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Abstract:

The main topic of this report is to measure the influence of Brand Authenticity (BA) on Brand Loyalty (BL) and Overall Brand Equity (OBE) in the context of mobile telecommunication services in Bangladesh. In this report, I worked with three brands. They are iPhone, Samsung and symphony. The study also intends to measure the influence of Brand Authenticity (BA) and Perceived Quality (PQ) on Overall Brand Equity (OBE) the context of mobile telecommunication services in Bangladesh. Here the sample size was 90. The sampling technique was non-probabilistic in nature. The study found that there are variations in Brand Authenticity (BA), Perceived Quality (PQ), Brand Loyalty (BL), overall brand equity (OBE) across the brands considered in the study in the context of mobile telecommunication services in Bangladesh. The study found statistically significant influences of Brand Authenticity (BA) and Perceived Quality (PQ) on Brand Loyalty (BL) considered in the context of mobile telecommunication services in Bangladesh. There were also statistically significant influences of Brand Authenticity (BA) and Perceived Quality (PQ) on Overall Brand Equity (OBE) considered in the context of mobile telecommunication services in Bangladesh.
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[bookmark: _Toc24405583]Introduction:
This project provided information about the relationships between customer authenticity perception and brand equity variables such as brand awareness, brand association, perceived quality, brand loyalty, as well as how these four variables are correlated with one another. Accordingly this study also provides the impact of brand equity on consumers’ brand choice and purchase intention for Mobile phone Industries (Apple, Samsung, and Symphony). Apple Inc. is a multinational technological company of America and it’s headquarter is situated in Cupertino, California, business area of Apple is about consumer electronics, computer software, and services. The core vision of apple was providing customers with user-friendly, non-intimidating technology at a lower price  and its mission is to provide the best personal computing experience to whom from students to teachers and professionals.Samsung is a South Korean multinational conglomerate headquartered in Samsung Town, It comprises numerous affiliated businesses most of them united under the Samsung brand. Results clearly indicate that customer’s authenticity perception is a complex determinant of brand equity. So brand equity has a significant impact on consumers’ brand choice & Purchase intention. A brand of EDISON Group named symphony is one of the encouraging and evolving business groups, is founded with the aim of enhancing all aspects of life for the customers with powerful brands, reliable products and services, is proud to enjoy indisputable leading position in mobile handset industry.Results of the present study would provide marketers with a better understanding of the vital role authenticity plays in Mobile phone Industries (Apple, Samsung, and Symphony) brand equity. Marketing implications are for better brand equity and loyalty for marketers. In times of increasing ambiguity authenticity is an important human endeavor, making it a key issue in present marketing and a major factor for brand success. By organizing a literature review and several studies with different consumers with the particular 3 brands, we develop a scale for checking the strength of consumers’ anticipated brand authenticity, where authenticity is analyzed as consisting of four dimensions identified as continuity, originality, reliability, and naturalness. We also determined the fussy reliability of brand authenticity with regard to related marketing constructs such as brand involvement, brand image, and brand satisfaction. Finally, this report discussing the ramification for marketing practice and by offering catalyst for further research.
[bookmark: _Toc24405584]

Chapter-2
[bookmark: _Toc24405585]Company overview
[bookmark: _Toc24405586]Company Overview of Apple:
Apple Inc. which is a multinational technological company of America and its headquarter is situated in Cupertino, California, basically its business area is about consumer electronics, computer software, and online services.it was started its journey with a core vision of providing customers with user-friendly, non-intimidating technology at a lower price  and its mission is to provide the best personal computing experience to whom from students to teachers and professionals. According to Apple Inc. (AAPL.O) profile ,Apple was established by Steve Jobs, Steve Wozniak, and Ronald Wayne in April 1976.their motive was to develop and sell Wozniak's Apple I personal computer, though Wayne sold his share back within 12 days. It was assimilated as Apple Computer, Inc., in January 1977 and sales of its computers, including the Apple II, grew quickly. Within a short period of time maybe it took few years, Jobs and Wozniak had hired a staff of computer designers and had a production line. Apple went public in 1980 to amazing financial success over the next few years, Apple trucked new computers featuring innovative graphical user interfaces, such as the original Macintosh in 1984, and Apple's marketing advertisements for its products received widespread critical acclaim. However, everything was going well according to their plan but the constrain of price of their product and the con
strain of processor application became a burning question, as did power struggles between executives. That was high price of its products and limited application.in 1985, when Jobs and others decided for resignation from found NeXT As the market for personal computers expanded and evolved through the 1990s, then Wozniak pushing up daisies Apple charmingly and remained as an honorary employee. Apple lost market share to the lower-priced duopoly of Microsoft Windows on Intel PC clones. The board called up CEO Gil Amelio to what would be a 500-day charge for him to refurbish the financially troubled company—reshaping it with dismissal, executive restructuring, and product focus. In 1997, he led Apple to buy NeXT, solving the desperately failed operating system strategy and bringing Jobs back. Jobs contemplatively regained leadership status, becoming CEO in 2000. Apple briskly returned to profitability under the re-energize Think different campaign, as he rebuilt Apple's status by launching the iMac in 1998, opening the retail chain of Apple Stores in 2001, and acquiring numerous companies to expand the software portfolio. In January 2007, Jobs gave the company a new name and that was Apple Inc., and convert their main focus toward consumer electronics, and launched the iPhone to great critical acclaim and financial success. In August 2011, jobs decided to resign as CEO because of his bad health conditions, and Tim cook became the new CEO.Two month later, jobs died, marking the end of an era for the company and Apple is well known for its size and revenues. According to apple web site, (2018), its worldwide annual revenue totaled $265 billion for the 2018 fiscal year. Apple is the world's largest technology company by revenue and one of the world's most valuable companies. It is also the world's third-largest mobile phone manufacturer after Samsung and Huawei. In August 2018, Apple became the first public U.S. company to be valued at over $1 trillion. The company employs 123,000 full-time employees and retains 504 retail stores in 24 countries as of 2018.It maintaining the iTunes Store, which is the world's largest music retailer. As of January 2018, more than 1.3 billion Apple products are actively in use worldwide. The company also has a high level of brand loyalty and iscategorized as the world's most valuable brand. However, Apple receivesremarkable disparagement regarding the labor practices of its contractors, its environmental practices and unethical business practices, including anti-competitive behavior, as well as the origins of source materials. IPhone is a line of smartphones designed and marketed by Apple Inc. All generations of the iPhone use Apple's iOS mobile operating system software. The first-generation iPhone was released on June 29, 2007, and multiple new hardware iterations with new iOS releases have been released since. 

[bookmark: _Toc24405587]Company Overview of Samsung:
Samsung is a South Korean multinational conglomerate headquartered in Samsung Town, It comprises numerous affiliated businesses most of them united under the Samsung brand, and is the largest South Korean chaebol .It was founded by Lee Byung-chul in 1938 as a trading company. Samsung Electronics is committed to improving the global community and delivering groundbreaking innovations that enhance people’s everyday lives. Over the next three decades, the group diversified into areas including food processing, textiles, insurance, securities, and retail. Samsung entered the electronics industry in the late 1960s and the construction and shipbuilding industries in the mid-1970s; these areas would drive its subsequent growth. Following Lee's death in 1987, Samsung was separated into four business groups Samsung Group, Shinsegae Group, CJ Group and Hansol Group. Since 1990, Samsung has increasingly globalized its activities and electronics; in particular, its mobile phones and semiconductors have become its most important source of income. As of 2017, Samsung has the 6th highest global brand value. Samsung Electronics inspires the world and shapes the future with transformative ideas and technologies that give people the power to discover new experiences. With a constant focus on innovation and discovery, we keep redefining the worlds of TVs, smartphones, wearable devices, tablets, digital appliances, network systems, and memory, system LSI, foundry and LED solutions. The company operates through following business divisions: Consumer Electronics, Information Technology & Mobile Communications and Device Solutions. The Consumer Electronics business division provides cable television, monitor, printer, air-conditioners, refrigerators, washing machines and medical devices. The Information Technology & Mobile Communications business division offers handheld products, communication systems, computers and digital cameras. The Device Solutions business division comprises of memory, system large scale integrated circuit and light emitting diode.
Samsung has a powerful influence on South Korea's economic development, politics, media and culture and has been a major driving force behind the "Miracle on the Han River.Its affiliate companies produce around a fifth of South Korea's total exports. Samsung's revenue was equal to 17% of South Korea's $1,082 billion GDP.
Its vision is to inspire the World, Create the Future and its Mission is to inspire the world with innovative technologies, products and designs that enrich people’s lives and contribute to a socially responsible, sustainable future.
[bookmark: _Toc24405588]Company Overview of symphony:
Symphony – a brand of EDISON Group one of the encouraging and evolving business groups, is founded with the aim of enhancing all aspects of life for the customers with powerful brands, reliable products and services, is proud to enjoy indisputable leading position in mobile handset industry. EDISON Group is one of the encouraging and evolving business groups, is founded with the aim of enhancing all aspects of life for the customers with powerful brands, reliable products and services.
Groups first company SB Tel Enterprise Ltd, established in 2005, started mobile phone business under SYMPHONY brand in 2008 providing new experience to the consumers through continuous innovation and product diversification. The brand has been enjoying indisputable leading position in mobile phone industry. Another two supporting businesses – symphony accessories and mobile application (value added service- “Fun Store” powered by MoMagic Bangladesh) - added significant value to the Symphony mobile phone users since 2011.
Started its journey with the aim of intensifying of life for its valuable customers with the respective brands, reliable products and services. Within short period of time since its introduction at the end of 2008 the brand Symphony has emerged as the fastest growing leading mobile handset brand in Bangladesh. Relentless work of the company to ensure exemplary service at all times and ability to provide stable and consistent solutions made Symphony the market leader in the handset segment in 2010. Aggressive pricing strategy, contemporary features & styling, international quality build a strong distribution network and after sales service have contributed to make Symphony Mobile the preferred choice of Bangladesh customers. The core focus of the company is to consistently provide outstanding customer service as it continues to explore new horizons to deliver newer and better solutions to its most valued premium asset, its customers. According to symphony web site(Apr 13, 2017), The Number One Smartphone Company Symphony mobile, along with APAN (Association for Poor Advancement Needs) and Terre Des Hommes (TDH), Italia handed over mobile phones to the underprivileged female of urban school located in Mirpur (block C) BauniaBeriBadh. This was a part of the “JuktaHoyeMukta” initiative where these disadvantaged females were presented.
According to symphony company profile, (Dec 21, 2016), the number one handset brand Symphony signed a MOU with ‘TERRE DES ITALIA’ (TDH) Italia. Under the MOU Symphony mobile handed over 200 feature phones & 20 smartphones to the officials of TDH Italia. Those mobile phones will be distributed by TDH Italia among the underprivileged slum girls living in Capital’s BauniaBadh slam area, Palllabi. Those girls are members of a project run by TDH Italia. According to company profile symphony,(Jan 2, 2015), Edison Group is distributing blankets among the poor this year. Edison Group has distributed blankets in NimtolaDighulia, Tangail. Every year Edison Group arranges this sort of program to help the underprivileged people. that year Edison Group is distributing almost five thousand pieces of blankets among the underprivileged people in different parts of the country. Edison Group tries to mitigate the misery of the poor through its CSR wing ‘APON’. According to company profile (Mar 5, 2014), As a responsible corporate citizen, Edison Group always extends its support to the affected, vulnerable people during hard times due to natural calamities. Concerned over the prevalent cold weather, Edison group distributed winter cloths among 500 poverty striken people in Gazipur district on January 31, 2014. Under the initiative, this event took place at Madhabpur Central Eidgah under Sripurupazila. Association for poor advancement need (APAN) organized the event and Edison group financed the winter cloths. 
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[bookmark: _Toc24405591]Brand Authenticity:
According to Dr.paul Marsden,”the extent to which consumers perceive a brand to be faithful toward itself, true to its consumers, motivated by caring and responsibility, and able to support consumers in being true to themselves”.
According to this definition, we can find out some key component of brand authenticity. They are:
· Continuity (brand being faithful to itself),
· Credibility (true to its consumers),
· Integrity (motivated by caring and responsibility)
· Symbolism (support consumers in being true to themselves)
By analyzing these four key components we can understand that, authenticity is much greater than a simple grail attribute.it carry psychological, subjective and symbolic value also. Authentic brandsare real to us personally, stand for what we stand for, and make it easier or possible for us to be real to ourselves. The focus goal for an organization is they wants to create a loyal relationship with customers and client by providing some offers, which actually persistently hand over the identity- oriented benefits to their groups of customers because of creating a legitimate relationship.in some extent brand authenticity is related with the brand loyalty. Now question is how? When a brand expedients or outpaces functional benefits and expedients customers’ needs for a crucial psychological benefits, the brand induce brand loyalty. When a company give their customers a vast level benefits from organization it is not a matter of astonishing like that companies spend considerable resources to increase brand loyalty. Actually thosecustomer who are loyal not only frequently buy a brand but also invest time in brand advocacy. Because many brands within a product category are repeatedly functionally at correspondence, the key component of brand loyalty develops when a brand resonates with a customer's identity. Actually a brand loyalty increase or grow because of balance relationship between the customer and a brand.
According to (Jenny, 24), Shenzhen,”Being authentic means expressing true emotions in communication and interactions with other people, being unafraid to express your thoughts when there are different opinions.”There is a difference in authenticity among various cultures and countries.it mean to differently to different person and to different perception. For example, for individual, it introduce to someone who demonstrate their true self even when they risk being criticized for doing so. This process is called the identity quest of consumers and the difficulties they face as they keep going control of their lives dreams the climb up of pressure to follow their dreams.
On the other hand, according to Pete, 24, Manchester,”Authenticity is definitely considered an important virtue in the UK and those who are prepared to reveal their ‘real’ self, warts and all, garner extra respect from their peers.”
According toGeoff Beattie, What is people actually think about brand or an authentic brand? Or when they search for an authentic companies? To answer this question he describe a brand as an identity which should carry a standard level of values and morals and always give them support while honestly reveal its practices. And it should not over promise to their customer. Actually customer always want to know the real benefits of the product. That’s why brand should describe itself as it is really. When people think about an authentic brand, it needs to be adjudged as reliable, respectful, and real. People or customer mind feels curios or inspire by a reliable brand and devotedly invested in their success.As a result people are not convinced at the time of competitors brand’s attractive offers or advertisement or even less expensive alternatives also. They actually not change their choice or loyalty at any situation. Because of brands reliability, respectfulness, and reality companies considered to be authentic build brand loyalty and tend to be more profitable.
Now question is that how can we build a brand as authentic. Brand authenticity isn’t a difficultidea. When people wants to do run their business with honesty and with unique idea then they go through this simple idea. As it becomes more objectionable for companies to avoid the associated customer’s social tracking system, the only way to represent yourself as a reputed person is to be perform with honesty as possible.While ‘authenticity’ is your golden option to display your customers your vision and underlying values, ‘clearness’ is all about implementation. For example, if anybody might show his brand authenticity as a skincare organization by persistently telling customers that they arepromised to animal-friendly processes, while they areproceeding in pellucidity actively to show consumers how they test their products.
According to Kristine Fritz, VerenaSchoenmueller, Manfred Bruhn, (European Journal of Marketing), (Publication date: 13 February 2017),”Authenticity in branding – exploring antecedents and consequences of brand authenticity”.
Consumer command to authentic brands is immovably increasing. With increased pressure to contain this demand, researchers and marketers wants to know how to affect a brand’s anticipated authenticity. Brand authenticity can be determined by the analyzed variables (i.e. brand heritage, brand nostalgia, brand commercialization, brand clarity, brand’s social commitment, brand legitimacy, actual self-congruence and employee’s passion). Moreover, brand authenticity positively affects brand relationship quality, which in turn positively prompt consumers’ observable intentions. The investigated relationships do not vary due to consumer-specific characteristics (i.e. brand involvement).
According to, Mike Schallehn , Christoph Burmann , Nicola Riley ,(Journal of Product & Brand Management)(Publication date: 13 May 2014) , brand authenticity is anticipated when a brand is dependable, stable and specific in its habits. Nevertheless, the factor individuality has the lowest influence on perceived brand authenticity. This is a fascinating finding, as being “unique” is generally advertised as an important success factor in branding. Being consistent, meaning that a brand fulfills its brand assure at every brand-touch point, and being continuous, meaning that the brand promise reflects the essential core of the brand, are of major importance.
Every brand assemble assurance to their consumers, but it takes extra value to prove you’re following through with your allege. In the past, businesses could allege basically anything and consumers had rare ways of checking or confound them. However, the rise of social media alternated the relationship between companies and consumers forever.
Today, people have the flexibility to share their thinking and opinions about brands and they’re taking leverage of that. Call out culture is endurable than ever. The only companies that will endure the changing marketplace are the ones with brand authenticity.
Crucially, brand authenticity isn’t just about being honest. Honesty is an elemental part of being a pure business, but there’s more to it too. You’ll also have to uphold a certain level of integrity, which includes absolute pellucidity 
Now a simple question is arise that is why brand authenticity is important?
These days, brand authenticity is more important than ever, because consumer behavior has changed.
According to Traditional marketing techniques, no longer work and consumers assume a lot more from businesses. If you don’t output according to your client’s demand, you’ll hear about it on social media. This is actually true with the millennial generation. Younger generations say that brand authenticity is second to only discounts when determining which businesses to buy from.
Customers feel emotionally invested in authentic brands and are more likely to maintain loyalty to them, even when there may be alternative options.
According to, Manfred Bruhn, VerenaSchoenmüller, Daniela Schäfer, and Daniel Heinrich (2012) ,"Brand Authenticity: ,”In times of increasing uncertainty, authenticity is an essential human aspiration, making it a key issue in contemporary marketing and a major factor for brand success. By conducting a literature review and several studies with different consumers and brands, we develop a scale for measuring the strength of consumers’ perceived brand authenticity, where authenticity is analyzed as consisting of four dimensions identified as continuity, originality, reliability, and naturalness. We also demonstrate the discriminant validity of brand authenticity with regard to related marketing constructs such as brand involvement, brand image, and brand satisfaction. Finally, we conclude our paper by discussing the implications for marketing practice and by offering stimuli for further research”.
[bookmark: _Toc24405592]Brand Equity:
[bookmark: _Toc24405593]What is Brand Equity?
On behalf of to business encyclopedia,” Brand equity is a marketing term that defines a brand’s assessment. That assessment is induced by consumer thought of and experiences with the quality of the brand. If people think more of a brand, it has positive brand honesty. When a brand continuously under-delivers and embitter to the point where people regiment that others escape it, it has negative brand integrity”.
Positive brand equity has value:
· Companies can charge more for an item with a great iconic of brand equity.
· That equity can be change to line extensions.
·  products related to the brand that include the brand name
·  So a business can make more money from the brand.
· It can help boost a company’s stock rate.
Examples of Positive Brand Equity
Apple, ranked by one institution as “the world’s most popular brand” in 2015, is a classic example of a cast with positive integrity. The company built its positive fame with Mac computers before extending the brand to iPhones, which deliver on the brand promise expected by Apple’s computer customers.
On a smaller place, regional supermarket chain Wag mans has so much brand integrity that when stores open in new territories, the brand reputation generates crowds so large that police have to straight traffic in and out of store parking lots.

Examples of Negative Brand Equity
Financial brand Goldman Sachs lost brand value when the public learned of its role in the 2008 financial pressure, automaker Toyota suffered in 2009 when it had to recall more than 8 million vehicles because of unintended acceleration, and oil and gas company BP lost symbolic brand equity after the U.S. Gulf of Mexico oil spill in 2010.

Achieving positive brand equity is half the job; managing it consistently is the other half. As Chipotle’s 2015 food poisoning problem indicates, one negative incident can nearly eliminate years of favorable brand equity.
Contrary, Brand equity refers to a value premium that a company generates from a product with a recognizable name when compared to a generic equivalent. Companies can create brand equity for their products by making them memorable, easily recognizable, and superior in quality and reliability. Mass marketing campaigns also help to create brand equity.
When a company has positive brand equity, customers willingly pay a high price for its products, even though they could get the same thing from a competitor for less. Customers, in effect, pay a price premium to do business with a firm they know and admire. Because the company with brand equity does not incur a higher expense than its competitors to produce the product and bring it to market, the difference in price goes to margin. The firm's brand equity enables it to make a bigger profit on each sale.
Now a question arise about Understanding the Brand Equity.
Brand equity has three basic components: consumer perception, negative or positive effects, and the resulting value. Foremost, consumer perception, which includes both knowledge and experience with a brand and its products, builds brand equity. The perception that a consumer segment holds about a brand directly results in either positive or negative effects. If the brand equity is positive, the organization, its products, and its financials can benefit. If the brand equity is negative, the opposite is true.
Finally, these stuffs can turn into either tangible or intangible value. If the effect is positive, tangible value is realized as increases in revenue or profits and intangible value is realized as marketing as awareness or goodwill. If the effects are negative, the tangible or intangible value is also negative. For example, if consumers are willing to pay more for a generic item than for a branded one, the brand is said to have negative brand equity. This might occur if a company has a major product recall or causes a widely publicized environmental hazard.
'Brand equity' is a term used in the marketing site which shows the value of having a well-known brand name, based on the idea that the owner of a well-known brand name can produce more revenue simply from brand recognition (that is from products with that brand name than from products with a less well-known name), as consumers believe that a items with a well-known name is better than products with less known names. Brand equity refers to the value of a brand.

According to the research literature, brand equity has been studied from two different point of view: cognitive psychology and information economics. According to cognitive psychology, brand equity lies in consumer’s consciousness of brand features and associations, which drive attribute perceptions. According to information economics, a strong brand name works as a conclusive signal of product quality for imperfectly informed buyers and generates price premiums as a form of return to branding investments. It has been empirically demonstrated that brand equity plays an vital role in the determination of rate structure and, in different, firms are able to charge price value that derive from brand equity after controlling for observed product differentiation.

While most brand equity test has taken place in consumer markets, the concept of brand equity is also important for understanding competitive dynamics and price structures of business-to-business markets. In industrial markets competition is often depends on differences in product performance. It has been suggested however that firms may charge superiors that cannot be solely explained in terms of technological superiority and performance-related comforts. Such price premiums reflect the brand equity of famous manufacturers. Three brand equity drivers were listed by researchers from huge factors that have impact on a brand: brand awareness, brand perspective, and brand attachment.

Brand equity is strategically pivotal, but famously difficult to quantify. Many experts have developed tools to analyze this asset, but there is no agreed way to measure it. As one of the serials challenges that marketing professionals and academics find with the concept of brand equity, the disconnect between quantitative and qualitative equity values is difficult to reconcile. Quantitative brand equity includes numerical values such as profit margins and market share, but fails to capture qualitative elements such as prestige and associations of interest. Overall, most marketing practitioners take a more qualitative approach to brand equity because of this challenge. In a survey of nearly 200 senior marketing managers, only 26 percent responded that they found the "brand equity" metric very useful.
Some marketing researchers have declared that brands are one of the most valuable assets of a company has, as brand equity is one of the factors which can boost the financial value of a brand to the brand owner, although not the only one. Elements that can be connected in the valuation of brand equity include (but not limited to): changing market share, profit margins, consumer recognition of logos and other visual elements, brand language associations made by consumers, consumers' perceptions of quality and other relevant brand values.
Consumers' knowledge about a brand also governs how completion and advertisers market the brand. Brand equity is created through the investments in communication channels and market education and appreciates through economic growth level in profit margins, market share, prestige value, and tough associations. These strategic investments support over time to deliver a return on investment. This is directly connected to marketing ROI. Brand equity can also support without strategic direction. A Stockholm University study in 2011 documents the case of Jerusalem's city brand. The city truly developed a brand, which experienced fabulous brand equity appreciation over the course of decades through non-strategic activities. A booming tourism industry in Jerusalem has been the most evident indicator of a strong ROI.
[bookmark: _Toc24405594]Why Is Brand Equity So Valuable?
One more definition of brand equity that I presented in my book was the argument that brand equity is that is also provides value to customers. It shows the customer’s ability to interpret and process idea, improves confidence in the buy decision and affects the quality of the user experience.
The fact that it provides value to customers makes it easy to justify in a brand-building budget. This model provides brand equity as one of the major components of modern marketing alongside the marketing idea, segmentation, and several others.
Improving Brand Value in the Long-Run
The most ongoing challenges of brand equity fact is to demonstrate that there is long-term value in creating brand equity. The basic hassles are that brand is only one driver of benefit, completive actions intervene, and strategic decisions cannot wait for long time.


[bookmark: _Toc24405612]Chapter-4
[bookmark: _Toc24405613]Objective and Methodology of the Study:

Objectives of the Study: The objectives of the study can be clarified in the following ways:
1. To examine the variation in Brand Authenticity (BA) across the brands considered in the study in the context of mobile telecommunication services in Bangladesh.
2. To examine the variation in Perceived Quality (PQ) across the brands considered in the context of mobile telecommunication services in Bangladesh.
3. To examine the variation in Brand Loyalty (BL) across the brands considered in the context of mobile telecommunication services in Bangladesh.
4. To examine the variation in overall brand equity (OBE) across the brands considered in the context of mobile telecommunication services in Bangladesh.
5. To measure the influence of Brand Authenticity (BA) and Perceived Quality (PQ) on Brand Loyalty (BL) consideredin the context of mobile telecommunication services in Bangladesh.
6. To measure the influence of Brand Authenticity (BA) and Perceived Quality (PQ) on Overall Brand Equity (OBE) considered in the context of mobile telecommunication services in Bangladesh.
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[bookmark: _Toc24405615]Methodology of the Study:
Here the data were collected from the following two sources:
1. Secondary Sources: Various websites, journals, and books were used for the purpose of developing the literature review and reviewing the organizational background of the various companies considered in the study.
2. Primary Data: Primary data were collected by using a self-administered questionnaire for the purpose measuring the constructs considered in the study. Here the sample size was 90. The sampling technique was non-probabilistic in nature, restricting the generalization of the findings.
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[bookmark: _Toc24405596]Findings of the Study:
The findings of the study will clarify and/or analyze the following aspects:
1. Sample Characteristics
2. Exploration of basic Descriptive Statistics of the Constructs Used in the Study
3. Reliability analysis of the Constructs Used in the Study.
4. Variation in the brand authenticity (BA) across the brand.
5. Variation in the perceived quality (PQ) across the brand.
6. Variation in the brand loyalty (BL) across the brand.
7. Variation in the overall brand equity (OBE) across the brand.
8. The impact of brand authenticity and perceived quality on brand loyalty.
9. The impact of brand authenticity and perceived quality on over all brand equity.

[bookmark: _Toc24405597]Sample Characteristics: Sample characteristics will be explained in terms of the following variables:
a. Gender
b. Education
c. Profession
d. Average Monthly Family Income




[bookmark: _Toc24405598]Gender: The gender distribution of the sample is shown in the table given below:
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Male
	63
	70.0
	70.0
	70.0

	
	
	
	
	
	

	
	Female
	27
	30.0
	30.0
	100.0

	
	Total
	90
	100.0
	100.0
	



There were 63 male (70.00%) and 30 female (30.00%) respondents taken in the sample for the purpose of conducting the study.
[bookmark: _Toc24405599]Education: The education distribution of the sample is shown in the table given below:

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	SSC or below
	3
	3.3
	3.3
	3.3

	
	HSC
	6
	6.7
	6.7
	10.0

	
	Bachelor
	77
	85.6
	85.6
	95.6

	
	Masters or equivalent
	4
	4.4
	4.4
	100.0

	
	Total
	90
	100.0
	100.0
	



There were 3 SSC or below (3.3%), 6 HSC (6.7%), 77 Bachelor (85.6%), 4 Masters or Equivalent (4.4%) respondents taken in the sample for the purpose of conducting the study.
[bookmark: _Toc24405600]Profession: The profession distribution of the sample is shown in the table given below:
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Student
	70
	77.8
	77.8
	77.8

	
	Service Holder
	16
	17.8
	17.8
	95.6

	
	Business
	1
	1.1
	1.1
	96.7

	
	Others
	3
	3.3
	3.3
	100.0

	
	Total
	90
	100.0
	100.0
	



There were 70 student (77.8%), 16 service holder (17.8%), 1 business (1.1%), 3 others (3.3%)   respondents taken in the sample for the purpose of conducting the study.










[bookmark: _Toc24405601]Average Monthly Family Income: The profession distribution of the sample is shown in the table given below:
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	30,000 or below
	13
	14.4
	14.4
	14.4

	
	30,000 - 60,000
	21
	23.3
	23.3
	37.8

	
	60,000 - 90,000
	27
	30.0
	30.0
	67.8

	
	90,000 - 1,20,000
	11
	12.2
	12.2
	80.0

	
	above 1,20,000
	18
	20.0
	20.0
	100.0

	
	Total
	90
	100.0
	100.0
	



There were 13 people income is 30,000 or below (14.4%), 21 people income is (30,000 - 60,000) that is (23.3%), 27 people income is (60,000 - 90,000) that is (30.00%), 11 people income is (90,000 - 1, 20,000) that is (12.2%), 18 people income level is above 1, 20,000 that is (20.00%) respondents taken in the sample for the purpose of conducting the study.





[bookmark: _Toc24405602]Descriptive Statistics of the Constructs Used in the Study: The following table shows the basic descriptive characteristics of the major constructs used in this study:

	
	N
	Kurtosis

	
	Statistic
	Statistic
	Statistic
	Statistic
	Statistic
	Statistic
	Std. Error
	Statistic
	Std. Error

	BA
	90
	1.00
	5.00
	3.5704
	1.08588
	-.552
	.254
	-.610
	.503

	PQ
	90
	1.50
	4.83
	3.3722
	.82033
	-.273
	.254
	-.813
	.503

	BL
	90
	1.00
	5.00
	3.0639
	1.13025
	.078
	.254
	-.983
	.503

	OBE
	90
	1.00
	5.00
	3.1972
	1.03756
	-.159
	.254
	-.273
	.503

	Valid N (list wise)
	90
	
	
	
	
	
	
	
	



Here,
BA=Brand Authenticity
PQ=perceived Quality
BL=Brand Loyalty
OBE=Overall Brand Equity


Now assuming 95% level of confidence, the confidence interval for each construct will be estimated here:
Now for BA, Confidence Interval (CI) will be calculated in the following way:
Now  and  = 1.96 = 0.22
= 3.57  0.22
= (3.88, 3.35)
Now for PQ, Confidence Interval (CI) will be calculated in the following way:
Now  and = 1.96= 0.17
= 3.370.17 = (3.54, 3.20)
Now for BL, Confidence Interval (CI) will be calculated in the following way:
Now  and = 1.96= .233
=3.064.233
= (3.29, 2.831) 

Now for OBE, Confidence Interval (CI) will be calculated in the following way:
Now  and = 1.96= 0.214
=3.1970.214
= (3.411, 2.983) 


Reliability Analysis of the Constructs Used in the Study: Cronbach alpha is a statistical measure of internal consistency of multiple-item scale designed to measure a construct that is of interest to the researcher.
	Cronbach's alpha
	Internal consistency

	0.9 ≤ α
	Excellent

	0.8 ≤ α < 0.9
	Good

	0.7 ≤ α < 0.8
	Acceptable

	0.6 ≤ α < 0.7
	Questionable

	0.5 ≤ α < 0.6
	Poor

	α < 0.5
	Unacceptable


Now the given rule of thumbs will be used in evaluating the reliability of the constructs used in the study.
	Construct
	Items
	Cronbach Alpha

	Brand authenticity (BA)
	X has a true passion for its business
	.8403

	
	X wants to do its best at providing its product\service
	

	
	X is devoted to what it does
	

	The Alpha value for constructing Brand authenticity (BA) was calculated to be .8403 by the SPSS software. According to the rule of thumb of reliability coefficients an alpha value is 0.9 > α ≥ 0.8 which proves to have a good internal consistency. This good level of internal consistency validates the reliability of this construct used in the study.




[bookmark: _Toc24405603]Perceived Quality (PQ)
	Construct
	Items
	Cronbach Alpha

	perceived Quality(PQ)
	X is of high quality
	.7334

	
	The likely quality of  X is extremely high
	

	
	The likelihood that X would be functional is very high
	

	
	The likelihood that X is reliable is very high
	

	
	X must be of very good quality
	

	
	X appears to be of very poor quality
	

	The Alpha value for constructing perceived Quality (PQ) was calculated to be .7334 by the SPSS software. According to the rule of thumb of reliability coefficients an alpha value is 0.7 ≤ α < 0.8 which proves to have an Acceptableinternal consistency. This Acceptable level of internal consistency validates the reliability of this construct used in the study.


	
[bookmark: _Toc24405604]





Brand Loyalty (BL)
	Construct
	Items
	Cronbach Alpha

	Brand Loyalty(BL)
	I am quite happy with what I did with X
	.8392

	
	I consider myself to be loyal to X would be my first choice
	

	
	I will not buy other brands if  X is available at the store
	

	
	I am quite happy with what I did with X
	

	
	I consider myself to be loyal to X
	

	The Alpha value for constructing Brand Loyalty (BL) was calculated to be .8392y the SPSS software. According to the rule of thumb of reliability coefficients an alpha value is 0.8 ≤ α <0.9which proves to have a Good internal consistency. This good level of internal consistency validates the reliability of this construct used in the study.



[bookmark: _Toc24405605]Overall Brand Equity (OBE)
	Construct
	Items
	Cronbach Alpha

	Overall Brand Equity
(OBE)
	It makes sense to buy iPhone instead of any other brand, even if they are the same Even if another brand has same features as iPhone,  I would
	.7914

	
	If there is another brand as good as X, I prefer to buy iPhone
	

	
	If another brand is not different from iPhone in any way, it seems smarter to purchase iPhone
	

	
	It makes sense to buy iPhone instead of any other brand, even if they are the same Even if another brand has same features as iPhone,  I would
	

	The Alpha value for constructing Overall Brand Equity (OBE) was calculated to be .7914 by the SPSS software. According to the rule of thumb of reliability coefficients an alpha value is 0.7 ≤ α < 0.8 which proves to have an Acceptableinternal consistency. This Acceptable level of internal consistency validates the reliability of this construct used in the study.









	
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	Between Groups
	22.291
	2
	11.146
	11.732
	.000

	Within Groups
	82.652
	87
	.950
	
	

	Total
	104.943
	89
	
	
	


[bookmark: _Toc24405606]


Brand authenticity
The Variations in brand authenticity across the Brands: For the purpose of evaluating the variations in the brand trust across the brand, a one-way analysis of variance was conducted. Here, we have the following hypothesis:
H0: 
H1: 
F=11.732
Sig=0.000
=0.05 
There are no relationship so H0 will be rejected here.so, there are variation in brand authenticity across the brand.in terms of brand authenticity iPhone is no-1 ( =3.933) followed by Samsung () and symphony (

[bookmark: _Toc24405607]

Perceived quality (PQ)
	
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	Between Groups
	20.406
	2
	10.203
	22.480
	.000

	Within Groups
	39.486
	87
	.454
	
	

	Total
	59.892
	89
	
	
	



The Variations in perceived quality (PQ) across the Brands: For the purpose of evaluating the variations in the brand trust across the brand, a one-way analysis of variance was conducted. Here, we have the following hypothesis:
H0: 
H1: 
F=22.480
Sig=0.000
=0.05 
There are no relationship so H0 will be rejected here.so, there are variation in perceived quality across the brand.in terms of brand authenticity iPhone is no-1 ( =3.833) followed by Samsung () and symphony (




[bookmark: _Toc24405608]Brand loyalty (BL)
	
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	Between Groups
	19.260
	2
	9.630
	8.872
	.000

	Within Groups
	94.435
	87
	1.085
	
	

	Total
	113.695
	89
	
	
	



The Variations in brand loyalty (BL) across the Brands: For the purpose of evaluating the variations in the brand trust across the brand, a one-way analysis of variance was conducted. Here, we have the following hypothesis:
H0: 
H1: 
F=8.872
Sig=0.000
=0.05 
There is no relationship so H0 will be rejected here.so, there are variation in brand loyalty (BL) across the brand. in terms of brand authenticity Samsung is no-1 ( =3.55) followed by I phone () and symphony (




[bookmark: _Toc24405609]Overall brand equity (OBE)
	
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	Between Groups
	21.176
	2
	10.588
	12.342
	.000

	Within Groups
	74.635
	87
	.858
	
	

	Total
	95.812
	89
	
	
	



The Variations in overall brand equity (OBE) across the Brands: For the purpose of evaluating the variations in the brand trust across the brand, a one-way analysis of variance was conducted. Here, we have the following hypothesis:
H0: 
H1: 
F=12.342
Sig=0.000
=0.05 
There is no relationship so H0 will be rejected here. so, there are variation in overall brand equity (OBE) across the brand. in terms of brand authenticity Samsung is no-1 ( =3.875) followed by I phone () and symphony (





[bookmark: _Toc24405610]The Impact of Brand Authenticity (BA) and Perceived Quality (PQ) on Brand Loyalty (BL):
 For the purpose of measuring the impact of Brand Authenticity (BA) and Perceived Quality (PQ) on Brand Loyalty (BL), a multiple regression was conducted taking Brand Authenticity (BA) and Perceived Quality (PQ) as the independent variable and Brand Loyalty (BL) as the dependent variable.

	Independent
Variables
	Coefficient (b)
	Beta (β)
	T
	Sig.

	Constant
	.422
	--
	2.327
	.022

	BA
	.107
	.247
	2.212
	.030

	PQ
	.141
	.321
	2.873
	.005

	Dependent Variable: BL

	Here F = 14.783, sig. = .000 , R2= .254



Here F = 14.783
And α = .05
And Sig. = .000
So the overall null hypothesis will be rejected. So there is relationship among of Brand Authenticity (BA) and Perceived Quality (PQ) and Brand Loyalty (BL). And the strength of association is given by R2= .254. Here R2 value means that the variation in Brand Loyalty (BL) can be explained by the variation in both Brand Authenticity (BA) and Perceived Quality (PQ) by 25.40%
Now in partial hypotheses testing, only Perceived Quality (PQ) is found to have statistically significant impact on Brand Loyalty (BL) (here sig. = 000 < α = 0.05). Now the relative contribution of each independent variable can be evaluated by examining the associated Beta (β) value. Here Perceived Quality (PQ) has more contribution to the variation in Brand Loyalty (BL) due to higher Beta (β) value = .321
[bookmark: _Toc24405611]The Impact of Brand Authenticity (BA) and Perceived Quality (PQ) on overall Brand equity (OBE):
For the purpose of measuring the impact of The Impact of Brand Authenticity (BA) and Perceived Quality (PQ) on overall Brand equity (OBE) a multiple regression was conducted taking of Brand Authenticity (BA) and Perceived Quality (PQ) as the independent variable and overall Brand equity (OBE) as the dependent variable.

	Independent
Variables
	Coefficient (b)
	Beta (β)
	T
	Sig.

	Constant
	.405
	--
	-.008
	.994

	BA
	.102
	.048
	.486
	.628

	PQ
	.136
	.622
	6.319
	.000

	Dependent Variable: OBE

	Here F = 31.801, sig. = .000 , R2= .422



Here, F= 31.801
          α = .05
  And Sig. = .000
So the overall null hypothesis will be rejected. So there is relationship among Brand Authenticity (BA) and Perceived Quality (PQ) on overall Brand equity (OBE). And the strength of association is given by R2= .422. Here R2 value means that the variation in overall Brand equity (OBE) can be explained by the variation in both Brand Authenticity (BA) and Perceived Quality (PQ) by 42.20%.
Now in partial hypotheses testing, both Brand Authenticity (BA) and Perceived Quality (PQ) are found to have statistically significant impact on overall Brand equity (OBE) (here sig. = .628(BA), .000 (PQ) < α = 0.05). Now the relative contribution of each independent variable can be evaluated by examining the associated Beta (β) value. Here Perceived Quality (PQ) has more contribution to the variation in overall Brand equity (OBE) due to higher Beta (β) value = .622.
[bookmark: _Toc24405616]Chapter-7
[bookmark: _Toc24405617]Conclusion:
Relationships are the key to authenticity, but you can’t construct strong connection dazzling. Relationship building necessitate that you look at your long game. Consider how consumers interrelate with your brand over ahold out period. Every touch point with your customers is an opportunity to build a relationship. Forging relationships requires work, but the result is worth the effort. Here I use sampling technique that was from non-probabilistic in nature, restricting the generalization of the findings. But in future I want to border the sector.Those with a selected interest in the topic captured may then read the article in total to take benefit of the more comprehensive detail of the research undertaken and its results to get the full opportunity of the material has showed. This report is all about brand authenticity and brand equity.in details nearly 9 out of 10 consumers are willing to take action to present a brand for its extraordinary quality.Consumers want more than quality and good value from the brands they use – they also want values.Relationships are the key to trusty, but you can’t make strong relationships overnight. Relationship building requires that you look at your long run. Good relationships are built on faith. There are many ways to build up trust. First one is, listening to your customers.Once you’ve established your values and brand equity story, make sure they’re consistent and aligned across all stages.Building a strong brand equity is widely announced as an effective means of securing a competitive edge and capturing market share. Strategies designed terns brand building invariably consider brand equity as a key component. Maximum evidence exists to show that building strong brand equity impacts on consumer attitudes and purchase intentions positively. Brand equity is also responsible for how a brand performs and the successful introduction of brand extensions.Brand equity can be measured in currency but is notoriously hard to price. Brand equity is always a part of the overall value of the company, and a company’s value is always based on upcoming sales. Brand equity thus is the value of those future sales attributable to the brand owned by the company. 
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[bookmark: _Toc24405620]Questionnaire
An Academic Survey of x user
(Examining Brand Experience, Brand Satisfaction, and Brand Loyalty)

Name (optional):

Phone Number (optional):

Gender:       Male         Female

Education:        SSC or below	        HSC       Bachelor       Masters or equivalent professional degree or above

Profession:       Student       Service Holder       Business       Others

Average Monthly Family Income:       30,000 or below        30,000—60,000        60,000—90,000
				         90,000 – 1, 20,000         above 1, 20,000         

Please indicate your level of agreement with the following statements. Where 1 = highly disagreed, 2 = disagreed, 3 = neutral, 4 = agreed, and 5 = highly agreed.


	SN
	Statements
	1
	2
	3
	4
	5

	BA1
	x has a true passion for its business 
	
	
	
	
	

	BA2
	x wants to do its best at providing its product\service
	
	
	
	
	

	BA3
	x is devoted to what it does
	
	
	
	
	

	PQ-1
	x is of high quality
	
	
	
	
	

	PQ-2
	The likely quality of x is extremely high
	
	
	
	
	

	PQ-3
	The likelihood that x would be functional is very high
	
	
	
	
	

	PQ-4
	The likelihood that x is reliable is very high
	
	
	
	
	

	PQ-5
	X must be of very good quality
	
	
	
	
	

	PQ-6
	X appears to be of very poor quality
	
	
	
	
	

	BL
	I am quite happy with what I did with x
	
	
	
	
	

	BL1
	I consider myself to be loyal to x
	
	
	
	
	

	BL2
	 would be my first choice
	
	
	
	
	

	BL3
	I will not buy other brands if x is available at the store
	
	
	
	
	

	OBE1
	It makes sense to buy x instead of any other brand, even if they are the same.
	
	
	
	
	

	OBE2
	Even if another brand has same features as x,  I would
	
	
	
	
	

	OBE3
	If there is another brand as good as X, I prefer to buy x
	
	
	
	
	

	OBE4
	If another brand is not different from x in any way, it seems smarter to purchase x
	
	
	
	
	





















Frequency Table

	Gender

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Male
	63
	70.0
	70.0
	70.0

	
	Female
	27
	30.0
	30.0
	100.0

	
	Total
	90
	100.0
	100.0
	




	Education

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	SSC or below
	3
	3.3
	3.3
	3.3

	
	HSC
	6
	6.7
	6.7
	10.0

	
	Bachelor
	77
	85.6
	85.6
	95.6

	
	Masters or equivalent
	4
	4.4
	4.4
	100.0

	
	Total
	90
	100.0
	100.0
	




	Profession

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Student
	70
	77.8
	77.8
	77.8

	
	Service Holder
	16
	17.8
	17.8
	95.6

	
	Business
	1
	1.1
	1.1
	96.7

	
	Others
	3
	3.3
	3.3
	100.0

	
	Total
	90
	100.0
	100.0
	




	Average Monthly Family Income

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	30,000 or below
	13
	14.4
	14.4
	14.4

	
	30,000 - 60,000
	21
	23.3
	23.3
	37.8

	
	60,000 - 90,000
	27
	30.0
	30.0
	67.8

	
	90,000 - 1,20,000
	11
	12.2
	12.2
	80.0

	
	above 1,20,000
	18
	20.0
	20.0
	100.0

	
	Total
	90
	100.0
	100.0
	





	Brand

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	iPhone
	30
	33.3
	33.3
	33.3

	
	Samsung
	30
	33.3
	33.3
	66.7

	
	Symphony
	30
	33.3
	33.3
	100.0

	
	Total
	90
	100.0
	100.0
	




Descriptives

	Descriptive Statistics

	
	N
	Kurtosis

	
	Statistic
	Statistic
	Statistic
	Statistic
	Statistic
	Statistic
	Std. Error
	Statistic
	Std. Error

	BA
	90
	1.00
	5.00
	3.5704
	1.08588
	-.552
	.254
	-.610
	.503

	PQ
	90
	1.50
	4.83
	3.3722
	.82033
	-.273
	.254
	-.813
	.503

	BL
	90
	1.00
	5.00
	3.0639
	1.13025
	.078
	.254
	-.983
	.503

	OBE
	90
	1.00
	5.00
	3.1972
	1.03756
	-.159
	.254
	-.273
	.503

	Valid N (listwise)
	90
	
	
	
	
	
	
	
	





Reliability

 ****** Method 1 (space saver) will be used for this analysis ******
_



  R E L I A B I L I T Y   A N A L Y S I S   -   S C A L E   (A L P H A)



Reliability Coefficients

N of Cases =     90.0                    N of Items = 3

Alpha =    .8403


Reliability

 ****** Method 1 (space saver) will be used for this analysis ******
_



  R E L I A B I L I T Y   A N A L Y S I S   -   S C A L E   (A L P H A)



Reliability Coefficients

N of Cases =     90.0                    N of Items = 6

Alpha =    .7334


Reliability

 ****** Method 1 (space saver) will be used for this analysis ******
_



  R E L I A B I L I T Y   A N A L Y S I S   -   S C A L E   (A L P H A)



Reliability Coefficients

N of Cases =     90.0                    N of Items = 4

Alpha =    .8392


Reliability

 ****** Method 1 (space saver) will be used for this analysis ******
_



  R E L I A B I L I T Y   A N A L Y S I S   -   S C A L E   (A L P H A)



Reliability Coefficients

N of Cases =     90.0                    N of Items = 4

Alpha =    .7914

Oneway

	Descriptive

BA 
	
	N
	Mean
	Std. Deviation
	Std. Error
	95% Confidence Interval for Mean
	Minimum
	Maximum

	
	
	
	
	
	Lower Bound
	Upper Bound
	
	

	iPhone
	30
	3.9333
	.85051
	.15528
	3.6157
	4.2509
	2.00
	5.00

	Samsung
	30
	3.9111
	1.10358
	.20148
	3.4990
	4.3232
	1.33
	5.00

	Symphony
	30
	2.8667
	.95332
	.17405
	2.5107
	3.2226
	1.00
	4.33

	Total
	90
	3.5704
	1.08588
	.11446
	3.3429
	3.7978
	1.00
	5.00




	ANOVA

BA 
	
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	Between Groups
	22.291
	2
	11.146
	11.732
	.000

	Within Groups
	82.652
	87
	.950
	
	

	Total
	104.943
	89
	
	
	




Onaway

	Descriptive

PQ 
	
	N
	Mean
	Std. Deviation
	Std. Error
	95% Confidence Interval for Mean
	Minimum
	Maximum

	
	
	
	
	
	Lower Bound
	Upper Bound
	
	

	iPhone
	30
	3.8333
	.67523
	.12328
	3.5812
	4.0855
	1.50
	4.67

	Samsung
	30
	3.5667
	.80182
	.14639
	3.2673
	3.8661
	1.67
	4.83

	Symphony
	30
	2.7167
	.51258
	.09358
	2.5253
	2.9081
	1.67
	3.67

	Total
	90
	3.3722
	.82033
	.08647
	3.2004
	3.5440
	1.50
	4.83




	ANOVA

PQ 
	
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	Between Groups
	20.406
	2
	10.203
	22.480
	.000

	Within Groups
	39.486
	87
	.454
	
	

	Total
	59.892
	89
	
	
	





Onaway

	Descriptive

BL 
	
	N
	Mean
	Std. Deviation
	Std. Error
	95% Confidence Interval for Mean
	Minimum
	Maximum

	
	
	
	
	
	Lower Bound
	Upper Bound
	
	

	iPhone
	30
	3.2000
	1.04716
	.19119
	2.8090
	3.5910
	1.00
	5.00

	Samsung
	30
	3.5500
	1.10133
	.20107
	3.1388
	3.9612
	1.50
	5.00

	Symphony
	30
	2.4417
	.97309
	.17766
	2.0783
	2.8050
	1.00
	5.00

	Total
	90
	3.0639
	1.13025
	.11914
	2.8272
	3.3006
	1.00
	5.00




	ANOVA

BL 
	
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	Between Groups
	19.260
	2
	9.630
	8.872
	.000

	Within Groups
	94.435
	87
	1.085
	
	

	Total
	113.695
	89
	
	
	




Onaway

	Descriptive

OBE 
	
	N
	Mean
	Std. Deviation
	Std. Error
	95% Confidence Interval for Mean
	Minimum
	Maximum

	
	
	
	
	
	Lower Bound
	Upper Bound
	
	

	iPhone
	30
	2.9500
	.94093
	.17179
	2.5987
	3.3013
	1.00
	5.00

	Samsung
	30
	3.8750
	.80609
	.14717
	3.5740
	4.1760
	2.50
	5.00

	Symphony
	30
	2.7667
	1.01907
	.18606
	2.3861
	3.1472
	1.00
	5.00

	Total
	90
	3.1972
	1.03756
	.10937
	2.9799
	3.4145
	1.00
	5.00




	ANOVA

OBE 
	
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	Between Groups
	21.176
	2
	10.588
	12.342
	.000

	Within Groups
	74.635
	87
	.858
	
	

	Total
	95.812
	89
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Regression

	Variables Entered/Removed(b)

	Model
	Variables Entered
	Variables Removed
	Method

	1
	PQ, BA(a)
	.
	Enter


a  All requested variables entered.
b  Dependent Variable: BL


	Model Summary

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	.650(a)
	.422
	.409
	.86887


a  Predictors: (Constant), PQ, BA


	ANOVA(b)

	Model
	
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	48.016
	2
	24.008
	31.801
	.000(a)

	
	Residual
	65.679
	87
	.755
	
	

	
	Total
	113.695
	89
	
	
	


a  Predictors: (Constant), PQ, BA
b  Dependent Variable: BL


	Coefficients(a)

	Model
	
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	
	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	-.003
	.405
	
	-.008
	.994

	
	BA
	.050
	.102
	.048
	.486
	.628

	
	PQ
	.857
	.136
	.622
	6.319
	.000


a  Dependent Variable: BL
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Regression

	Variables Entered/Removed(b)

	Model
	Variables Entered
	Variables Removed
	Method

	1
	PQ, BA(a)
	.
	Enter


a  All requested variables entered.
b  Dependent Variable: OBE


	Model Summary

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	.504(a)
	.254
	.236
	.90662


a  Predictors: (Constant), PQ, BA


	ANOVA(b)

	Model
	
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	24.302
	2
	12.151
	14.783
	.000(a)

	
	Residual
	71.510
	87
	.822
	
	

	
	Total
	95.812
	89
	
	
	


a  Predictors: (Constant), PQ, BA
b  Dependent Variable: OBE


	Coefficients(a)

	Model
	
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	
	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	.982
	.422
	
	2.327
	.022

	
	BA
	.236
	.107
	.247
	2.212
	.030

	
	PQ
	.406
	.141
	.321
	2.873
	.005


a  Dependent Variable: OBE







image2.png




image1.png
AList3),
&

N\

4%0”4TI on®

UNITED




