vera Drycken 

before. 

In addition, From Table 21, the mean score that respondents rate for distribution intensity are similar 

between both groups of respondents, which are 3.68 for the group of respondents who has bought Aloe 

Vera Drycken before and 3.46 for the group of respondents who has not bought Aloe Vera Drycken 

before. These average (mean) scores are on the positive side of the scale and between the scale of 

agree and neutral. Moreover, the average scores of the sub-questions for distribution intensity 

demonstrate that both groups of respondents also agree that Aloe Vera Drycken is sold in many stores 

and convenient to find and purchase. However, although distribution intensity has a relationship with 

brand awareness, the strength of the relationship is weak and can only predict 4.7% and 6.5% of brand 

awareness for the group of respondents who has bought and has not bought Aloe Vera Drycken before 

respectively. 

5.1.2 Perceived Quality 

In order to measure Aloe Vera Drycken’s perceived quality, two sets of multiple regression analysis 

have been conducted based on respondents who have bought or have not bought Aloe Vera Drycken 

before. The mean value of perceived quality (See Table 9) for the group of respondents who has 

bought Aloe Vera Drycken before is 3.7. However, the mean value (See Table 11) for the other group 

of respondents who has not bought Aloe Vera Drycken before is 3.19, which is slightly lower than 3.7 

and close to neutral scale (3). The reason behind it may be because of lack of the experience of the 

product for the group of respondents who has not bought Aloe Vera Drycken before. However, there is 

not a significant different between these two numbers, and both of numbers are within the range of 3 

to 4 of the Likert Scale, which represents neutral toward agree side of the evaluation. As a result, it can 

be concluded that Aloe Vera Drycken has a weak positive evaluation of perceived quality.  

From chapter 2 theoretical framework, there are several elements of perceived marketing mix that 

have a relationship with perceived quality. According to the theory, except for price discounts which 

are negatively related to perceived quality, other perceived marketing mix which include product, 

price, brand name, advertising spending, store image and distribution intensity are positively related to 

perceived quality. However, from the results of finding and analyses, only product and brand name are 

found to have significant effect on perceived quality for both groups of respondents in the case of Aloe 

Vera Drycken. For product factor, there are three attributes which consist of product package, product 

taste and product ingredients. From the finding (Table 21), the mean values of these three attributes 

are 3.46, 3.66 and 3.76 respectively for the group of respondents who have bought Aloe Vera Drycken 

before. For the other group of respondents, only product package and product ingredients are taking 

into consideration because most of respondents have not tried (tasted) the beverage from the result of 

the survey. As a result, the average score for product package and product ingredients are 3.07 and 

3.24 separately. From the result, there are not significant differences between the evaluations of the 

two groups of respondents. The average scores for the product factors are between 3 and 4 which 

represent neutral and agree side of the respondent. Therefore, it can be concluded that the product of 

Aloe Vera Drycken is positively favored by customers. On the other hand, brand name is also found to 

have statistically significant contribution to perceived quality for Aloe Vera Drycken. The mean score 

of brand name for both groups of respondents are 3.46 and 3.07 respectively. The average scores also 

represent a positive evaluation of Aloe Vera Drycken’s brand name.  
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5.1.3 Customer Value 

According to findings in chapter 4, there is a difference between two groups of respondents for 

evaluation of customer value. From statistical point of view, both brand awareness and perceived 

quality can be used to predict (or explain) customer value for the group of respondents who has bought 

Aloe Vera Drycken before. In addition, the average (mean) scores of brand awareness and perceived 

quality for the group of respondents who has bought Aloe Vera Drycken before are 4.08 and 3.73 

respectively. Although both scores are on the positive side of the scale, the mean value of brand 

awareness is higher than perceived quality. Therefore, the results display that the respondents know 

Aloe Vera Drycken (brand recognition) and are able to recall some characteristics of the product well 

(brand recall). Moreover, this group of respondents also perceives the quality of both product and 

brand name favorably. Hence, the customer value reflects a positive attitude and a willingness to buy 

the product of Aloe Vera Drycken. 

On the other hand, the result from statistical analysis indicates that for the group of respondents who 

have not bought Aloe Vera Drycken before, only perceived quality can be used to predict customer 

value. The average score of perceived quality is 3.19, which indicates a positive perception of 

perceived quality. However, this group of customers displays a negative customer value towards Aloe 

Vera Drycken with an average score of 2.6 out of 5 which is in between the scale of disagree and 

neutral. As a result, the result shows that for the respondents who have not bought Aloe Vera Drycken 

before, although they perceive the quality of the product favorably, they are unwilling to buy the 

product of Aloe Vera Drycken.  

5.2 Recommendation 

In order to compare Aloe Vera Drycken’s performance with the average healthy beverage standard, 

the mean values of the important criteria for customers to choose health beverage are taking into 

consideration. From the result in Table 16, product taste, product ingredients and distribution intensity 

are ranked as the top three most important criteria. However, brand name and product package are 

listed as the last two important criteria for customers’ choice of health beverage, of which product 

package is the least important criteria. It shows that when Swedish customers choosing a healthy 

beverage, they put product taste as the most important criteria, followed by healthy ingredients and 

convenience to find (distribution intensity). However, they consider the attractiveness of the product 

package and the brand name as less important. According to the comparison of the mean scores, the 

product taste and product ingredients of Aloe Vera Drycken are fall short of the performance of 

average healthy beverage standard and need to be put into the first priority to improve in the future. In 

addition, although the performances of distribution intensity, brand name and product package of Aloe 

Vera Drycken are slightly higher than average healthy beverage level, the result cannot prove that 

Aloe Vera Drycken is well performed. Therefore, Aloe Vera Drycken still needs to work on these 

areas as well.  

Product and brand name are the only two factors that are found to relate with perceived quality. 

According to the findings, when choosing a healthy beverage, Swedish customers put the most 

important criteria for product taste and healthy ingredients of the product. However, Aloe Vera 

Drycken’s performances on these two areas are lower than average healthy beverage standard. 

Therefore, detailed researches needed to be conducted on product taste and healthy ingredients that 

customers prefer. Moreover, brand name is another factor that influences perceived quality. Although 
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Aloe Vera Drycken has a positively graded brand name which is higher than average healthy beverage 

level, it is a long term effort to build up a brand name. Therefore, it is important for Aloe Vera 

Drycken to continue to build up a reliable brand name in the long run. According to the research of 

this thesis, product package is the last important criteria for customers’ choice of healthy beverage. 

Although the product package of Aloe Vera Drycken is higher than average level, it is also important 

for Aloe Vera Drycken to constantly monitor the changes of customers’ preferences of the package on 

the market and update its design when necessary.  

In addition, for distribution intensity, Table 19 shows the frequency where the respondents usually 

purchase Aloe Vera Drycken. As supermarket (such as ICA, Coop, Hemkop, etc.) receives the highest 

score of 68 out of 122 (55.7%), it shows that most respondents tend to purchase Aloe Vera beverage in 

supermarkets. As a result, Aloe Vera Drycken should give the highest priority to place its products in 

these channels. The second important channels are convenience stores (such Prassbyron, 7-eleven and 

gas station), followed by restaurants, cafeteria, and gym as the third most important channels to focus. 

It is suggested that Aloe Vera Drycken should make their products available in more stores which will 

provide convenience, time saving, speedy service, and accessible for its customers. Therefore, 

customer satisfaction will be increased. Meanwhile, increasing distribution intensity also fits with 

customers’ need for convenience goods, such as beverage (Yoo, Donthu, & Lee, 2000, p. 206). 

Furthermore, it is also recommended that for the channels that the products have already been 

distributed, the company should increase more shelf spaces for the products. Moreover, free product 

sample handing out should also be considered in order to enhance brand awareness of Aloe Vera 

Drycken. 

Furthermore, based on the different results of brand equity and customer value between respondents 

who have bought Aloe Vera Drycken before (existing customers) and who have not bought Aloe Vera 

Drycken (prospective customers), it can be concluded that it is difficult (expensive) to obtain new 

customers than retaining the existing customers (Baladauf, Cravens, & Binder, 2003, p. 225). As a 

result, it is suggested that the company should spend more resources to retain the existing customers. 

 

 

 

 

 

 

 

 

 

 

  



 

38 

 

6 FUTURE RESERACH  

The future research should focus on the in-depth study of brand equity for Aloe Vera Drycken AB. 

From the finding and conclusion of this thesis paper, the areas of future research are suggested as the 

following: 

First, quantitative customer survey is the only method used for this research thesis. However, in order 

to benefit a deeper investigation of brand equity of Aloe Vera Drycken AB, an in-depth interview 

based research on both company and the focus group of customers would increase the understanding 

of the relationship between perceived marketing mix and brand equity of Aloe Vera Drycken AB. In 

addition, future customer survey including more age groups would also enhance the evaluation of 

brand equity of Aloe Vera Drycken. 

Second, this thesis paper only explored two attributes (brand awareness and perceived quality) of 

brand equity. Future research on the other attributes of brand equity (brand association, and brand 

loyalty) would provide a broader understanding of brand equity.  

Third, future research can extend this topic by comparative studies of Aloe Vera Drycken with other 

competitive beverage products. Therefore, a comprehensive evaluation of the brand equity of Aloe 

Vera Drycken would be achieved.  

Fourth, the conclusion of this thesis paper suggested Aloe Vera Drycken AB to improve its product 

(package, taste, and quality of ingredients), reliability of brand name, and intensity of distribution. 

Furthermore, future research needs to explore the detailed aspects of perceived marketing mix 

element, for example what kind of tastes customer prefer and the ingredient(s) improvement that 

would increase customer satisfaction towards Aloe Vera Drycken. 

Lastly, to enhance firm value through customer value is the ultimate goal of the company. However, it 

is a long term process. Future research about customer value towards firm value should benefit the 

understanding of customer based brand equity in a practical way. 
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APPENDIX 1 

 

Questionnaire 

We are graduate students who are preparing Master Thesis in Business Administration 

at Mälardalen Högskola. This questionnaire has been developed for educational purpose. Your 

response to this survey will be used solely for research purpose. Your participation in this research, 

together with your individual response to the questions will be kept strictly confidential. The results of 

this research will be anonymous, statistical information only, and we can assure you that you will 

NOT be identifiable in any published results.  

Part 1 General Information 

1. Your gender  

______ Male                                                          ______ Female 

2. Your age 

______ 15-20                     _______ 41-50    

______ 21-30                                                        _______ Over 50 

______ 31-40 

3. Your educational level 

_______ High school or under _______ Master 

_______ Bachelor _______ Ph.D 

4. Your annual income level (amount in SEK) 

______ Less than 100,000                         ______ 300,001-400,000 

______ 100,000-200,000 ______ Over 400,000 

______ 200,001-300,000 

5. Your current occupation 

_______ Student                    _______ Employee (public and private sector) 

_______ Unemployed _______ Other ____________________________(please specify)  

6. Which Swedish city (kommum) you are currently living in? 

Please specify ______________________________________  
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Part 2 General Information about Healthy Beverage 

7. Which criteria are important for you to choose healthy beverage? (Can choose more than 1 

answer) 

_______ Purity of water source 

_______ High amount of natural ingredient(s) 

_______ Fresh taste 

_______ Low sugar 

_______ Other ______________________________________(please specify)  

8. How often have you bought a Healthy beverage in the past 3 months? 

_______ None  

_______ 1-3 times 

_______ 4-5 times 

_______ More than 5 times     

9. How important are the following factors for your decision to choose a healthy beverage? Please 

state a level or degree of importance from 1 to 5, with 1 being the least important and 5 being 

the most important. 

Variables 

Strongly 

not 

Important 

Not 

Important 
Neutral Important 

Strongly 

Important 

1 2 3 4 5 

Brands that I know about            

Product quality            

Attractive Package            

Good taste            

Healthy ingredients            

Reasonable price            

Reliable brand name       

The beverage is convenient to find and purchase       
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Variables 

Strongly 

not 

Important 

Not 

Important 
Neutral Important 

Strongly 

Important 

1 2 3 4 5 

Healthy beverage is sold in many stores           

Price discount are often available  
          

Healthy beverage  that is frequently advertised  
     

The advertisement of brand that can draw my 

attention       

Healthy beverage that sell in famous chain 

stores/restaurants       

 

Part 3 Aloe Vera Deycken 

10. Have you ever heard about Aloe Vera Drycken before? 

_______ Yes (go to question 11)  _______ No (End of the questionnaire, Thank you) 

11. Through which channel do you know about Aloe Vera Drycken? (Can choose more than 1 

answer) 

_______ In the store, restaurant, and gym 

_______ TV, radio, newspaper, and magazine 

_______ Internet, Facebook, Twitter, and Youtube 

_______ Other ______________________________________(please specify) 

12. Have you ever bought Aloe Vera Drycken beverage?  

_______ Yes (go to question 13)                       _______No (go to question 15) 

 

13. Where do you usually buy Aloe Vera Drycken? 

_______ Supermarket (ex: ICA, Coop, and Hemkop etc.) 

_______ Convenience store (ex: Prssbyran, 7-eleven and gas station) 

_______ Restaurant, cafeteria, and gym 

_______ Other ______________________________________(please specify)  
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14. How often have you bought Aloe Vera Drycken beverage in the past month? 

_______ None  

_______ 1-3 times 

_______ 4-5 times 

_______ More than 5 times     

15. Rate your agreement about Aloe Vera Drycken in the following categories. Rate according to your 

opinion, with 1 being strongly disagree and 5 being strongly agree. 

Variables 

Strongly 

disagree 
Disagree Neutral Agree 

Strongly 

agree 

1 2 3 4 5 

15. Product      

The package of Aloe Vera Drycken is attractive 

     

I like the taste of Aloe Vera Drycken 

     

The ingredients of Aloe Vera Drycken are of high quality 

     

16. Price  

The retail price of Aloe Vera Drycken (20-25 SEK/ bottle) is 

expensive 
     

20-25 SEK per bottle is OK  for Aloe Vera Drycken 

     

17. Brand Name  

Aloe Vera Drycken represents  a reliable brand name 

          

18. Advertising Spending           

Advertising campaigns for Aloe Vera Drycken are seen 

frequently  
     

The advertisement of Aloe Vera Drycken usually draws my 

attention  
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Variables 

Strongly 

disagree 
Disagree Neutral Agree 

Strongly 

agree 

1 2 3 4 5 

19. Sales Promotion  

Price Discount for Aloe Vera Drycken are frequently offered 

          

20. Store Image  

Aloe Vera Drycken seems to be higher quality when it is sold 

in famous store/restaurant  
     

I pay more attention when Aloe Vera Drycken is sold in 

well-known store/restaurant  
     

21. Distribution Intensity      

Aloe Vera Drycken is sold in many stores  

     

Aloe Vera Drycken is convenient to find and purchase  

     

There are few places that sell Aloe Vera Drycken  

     

22. Brand Awareness  

I have known about the brand Aloe Vera Drycken for some 

time. 
          

I know what Aloe Vera Drycken looks like 
          

Some characteristics of Aloe Vera Drycken come to my 

mind quickly 
          

23. Perceived Quality  

Aloe Vera Drycken is a good quality beverage  

          

The brand of Aloe Vera Drycken presents high quality  

          

24. Customer Value      

Even if another brand has the same features as Aloe Vera 

Drycken, I prefer to buy Aloe Vera Drycken 
          

I will likely to buy Aloe Vera Drycken in the future      
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APPENDIX 2 

Q.18 Reliability Test: Advertising Spending 

 N % 

Cases Valid 194 78.5 

Excludeda 53 21.5 

Total 247 100.0 

a. Listwise deletion based on all variables in the 

procedure. 

 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

.776 2 

 

Q20 Reliability Test: Store Image 

 N % 

Cases Valid 193 78.1 

Excludeda 54 21.9 

Total 247 100.0 

a. Listwise deletion based on all variables in the 

procedure. 

 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

.806 2 
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Q21 Reliability Test: Distribution Intensity 

 

 N % 

Cases Valid 197 79.8 

Excludeda 50 20.2 

Total 247 100.0 

a. Listwise deletion based on all variables in the 

procedure. 

 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

.794 3 

 

Q23 Reliability Test: Perceived Quality 

 

 N % 

Cases Valid 191 77.3 

Excludeda 56 22.7 

Total 247 100.0 

a. Listwise deletion based on all variables in the 

procedure. 

 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

.726 2 
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APPENDIX 3 

1. Gender of the respondents 

 

Figure 3 Genders of Respondents (Q.1) 

2. Age of the respondents 

 

Figure 4 Ages of Respondents (Q2) 

3. Annual income of the respondents 

 

114
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133
(54%)

100
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130
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Q.1 Gender

Male Female

42
(17%)
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0

50
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200

250

Age 15-20 Age 21-30

Q.2 Age



 

50 

 

Figure 5 Level of Annual Income of Respondents (Q.4) 

4. Occupation of the respondents 

 
Figure 6 Occupations of Respondents (Q.5) 

5. Living area of the respondents 

 

Figure 7 Area of Living (Kommum) of Respondents (Q.6) 
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44
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