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CHAPTER 1 

INTRODUCTION 

 

1.1. Rationale for the research 

Vietnam has about 93 million people, ranking 13th in the world; 

aged between 15-64 accounts for 71%; nearly 30% of the population 

lives in cities. Ho Chi Minh City is one of the two largest retail markets 

in Vietnam, with great competition in the retail sector between domestic 

and foreign business. In addition, the current trend of consumption has 

changed in the type of product, price, service manner, payment method, 

safety and hygiene, communication ... These are difficulties that almost 

enterprises in our country are facing with in comparison with the retail 

corporations in the world. To overcome this limitation, the problem for 

Vietnamese retailers is the need to find out what constitutes brand equity 

of the retail business and contributing to the impressive effect in 

consumers’ mind, which plays a role as a basis for retailers to 

strategically build their brands and enhance their brand equity, thereby 

enhancing their competitiveness in the retail market.  

Ho Chi Minh City is the largest retail and consumption center in the 

country, accounting for about one quarter of the total retail sales of the 

country. Therefore, this market has a strong appeal to domestic and 

foreign retailers. In addition, this attraction also creates a great 

competition among retailers, which requires retailers to focus on building 

and enhancing their brand equity. 

In the world, brand equity of an enterprise and factors influencing 

brand equity of the enterprise has been extensively studied in both 

theoretical and empirical. However, due to the specific characteristics of 

each sector and each field, the study results have similarities and 

differences. In Vietnam, there have been some researches on brand 

equity of enterprises. However, there are no research studies on the 

factors influencing brand equity of retail businesses in Ho Chi Minh City. 

Moreover, the quantitative study of factors influencing brand equity of 

retail businesses is not sufficient and convincing.  

From the above reasons, the author chooses the title “Factors 

influencing brand equity of retailers in Ho Chi Minh City” to research. 

1.2. Research objectives and goals 

1.2.1. Research objectives 

- Identify factors influencing brand equity of retailers.  

- Build and test the scale of factors influencing brand equity of 

retailers in Ho Chi Minh City through the evaluation of customers.  
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- Measure the impact of factors influencing brand equity of retailers 

in Ho Chi Minh City.  

- Suggest solutions related to factors to enhance brand equity of 

retailers in Ho Chi Minh City in the coming time.  

1.2.2. Research goals 

1.3. Research problem and research questions 

1.3.1. Research problem 

1.3.2. Research questions 

- How do consumers evaluate brand equity of retailers in Ho Chi 

Minh City?  

- What factors influencing brand equity of retailers?  

- How do the determined factors influence brand equity of retailers  

in Ho Chi Minh City? 

 - How to enhance brand equity of retailers in Ho Chi Minh City?  

1.4. Research subjects and research scope 

1.4.1. Research subjects 

The subject of the research is "Factors influencing and level of 

influencing on brand equity of retailers in Ho Chi Minh City" from the 

consumers’ perspective. 

1.4.2. Research scope 

- Space scope: The study focused on individual customers of some 

large retailers in the consumer goods sector in Ho Chi Minh City. 

- Time scope: The primary information of the topic was collected 

through survey questionnaires for personal consumers of some large 

retailers in Ho Chi Minh City from August, 2016 to end of March, 2017. 

1.5. Literature review of retailer brand equity 

1.5.1. Overall literature review 

Table 1.1: Some definitions of brand equity in the world 

Authors Definition 

Aaker  

(1991) 

Brand equity is a collection of assets and liabilities, related 

to brand of a product/service, which creates value for the 

business and/or for its customers. Five components of 

brand equity include loyalty, brand awareness, perceived 

quality, brand association and otherbrand equity elements. 

Keller  

(1993) 

Brand equity is the customer's knowledge of the brand. 

This customer knowledge consists of two main parts, 

including brand awareness and brand impression. 

Lassar and The brand equity consists of five components, including 
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associates 

(1995)  

Perceived quality, Perceived value, Brand impression, 

Customer brand trust, and Customer perception of brand. 

Keller  

(1998)  

Customer-based brand equity is the distinctive effect that 

brand knowledge creates on the customer's response to 

brand marketing. 

Tybour and  

Calkins 

(2007)  

Brand equity comes when consumers have a high level of 

awareness and familiarity with brand and have strong, 

positive and unique brand associations in mind. 

 

1.5.2. Literature review in Vietnam 

1.6. Research methods and data 

1.6.1. Research methods 

Qualitative research methodology: The research uses synthesis and 

interpretation methods to model factors influencingbrand equity of retail 

enterprises, which uses the descriptive statistics method to analyze the 

factors and the level of influence of factors on brand equity of retailers in 

Ho Chi Minh City.  

Quantitative Research Methodology: This research is implemented 

on the basis of quantitative research, the author builds the conceps, the 

scale of the concept, constructing and testing the scale by analyzing EFA, 

CFA, and hypothesis testing using the SEM model. 

1.6.2. Reseacch data 

The data used in this research consists of two main sources,  

secondary data and primary data. 

1.7. Research contributions 

Firstly, the subject has quite comprehensive and sufficient overview 

of domestic and foreign research on factors influencing brand equity of 

retail enterprises.  

Secondly, the subject systematized a number of theoretical issues 

about brand equity and the factors influencing brand equity of retail 

enterprises. Specifically, the research systemized and clarified the 

concepts, composition, classification, function of branding and brand 

equity. The research clarified the characteristics and role of retail 

enterprises. The research basically synthesized and explained the factors 

influencing brand equity of retail enterprises based on the theoretical 

basis, including 3 groups of factors: brand audit, brand connection and 

brand image. Based on that, the subject took the model of estimating and 
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testing reasonable hypothesis for Vietnam situation. The research also 

sums up the practical experience of enhancing the brand equity of 

retailers in some countries in the world and draws lessons for retailers in 

Ho Chi Minh City.  

Thirdly, based on the secondary data source from inside and outside 

the country, the research thoroughly analyzes the real status of brand 

equity retail enterprises in the area of Ho Chi Minh City. The subject 

evaluates and tested factors influencing brand equity of retail enterprises 

in Ho Chi Minh City. Based on that, the research draws some comments 

on factors influencing brand equity of retail enterprises in Ho Chi Minh 

City.  

Fourthly, the research contributes to the theoretical basis of brand, 

brand equity of retail enterprises. It can be used as a case study for 

teaching marketing or business administration. Students studying 

undergraduate or graduate degree in marketing or business administration 

can refer to reinforce the knowledge of marketing in general and brand in 

particular, as a guide for research development.  

Fifthly, this topic can be a reference for scientific research methods 

for students who are attending university or graduate school majoring in 

marketing, business administration or social sciences in general.  

Sixthly, the subject gave some orientation and proposed solutions to 

enhance the brand equity of retail enterprises in the area of Ho Chi Minh 

City. 

1.8. Dissertation struture 

Chapter 1: Introduction 

Chapter 2: Theoretical background  

Chapter 3: Research design 

Chapter 4: Research findings 

Chapter 5: Research implications and recommendations  
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CHAPTER 2 

THEORETICAL BACKGROUND 

 

2.1. Theoretical background on branding 

2.1.1. Difinitions of brand 

Brand is not just a name or logo but also attributes that differentiate 

a business's product from the products of its existing competitors. This 

difference may be tangible in relation to products or invisible features 

such as symbols, emotions expressed through branding (Keller, 2013).  

Products are what is produced in the factory, the brand is what 

consumers buy. Products can be imitated by competitors, but brands are 

the property of every business. Products can quickly get outdated but the 

brand if successful will never be out of date (Aaker, 1991).  

Table 2.1: Some definitions of brand 

Conception Author Definition 

Classical 
Bennett  

(1995) 

Brand is a name, symbol, sign, design or 

combination of all these elements in order 

to identify the goods or services of a seller 

as well as distinguish it from the goods or 

services of other sellers. If used for 

business purposes, the brand is referred to 

as a trademark. 

Modern 

Philip Kotler 

(1995) 

A brand can be understood as a name, a 

term, a symbol, a picture or a combination 

among them to confirm the seller's product 

and to distinguish it from the competitor's 

product.  

David Aaker 

(1995) 

Branding is a reminder of an image, 

emotion, thinking, and particular culture 

when referring to a company or product. 

Al Ries  

(2000) 

Brands are ideas or concepts that exist in 

the minds of potential customers.  

Quoting 
Heidi Cohen 

Brand is the shogunate marketing message 

that creates emotional bonds with 

consumers. 

Charlene Li Your brand is whatever your customers talk 
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and Josh 

Bernoff 

about it. 

Neil 

Feinstein 

Brand is the emotional relationship between 

the consumer and the product, you have to 

understand the consumers and build 

positive feelings about the brand. As 

relationships deepen, the brand will last 

longer. 

Jeffrey 

Harmon 

Attention is a scarce resource. Brands are 

experienced marketers created to win the 

battle for consumer attention. 

Sergio 

Zyman 

A brand is essentially a collection of 

customers’  experiences in products or 

services.  

 Ze Frank 

The brand is the emotional aftertaste that 

comes after an experience (experience of 

use) with a product, service (even an old 

product) of a business. 

Vietnamese 

Marketer  

Brand is a poem, a promise in love. That 

promise makes love more engaging, 

making your lover feel secure. When that 

promise is strong enough, the love is big 

enough, people are willing to pay whatever 

it costs. 

Gregory  

(2001) 

Brand is the sum of all that is known, 

thought to, felt and felt about a business, a 

service or product. 

Myers  

(2003) 

There is a fundamental difference between 

a product and a brand, although most 

consumers use them interchangeably. A 

product is something that tends to satisfy 

functional interests while a brand brings 

more than that. 

  

  

  

Martensen 

and 

Gronholdt 

A brand is not a thing, a product, a business 

or an organization. A brand does not exist 

in the physical world, it is a spiritual 
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(2004) concept. 

 Kankins  

(2005)  

A brand is a collection of associations in 

the minds of consumers to a product or 

service. These associations form in the 

minds of consumers through their 

experiences with the brand or through the 

channels of communication, word of 

mouth, etc.  

 Jeff Bezos, 

CEO of 

Amazon.com 

Branding is what people say about you 

when you are not there. 

 

2.1.2. Component and functions of brand 

2.1.3. Types of brand 

2.1.4. Brand equity 

2.1.5. Brand versus trademark 

2.2. Theory of retailer branding 

2.2.1. Overview of retailer 

According to Philip Kotler (2005), retailing is all about selling goods 

or services directly to end consumers for their personal, non-commercial 

use.  

Retail businesses are companies that sell goods to the general public in 

relatively small quantities for use or consumption rather than resale. 

2.2.2. Characteristics of retailer 

2.2.3. Roles of retailing 

2.3. Theory of brand equity 

2.3.1. Definitions of brand equity 

Brand value is the core of brand management (Keller and Lehmann, 

2006). Consumers develop affection and association with the brand and 

become loyal to the brand because of the values that the brand brings to 

themselves (Barwise, 1993). 

Table 2.2: Some definitions ofbrand equity in the financial views 

Author Definition 

J.Walker Smith of 

Yakelovic 

ClancySchudman 

Brand equity is the value that can be 

measured financially of the business of a 

product or service through successful 

business operations and programs. 

John Brodsky in NPD Brand equity is the revenue and profit 
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Group efficiency that businesses derive from 

the results of their marketing efforts in 

the years ahead of the competitive 

brands. 

Peter Farquhar  

 (1989) 

Brand equity is the added value for the 

business and customers of the branded 

product. 

  

Table 2.3: Some definitions of brand equity basing on consumers’ 

thought 

Author  Definition  

Leuthesser 

(1988) 

Brand equity is a collection of associations, 

behaviors, and channel members for the brand 

to allow the brand to create the greatest value as 

well as the greatest profit through advantages 

that are strong, sustainable and different than 

the competitors. 

Aaker (1991) 

Brand equity is the set of values a customer 

associates with a brand that reflects aspects of 

brand perception, brand association, perceived 

quality, brand loyalty, and other property 

values. 

Keller (1993) 

Brand equity is the difference effect of brand 

knowledge on customer’s response to brand 

marketing. 

Kamakura and 

Russell (1993); 

Lassar et al.  

(1995) 

Customer-based brand equity arises when the 

customer is familiar with the brand and holds 

the strongest, strongest and unique associations 

in his or her memory. 

Aaker (1996) 

Brand equity is loyalty, quality 

perception,brand equity perception, brand 

characteristic, customer perception to the 

organization, difference perception, brand 

perception, market positioning, price and 

distribution level. 

2.3.2. Measuring brand equity 

2.3.3. Brand equity of retailer brand 

2.3.4. Characteristcis of retailer brand equity 

2.3.5. Benefits of brand equity 
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2.4. Experiences from enhancing brand equity of retailer brands in 

the world and lessons for retailers in Ho Chi Minh City 

2.4.1 Experiences from enhancing brand equity of retailer brands in the 

world  

2.4.2. Lessons for retailers in Ho Chi Minh City  

2.5. Factors influencing brand equity of retailers  

2.5.1. Proposed theoretical model 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 2.1: Factors influencing brand equity of retailers  

Based on studies of factors affectingbrand equity in different sectors 

as well as in different countries, it can be seen that model of Aaker 

(1991) has been accepted and commonly used by many researchers in the 

world and in Vietnam in determining the impact of factors on the value 

of the brand based on the customers. However, due to the unique 
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characteristics of each region and country, as well as differences in each 

of the tangible or intangible business sectors, Aaker's model was adapted 

by the authors. For  example, Yoo and Donthu (2001) in their study 

dismissed the element of other brand’s equity in Aaker'sbrand equity 

model as it was incompatible in the measurement ofbrand equity. Or in 

another research, Behnam Ghorbanifard et al. (2013) also used only four 

of the five elements in Aaker's model to study the role ofbrand equity in 

the tourism industry.  

Brand connection and brand mark are two groups of factors that are 

becoming increasingly important in enhancingbrand equity, particularly 

in the retail sector. Brand connection involves two elements of brand 

attitudes and self-branding. Brand mark includes two elements of brand 

trust and brand’s social responsibility. Both groups of factors have not 

been included in theoretical study of retailbrand equity.  

Based on the study of brand equity models, the author proposes a 

model of factors that influence brand equity of retail businesses as 

following: Brand equity of retailers = β0 + β1*Brand association + 

β2*Percieved quality + β3*Satisfaction + β4*Brand loyalty + β5*Brand 

attitude + β6*Brand-self connection + β7*Brand credibility + β8*Brand 

social responsibility + ε 

2.6.3. Research hypotheses 

Hypothesis H1: Brand association has positive impact on brand equity of 

retailers.  

Hypothesis H2: Perceived quality has positive impact on brand equity of 

retailers.  

Hypothesis H3: Satisfaction has positive impact on brand equity of 

retailers.  

Hypothesis H4: Brand loyalty has positive impact on brand equity of 

retailers.  

Hypothesis H5: Brand attitude has positive impact on brand equity of 

retailers.  

Hypothesis H6: Brand – Self connection has positive impact on brand 

equity of retailers.  

Hypothesis H7: Brand credibility has positive impact on brand equity of 

retailers.  

Hypothesis H8: Brand social responsibility has positive impact on brand 

equity of retailers. 
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CHPATER 3 

RESEARCH DESIGN 

 

3.1. Research design 

This study is carried out in 03 stages: Preliminary Research, 

Experimental Research and Official Research.  

3.2. Research process 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

3.3. Research methodology 

3.4. Research sample 

3.4.1. Overall sample 

3.4.2. Sample size 

Table 3.1: List of retailers and sample size estimated 

No Retailers 
Sample size 

(Estimated) 

1 Big G 427 

2 Coopmart 516 

3 Lotte 350 

4 Satra 448 

5 VinMart 350 

Theoretical 

basis 
Model and 

hypothesis 

Experts’ 

opinions 

Official scale Pilot survey 

Trial 

questionnaire  

Data collection Data processing  

- Reliability testing  

- Factor analysis 

- Regression analysis  

- Hypothesis testing 

- Multigroup analysis 

Results, solutions 

Official 

questionnaire 
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6 Metro 409 

 Total 2.500 

3.4.3. Sampling method 

To perform this study, the probabilistic sampling method was used. 

The advantages of this method are convenience, ease of implementation, 

time savings, low cost and high objectivity. This research project is a 

exploratory study with aim to explore a problem, accordingly the 

questionnaire will be sent to the respondents randomly. 

3.5. Data collection method 

3.6. Measurement instrument and coding 

3.6.1. Measurement instrument 

In this study, the scale used was the Likert scale, a series of 

statements related to the attitude in questions and the respondents would 

choose one of the answers in which include the statements of research 

subject's property. The answers include seven levels from "completely 

disagree" to "completely agree" to the respondent's choice. 

3.6.2. Coding 

Table 3.2: Coding the scales’ variables 

No Constructs Items Source 

1 

Brand 

Association 

(BA) 

I know what X looks like. 

Yoo and 

Donthu 

(2001) 

I can recognize X among other 

competing brands.  

I am aware of X. 

Some characteristics of X come to 

my mind quickly. 

I can quickly recall the symbol or 

logo of X. 

I can quickly recognize the 

identity characteristics of X.  

2 
Perceived 

Quality (PQ) 

X is of high quality. 

Yoo and 

Donthu 

(2001) 

The likelihood that X is reliable is 

very high. 

The likely quality of X is 

extremely high. 

3 
Satisfaction 

(SAT) 

Overall, I am satisfied with 

specific experiences with X. 
Ha and 

Muthaly 

(2010) 
I am satisfied with my decision to 

transact (or purchase) with X. 

4 Brand loyalty Brand X would be my first Yoo and 
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(LOY) choice. Donthu 

(2001) I consider myself to be loyal to 

brand X. 

I will not transact (or purchase) 

other retail brands if the service is 

available at brand X. 

5 
Brand attitude 

(ATT) 

Attitude to brand X (from 

positive to negative). 

Dolbec 

and 

Chebat 

(2013) 

Attitude to brand X (from good to 

bad). 

Attitude to brand X (from 

favorable to unfavorable). 

Attitude to brand X (from likable 

to dislikable). 

6 

Brand social 

responsibility 

(BSOC) 

I consider brand X as a socially 

responsible brand. 
Eisingeric

h and 

Rubera 

(2010) 

This brand is more beneficial to 

society’s welfare than other 

brands. 

This brand does contribute 

something to society. 

7 

Brand 

credibility 

(BER) 

This brand reminds me of 

someone who’s competent and 

knows what he/she is doing. 

Erdem 

and Swait 

(2004) 

This brand has the ability to 

deliver what it promises.  

This brand delivers what it 

promises. 

This brand’s product claims are 

believable.  

Over time, my experiences with 

this brand have led me to expect 

it to keep its promises, no more 

and no less. 

This brand has a name you can 

trust.  

This brand doesn’t pretend to be 

something it isn’t.  

8 Brand-self Brand X is part of me and who I Park et al 
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connection 

(BSEL) 

am. (2010) 

I feel I am personally connected 

to brand X. 

9 
Brand equity 

(BE) 

Even if another brand has same 

features as X, I would prefer to 

buy X. 

Yoo et al.  

(2000), 

Verhoef et 

al. (2007) 

It makes sense to buy X instead 

of any other brand, even if they 

are the same.  

If there is another brand as good 

as X, I prefer to buy X. 

If another brand is not different 

from X in any way, it seems 

smarter to purchase X. 

Brand X is a strong brand. 

Brand X is a well-known brand. 

Brand X is a unique brand. 

Brand X is an attractive brand. 

 

3.7.  Questionaire development 

3.8. Data collection and analysis 

3.8.1. Data collection 

Step 1: Observe the customer to refine the respondents   

Step 2: Approach the customers through social greetings  

Step 3: Invite participants to answer questionnaires. If the customer 

agrees, proceed to step 4. If the customer does not agree then thank them 

and finish the survey with them. 

Step 4: Conduct survey through the questionnaire  

Step 5: Thank the customers for participating in the survey  

Step 6: Finish the data collection via questionnaire  

This process is repeated the same for the objects being surveyed. In 

addition, depending on the attitude of the respondents, the author will 

adjust some content to suit the survey. 

3.8.2. Data analysis 

3.9. Common method bias 

3.10. Data analysis techniques 
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CHAPTER 4 

RESEARCH FINDINGS 

 

4.1. Overview of the retailing market  

4.1.1. Overview of the retailing market in Vietnam 

4.1.2. Overview of the retailing market in Ho Chi Minh City 

Table 4.5: Total sales revenues of retailing of Ho Chi Minh City  

and Vietnam (2010-2016) 

Year 

Ho Chi Minh City Vietnam Rate of 

Ho Chi 

Minh City 

compared 

with 

Vietnam 

(%) 

Sales 

revenues 

(billion 

dong) 

Compared 

with the 

previous 

year (%) 

Sales 

revenues  

(billion 

dong) 

Compared 

with the 

previous 

year (%) 

2010 88.114  373.879,4  23,57 

2011 117.356 133,19 463.144,1 123,9 25,34 

2012 156.418 133,29 574.814,4 124,1 27,21 

2013 197.871 126,50 781.957,1 136 25,3 

2014 238.455 120,51 953.012,9 121,9 25,02 

2015 303.988 127,48 1.229.266 129 24,73 

2016 441.284 145,16 1.578.200 124,1 27,96 

 

4.1.3. Chacracteristics of the retailing market in Ho Chi Minh City 

4.1.4. Evaluation of the retailing market in Ho Chi Minh City  

4.2. The current state of brand equity of retailer brands in Ho Chi 

Minh City 

4.3. Findings on factors influencing brand equity of retailers in Ho 

Chi Minh City 

4.3.1 Sample characteristics 

Table 4.12: Samples at retailers 

No Retailers 
Surveyed 

samples 

Estimated 

samples 
Rate (%) 

1 Big C 427 427 100 

2 Co.opmart 416 516 81 

3 Lotte 348 350 99 

4 Satra 448 448 100 

5 VinMart 349 350 99 

6 METRO 409 409 100 
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 Total 2.397 2.500 96 

 

 

Bảng 4.13: Geographical chacractersitics (N=2.397) 

Chacracteristics Frequency % 

Age: Mean = 25,84, SD=7,49   

Gender Male 1.044 44 

 Female 1.353 56 

Education High school 274 11,4 

 College 409 17,1 

 University 561 65,1 

 Post graduate 153 6,4 

Income (dong) < 3.000.000 630 26 

 3.000.001 – 5.000.000 763 32 

 5.000.001 – 10.000.000 577 24 

 10.000.001 – 

15.000.000 

255 11 

 15.000.001 – 

20.000.000 

102 4 

 > 20,000,000 70 3 

 

Table 4.15: Gender’s descriptive statistics 

 Size % % accumulation  

Value 

Male 1.044 43,6 43,6 

Female 1.353 56,4 100,0 

Total 2.397 100,0  

 

Table 4.26: Age’s descriptive statistics 

 N Range Minimum Maximum Mean Std. Deviation Variance 

Age 2.397 50,00 18,00 68,00 25,8391 7,48864 56,080 

Valid N 

(listwise) 

2.397 
      

 

4.3.2. Significance tests  

4.3.2.1. Convergent validity  

Items AVE CR CA 

Brand association 0,61 0,90 0,87 
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Percieved quality 0,72 0,88 0,80 

Satisfaction 0,75 0,85 0,66 

Brand loyalty 0,77 0,91 0,85 

Brand attitude 0,58 0,85 0,76 

Brand-self connection 0,74 0,85 0,65 

Brand credibility 0,55 0,90 0,86 

Brand social responsibility 0,69 0,87 0,78 

Brand equity 0,51 0,90 0,88 

 

Table 4.21: AVE 

Items Original 

Sample 

(O) 

Mean Std 

deviati

on 

T 

Statistics 

P 

Value 

Brand association 0,61 0,61 0,02 35,53 0,00 

Percieved quality 0,72 0,73 0,05 15,43 0,00 

Satisfaction 0,75 0,75 0,05 16,29 0,00 

Brand loyaty 0,77 0,77 0,03 23,24 0,00 

Brand attitude 0,58 0,63 0,07 8,27 0,00 

Brand-self connection 0,74 0,76 0,06 11,78 0,00 

Brand social 

responsibility 

0,69 0,70 0,04 16,36 0,00 

Brand credibility 0,55 0,57 0,04 15,50 0,00 

Brand equity 0,51 0,52 0,02 24,58 0,00 

Table 4.21 presents AVE of brand association, perceived quality, 

satisfaction, brand loyalty, brand attitude, brand self-connection, brand 

credibility, brand social responsibility and brand equity. Minimum AVE 

is 0,51, Maximum AVE is 0,77. All are bigger than 0,5. 

Table 4.22: CR 

Items Original 

Sample 

(O) 

Mean 

(M) 

Std 

deviation 

T 

Statistics 

P 

Value 

Brand association 0,90 0,90 0,01 137,90 0,00 

Percieved quality 0,88 0,89 0,02 36,71 0,00 

Satisfaction 0,85 0,86 0,03 28,26 0,00 

Brand loyalty 0,91 0,91 0,02 58,02 0,00 

Brand attitude 0,85 0,87 0,04 23,90 0,00 

Brand-self connection 0,85 0,86 0,04 21,24 0,00 
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Brand credibility 0,90 0,90 0,01 67,14 0,00 

Brand social 

responsibility 

0,87 0,87 0,02 38,43 0,00 

Brand equity 0,90 0,90 0,01 120,28 0,00 

 

Table 4.23: CA 

Items 

Original 

Sample 

(O) 

Mean 

(M) 

Std. 

Deviation 

T 

Statistics 

P 

Value 

Brand association 0,87 0,87 0,01 88,31 0,00 

Perceived quality 0,80 0,81 0,04 18,21 0,00 

Satisfaction 0,66 0,67 0,07 8,91 0,00 

Brand loyalty 0,85 0,85 0,03 29,96 0,00 

Brand attitude 0,76 0,79 0,06 12,37 0,00 

Brand-self connection 0,65 0,69 0,10 6,26 0,00 

Brand credibility 0,86 0,87 0,02 44,35 0,00 

Brand social 

responsibility 

0,78 0,78 0,04 18,32 0,00 

Brand equity 0,88 0,88 0,01 82,90 0,00 

4.3.2.2. Discriminant validity 

4.3.3. Factor analysis   

Table 4.36: Variables’ correlation 

Items Loadings 
STD 

deviation 

T 

Statistics 

P 

Values 

Brand association 0,148 0,02 6,24 0,00 

Percieved quality 0,096 0,02 4,24 0,00 

Satisfaction 0,075 0,02 3,38 0,00 

Brand loyalty 0,299 0,03 11,36 0,00 

Brand attitude 0,177 0,02 9,06 0,00 

Brand social responsibility 0,085 0,02 4,32 0,00 

Brand credibility 0,096 0,03 3,67 0,00 

Brand-self connection 0,099 0,02 4,48 0,00 

4.3.4. Regression analysis 

After data processing, regression function is as follows:  

BE = β0+ 0,148*BA + 0,096*PQ + 0,075*SAT + 0,299*LOY + 

0,177*ATT + 0,099*BSEL + 0,096*BER + 0,085*BSOC + ε 

4.3.5. Hypothesis testing 
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Table 4.47: Results of hypothesis testing 

Hypothesis 

Path 

coefficient  

(β) 

STD T-test 
P 

Values 
Results 

Hypothesis H1 0,148 0,02 6,24 0,00 Accepted 

Hypothesis H2 0,096 0,02 4,24 0,00 Accepted 

Hypothesis H3 0,075 0,02 3,38 0,00 Accepted 

Hypothesis H4 0,299 0,03 11,36 0,00 Accepted 

Hypothesis H5 0,177 0,02 9,06 0,00 Accepted 

Hypothesis H6 0,085 0,02 4,48 0,00 Accepted 

Hypothesis H7 0,096 0,03 3,67 0,00 Accepted 

Hypothesis H8 0,099 0,02 4,32 0,00 Accepted 

Age 0,05 0,01 3,69 0,00  

Gender 0,01 0,01 0,61 0,54  

Level of 

education 
0,01 0,01 0,99 0,32  

Occupation -0,03 0,02 1,89 0,06  

Income -0,03 0,01 1,91 0,06  

 

4.3.6. Multigroup analysis testing 

4.4. Discussions on factors influencing brand equity of retailers in Ho 

Chi Minh City 
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CHAPTER 5 

RESEARCH IMPLICATIONS AND RECOMMENDATIONS 

 

5.1. Rationals for research implications and recommendations 

5.1.1. Directions for the development of retailers in Ho Chi Minh City 

5.1.2. Directions for enhancing brand equity of retailers in Ho Chi Minh 

City 

5.1.3. Proposed objectives for recommendations and solutions 

5.1.4. Rationale for recommendations and solutions 

5.2. Implications for enhancing brand equity of retailers in Ho Chi 

Minh City 

5.2.1. Implications for Brand audit factors 

For Brand association: Retail brands need to build effective 

communication programs that enhance the brand's consumer knowledge 

including awareness (recall and recognition) and brand image 

recognized, sorted and organized in the memory of the customers. 

Programs need to focus creatively on the familiarity and brand image. 

For Percieved quality: The results of this study indicate that retail 

managers can not rely solely on product quality to sustain and grow their 

business. Being aware of the quality of the brand and the service from 

meeting employees is important to a purchase decision. The quality of 

the brand and the service makes an important contribution to the quality 

of the product and the perceived value and thus indirectly affect the 

purchase decision of the customer. 

For Satisfaction: Customer satisfaction occurs when services and 

customer experiences met or exceeded their expectations. If expectations 

of value and customer service are not met, customers will not be 

satisfied. Only satisfied customers can afford long term loyalty. Satisfied 

customers will be more loyal to the retail brand, willing to buy new 

products and upgrade existing ones from the retail brand. Very satisfied 

customers will be willing to give good and positive word of mouth about 

the brand. They also pay little attention to other competing brands.  

For Brand loyalty: Customer’s loyalty and belief are key factors for 

retail businesses. In today's context with the development of online 

shopping, the increase in competitiveness makes attracting and retaining 

loyal customers more difficult. Retail brands must first strive to build on 

the different elements of their competitors. 

5.2.2. Implications for Brand connection factors 

For Brand attitude: This study result shows that attitude to the 

brand cause positive impact on bran value. Therefore, retail brands 
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should ensure existing customers and potential customers to have 

positive attitude to their brands  

For Brand-self connection: Retail enterprises should focus on 

building and transmitting stories of their brands. These stories will 

connect consumers and its spread will create brand resonance with the 

comsumers, which results to competitive advantage for the brand. 

5.2.3. Implications for Brand Image factors 

For Brand credibility: The study results of Erdem and Swait (2004) 

based on signal theory show that brand trust is viewed as a positive 

influence on the consideration and choice of the product of the 

consumers through the perception of their good product quality.  

For Brand social responsibility: The result of the study on the 

positive impact of brand's social responsibility onbrand equity provides 

incentives for enterprises that are and will be implementing social 

responsibility programs. The results clearly show that consumers have a 

positive response to the brand's social responsibility programs. 

5.3. Recommendations for enhancing brand equity of retailers in Ho 

Chi Minh City 

5.3.1. Recommendations for policty makers 

5.3.2. Recommendations for the Association of retailers in Vietnam  

5.5. Research limitations and future research directions 

Firstly, convenience sampling methods limits the representativeness 

of the study results. Further studies should follow a probabilistic 

sampling method to test the consistency of the results. Convenience 

sampling may lead to correlations in the data and this limits the 

effectiveness of the proposed causal relation.  

Secondly, this topic focuses only on the factors directly affecting 

brand equity while not comparing the relative magnitudes of these 

relationships. Future studies may explore this aspect.  

Thirdly, the mediating or regulating factors are not mentioned in this 

study. Consequently, further studies need to find out whether mediating 

and regulating factors can influence the correlations in the present study 

model.  

Fourthly, this topic does not mention the enhancement ofbrand 

equity from the origin of the parties involved in the operation of retail 

businesses. Therefore, further research can be continued from this point 

on. 


