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Summary

The importance of marketing and information flow is growing every year, and in
increasingly competitive markets, it is more important than ever for brands to be present in
the customers mind in the purchase decision. Therefore, to build and maintain brand
awareness is important as this is the first step in creating brand equity. Most studies have
focused on building brand awareness for products with high purchase frequency.

In this thesis, it is identified drivers of brand awareness for products with low purchase
frequency. Our research question is: How to build brand awareness for products with high
involvement and low purchase frequency? This thesis is based on a quantitative survey in
the Oslo-region distributed to 220 respondents. The survey was conducted using a web
panel, with assistance from Ipsos MMI. The respondents were people who had claimed to

have an interest in furniture products.

The findings in this study indicate that Wonderland has low brand awareness in the Oslo-
region, and it is therefore of particular interest to identify which drivers that are most
important in building brand awareness in this region. Wonderland is perceived as a low
purchase frequency product. In this thesis, low purchase frequency is defined as products
bought less frequently than seven years. The low purchase frequency product is perceived
as high involvement, which means that the customers invest time and energy to gather

information prior to purchase.

The result from this thesis indicates that distribution intensity and advertising both
contributes significantly and positively to brand awareness. Distribution intensity is shown
to be the most important driver of brand awareness, as the concept is significant and
positive with both product involvement and brand awareness. As the involvement for low
purchase frequency product increases, the more important is the distribution intensity for
increasing brand awareness. This means that the more involved the customers are in the
buying process, the more important is distribution intensity which in turn increase brand

awareness.

This thesis also supports previous findings that brand awareness, loyalty, perceived quality

and purchase decision is significantly related.
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Chapter I

1. Introduction
Building strong brands has in today’s highly competitive market become a priority for

many organizations because it has been shown to provide advantages (Yasin, Noor and
Mohamad 2007). A strong brand is important in order to establish an identity in the
marketplace (Aaker 1996), reduce the vulnerability toward competitor actions, provide
possibilities for larger margins, greater intermediary cooperation and brand extension
opportunities (Delgado-Ballester and Munuera-Aleman 2005). In order to measure the
overall value of the brand, a term called “brand equity” has been introduced by researchers
and practitioners (Aaker 1991; Keller 1993) which has been identified as the value that a
brand name provides to producers, retailers and consumers of the brand (Yasin, Noor and
Mohamad 2007). High brand equity implies that customers have several strong and
positive associations related to the brand, which they perceive the brand as high quality
and are loyal to the brand (Yoo, Donthu and Lee. 2000). In order to build strong brand
equity, the first step is to build brand awareness. Studies have shown that consumers that
recognize a brand name is more likely to buy that brand as familiar brands are normally
preferred in the buying situation (Hoyer 1990; Keller 1993; Macdonald and Sharp 2000).

Brand awareness is concerned with whether consumers can recall or recognize a brand,
and if the consumer has any prior knowledge about the brand (Keller 2008). Rossiter and
Percy (1987) have found that brand awareness is related to the strength of the brand node
in memory, which is reflected by customer’s ability to identify the brand under different
conditions (Keller 1993). Previous research has shown, among other things, that
distribution intensity, price promotion, symbol exposure, advertising and sponsorship can
influence brand awareness (Huang and Sarigolli 2012; Yoo, Donthu and Lee 2000;
Vrane$evi¢ and Stan¢ec 2003; Aghaei et al. 2014; Aaker 1991). However, this has mainly

been studied in industries with fast-moving consumer goods.

Product involvement is defined by Traylor (1981) as a consumer's perception and/or
recognition of a specific product. Involvement is a multifaceted concept which facilitates
that consumers actively search information and with care consider some purchases (Cai,
Feng and Breiter 2004). Radder and Huang (2008) found results that indicated higher

brand awareness of high-involvement product brands than the low-involvement product



brands. According to Suh and Yi (2006) when involvement with the product increases,
consumers are likely to seek more information about the product. Since the research of low
purchase frequency products is scarce, this thesis will identify how to build brand
awareness for products with high involvement and low purchase frequency. We find it
important and interesting to identify drivers of brand awareness for products that are not
exposed to the customers on a daily basis. The low purchase frequency product in this
thesis is Wonderland beds and our goal is to answer the following research question: How
to build brand awareness for products with high involvement and low purchase frequency?

The structure of the thesis is shown below in figure 1. The thesis consists of five chapters.
Chapter 1 provides an introduction and the purpose of the study. Chapter 2 presents the
theoretical framework necessary for developing the research question, hypotheses and
conceptual model for the study. In chapter 3, research methodology, validity and
reliability, pretest, measurement and statistical methods are discussed. In chapter 4,
analysis and results are presented. Finally, chapter 5 consists of discussion of theoretical

and managerial implications, limitations of the study, and at last the conclusion.



Figure 1
Structure of the master thesis
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Chapter 11

2. Theoretical framework
This chapter introduces the theoretical foundation that is necessary to develop the research

question. The theoretical framework provides a theoretical background that helps us to
create hypotheses, research objectives, and questions in order to carry out a survey. The
theoretical framework is divided into different subchapters, starting with building a brand
(chapter 2.1), brand equity (chapter 2.2), before brand awareness is explained in detail.
The chapter of brand awareness (2.3) consists of the brand awareness pyramid (chapter
2.4), the importance of brand awareness (chapter 2.5) and finally how to achieve brand
awareness (chapter 2.6). After every aspect is explained in detail, the last part of our
theoretical framework is development of the research question (chapter 2.7) and
hypotheses (chapter 2.8).

2.1 Building a Brand
The concept of branding has been used for centuries in order to distinguish produced

goods from each other (Keller 2008). The word brand is originally derived from the Old
Norse word brandr, which means “to burn” (Keller 2008). Another understanding of
branding is “name, term, sign, symbol, or design, or a combination of them, [that] is
intended to identify the goods and services of one seller or a group of sellers and to
differentiate them from those of competitors” (Kotler 1997, 443). Branding makes it easier
to differentiate products, and makes it possible for companies to communicate and deliver
messages to their customers. The name of a brand can increase both strategic value and
provide a significant economic value for shareholders (Gil, Anders and Salinas 2007). If
considering different brand name strategies, this could be done either by branding products
with the company name, or to create new individual brand names for each product which
are unrelated to the company name. Companies may also use people’s hames in creating
both corporate and brand names. Animals and other objects can be used by companies and
products, when the animal has certain familiarities in attributes and/or benefits which can
be related to the product or the brand name (Keller 2008).

It is important both for organizations and for customers to know which products belong to
which brands. Keller (2008) supports this when explaining that brands identify the
producer of the product which allows customers to assign responsibility to a particular

producer or distributor. Brands should represent important attributes and associations



making it easy for customers to choose the right product securing the right needs and

wants.

A product is something that may be offered to a market in order to gain attention,
acquisition, use, or consumption that should satisfy a need or a want (Keller 2008). He also
claims that the brand is more than a product. This is because it can have some dimensions
that can differentiate it in some way from other products which is designed to satisfy the
same need. Through innovation, some brands like Gillette and Merck have created
competitive advantage with product performance (Keller 2008). Other have created
competitive advantages using different means as understanding customer motivations and
desires and then creating some relevant and appealing images surrounding their products
(Keller 2008). Strong brands often have a wide range of associations, and these should be
identified by marketers in order to make the “right” marketing decisions. By creating
perceived differences among products that is offered through branding, and building a
loyal customer base, marketers can create value that can translate into financial profits for
the firm (Keller 2008). This is supported by Aaker (1996) when he claims that strong
brands help the firm to create and establish an identity in the market place. Yasin, Noor
and Mohamad (2007) argue that building strong brands has become a marketing priority
for an increasing number of organizations today because it has been identified to yield
numerous advantages. Building a strong brand helps the firms to establish an identity in
the marketplace; they become less vulnerability to competitive actions, get larger margins
and brand extension opportunities (Yasin, Noor and Mohamad 2007; Delgado-Ballester
and Munuera-Aleman 2005).

Keller (2008) found that past experiences with marketing program and the product over
time, customers identifies which brand that satisfy their need and wants and which does
not. When recognition and knowledge about the brand is established, this minimizes the
need for additional information to make the buying decision. This implies that certain
brands have an established position in consumers consideration set for certain products.
Based on knowledge customers may create associations which they don’t know about the
brand. A deep understanding of the different components of brand equity from the
customer-based perspective is vital in order to succeed in the area of brand management
(Ye and Van Raaij 2004).



Figure 2
Customer-based brand equity pyramid (Keller 2013; Web?).
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According to the model above, Keller (2013) explains several steps in building a brand.
Each step is dependent on the success of the previous step in the model in order to build a

strong brand. The steps are as follows:

1. Ensure identification of the brand with customers and an association of the brand in
customers’ minds with a specific product class, product benefit, or customer need

2. Firmly establish the totality of brand meaning in the minds of customers by
strategically linking a host of tangible and intangible brand association

3. Elicit the proper customer responses to the brand

4. Convert brand responses to create brand resonance and in intense, active loyalty
relationship between customers and the brand (Keller 2013).

According to Keller (2013) “We cannot establish meaning unless we have created
identity; responses can occur unless we have developed the right meaning; and we cannot
forge a relationship unless we have elicited the proper responses” (Keller 2013, 107).
Moving up the building block on the left side of the pyramid represent a “rational route”
while the right side represents a more “emotional route”. Most strong brands are built

moving up the building blocks on both sides of the pyramid (Keller 2013).

2.2 Brand Equity
Both practitioners and academics regard brand equity as an important future-minded

concept (Keller and Lehmann, 2006). The different elements of a brand’s equity positively

influence customers’ perceptions and subsequent buying behaviors (Reynolds and Phillips



2005). One of the major challenges marketers face is deciding the optimum marketing
budget to achieve both the highest impact on the target market (Soberman 2009) and the
brand (Ataman et al. 2010).

Brand equity is defined as: “a set of brand assets and liabilities linked to a brand, its name
and symbol that add or subtract from the value provided by a product or service to a firm
and/or to that firm’s customers” (Aaker 1991, 15). For the assets or liabilities to underlie
the concept of brand equity they must be related to the name and/or the symbol of the
brand. High brand equity implies that customers have several strong and positive
associations related to the brand, which they perceive the brand as high quality and are
loyal to the brand (Yoo, Donthu and Lee 2000).

The most important assets of any business are intangible, which includes a base of loyal
customers, brands, symbols, brand image, personality, associations, attitudes, familiarity,
and name awareness (Subhani and Osman 2011). These assets along with patents,
trademarks and channel relationships are a necessary and vital source of competitive
advantage which leads to future earnings for the company (Aaker 1991; Neal and Strauss,
2008).

Brand equity has the possibility to generate marginal cash flow in several ways. It can
identify new ways of attracting new customers or recapture old ones. In-store promotions
will be more effective for introducing new products (if the brand is familiar) and provides
important feedback from customers regarding products (Aaker 1991). The four brand
equity dimensions may enhance the brand loyalty. Perceived quality, associations, and
name awareness can enhance satisfaction and provide reasons to buy the brand. Even if
they are not essential to the choice of brand, they may help reassure, and reducing the
chance trying another brand (Aaker 1991).



Figure 3
Brand equity dimensions (Subhani and Osman 2011; Strategic and Marketing techniques
2008)
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Brand loyalty is a result of the success of the brand equity which is shown by the figure
above. As a brand climbs up the pyramid the brand strength increases and will be
consumed more often and this way expanding its value in the longer run through earning
profits (Subhani and Osman 2011). As shown in figure 3, brand awareness is the first

building block in creating strong brand equity.

Aaker (1991) suggest five concepts that can help understand brand equity: “Brand loyalty,
name awareness, perceived quality, brand associations in addition to perceived quality,
and other proprietary brand assets-patents, trademarks, channel relationships etc.”
(Aaker 1991, 16). There are also shown interrelationships among these brand equity
dimensions. Perceived quality may be influenced by awareness (a well-known brand name
is likely to be high quality) or by associations (celebrity person can endorse quality), and
by loyalty (a loyal person are not interested in poor products) (Aaker 1991).

2.2.1 Brand Associations
Aaker (1991) defines brand associations as: “anything “linked” in memory to a brand”

(Aaker 1991, 109), while Keller (1993) defines brand associations as: “the other
informational nodes linked to the brand node in memory and contain the meaning of the
brand for consumers (Keller 1993, 3). The association may not only exist, it can be a
strong or weak association. Brand associations have been identified as important when
creating value for a firm as Aaker (1991) has defined several associations which create
value to customers and the firm: helping to process/retrieve information, differentiating

the brand, generating a reason to buy, creating positive attitudes/feelings, and providing a



basis for extensions (Aaker 1991, 110). Associations can also have negative impacts on a
brand. In Norway there was a terror attack on the island of Utgya 22. July 2011. Anders
Behring Breivik was responsible, and the press wrote about him in the paper using his
initials ABB. A company called ABB Group (earlier, Asea Brown Boveri) did not like this

association to a mass murderer (Web?).

Associations can help customers to summarize a set of facts and specifications, which may
otherwise be difficult for customers to process, and costly for the firm to communicate
(Aaker 1991). Associations may influence recall of information, which is especially
important during decision-making. This can be done through a symbol or person linked to
the brand, which helps customers to associate this and link it to the brand (Aaker 1991).
This association can determine whether or not the brand is considered during decision-
making processes for product purchase (Aaker 1991). Associations may play an important
role in differentiating the brand from its competitors. Differentiation is important for
brands in order to be different from its competitors, and in striving to be the most favorable
brand in the consumer’s minds (Aaker 1991). A differentiating association can turn out to
be a key competitive advantage (Aaker 1991). If a brand has found a superior position in
the market upon a key attribute in the product class, this can make it more difficult or hard
for competitors to attack (Aaker 1991). Positive associations can act as an important asset
(Weigelt and Camerer 1988) and be a source of sustainable comparative advantage (Barich
and Kotler 1991). This can lead to more positive and profitable brand response (Krishnan
1996; Spears, Brown and Dacin 2006).

Brand associations often provide benefits or product attributes which are designed in order
to get customers to buy and use the brand. This is important both for building and retaining
brand loyalty and for the purchase decision. Another way is to provide association in
which communicates credibility and confidence of the brand (Aaker 1991). The design of
associations and how they are communicated will depend on the specific brand, its
characteristics and the industry it is operating within (Aaker 1991).

“Some associations are liked and stimulate positive feelings that get transferred to the
brand (Aaker 1991, 112). Using celebrities or symbols linked to positive feelings may
make the brand more likeable and generate positive feelings linked to the brand. Using
cute characters and fun music in advertising a brand can be a good strategy (Aaker 1991).

It is difficult to get mad at a cute advertisement with funky symbols of the firm and its


http://www.sciencedirect.com/science/article/pii/S0148296313002658#bb0295
http://www.sciencedirect.com/science/article/pii/S0148296313002658#bb0045
http://www.sciencedirect.com/science/article/pii/S0148296313002658#bb0045
http://www.sciencedirect.com/science/article/pii/S0148296313002658#bb0200
http://www.sciencedirect.com/science/article/pii/S0148296313002658#bb0200
http://www.sciencedirect.com/science/article/pii/S0148296313002658#bb0270

advertising message. Other associations use experience with the brand to create feelings
linked to the brand, with the objective of transforming it into something different than it
would otherwise be. Advertisement can make eating fruit more fun, instead of focusing

only on health benefits of eating them (Aaker 1991).

A well-positioned brand will eventually build a strong and competitive position which is
supported by strong associations. Associations are important for the purchase decision and
have an impact on brand loyalty. Brand loyalty is important, especially when competitors
innovate and obtain advantages (Aaker 1991). In the next section brand loyalty is
introduced as it has been identified as a core concept of a brand’s equity. “If customers are
indifferent to the brand and, in fact, buy with respect to features, price, and convenience

with little concern to the brand name, there is likely little equity” (Aaker 1991, 39).

2.2.2 Brand loyalty
Brand loyalty has been defined as: “the degree of closeness of client to a specific brand,

expressed by their replicate purchase regardless of marketing stress created by the rival
brands” (Malik et al. 2013, 168). Loyalty is important for several reasons; loyal
customers have a higher likelihood to repurchase, and costs to retain them are lower
(Atkinson et al. 2012). They often tend to recommend the product to others through “word
of mouth” and it is less likely that they consider using competing products (Atkinson et al.
2012). It is not enough to just retain the customer; many companies also want to measure
the customer loyalty by checking the percentage of growth in business with existing
customers spending. Due to this, they invest in loyalty programs that provide incentives to

customers to reveal themselves when they are purchasing (Atkinson et al. 2012).

If customers keep buying the product, despite high competition which has superior
features, price, and convenience, this indicates that value exists within the brand (Aaker
1991). Brand loyalty describes whether customers are satisfied with the products. On the
other hand, there might be only one provider (monopoly) in which the customer has no
choice of different products or services. In such situations, customers might have to buy a
certain product without getting the “right” product to fulfil their need and be satisfied
(Tseng, Liao, and Jan 2004). Repurchase of a brand can occur without the customer liking
the brand, but due to a convenient factor or a variety seeking behavior to purchase a certain

product occasionally (Tseng, Liao, and Jan 2004).
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According to Aaker (1991) the increase in loyalty among the customer base reduces the
vulnerability towards competition. It is argued that loyalty is an indication of brand equity
linked to future profits, since brand loyalty directly translates into future sales. Customers
who have a strong commitment to a particular brand or a product will constantly search for
any marketing activity related to the brand (Brown 1952; Barwise and Ehrenberg 1987;
Baldinger and Rubinson 1996; Bandyopadhyay, Gupta, and Dube 2005). Studies have
shown that the cost of attracting new customers is more than five times higher than
maintaining a loyal customer (Reichheld and Sasser 1990; Barsky 1994). Customers that
are loyal do not use much time evaluating the brand, they rely on their past experiences
(Sidek, Yee, and Yahyah 2008). According to Helgesen (2006) his results found that the
more satisfied a customer is, the more loyal they are. One of the most important variables
that are correlated with future growth and profit is the willingness to recommend or “word
of mouth” as it’s also called. The single most important question regarding loyalty is
according to Atkinson et al. (2012) to ask respondents: “How likely is it that you would

recommend (Company xyz) to a friend or a colleague? ” (Atkinson et al. 2012, 262).

Customers can become loyal to a brand through its uniqueness or perhaps its taste, because
it is easily available or that they have specific knowledge or familiarity toward the brand
(Malik et al. 2013). Hsu (2000) found that a well-known brand will have a higher purchase
intention than a less familiar brand. Parasuraman and Grewal (2000) propose that positive
purchase transactions leads to stronger customer loyalty. According to Chi, Yeh and Yang
(2009) perceived quality and brand loyalty are positively correlated, and they argue that if
perceived quality increases, then brand loyalty increases. If a company develops a new
product or a new market they should promote their brand awareness to gain the best result

because brand awareness is positively related to brand loyalty (Aaker and Keller 1990).

2.2.3 Perceived quality
This area of the brand equity model is vital when trying to understand consumer judgments

which are important when choosing the preferred product or service. People’s needs are
often very different, and each customer will have independent judgments. Therefore, it is
necessary to understand different types of consumers, and their personalities, needs and
preferences. Perceived quality is defined by Aaker (1991) as: the customer’s perception of
the overall quality or superiority of a product or service with respect to intended purpose,
relative to alternatives (Aaker 1991, 85).
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Quality is an overall feeling about the brand, and is intangible (Aaker 1991). The
difference between objective quality and perceived quality is that objective quality has a
pre-developed standard to a product, while the perceived quality is affected by external
and internal attributes (product) which provides an evaluation basis for the consumers
(Olshavsky 1985; Zeithaml 1988; Chi, Yeh and Yang 2009). Kan (2002) identify that
objective quality is that consumers use their own experience and knowledge to evaluate the
overall pros and cons when purchasing a product, based on functions, durability,
technology etc. (Cited in Chi, Yeh and Yang 2009). Perceived quality is identified as a
consumer judgment on the accumulated benefits provided by the product, and the
subjective feeling on product quality (Zeithaml 1988; Dodds et al. 1991). Aaker (1991)
claims that perceived quality can provide a salient differentiation of a product or service,
which means that the brand is more likely to be included in the consumers mind.

The quality of a brand can often provide the customer a pivotal reason-to-buy, influencing
the brands that occur in the consideration set, which ultimately will determine the choice
of brand (Aaker 1991). There might be lack of motivation or information, making it
difficult for the customer to determine the quality of brands. Perceived quality is linked to
the purchase decision, which means that marketers can use this to be more effective in
their marketing programs (Aaker 1991). Brands that are associated with high perceived
quality will enjoy a more effective advertising and promotion. A central positioning
feature of a brand — is its position on the perceived quality dimension (Aaker 1991). In
marketing, it is regarded as a difficult strategic position being stuck in the middle. This
means that a company does not have any clear business strategy and attempts to be

everything to everyone (Kotler 2007).

According to Aaker (1991) high perceived quality provides an opportunity to charge a
price premium. This solution can in certain situations increase the company's profits,
which can be reinvested in the brand. The profits may be used to support innovations and
to improve the product, or to increase awareness and associations of the brand (Aaker
1991). A price premium might also enhance the perceived quality. Instead of introducing
the price premium, the brand can with its superior value be priced competitively; this will
enhance “value for money” (Aaker 1991). This added value may result in increasing the

customer base, higher brand loyalty, and more effective marketing programs (Aaker 1991).
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In a study looking at the effects of advertising on brand awareness and perceived quality,
Clark, Doraszelski and Draganska (2009) found that advertising has consistently a
significant positive effect on brand awareness but no significant effect on perceived
quality. Washburn and Plank (2002) found an indication that perceived quality and brand
loyalty have a high connection, and that they would positively influence purchase
intention. Garretson and Clow (1999) claims that perceived quality will in a positive way
influence purchase intention. This is supported by Monroe (1990) which also indicates that
perceived quality positively influence purchase intention by use of perceived value. Chi,
Yeh and Yang (2009) found in their research that higher brand awareness would lead to
higher purchase intention. In addition their study found that brand awareness is
significantly and positively related to perceived quality, and that brand loyalty is positively
and significantly related to perceived quality. Their study also indicated that brand loyalty
and perceived quality acted as a mediator between brand awareness and purchase intention
(Chi, Yeh and Yang 2009).

Grewal et al. (1998) identifies that brand awareness and perceived quality have a positive
and significant relationship in a study of bicycles brands. Other researchers have also
found that higher brand awareness, leads to higher perceived quality (Monroe, 1990;
Dodds and Grewal 1991)

Brand associations, brand loyalty and perceived quality are all important aspects in
building and maintaining strong brand equity. However, in order to gain strong brand
equity, the first step is to obtain brand awareness. Brand awareness has been argued to
have an important effect on the customer decision making by influencing which brands
that enter the consideration set, and which brands that are selected from the consideration
set (Macdonald and Sharp 2000). In the following section, brand awareness will be
explained more in detail and identify various aspects which are important for building

brand awareness and will create basis for hypotheses and research question.

2.3 Brand awareness
Rossiter and Percy (1987) have found that brand awareness is related to the strength of the

brand node in memory, which is reflected by customer’s ability to identify the brand under
different conditions (Keller 1993). Brand awareness can be defined as being: “related to
the strength of the brand in the memory, reflected by consumers ability to identify various

brand elements like the brand name, logo, symbol, character, packaging and slogan under
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different conditions” (Keller 2008, 374). Results from Wijaya (2013) indicate that brand
awareness is the most important factor when buying an Apple Smartphone (Asia) and have
a major significant influence on customer purchase intention. Brand awareness is in most
literature defined as a set of two different aspects: brand recall and brand recognition.
Given the importance of brand awareness in the purchase decision, it is surprisingly few
studies that have linked brand awareness to actual market outcome. The studies found are
primary focusing on the service industry or low involvement products (Aghaei et al. 2014;
Kim and Kim 2005; Kim, Kim and An 2003; Malik et al. 2013).

Brand recognition requires that the customers correctly discriminate the brand as having
been seen or heard previously (Keller 1993). Brand recall on the other hand relates to the
customers’ ability to retrieve the brand when the product category is given and the needs
fulfilled by the category (Keller 1993). Another way to describe brand recall is the ability
the customers have to generate the brand from their memory. The importance of brand
recall and recognition depends on where the purchase decision is made. It is often seen that
brand recognition is more important to the extent where product decisions are made in-
store (Keller 1993). Further, the brand name provides memory nodes in the customers
mind (Aaker 1991). The customers may then link the related brand knowledge to the brand
name, which finally constitutes to brand awareness and brand equity, which can provide a
kind of learning advantage for the brand (Huang and Sarigolli 2012; Keller 2008). Brand
awareness can be assessed with brand recognition memory. However, the bias of the brand
awareness refers to the customer’s tendency to respond to a mix of seen and unseen
brands. Brand awareness is developed from an uncertain feeling that the brand is
recognized to the belief that the brand is the only one in a specific product category (Keller
2008).

Similar to brand awareness, brand attitude is also a necessary communication effect to
make a brand purchase to occur. Rossiter and Percy (1987) looks at brand attitude as the
buyers overall evaluation of the brand with respect to its perceived ability to meet a
currently relevant motivation. There are four important characteristics abut brand attitude

that needs to be understood:

e Brand attitude can depend upon the currently relevant motivation. As the buyer’s

motivation change, so might the buyer’s evaluation of the brand.
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e Brand attitude consists of both a cognitive and affective component. The cognitive
component guides behavior and the affective component energize the behavior.

e The cognitive component may be comprised of specific benefit beliefs. These are
not attitude themselves, but the reasons for brand attitude.

e Brand attitude is relatively constructed. In almost every product category, what one
is looking for is the brand that meets the underlying motivation of the buyer and is
better than alternative brands. As long as the motivation exists, buyers will choose
some brand that best meets that motivation from which brand alternatives in which
the buyer is aware of (Rossiter and Percy 1992).

Brand attitude can be linked together with product involvement, as a cognitive aspect. The
purchase decision is either low involvement where trial experience are sufficient, or high
involvement, where information search and conviction is required to make the purchase
(Rossiter and Percy 1992).

2.3.1 Previous studies on brand awareness
The table below shows some of the newest research in the field of brand awareness. Here,

research is included from 2009 to present. The reason for this is to identify some of the
most recent contributions to the field of brand awareness that others may not be aware of
yet. We will explain previous research in the field of brand awareness and build this thesis
on their experiences. Their research and findings will be discussed in this section, before
introducing the concept of product involvement in subchapter 2.3.2.
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Table 1

Brand awareness research from 2008 to present

Article Industry/Produc | Findings
t category

Chi, Yeh and| Electronics The relations among brand awareness, perceived quality

Yang (2009) and brand loyalty for purchase intention is significant
and positive
Perceived quality has a positive effect on brand loyalty
and perceived quality will mediate the effect between
brand awareness and purchase intention and - brand
loyalty will mediate the effects between brand
awareness and purchase intention

Clark, Personal Advertising expenditure have a significant positive

Doraszelski | computer effect on brand awareness, but no significant effect on

and industry U.S perceived quality

Draganska

(2009)

Subhani FMCG Brand recall and recognition have no effect on intention

and Osman to buy and repurchase intention (random choice of milk

(2011) when purchasing)

Huang and | Consumer- Positive associations between brand awareness and

Sarigollu packaged goods | brand equity.

(2012) Distribution and price promotions are important in
building brand awareness in a consumer-packaged
goods category. The findings suggest that brand
awareness closely relates to customers overall attitude
toward a brand.

Malik et al. | Service sector Brand awareness and brand loyalty has positive

(2013) association with purchase intention

Aghaei et | Chain stores A strong positive and meaningful relationship between

al. (2014) brand equity dimensions and services marketing mix in

chain stores
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The research in the field of brand awareness has yielded various results. Huang and
Sarigolli (2012) identified positive associations between brand awareness and brand
equity. Their research used both customer mindset and product market outcome measures
which demonstrated a positive association of customer mindset brand equity, brand equity
market outcome measures and brand awareness. Three independent variables, price, price
promotion, and distribution, are found significant in predicting brand awareness. The
results showed surprisingly, that advertising did not predict brand awareness. This is
contradictory to the theory, and is explained as the product category used is mature and
already have high awareness, which means that increasing advertising expenditures would
have little effect regarding building brand awareness (Huang and Sarigdlli 2012). Their
study further indicates that purchase does not necessarily require brand awareness prior to
a consumers visit to the store, at least for frequently purchased consumer-packaged goods.
The decision to purchase a product could be made right on the spot (Huang and Sarig6lli
2012). A limitation in their research is that the results could not be generalized, because
they did not test high-involvement decision products. Another limitation of their research
is that they did not use separate measures for brand recall and recognition. Clark,
Doraszelski and Draganska (2009) research resulted in a very different conclusion for the
relationship between advertising and brand awareness. They identified that advertising had
a significant and positive effect on brand awareness, but no significant effect on perceived
quality. The data were collected from more than 300 brands across 19 product categories.
This provides a more generalizable answer to the effect of advertising than for just a single

brand or industry (Clark, Doraszelski and Draganska 2009).

Aghaei et.al (2014) found a positive association between the concept of brand awareness,
brand equity dimensions and services marketing mix in chain stores. According to their
correlation coefficients the results indicated a positive relationship between perceived
quality and brand equity and also a direct and positive relationship between brand loyalty
and brand equity. The relationship between brand awareness and brand equity and between
brand association and brand equity was identified as positive. This indicates that when
these marketing mix elements in the viewpoint of the customers increase, brand equity will

increase as well (Aghaei et al. 2014).

Chi, Yeh and Yang (2009) identified that there is a positive relationship between perceived
quality, loyalty, and brand awareness for purchase intention. This indicates that when

brand awareness is increased, this will likely increase the purchase intention for the brand
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(Chi, Yeh and Yang 2009). Their findings conclude that brand awareness is significantly
and positively related to perceived quality, which is supported by Monroe (1990), Dodds
and Grewal (1991) and Grewal et al. (1998). The positive relationship between brand
awareness and brand loyalty is supported by the work of Aaker (1990). The relationship
between action loyalty and affective loyalty which is found to be positively related to
purchase decision is also supported by earlier findings by Oliver (1999). He found that
brand loyalty represents a repurchase commitment and that people are often willing to buy
familiar products, regardless of different buying situations. Chi, Yeh and Yang (2009)
reported that perceived quality has a positive effect on brand loyalty, and that perceived
quality and brand loyalty will mediate the effect between brand awareness and purchase
intention (Chi, Yeh and Yang 2009). The limitation for their study is that they only
identified one product category of cell phones, which makes it difficult to generalize the

result to other products and industries.

Subhani and Osman (2011) identified through their research that if a brand can raise its
awareness, this increases the likelihood that the brand is included in the consumers
consideration set (Baker et al. 1986; Nedungadi 1990). In the consideration set, only a
handful of brands are considered before making a purchase. Subhani and Osman (2011)
wanted to see if there was a relationship between brand awareness and loyalty. They tested
brand recall and recognition against buy/repeat purchase for six different milk brands in
Pakistan. The majority of brands did not demonstrate any relationship between the
variables, and the result is not the same as suggested by Aaker (2002), where brand
awareness is directly linked to consumer behavior such as intention to buy and repeat
purchase (Subhani and Osman 2011). The choice of milk brand in this context could result
from consumers selecting milk brands randomly, and where exposure and giving a cue
(recognition/recall) in the buying situation, may not be necessary (Subhani and Osman
2011). Another explanation regarding their result may be that consumer are not highly
involved in the brand itself and are more concerned with the product usage. However, one
brand in the research had a positive relationship between brand awareness and loyalty.
This brand had used extensive advertising over a longer time period, which may explain
the difference from the other brands. Therefore, the results are not generalizable. The
conclusion is that brands where products have low involvement and are considered a
commodity, brand awareness may not have a significant effect on purchase intention
(Subhani and Osman 2011).
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Malik et al. (2013) identified that brand awareness and brand loyalty has positive
association with purchase intention. Their research focused on the clothing industry, so the

findings are limited to this industry and cannot be generalized.

Based on the studies discussed above, there is a trend that most research has mainly
focusing on fast-moving consumer goods (FMCG) regarding brand equity studies. The
motivation to gather information about the brand and the need of brand awareness is low in
the industry of FMCG (Subhani and Osman 2011). Kim and Rossi (1994) studied the
relationship between purchase frequency and volume and choice behavior in the sense of
price sensitivity and brand preference. Their findings suggest that customers with high
purchase frequency or high purchase volume are much more price sensitive and have a
more defined preference of brand than customers with low purchase frequency or low
volume of purchase (Kim and Rossi 1994). Purchase frequency is a field in the study of
brand awareness that needs to be researched more. Purchase frequency is a term used to
explain how often customers buy certain products. Few studies have used low purchase
frequency products in their research. However, to our knowledge, the concept purchase
frequency has not been tested and identified as a concept related to brand awareness. To
identify if the concept can predict how aware a customer are with a certain product,
purchase frequency is included. The majority of studies of brand awareness have focused
on commodity products, and studies on high involvement and low purchase frequency
products are scarce. The concept of product involvement will be introduced in the

following section.

2.3.2 Product Involvement
The concept of involvement can be divided into several aspects such as advertising,

product and purchasing (Long-Yi and Chun-Shuo 2006). The concept of involvement has
originated from social psychology (Long-Yi and Chun-Shuo 2006). Krugman (1965) was
the first to introduce and apply the concept of involvement in marketing (Long-Yi and
Chun-Shuo 2006). This introduction of involvement evolved into an interesting area and
gradually became a part of major stream in consumer research behavior (Long-Yi and
Chun-Shuo 2006). Traylor (1981) defines involvement as a consumer's perception and/or
recognition of a specific product. Zaichkowsky (1985) defines involvement as: “personal
demand, conception, and interest in the product” (Long-Yi and Chun-Shuo 2006, 250).
Engel et al. (1995) explains involvement as consumers being stimulated by personal

recognition, under certain environments, or that the consumer is interested in the product.
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Involvement is a multifaceted concept which facilitates that consumers actively search
information and with care consider some purchases (Cai, Feng, and Breiter, 2004,
Krugman 1965; Zaichkowsky 1986), especially for products providing “social approval,
sensory gratification, self-expression or intellectual stimulation/mastery goals. These
products encourage greater interest because of their likelihood of becoming a part of
one’s extended self” (Huhmann, Franke and Mothersbaught 2012, 851). This perspective
suggests that customers want brands that are engaging and seen as useful and beneficial in
their lives (Khare and Rakesh 2011). Using these conceptualizations, an expensive and
useful electronic device may be introduced as a high-involvement product (brand) relative
to an inexpensive newspaper which may have stories which may not be interested and
useful to consumers (Flores, Chen and Ross 2014). Consumers tend to be interested in
high-involvement products and want to learn more about them (Flores, Chen and Ross
2014). Product involvement interacts with different emotional levels shown in ads to create
a positive attitude towards the brand. While emotion-laden ads (ads that try to influence
your feelings) may have a great influence on brand attitude for low-involvement products,
they have much less effect on high-involvement products, maybe because consumer’s is
already intrinsically and cognitively interested in high-involvement products (Geuens, De

Pelsmacker and Faseur 2011).

Generating and maintaining brand awareness is found to be important in low-involvement
situations, since the customers may engage in little active search for information to aid
choice. Repetition of advertising is used in order to keep and maintain the brand in the
consumer’s consideration set — which is where a consumer gives serious attention when

making a purchase decision (Macdonald and Sharp 2000).

According to Suh and Yi (2006) when involvement with the product increases, consumers
are likely to seek more information about the product. For example, they may compare
advertisements and attend to changes in corporate image, or they may select the best
alternative by experimenting with different brands. The attitudes they show towards an ad
and corporate images that are formed when the involvement is high may become stable
constructs that are accessible in memory. This could often be used as a basis for brand
attitudes under these conditions (Suh and Yi 2006). The result from Suh and Yi (2006)
also indicated that the effects of satisfaction on brand attitudes and loyalty would be less
when involvement was high than when it was low, whereas the effect on brand attitude on

loyalty would be greater in the former condition.
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Other researchers have also tested the effect on product involvement. Radder and Huang
(2008) found results that indicated a higher brand awareness of high-involvement product
brands than the low-involvement product brands. However, even though coffee is a low-
involvement product, quality still seemed important according to their study. The result
showed that the degree of recall of sportswear clothing as a high involvement product was
higher than the recall of coffee as a low involvement product (Radder and Huang 2008).
They also found that advertising played an important role in providing brand awareness for
the high-involvement brand, while it was far less important for the low-involvement brand.
Their results predicted that the most important role for creating brand awareness was in-
store advertising, while internet advertising was unimportant for coffee brands. However,
in the case of sportswear clothing (high involvement), advertising was far more important,
particularly in magazines and in-store advertising, while newspaper, radio and internet
advertising was unimportant in creating brand awareness (Radder and Huang 2008). The
students in the research also paid more attention to brand names in low-involvement
situations, while in high involvement situations they attached importance to other brand
elements (Radder and Huang 2008). Liang a (2012) found through empirical analysis that
the higher the degree of product involvement, the higher the product knowledge. The
empirical analysis also found the higher the product knowledge are, the higher are the
impulse buying behavior. Therefore, the study suggests that companies with high
frequencies for the consumer groups, provides more detailed product knowledge and other

product differences, such as quality, service, taste and convenience (Liang a 2012).

For high-involvement purchases which often are expensive and may be a high risk
purchase, high accessibility may lead to consideration of a few brands for purchase even if
better but less accessible alternatives exist. In low involvement decision settings on the
other hand where the products are inexpensive and low risk of wrong purchase exist, a
minimum level of brand awareness is needed for product choice (Nedungadi 1990; Samu,
Krishnan and Smith, 1999). This is supported by the research of a low-involvement
product conducted by Subhani and Osman (2011) on brand awareness influence of the
choice of milk in Pakistan. The results indicated that brand awareness did not have any
effect on choice of milk which indicates that purchases often are done randomly. Milk is
seen as a low involvement product, and the buyers in the research didn’t seem involved in
the brand itself, but more concerned with the product usage (Subhani and Osman 2011).

They suggest that low involvement products such as milk is considered as a commodity
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and the awareness of the brand may not constitute as a significant factor for purchase
behavior. This suggestion is similar to the production concept in the marketing literature
where consumers generally are more interested in the product than its features (Subhani
and Osman 2011).

Elaboration likelihood model (ELM) is given attention as product involvement can be
explained by this particular model. Petty, Cacioppo and Schumann (1983) suggest that the
ELM model has an important implication for advertising in the respect that different kind
of appeals may be effective under different conditions on different kind of audiences.
Involvement is by ELM researchers seen as one of the most important moderating
variables and they define involvement as to the “extent to which the attitudinal issue is
under consideration is of personal importance” (Petty and Cacioppo 1979; Choi and
Salmon 2003, 59). There is a considerable agreement that high involvement messages have
a greater personal relevance and consequences or more personal connections than low

involvement messages (Petty, Cacioppo and Schumann 1983; Choi and Salmon 2003).

ELM originated from social psychology and the model argues that individuals change their
attitude through a dual route which includes a central route and peripheral route (Petty and
Cacioppo 1986; Zhou 2012). The ELM model is based upon the assumption that “people
are motivated to hold correct attitudes” (Petty and Caciappo 1986; Choi and Salmon 2003,
49.). However, people’s individual motivation and ability to process information will vary
based on situation and individual factors (Choi and Salmon 2003). The model was
developed by Petty and Cacioppo in the early 1980s explains thoroughly and
systematically the high and low involvement purchase behavior and the solutions. For
instance, when a customer wants to buy a product which is perceived as high involvement,
the buyer will carefully evaluate the product advantages and disadvantages (Long-Yi and
Chun-Shou 2006). ELM has been used to examine user behavior. “The ELM provides an
integrative framework to understanding the antecedents and consequences of attitude
change and specifies the various processes by which source, message, recipient, channel,
and context variables have an impact on attitudes” (Petty, Heesacker and Hughes 1997,
107).

In an advertising context, the ELM model is referred to the process responsible for ad
effectiveness through the two routes of persuasion (Lien 2001). The most predominant role

of the ELM model is that is proposes two different routes to persuasion: the central route
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and the peripheral route. The central route leads to an attitude change that is relatively
permanent, resistant to counter persuasion and is relatively predictive of behavior. On the
peripheral route on the other hand, the attitude change is relatively temporary, susceptible
to counter persuasion and less predictive of behavior (Choi and Salmon 2003). Which
route to choose, depends upon, the elaboration likelihood and how involved the audience is
with the product (Choi and Salmon 2003). To use an example, if the consumers is highly
involved with the product, they are most likely to engage in the central route (arguments
relevant to the product should be the most dominant determinate of attitude change) (Choi
and Salmon 2003). However, when consumers don’t consider the product as relevant to
themselves, they often rely on the peripheral route where it is irrelevant to the merits of the
product to form or change their attitude (Choi and Salmon 2003). Further, in low
involvement decision settings, a minimum level of brand awareness is needed for product
choice. Like the elaboration likelihood model suggest, the consumers may base choices on
brand awareness considerations when they have low involvement which could result from

lack of motivation or lack of ability (Subhani and Osman 2011).

Product involvement is seen as an important as customers typically invest time and energy
when they gather information prior to purchase (Huang and Sarig6lli 2012). The high
involvement formulation also assumes a perceived risk that may be either economic or

psychological (Rossiter and Percy 1992).

2.4 The awareness pyramid
The brand awareness pyramid (figure 4) divides brand awareness into three different

levels: brand recognition, brand recall and top of mind (Aaker 1991). It is important to
notice that the role of brand awareness in the context of brand equity will depend upon
both context and the level of awareness that is achieved (Aaker 1991). Hence, it is widely
acknowledged that the success of a brand depends on the degree to which it is linked to the
product category in customers’ memory (Aaker 1991). The stronger the link, the more
likely is the chance that the consumers are recognizing the brand, recalls the brand with
cues, recall the brand without cues and place the brand in their consideration set (Samu,
Krishnan and Smith 1999).
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Figure 4
The Awareness Pyramid (Aaker 1991; Web®)

2.4.1 Brand recognition
The lowest level of brand awareness is called brand recognition. Brand recognition can be

measured by an aided recall test where respondents, often given in form of surveys, are
given a set of brand names from a given product category and asked to identify the brands
they recognize (Aaker 1991). It is important to understand that a brand may fail a recall
test, but could still be recognized in the store at the time of purchase decision and then
bought (Rossiter and Percy 1992). To illustrate this, people shopping for groceries seldom
carry shopping lists. Those people who carry shopping lists will often just need category
reminders (such as soap, milk, butter etc.) and not brand names (Rossiter and Percy 1992).
Shoppers usually rely upon visual reminders of what they need as they scan the package on

the shelf and the brands are then recognized (Rossiter and Percy 1992).

Brand recognition is explained as the customer’s ability to confirm exposure to the brand
when they are given a cue (Subhani and Osman 2011). However, even though it needs to
be a link between product class and brands, the link does not need to be strong. As seen in
the figure 4, brand recognition is the lowest level of brand awareness and it is shown to be
particularly important when a buyer chooses a brand at the point of purchase (Aaker,
1991).

Associations show that brand recognition is the first step in the communication task. It is
usually a waste of time to attempt to communicate with brand attributes to the end user
until a name is established in which the potential buyer can associate these attributes to the
brand (Aaker 1991). The human mind are filled with name related facts and feelings, and it

is important that the potential customers have associations that they can relate to the brand.
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Using McDonald’s as an example, metaphors such as kids, Ronald McDonald, fun and Big
Mac could be associated with McDonalds and creates linkages to the brand in the memory
(Aaker 1991). Recognition is a key element to create these linkages in the memory, as
previous forecasts of new product success have brand recognition as a key initial construct
(Aaker 1991).

Brand recognition requires customers to identify the brand under a variety of
circumstances and their ability to identify any of the brand elements as they have
previously seen or heard (Keller 2008; Subhani and Osman 2011). Brand recognition is
especially important for packaging, and creating a visibility and creative packaging design
is of increasing importance (Keller 2008). As a starting point, the best case of visibility of

a package is when a consumer:

1. Have a 20-20 vision

2. s face-to-face with the package

3. When the distance is less than five feet

4. Under ideal lightning conditions (Keller 2008)

One of the key questions regarding packaging is whether or not the packaging design is
robust enough to be recognized if one or more of these four key questions are not present
(Keller 2008). One of the advantages of brand recognition is the use of visual recognition
measures. For instance, it may be difficult for customers to describe logo or symbol in a
recall task. In a recognition task on the other hand, the same elements are much easier to
describe. However, it is important to remember that brand recognition measures only
provide an approximation of potential recall ability. To find out the actual recall of the
brand elements under different circumstances, the brand recall needs to be measured
(Keller 2008).

2.4.2 Brand recall
The brand is not present in all decision-making situations. In such cases where the brand is

not present, the consumer has to recall one or several brands from the memory in order to
make a decision (Rossiter and Percy 1992). To use an example: if a family is going out for
lunch at a fast food restaurant, they are unlikely to drive around until they recognize one.
Instead they will recall available fast food restaurant alternatives, select one, and go there
for lunch (Rossiter and Percy 1992). A category need is experienced, before the customer

relies upon the memory to generate possible solutions.
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When developing a brand, recall is more difficult to achieve than brand recognition (Aaker
1991). The brand name needs to be more outstanding, and the link between the product
class and the brand needs to be stronger (Aaker 1991). Going from recognition to recall is
difficult, and it often requires an in depth-learning experience or many repetitions. In other
words, the more times the brand is seen and recognized, it will eventually be recalled.
Further, maintaining a strong top-of-mind awareness through constant exposure can create
more than just brand awareness, it could also create brand salience that can lead to recall of
other brands. Studies mentioned in Aaker (1991) found that when people were given a set
of brand names and asked to mentioned competitive brands, they came up with fewer

brand names.

The brand recall level is achieved by asking a person to name the brand in a product class,
but unlike brand recognition, the respondents are not assisted by having the brand names
provided (Aaker 1991). Unassisted where the brand names is not provided, recall is more
difficult to predict than recognition, and is thus more associated with a stronger brand
position. A respondent will often be able to recall many more brands on an assisted recall
basis than when the recall is unassisted (Aaker 1991). The brands that are recalled in the
unassisted recall have a stronger position in the specific product category for the specific
respondents, and the brand position is this way easier to predict (Aaker 1991). Keller
(2008) describes brand recall as the actual brand element from the memory when given
some related cue, while Subhani and Osman (2011) describes brand recall as the attitude to

retrieve the brand from their memory when given the product category.

Brand awareness also gives the product an identity by linking the brand to a product
category (Keller 2013). Brand awareness can be divided into breadth and depth of
awareness. The depth of brand awareness is measuring how likely it is for a brand element
to come to mind (Keller 2013). A brand we recall has a deeper level of brand awareness
than one that we recognize only when we see it (Keller 2013). The breadth of brand
awareness measures the range of purchase and usage situations where the brand element
comes to mind and depend to a large extent on the organization of brand and product

knowledge in the memory (Keller 2013).

Different measures of brand recall are possible depending on the types of cues that are
provided to the customers (Keller 2013). Unaided recall on the basis of all brands provided

as a cue is most likely to identify only the strongest brands in a product category. Aided
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recall on the other hand uses various types of cues to help the customers to recall (Keller
2013). To provide insight into the customers brand knowledge structures, aided recall may
be used as progressively narrower cues, where for instance product class, product category
and product labels are used (Keller 2013).

Other types of cues can also help measure the brand recall for a company. Marketers can
ask the customers about the product attributes or usage goal. Further, to understand the
breadth of brand recall, it is often necessary to understand the context of the purchase
decision or consumption situations such as different times and places. The stronger the
brand associations are to these non-product considerations, the more likely it is that
customers will recall the brand when given the situation cues (Keller 2008). The
combination of non-product and product consideration cues can indicate the breadth and
depth of the company’s brand recall. One important question to remember under brand
recall is: do customers think of the brand under the right circumstances? For instance when
doing a buying decision? This is the main goal for a brand according to brand recall
(Keller 2008).

2.4.3 Top of mind awareness
The first brand that comes to mind in a specific product category, it called the top of mind

brand (Aaker 1991). This is the ideal position for a brand, and the top of mind brand have
the strongest brand awareness of all the brands in the specific category. In other words, the
top of mind brand is ahead of every other brand in a person’s mind (Aaker 1991). Having
a dominant brand with high brand recognition, recall and possibly top of mind, gives the
brand a strong competitive advantage which can be difficult to imitate for competitors
(Aaker 1991).

2.5 Importance of brand awareness
Brand awareness is an important topic because it is related to customers brand choice.

Brand awareness has been seen as necessary to brand evaluation where the customers are
going through a process of selection based on a set of alternatives (Holden 1993). This is
especially important for three main reasons. First of all Baker et al. (1986) suggest that the
customers must think of the brand when they think about the product category. For
example, if a customer wants to buy a soda, the first brand that often comes to mind is
Coca-Cola. This result is supported by Holden (1993) where he argues that brands like
Coca-Cola enjoys very high recall wherever drinks are under discussion. If a company
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increases its brand awareness in the market it also increases the likelihood that the brand
will be part of the consideration set when purchasing a product within the product category
(Holden 1993). It is only a handful of brands that will be given consideration before a
purchase (Keller 1993). Petty and Cacioppo (1986) suggest that consumer base their
choices on brand awareness considerations when they have low-involvement, which may
be a result from either lack of consumer motivation or lack of consumer ability (Keller
1993). Finally brand awareness affects the consumer decisions making by influencing the
formation and strength of brand associations in the brand image.

It is likely that brand awareness plays an important and special role in driving brand equity
(Homburg et al. 2010). Many firms focus their branding mainly on the name and logo
without developing a more detailed and comprehensive brand identity. The ability to
recognize and recall a brand is a key element and the goal of a branding strategy
(Homburg et al. 2010). For a company, brand awareness is related to market performance
through the reduction of perceived risk and information costs for buyers. In other words,
increased brand awareness could result in higher market performance (Homburg et al.
2010). According to Erdem and Swait (1998) brand awareness drives market performance
through two mechanisms: reduction of buyer information costs and buyer-perceived risk
(as cited in Homburg et al. 2010). Brand awareness in these situations may function as an
important aspect regarding the number of product and supplier characteristics. In other
words, brand awareness acts as a strong signal of product quality and supplier commitment
(Homburg, Klarmann and Schmitt 2010). Aaker (1991) argues that in order to build high
brand awareness it is in most cases necessary with high investment in for instance
advertising, packaging and exhibitions. Brand awareness may also signal the presence and
substance because high brand awareness levels implies to the buyers that the firm has been
in the business for a long period of time, that the firms products are widely distributed and
that the product associated with the specific brand is purchased by many others (Homburg,
Klarmann and Schmitt 2010). The brand will in this way be part of the consideration set

before the final purchase decision is made (Homburg, Klarmann and Schmitt 2010).

Name awareness is a signal of presence, commitment and substance, attributes that could
be very important for brand awareness. When a brand name is recognized, there must be a
reason for it (Aaker 1991). A brand name may be a major attribute to what the customers
are buying and a major product attribute (Kwon 1990). There are several reasons for a

name being recognized, some of them could include:
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e The firm has advertised heavily

e The firm has been in the business for a very long time

e The firm is widely distributed

e The brand is successful- other uses it (Aaker 1991).
It is also important to mention that these reasons not necessarily are based upon knowledge
of the specific facts of the brand (Aaker 1991).

The last of the factors mentioned by Aaker (1991) is which brands to consider. This is the
starting point in the buying decision and the place where the potential consumer selects the
group of brands consumers wants to consider before making the final decision to purchase
(Aaker 1991). Without high brand awareness for the potential customer, the brand will
usually not be considered. The first firm to arrive in the customer mind, also called the top
of mind brand, will have an advantage over the others. There have also been studies that
show that there are a strong relationship between recall and the consideration set (Aaker
1991; Samu, Krishnan and Smith, 1999; Subhani and Osman 2011). However, the mind
work in such a way that people will also recall brands they dislike heavily, but will of
course not be included in the consideration set of a buying decision. In other words, having
high brand awareness in the mind of the potential customer is necessary to be considered
in the final buying decision (Aaker 1991). For companies operating in a strong competitive
market, it is important to find solutions for building a strong market position through a
clear strong name among the target audience (Daniel and Anca 2012).

2.5.1 Corporate communication
Corporate communication is a coherent approach for the development of communication

in organizations, in which communication specialists can adapt to their own
communication activities working from a centrally coordinated strategic framework (Van
Riel and Fombrun 2007). Corporate communication is relevant in order for a company to
build a strong brand through image and reputation. Corporate communication can be
achieved through a series of activities by strengthening the company’s corporate image
among the customers (Daniel and Anca 2012). Corporate communication can be defined as
“the set of activities involved in managing and orchestrating all internal and external
communications aimed at creating favorable starting points with stakeholders on which
the company depends.” (Daniel and Anca 2012, 175). For multinational corporations
(MNCs), their ability to control and coordinate activities is of crucial importance across
geographical, socio-cultural and linguistic borders (Lauring and Klitmgller 2014).
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Therefore, communication between and within these units of high importance to be able to
respond to changing market conditions in the places they operate (Charles and Marschan-
Piekkari 2002; Lauring and Klitmgller 2014). Corporate communication involves building
and strengthening the company's image through corporate communication strategy based
on specific promotional communication techniques such as: advertising, sales promotion,

sales forces, public relations and direct marketing (Lauring and Klitmgller 2014)

The quality of corporate communication is important. Van Geyt, Cauwenberge and
Bauwhede (2014) study mentions four different aspects of corporate communication
ratings: annual reports, press releases, corporate websites, and investor relation activities.
The annual report is in most cases based on mandatory financial statements with possible
supplemented information about business segments, future prospects and company
objectives (Van Geyt, Cauwenberge and Bauwhede 2014). The point that the information
in the annual report is mandatory regarding requirements, the degree of freedom for the
companies to distinguish themselves regarding the quality of the financial statement
information is limited (Brown and Hillegeist 2007). However, annual reports are no longer
regarded as a main tool of corporate communication because of its backward looking
nature and the lack of timeliness and the lack of ability to provide new and valuable

information to the financial community (Van Geyt, Cauwenberge and Bauwhede 2014).

Press release is often used by the companies to provide the community with voluntarily
updates of their financial results periodically in addition to important information about
events that could affect the risk profile of the company (Van Geyt, Cauwenberge and
Bauwhede 2014). Research by Ball, Jayrareman and Shivakumar (2011) suggest that as
creditability press release can be verified using audited financial statement information,

managers are then more likely to be more truthful in their communication.

Corporate websites is one of the most used corporate communication channel for
companies (Van Geyt, Cauwenberge and Bauwhede 2014). This channel is a permanent
form of information and are often providing the readers with the company’s history and
mission statement, corporate governance, and social and environmental issues which
should complement the traditional financial information (Trabelsi, Labelle, and Dumontier
2008; Van Geyt, Cauwenberge and Bauwhede 2014). The information given on the

websites is often also provided in press releases and annual reports. However, as the
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information is easily accessible through their websites, it is an increasingly important tool

in the corporate communication (Bollen, Hassink, and Bozic, 2006; Jones and Xiao 2004).

Investor relation activities as communication channel have become increasingly important
in Europe (Van Geyt, Cauwenberge and Bauwhede 2014). Investor relation can be defined
as “the continuous dissemination of company information in form of annual reports,
earning forecasts, proposed investments, governance procedures and financing
intentions” (Chang et al. 2008, 378). Most of the information in investor relation is
voluntarily, timely and forward-looking (Brown and Hillegeist 2007; Van Gewt,
Cauwenberge and Bauwhede 2014). Each of the mentioned corporate communication
channels has its strengths and limitation regarding the quality of corporate communication

and the information asymmetry (Van Geyt, Cauwenberge and Bauwhede 2014).

2.6 How to achieve brand awareness
To achieve brand awareness through the two factors brand recall and recognition, it is

necessary to complete two tasks: gain brand identity and link it to the product class (Aaker
1991). In the following section, several concepts which are important for building brand
awareness are introduced. Five drivers of brand awareness based on previous research are
introduced, and the relationship between purchase frequency and product involvement on

these drivers will be tested. The five drivers of brand awareness are presented in figure 5.

Figure 5
Drivers of brand awareness

Distribution

Intensity

Price

Sponsorship promotion

Brand
Awareness

Symbol

Advertising exposure
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2.6.1 Distribution intensity
Anything that is causing exposure of a brand to customers can contribute to an

establishment of brand awareness. If the exposure is repeated multiple times, it will
improve the customers’ ability to recognize and recall the brand (Keller 2008). Stores are
often organizing products by categories and the store environment will facilitate the link
between brand and the related product category. Distribution could therefore help to
establish the brand and product category linkages (Huang and Sarigolli 2012).
Distribution intensity is when products are placed in a large number of stores. “To enhance
a product image, and get substantial retailer support, firms tend to distribute exclusively

or selectively rather than intensively” (Yoo, Donthu and Lee 2000, 189).

It is also recognized that some types of distribution fit certain types of products. Yoo,
Donthu and Lee (2000) found that the use of high distribution intensity could offer high
brand equity for every kind of products, although the effect varies to some extent
depending on product luxuriousness. Their result further indicated that product
luxuriousness showed a significant moderating effect and that selective distribution rather
than intensive is more acceptable for luxurious goods (Yoo, Donthu and Lee 2000).
Making a product available in more stores affords convenience, time savings, a speedy
service and service accessibility and can further also increase customer satisfaction. The
research from Yoo, Donthu and Lee (2000) are supported by Huang and Sarigolli (2012)
where their findings conducted by a stepwise regression, support the proposition that the
more intensive a brand is distributed, the greater are the brand awareness. Huang and
Sarig6llu (2012) results also showed through a regression analysis that distribution turns
out to be the most important element establishing brand awareness. They argue that
managers should design and implement marketing activities such as distribution,
promotion and personal selling to stimulate the purchase behavior. Distribution is shown to
be an important indicator of brand awareness, and managers should therefore utilize the
distribution elements to its full potential in order to improve their brand awareness,
especially for brands with relatively low awareness and tight advertising budgets (Huang
and Sarigo6llt 2012). Srinivasan, Vanuele and Pauwels (2010) research found a strong and
positive link between advertising awareness and distribution. Their result further shows
that distribution has the highest cumulative impact on each of the three mind-set metrics.
The three matrices that were given in the research were advertising awareness,

consideration and liking. The customers in the research reported more advertising

32



awareness for the brands that they could observe in the store, which further indicates that
distribution help to trigger links in the memory of the customer (Srinivasan, Vanuele and
Pauwels 2010).

2.6.2 Price promotion
Price promotion can for some products (brands) be a driver of brand awareness. However,

the findings from different studies do not give any specific conclusion if price promotion
gives a positive or negative effect on brand awareness. Yoo, Donthu and Lee (2000) found
a negative relationship between price promotion and brand awareness in their study while
Srinivasan, Vanuele and Pauwels (2010) identified a positive relationship between brand
awareness and price promotion, in addition to advertising and distribution. The reason for
contradictory findings may be due to the different research context. Yoo, Donthu and Lee
(2000) are measuring brand awareness for durable goods, while Srinivasan, Vanhuele and
Pauwels (2008) is measuring brand awareness based on whether or not the customers
know the brand in the industry of convenience goods. Yoo, Donthu and Lee (2000)
explained that frequent use of price promotions can cause customers to establish a low-
quality view on the products. Further, price promotion may lead to financial success in the
short run, but may be damaging to the brand equity in the long run. Instead of using price
promotions, managers should rather invest in advertising to develop brand equity (Yoo,
Donthu and Lee 2000).

The price itself can also be a driver of brand awareness as the customer may use a high
price as a quality signal to achieve decision efficiency, while a low price product may give
consumers more value in terms of the price (Huang and Sarig6llii 2012). To generate brand
sales which in turn can induce brand usage experience and hence increase brand
awareness, both price and non-price promotion can help managers to create brand
awareness. The reason for this is that price promotion encourages brand switching and can
provide consumers with an incentive to try those brands which they could not afford at full
price (Huang and Sarig6llu 2012). Therefore, it is suggested that price promotion induces
brand usage and creates awareness. However, for well-established brands, price
promotions should be used with caution. The reason for this is that frequent use of price
promotion negatively influences the overall brand equity (Yoo, Donthu and Lee 2000).
Price promotion may also decrease the internal reference price in the consumers mind
(Huang and Sarig6llt 2012). This is supported by Kaltcheva et al. (2013) which argue that

price promotion is heavily influencing the shoppers’ perception of the appropriate price of
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the product. It is likely that the discounted selling price will reflect the true relative value
more accurately, and such unfavorable price-quality inference is likely to diminish the
attractiveness of the deal (Kaltcheva et al. 2013). However, customer’s first impression of
the item price also influences their price expectations. Introducing a product at a low price
and raising it later to its regular level could result in an adverse effect on subsequent sales,
as the customers perceived the discounted price as the appropriate worth of the product
(Kaltcheva et al. 2013). Therefore, price promotion must be used prudently for well-
established brands.

2.6.3 Symbol exposure
Symbol is an important aspect in creating brand awareness (Aaker 1991). A symbol or

logo is a graphical and visual sign which plays an important role to the communication
structure of a company and is said to be the signature of the company (Adir, Adir and
Pascu 2012). Further, a logo is facilitating a brands identity and the goal is to differentiate
itself from competing brands (Park et al. 2013). However, a symbol can be used as more
than just an identification and differentiation. Using an example, the Christian cross in the
Christianity religion symbolize sacrifice and life’s victory over death, which suggests that
logos can be key information about the brand and what they stand for (Park et al. 2013).
Logos can act as the primary visual representation of a brand’s general image and meaning
and thus shape the brands reputation (Park et al. 2013). If a symbol is available or can be
developed, and could be closely related to the brand, it can play a huge role when creating
and maintaining brand awareness (Aaker 1991). A symbol is an image and is much easier
for the potential customers to learn and recall than just words and phrases (Aaker 1991). If
the company is creative and develops a well-known symbol, this can lead to a competitive
advantage and make it easier to create brand awareness (Aaker 1991). Examples of well-
developed symbols include brand such as Goodyear, Starbucks, Nike and Audi.

Maclnnis, Shapiro and Mani (1999) found in their research that recognition memory was
highest when the brand name was depicted pictorially or when a high benefit brand name
was used. Cued recall was highest when a pictorially depicted product category was
combined with other factors that promoted a product category-brand name linkage. Park et
al. (2013) indicate that brand logos are effective and a powerful tool in the management of
customer-brand relationships. Just because customers can quickly identify a brand based
on the symbol does not mean that they will invest resources towards sustaining their

relationship with the specific brand. However, visual symbols as brand logos offer an
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untapped opportunity, and their findings indicates that brands with symbols as logos are
more effective at providing self- identity benefits than logos that consist of just brand
names (Park et al. 2013). To the extent to which the logos are the key visual representation
of a brand, the customer understanding and judgment of a logo will affect their
relationships with a brand. In general, brand symbols are seen by customer's each day with
different contradictory marketing messages (Park et al. 2013). In such an environment,
logos can often create value to the customers by making brand identification easier and
enable them to make decisions faster (Janiszewski and Meyvis 2001; Park et al. 2013).

Brand symbols such as logo, name, symbol, slogan or packaging can enhance brand
awareness, and help to identify the brand in general, and create a brand that is perceived
different from competing brands (Keller 2003). Different brand elements may introduce an
easier way to achieve and create brand awareness (Vranesevi¢ and Stanc¢ec 2003). Radder
and Huang (2008) found that the most important element to enhance brand awareness was
brand name for coffee products (low involvement), while for sportswear (high
involvement) brand name and logo where important. An attractive logo and symbol which
are short and easy to pronounce and remember can be effective in creating and enhancing

brand awareness for both low and high involvement products (Radder and Huang 2008).

2.6.4 Advertising
Advertising creates and increases brand awareness by exposing brands to the customers

(Huang and Sarigollt 2012). Advertising is also increasing the likelihood that the brand is
in the customers consideration set. Huang and Sarigdlli (2012) argued, based on previous
studies, that there are a positive relationship between advertising and brand awareness
(Aghaei et al. (2014); Buil, Chernatony and Martinez 2013). However, after the analysis
was made by Huang and Sarigolli (2012), their results show that advertising does not
predict brand awareness which contradicts previous studies. One of the reasons for this
result may be that their product category is mature which indicates that they deal with
brands with high awareness. Therefore, increasing the advertising usually has little effect
on increasing brand awareness (Huang and Sarigolli 2012). For brands with high
awareness, advertising may have to provide some unique or new information about the
products such as new product development (Huang and Sarig6lli 2012). Yoo, Donthu and
Lee (2000) also found a positive link between advertising and brand awareness. Hence,
they argue that customers that are exposed to brand advertising more frequently will

develop not only higher brand awareness and associations but also more positive view of
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brand quality which can lead to stronger brand equity. Srinivasan, Vanhuele and Pauwels
(2010) found that both prior brand experience and marketing actions such as advertising
can be expected to build connections in customer’s memories, which over time can result

in subsequent purchase behavior.

Lange and Dahlén (2003) argue that some brands can benefit from “strange” advertising.
“Strange” advertisements break the normal consistency and are incongruent with the
associations that consumers hold to the brand. Advertising for well-known brands wear out
quickly, and customers may even get bored with well-known brands. Results from their
research showed that using incongruent “strange” ads for the familiar brands made it easier
for the customers to remember the brand and it made it harder to remember the ad. Further,
it also decreased the risk of advertising wear-out. Lange and Dahlen (2003) found that
advertising for an unfamiliar brands should focus on establishing the brand and create a
brand which helps the customers store and retrieve the brand information. This suggests
that for unfamiliar brands, it is better to use congruent ads which means when a customer
are exposed to a typical ad where the ad should be easy to recognize and store in the
memory of the customers (Lange and Dahlén 2003). However, for familiar brands it can be
more useful to develop strange ads as positive mere exposure effects may arise. Mere
exposure effect means that the more people are exposed to a stimulus, the better do they

recognize it and the more do they like it (Lange and Dahlén 2003).

Advertising is a major path to increased familiarity and brand awareness (Radder and
Huang 2008). Moreover, visual and verbal effects in advertising help entrench the brand
name in the consumer’s memory. Through advertising, marketers expose potential
consumers to the brand and give them the opportunity to accept it. This is the reason why
companies such as Nike and Adidas make use of television and magazines to advertise

their products and brand names (Ross and Harradine 2004; Radder and Huang 2008).

2.6.5 Sponsorship
“Advertising is a strong brand awareness tool because it allows the message and audience

to be tailored to the job at hand and because it is general an efficient way to gain
exposure” (Aaker 1991, 73). However, publicity can also be a strong tool to use. Not only
is it much less expensive than media advertising, but it could also be very effective (Aaker
1991). It is often shown that people are more interested in news stories than in reading
advertising (Aaker 1991).
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Event sponsorship is an example of publicity, where the goal is to create and maintain
awareness. There are many examples of companies using event sponsorship as part of their
advertising (Aaker 1991). Coca-Cola is one of the main sponsors of the world cup in
football and McDonald’s is one of the main sponsors of the Olympic Games. To be a
sponsor of such huge events could be positive in terms of publicity of the brand since the
events are followed by millions of people and at the same time give positive association to
the brand as they sponsor such events (Aaker 1991). Event sponsorship can be a very
strong advertising tool to use for companies and to create higher brand awareness (Aaker
1991). Sponsorship of sporting and other events has become an increasingly popular
market communication tool for many companies (Cornwell, Roy and Steinard 11 2001).
Cornwell, Roy and Steinard 11 (2001) measured the average contribution of sponsorship to
brand equity element within several sports disciplines. The highest contribution to
sponsorship was corporate image followed by brand image and brand awareness. This give
support to their hypotheses, which stated that: sponsorship were perceived by managers to
make a greater average contribution to general elements of brand equity (Cornwell, Roy
and Steinard 11 2001, 47).

According to Jalleh et al. (2002) their research also suggests that sponsorship may
influence both brand attitude and brand awareness. However, the four commercial
sponsorship brands in their research were found to have no impact on brand awareness.
Quester and Thompson's (2001) found that sponsorship can have a significant impact on
brand awareness, but that this is dependent on how sponsorship is implemented (Jalleh et
al. 2002).

2.7 Research question
Based on the theoretical framework, previous research has shown, among others, that

distribution intensity, price promotion, symbol exposure, advertising and sponsorship can
influence brand awareness. However, this has mainly been studied in industries with
FMCQG. In this thesis, the chosen low purchase frequency product is bed, and in this case
consumers are not exposed to new bed brands very often. Another example of a product of
low purchase frequency is cars, which is a product that consumers tend to be more exposed
to on a daily basis. Both cars and beds could be perceived as high involvement. This
means that consumers search for information and increase their knowledge prior to
purchase. Based on this, product involvement is included in the conceptual model shown

in chapter 2.8. The purpose of this thesis is to identify drivers of brand awareness for
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products with low daily exposure to consumers. Since consumers are less exposed to this
kind of brands and the products are bought infrequently, it is more difficult to build and

maintain brand awareness.

This provides us with the following research question: How to build brand awareness

for products with high involvement and low purchase frequency?

2.8 Conceptual model and hypotheses development
Our theoretical framework provides insight regarding brand equity (chapter 2.2) and brand

awareness (chapter 2.3-2.6). Brand equity introduces relevant concepts to show “the big
picture” of how to create and sustain value for the brand. The main focus in the brand
equity part is brand loyalty and perceived quality because both concepts are shown in
studies to have a significant and positive effect on brand awareness and purchase intention
(Chi, Yeh and Yang 2009; Monroe 1990; Aaker and Keller 1990). Further, aspects such as
distribution intensity, price promotion, symbol exposure, advertising and sponsorship are
shown to have an effect on brand awareness (Srinivasan, Vanhuele and Pauwels 2008;
Aaker 1991; Yoo, Donthu and Lee 2000; Jalleh et al. 2002).

The relationship between purchase frequency and brand awareness is included to test if
there are any direct links between the concepts. Studies have not, to our knowledge,
identified the direct link between the concept of purchase frequency and brand awareness.
High purchase frequency products may obtain a higher degree of brand awareness as
customers may be more exposed to these brands on a daily basis. In this thesis, the low
purchase frequency product is bed, which may not be exposed to the customer very often.
However, this may not be the case for every low purchase frequency products. Cars are
exposed to the customers every day, and a car brand may not have any weaker awareness
than for instance a well-known high purchase frequency product. If comparing a car and a
bed, which both are low purchase frequency products, some differences can be identified
in the buying process. When buying a car, different attributes fits different people, and it is
relatively easy to identify how well the car fits your needs. In addition, it is possible to try
the car prior to purchase and get an instant impression of the cars performance. In the case
of buying a bed, it may be more difficult to compare product attributes and to get an
instant feeling of how well the bed fits your needs. Consumers may also find it difficult to
identify the differences between product attributes for different brands. It may also be a

difficult choice to decide if you want a soft, medium soft or hard bed. It is common to try
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out the bed in the store, but often it takes some time before the body adjusts to the new
bed. For the low purchase frequency product in this study (bed), we assume that
consumers are not exposed to brands very often and it is therefore a challenge for
companies in this industry to obtain high brand awareness. Therefore, we assume that

lower purchase frequency products leads to lower brand awareness.

H1: Lower purchase frequency leads to lower brand awareness

Product involvement has been shown to influence brand awareness positively (Radder and
Huang 2008; Suh and Yi 2006). However, the results in these studies are for products that
are purchased frequently. We are therefore interested to identify if low purchase frequency
products gives us the same results. As low purchase frequency products like a bed may
have some risk involved in choosing the “wrong” brand, it is likely that the customer will
be involved when buying such products to minimize the risk. It is therefore expected to get
result similar to those found by Radder and Huang (2008) and Suh and Yi (2006).

H2: Higher involvement with a low purchase frequency product will lead to higher brand

awareness

The use of high distribution intensity could offer high brand equity for many products
(Yoo, Donthu and Lee 2000). Huang and Sarigolli (2012) add that the more intensively
the brand is distributed, the greater are the brand awareness. The effect on distribution
intensity may vary depending on the product luxuriousness. In situations with luxurious
products, selective rather than intensive distribution is more acceptable. However, it is
expected that the low purchase frequency product will benefit from being highly
distributed, which will lead to higher brand awareness. If the brand is present in a larger
number of stores, it is assumed that customers are more exposed to the brand, which can

increase brand awareness.

H3a: Higher distribution intensity will lead to higher brand awareness

Yoo, Donthu and Lee (2000) found a negative relationship between price promotion and
brand awareness, while Srinivasan, Vanuele and Pauwels (2010) identified a positive
relationship between brand awareness and price promotion. Reason for contradictory
findings may be due to the different research context. Yoo, Donthu and Lee (2000) are

measuring brand awareness for durable goods, while Srinivasan, Vanhuele and Pauwels
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(2010) is measuring brand awareness based on whether or not the customers know the
brand in the industry of convenience goods. It is suggested that price promotion induces
brand usage and creates awareness. However, for well-established brands, price
promotions should be used with caution. The reason for this is that frequent use of price
promotion negatively influences the overall brand equity (Yoo, Donthu and Lee 2000).
Price promotion may also decrease the internal reference price in the consumers mind
(Huang and Sarigolli 2012). We want to test if price promotion is a driver of brand
awareness. However, based on previous research, it is reasonable to believe that the use of
price promotion for a high quality product will negatively influence brand awareness. It is
therefore expected that higher use of price promotion will influence brand awareness

negatively.

H3b: Higher price promotion will lead to lower brand awareness

Radder and Huang (2008) found that the most important element to enhance brand
awareness was brand name for coffee products (low involvement), while for sportswear
(high involvement) brand name and logo where important. An attractive logo and symbol
which are short and easy to pronounce and remember can be effective in creating and
enhancing brand awareness for both low and high involvement products (Radder and
Huang 2008). A logo and/or symbol are facilitating a brands identity and its differentiation
of competing brands, and logos can be the key information about the brand and what they
stand for (Park et al. 2013). If a symbol is available or can be developed, and could be
closely related to the brand, it can play a huge role when creating and maintaining brand
awareness (Aaker, 1991). Based on this information, it is reasonable to believe that higher

symbol exposure will lead to higher brand awareness.
H3c: Higher symbol exposure will lead to higher brand awareness

Advertising creates and increases brand awareness by exposing the brand to the customers,
and advertising is also increasing the likelihood that the brand is in the customers
consideration set (Huang and Sarig6lli 2012). Yoo, Donthu and Lee (2000) found that the
link between advertising and brand awareness was positive. They also argued that
customers which are frequently exposed to brand adverting will develop not only higher
brand awareness, but also a more positive view of the brand quality which again can lead

to higher brand equity (Yoo, Donthu and Lee 2000). Their research is supported by
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Srinivasan, Vanhuele and Pauwels (2010) which argues that both prior brand experience
and marketing actions like advertising is expected to build connections in customers’
memories which over time can result in purchase behavior (Srinivasan, Vanhuele and
Pauwels 2010). Since we are identifying a low purchase frequency product, it is likely that
advertising may have an effect on brand awareness because advertising can increase
knowledge about the brand prior to purchase. A good advertisement, may act as a
reminder, and can increase the likelihood that the consumer considers buying a new

product.
H3d: Higher advertising will lead to higher brand awareness

The goal for event sponsorship is to create and maintain brand awareness. Examples of
successful brands using sponsorship is Coca-Cola which are one of the main sponsor of the
World Cup, and McDonalds which are one of the main sponsors of the Olympic games.
Sponsorship can be a strong advertising tool to use for companies and to create brand
awareness (Aaker 1991). According to Jalleh et al. (2002) their research suggests that
sponsorship may influence both brand attitude and brand awareness. Their results confirm
that greater use of sponsorship is important in social marketing campaigns. Based on this

information, we assume that higher use of sponsorship will lead to higher brand awareness.
H3e: Higher sponsorship will lead to higher brand awareness

Research has shown that when involvement with the product increases, consumers are
likely to seek more information about the product (Suh and Yi 2006). It will be examined
if product involvement has a relationship with distribution, price, symbol exposure,
advertising and sponsorship. Radder and Huang (2008) found that advertising had a greater
effect on high involvement products, than low-involvement products. In the case of
sportswear clothing (high involvement), advertising was far more important, particularly in
magazines and in-store advertising, while newspaper, radio and internet advertising was
unimportant in creating brand awareness (Radder and Huang 2008). The students in the
research also paid more attention to brand names in low-involvement situations, while in
high involvement situations they attached importance to other brand elements (Radder and
Huang 2008). The ELM model has an important implication for advertising in the sense
that different kinds of advertising may be effective under different conditions and different

kind of audiences. Further, involvement is by ELM researchers seen as one of the most

41



important moderating variables. There is a considerable agreement that high involvement
messages have a greater personal relevance and consequences or more personal
connections than low involvement messages (Petty, Cacioppo and Schumann 1983). For
instance, when a customer are going to buy a product which is perceived as high
involvement, the buyer will carefully evaluate the product advantages and disadvantages

prior to purchase (Long-Yi and Chun-Shou 2006).

In this thesis, the low purchase frequency product (bed) is considered a high involvement
product. Further, based on the fact that consumers are seeking more information about the
product when the involvement is high, it is assumed that this will increase the knowledge
for distribution intensity, price promotion, symbol exposure, advertising and sponsorship.
It is assumed that the more time consumers spend searching for a favorable brand,
including visiting different stores, the more they will be exposed to in-store advertising,
brand symbols, availability of products and price promotions. However, involvement with
the product may also increase the salience for sponsorship. For example, if a consumer is
looking to buy a new bed, and is searching for information about different brands, it is
likely that the consumer would pay attention and recognize sponsorship for bed brands,

when watching television within the period of seeking information.

Therefore, it is expected, that when customers are highly involved in the buying process,
there will be a positive relationship between involvement and the five drivers of brand

awareness.

H4a: Higher product involvement leads to increased salience of distribution intensity
H4b: Higher product involvement leads to increased salience of price promotion
H4c: Higher product involvement leads to increased salience of symbol exposure
H4d: Higher product involvement leads to increased salience of advertising

H4e: Higher product involvement leads to increased salience of sponsorship
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For brands that are offering products which are bought infrequently, it is necessary to
develop a certain level of brand awareness. However, for products which are exposed to
the customer on a more regular basis, such as for instance cars, the development of brand
awareness may be easier because brands are seen more often. The familiarity for bed
brands may be more difficult to obtain than for instance cars. It is also more difficult to
compare the product attributes for different bed brands. This may be related to the
assumption that knowledge of different bed brands may be low. There is also assumed
some preference uncertainty regarding the purchase of beds as mentioned earlier, and it
may be more difficult to purchase a bed based on the first impression. It may take some
time for the body to adjust to a new bed, and testing the bed in store may not be sufficient
in order to purchase the “right” product. It is therefore interesting to test if there are any
direct link between purchase frequency and the drivers of brand awareness for a low
purchase frequency product that are not exposed to consumers very often. It is identified
that if the brand is not known by customers, it will not be included in the customers
consideration set, and it is therefore less likely that the brand will be purchased. In some
cases, the choice of product will happen within the store, and customers may rely solely on
guidance from the salesperson. However, in order to survive in a highly competitive
market, it is important to build brand awareness and to increase the knowledge about your
brand, which may increase the possibility of the brand being purchased. We want to
identify if there are any significant relationships between low purchase frequency and
distribution intensity, price promotion, symbol exposure, advertising and sponsorship for
low purchase frequency product. Based on the assumption that the low purchase frequency
product is not heavily exposed to the customers on a daily basis, it is therefore assumed
that lower purchase frequency will lead to lower salience of the five drivers of brand

awareness.

H5a: Lower purchase frequency leads to reduced salience of distribution intensity
H5b: Lower purchase frequency leads to reduced salience of price promotion
H5c: Lower purchase frequency leads to reduced salience of symbol exposure
H5d: Lower purchase frequency leads to reduced salience of advertising

H5e: Lower purchase frequency leads to reduced salience sponsorship
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Finally brand awareness, loyalty, perceived quality and purchase decision is shown to be
related in numerous researches (Chi, Yeh and Yang 2009; Monroe 1990; Aaker and Keller
1990). In addition we will test our five drivers of brand awareness, product involvement
and purchase frequency on loyalty, perceived quality and purchase intention so every
relationship in our model is tested. It will be included control variables such as age, sex,
county and education. Based on the hypotheses and result from previous research, this

provides us with the following conceptual model (figure 6).
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Chapter I11

3. Methodology
In order to conduct a survey or project, it has to be selected one or more research methods.

A research method can be related to a tool, which helps us identify a path towards
answering questions and increasing our knowledge within a given field. Choosing the right
method is important for answering the research question in the best possible way.
Methodology is about how information is collected, organized and interpreted (Larsen
2007).

In this chapter the method which will be the basis for our study is defined. This chapter
will consist of research design (chapter 3.1), validity and reliability (Chapter 3.2), pretest
(chapter 3.3), measurement (chapter 3.4) and statistical methods (chapter 3.5).

3.1 Research design
Research design is concerned with creating a plan which makes it possible to answer and

explain the research question in the best possible way (Saunders, Lewis, and Thornhill
2009). According to Saunders, Lewis, and Thornhill (2009) there are three research
methods which are the most commonly used: exploratory, descriptive, and explanatory. An
exploratory study is a valuable means of finding out “what is happening; to seek new
insights, to ask questions and to assess phenomena in a new light” (Robson 2002, 59).
“Studies that establish causal relationships between variables may be termed explanatory
research” (Saunders, Lewis, and Thornhill 2009, 140). The object of descriptive research

is “to portray an accurate profile of persons, events or situations” (Robson 2002, 59)

The research question in this thesis is concerned with how to build brand awareness for
products with high involvement and low purchase frequency. Therefore, it is reasonable to
use a descriptive design such as the cross-sectional design, since the goal is to describe a
situation which exists in a given time (Jacobsen 2005). The choice of design, sample and

population, and how to collect the data is explained in order to conduct the research.

3.1.1 Fixed Designs
Fixed designs are theory-driven. For this design, it is necessary to gather a substantial

amount of conceptual understanding about the phenomenon of interest before it is
worthwhile following the potentially risky strategy of investing precious time and

resources in such designs (Robson 2002). This understanding may be in the form of a
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model. This model may have variables which have direct effect or indirect effect on other
variables (Robson 2002). If the study delivers the expected relationships, it supports the

existence of certain mechanisms as predicted (Robson 2002).

3.1.1.1 Cross-sectional design
The cross-sectional design is the most commonly used design in social sciences. Here, the

design focus is on relationships between and among variables in a single group which
means that there are no group differences (Robson 2002). The simplest version, measures
are taken at the same time (a short time period), which is referred to as a cross-sectional
study (Robson 2002). This design is often identified with survey research, which is a
commonly used data collection method. In survey research one usually asks a random
sample of individuals to answer some questions about their background, past experiences,
and attitudes (Frankfort-Nachmias and Nachmias 1996). Most surveys are carried out for
descriptive purposes. They can provide information about the distribution and people’s
characteristics, and identify any relationship between such characteristics (Robson 2002).

One has to decide which methodological approach that is most suitable for doing research.
The choice is between intensive (deep) or extensive (wide) programs, and between
qualitative or quantitative methods. It is appropriate to use intensive design, because the
survey has many variables and small amount of study objects (Jacobsen 2005). Based on
the definition of fixed and cross-sectional design, this is the most appropriate technique to

use for the purposes of this study since we are using a quantitative method.

Another area to address is which strategy that is the best in order to identify the “real
world” (Jacobsen 2005). The two different strategies are called deductive reasoning (“from
theory to empirical”) and inductive reasoning (“from empirical to theory”) (Jacobsen
2005, 28). There will be used a combination of these two strategies in order to conduct our
research. This is based mainly on the fact that to our knowledge, there has not been any
research regarding brand awareness on products with high involvement and low purchase
frequency. Therefore, there is not enough sufficient information to expect any specific
findings