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Abstract

The study primarily intends to measure the impact of brand loyalty and perceived quality on the brand equity. The study specifically intended to measure such impact in the context of smartphone industry focusing on three brands: iPhone, Samsung, and Oppo. These three brands were considered because of their popularity in the context of Bangladesh. The sampling technique was non-probabilistic in nature and judgmental in its application. A total of 80 respondents participated in the survey:  48 were male and 32 were female. All the constructs considered in the study, brand loyalty, perceived quality, and brand equity showed an acceptable level of reliability, which was measured by using Cronbach Alpha. The values of Cronbach Alpha of each of these constructs were 0.934, 0.928, and 0.970 respectively. As expected, brand loyalty, perceived quality, and brand equity are found to be all positively correlated to one another at the 99% level of significance. It was also found that customer loyalty, perceived quality, and brand equity vary across the brands and such variations were found to be statistically significant at 99% level of confidence. In examining the impact of brand loyalty and perceived quality on brand equity, a multiple regression was conducted considering brand loyalty and perceived quality as independent variables and brand equity as the dependent variable. The relationship among the aforesaid constructs was found to be statistically significant at 99 percent level of confidence. The variations in brand equity can be explained by the variations in both brand loyalty and perceived quality by 79.3%. However brand loyalty was found to contribute more to the variations in the brand equity as it was indicated by higher beta value. However, future researchers can explore such impact of brand loyalty and perceived quality on brand equity across the industries and geographical regions.
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Chapter-1: Introduction
[bookmark: _Toc61200198]1.1 Topic in hand: 
Brand loyalty and perceived quality are the two most important determinants of brand value which mostly effects the perceptions of the consumers in the market place. These factors also affect the brand equity at the same time. 
In order to service in today’s competitive business environment, organizations have to be able to obtain a competitive advantage over the competitors and increase their market share. To obtain competitive advantages over competitors and to increase their market share, organizations mainly focus on designing new products, modifying the existing products and building a brand image. A positive brand image is vital for both product management and marketing communication. A well established and renowned brand image can be considered as one of the most valuable assets for my organization as it facilitates in obtaining greater customer loyalty, higher profit margin, improved cooperation and supports and increase marketing communication effectiveness. This is the reason, organization emphasizes on building a strong brand image by establishing the meaning of the brand in the consumer mind by linking brand association, which ultimately lead to higher loyalty relationship between customers and the organization. 
Brand loyalty is a pattern of customer habits where customers end up being dedicated to brand names and make repeat buy from the very same brand names gradually devoted clients regularly purchase items from their chosen brand names, despite benefit or rate. Business and organizations typically utilize various loyalty programs or rewards and trials. Brand loyalty typically stands upon understanding of consumers. Another important term in marketing is perceived value of consumer. The concept of perceived value of a product is the difference between the potential customers assessment of all the benefits and all  costs of an offering compared to the perceived alternatives in the market place value is the function of customers evaluation of offerings thus it is subjective where the cost and benefit must be positive values the equation of value may be expressed as follows. 
	
Value =
	Benefits

	
	Cost



The Consumer’s perceived value of an offering affects the pace that he or she is willing to pay for it. For the most part, consumers are unaware of the true cost of production for the products the buy. Instead, they simply have an internal feeling for how many certain products; producers may parse marketing strategies to create a higher quality received value for their products. Brand loyalty and perceived value have the consequent impact on brand equity. Brand equity enhances the competition with in the market place. It is the additional worth inserted in its name be able to be recognized through the consumer. It also reflect that consumer is eager to attract towards a definite brand or product. Brand equity therefore also consists of brand image, loyalty and brand awareness. How consumer receive fine brand image of a product in his/her mind is of great important than the actual one. Brand image is defined as how consumer receives a particular brand. While brand identity is the method through which companies launches their brand in the market and what it desires about the reception of the of the consumers. In recent years due to technological developments buyers are much more conscious and result says that they only purchase the brands which are well known that and are in accordance with their retirements. Therefore, if organization longing to compete their rivals, they  should have number of loyal customers best perceived value towards the brand and a proper brand equity. In the world of technology these components must be kept in mind of a marketers. 


[bookmark: _Toc61200199]1.2 Context of the Study:
Smartphones, mobile phones with more advanced computing capabilities and connectivity than regular mobile phones, came on to the consumer market in the gate 90s. Smartphone are a class of mobile phones and of multipurpose mobile compacting devices. They are distinguished from feature phones by their stronger hardware capabilities and extensive mobile operation systems. Among all the smartphones companies a to  iPhone, Samsung, Huawei and Oppo. The Bangladeshi smartphone markets are selling these brands more than the other brands. The iPhone is a smartphone made by Apple incorporation that combines a computer, i-pad, digital camera and cellular phone into one device with a touchscreen interface. Former Apple CEO Steve Jobs introduced the  i-phone to the public on jasnuary 9, 2007. It went on sale at June 29 of  that year. Apple regularly releases new iPhone models, inter during new features and design changes. Various models include iPhones Xs, iPhone, Xs Max, iPhone Xr, iPhone X, iPhone 8, iPhone 8 plus, iPhone 7, iPhone 7 plus etc. 
[bookmark: _Toc61200200]Another market leader of smartphone companies in Bangladesh is Samsung. Samsung smartphones are manufactured by Samsung group. Samsung Group is a south Korean multinational conglomerate company head quartered in Samsung in the Korean town Seoul. Just a few years ago Samsung was struggling to catch up in the smart phone market. Now it makes more of them than anybody else and has Apple on the back foot, in addition to being the world’s largest technology company by revenue.  The company pivots and produces quickly coming out with a variety of devices. And now, rather than just providing a cheaper and lesser phone, its different tilted itself with large screens, different features successful mandating and delivering what consumers want. Samsung is also providing quality smartphones at affordable price to the consumers’ hands. Samsung has become much more popular to Bangladeshi people for this reason. Huawei Technologies co. ltd is a Chinese multinational telecommunications which has exploded its   smartphone market in Bangladesh. In a recent research, it is seen that Huawei is the world’s seventh, largest information technology company by revenues with increasingly premium smartphones on the market. The Chinese company Huawei is having a very good go at challenging Samsung, LG and Sony. Huawei is providing affordable smart phones in individuals’ hand. Various models of Huawei smartphone are Huawei Y max , Huawei p30 pro, Huawei Nova 4E, Huawei y6, Huawei Mat x, Huawei Ys pro, Huawei Y7 etc. Oppo is another smartphone company of China. Oppo was introduced to the  market as the first camera phone in an affordable range. This smart phone company brings out the popularity of quality selfie photos by quality front camera. Back in 2013. Selfies weren’t as popular as they are now and companies were offering higher resolution camera at the back without any four (quitk litenally) on the front shooter. This happens when Oppo unveiled its N1 smarphone, which offered a rotating camera. This features actually helped Oppo phones to gain a huge market share from the Bangladeshi mobile phone market. Bangladesh has seen a rapid growth in mobile handset market. Especially in smartphone segment since 2013. However the prospect of growth for smartphones in a Bangladesh is very high. Popular brands stated above are capturing the smartphone market of Bangladesh than the local smartphone companies. Thus there still remains a significant amount of space to enter the market locally. 


Chapter-2: Industry Perspectives
History of the Smartphone:
During the 1970s two independent inventors, Alexander Bell and Elisha Grey, invented devices that could transmit sound electronically. Bell patented his invention first, but the battle between inventors continued. However, Bell eventually won this battle. Since Bell knew a lot about music and the telegraph, which had been in use for about 30 year, it hleped him to create the telephone. Bell soon discovered how to send multiple messages in the telegraph and called it the “ multiple telegraph.” He got help from an electrician named Thomas Watson. Eventually, on June 2, 1875 Bell discovered that he could hear sound over a wire. Then on March 10,1876 was able to speak through the instrument to Watson in another room saying the famous words “ Mr. Watson –come here – I want to see you.” This was the birth of the telephone. 

 
2.1 The History and Evaluation of the Smartphone (1992-2018): 
The modern smartphone has taken a long 26-year journey to reach us in 2018, and it's changed a lot along the way. It’s an evolution that's taken the market by storm!
What were once large and bulky luxury items have become small, compact devices we can’t live without. In fact, 77% of Americans own a smartphone, according to Pew Research Center, and 95% of Americans own a cell phone of some kind.
The history and evolution of the smartphone is important to understand, because it gives us a glimpse of where we've come from, and of what's coming. That goes for improvements in technology as well as consumer trends.
So let's take a look at just how far we've come.


IBM and The World’s First Smartphone
In 1992, IBM revealed a revolutionary device that had more capabilities than its preceding cell phones. This prototype smartphone was known as the Simon Personal Communicator, but it wouldn’t see its way to consumers until 1994.
The device had many of the modern elements we attribute to current smartphones and mobile devices. Highlights included:
· Touch screen
· Email
· Fax
· Notes and Calendar
· Apps and other widgets that would become widespread decades later
While it was a bold entry into the market, it wasn’t exactly the smoothest starting point for a mobile device. You could say it was ahead of its time, and most consumers didn't jump on board.
The Simon was advanced for it is time, but has nothing on the smartphones of today. It only had a small monochrome LCD screen and a one-hour battery life.
One thing that was cool, it did let you make landline calls instead of being at the mercy of expensive carrier rates. Unfortunately, at $1,100 retail MSRP, it only sold 50,000 units in 6 months.
Clearly, though, the Simon created a great launching pad for others to innovate.
Then Came Blackberry
The first BlackBerry mobile device was the BlackBerry 5810. It had most of what you think of when you hear "Blackberry":
· Calendar
· Music
· A full keyboard
· Advanced security
· Internet access
But you had to make calls through a headset.
BlackBerry primarily targeted business professionals. They kept releasing more and more advanced devices, and became the market leader in smartphones until the iPhone gained steam.
They seemed to lose sight of their target customer, though, and bottomed out with 0% market share in 2017.
Apple Enters the Smartphone Race
Apple had already begun transforming how people use portable technology with the iPod, and the stage was set for them to unveil their latest device in 2007.
The iPhone was one of the most advanced consumer smartphones the market had ever seen. Priced at $499 for the 4gb unit and $599 for the 8gb model, users flocked to the device - and to the AT&T carrier it was exclusive to. 
Apple sold 1.4 million iPhones its first year on the market, and the device exploded to 11.6 million sold in 2008.
[image: iPhone Sales 2007-2018]
Apple already had the iPod Video, but one large drawback was its small, 4:3 aspect ratio screen. The iPhone came with a wide LCD screen that was perfect for video.
It’s extended battery life allowed for 8 hours of talk time and 250 hours on standby. This battery was a huge improvement over IBM’s Simon! It also made the iPhone a much more consumer-friendly device, particularly for daily use.
Related: How Much Time Do People Spend on Their Mobile Phones in 2018?
The hardware was impressive, but the software - in the form of 3rd party apps - expanded the iPhone’s capabilities and created a revolution for the industry.
Millions of apps arrived on the iPhone, adding to the device’s feature set daily. Before long, the smartphone market exploded, and in 2015, 84% of Americans said they couldn't go a day without their phone.
The Modern Smartphone of 2018
There’s a large difference in hardware from 2007 to 2018. In short, everything is more advanced.
· There's way more memory
· Devices are far faster and more powerful
· You can use multiple applications at the same time
· Cameras are HD
· Music and video streaming are easy, as well as online gaming
· The battery lasts for days instead of minutes or a couple hours
 
[image: Mobile Phone Ownership Over Time]
Two primary operating systems have evolved within the smartphone market. Google's Android has been adopted by a number of hardware manufacturers to compete with Apple and their iOS.
For the moment, Android is winning.
According to Stat Counter, Android holds the majority worldwide market share, with more than 42%. This is larger than even Microsoft Windows on desktop and laptop PCs.
[image: StatCounter Operating System Worldwide Market Share]
Thanks to these advancements, most people have been able to replace their digital cameras and iPods (mp3 players) with their phone. While iPhones are worth the cost for their feature set, Android devices have likely spread more because they're more affordable.
On average, Android devices are almost 1/3rd the cost of an iPhone, according to ABI Research findings. This is thanks to a diverse amount of hardware manufacturers using the Android OS for their smartphones.
[bookmark: _Toc61200202]

2.2 The Future of Smartphones:
The early smartphones like IBM’s Simon showed us a glimpse of what mobile devices could be. In 2007, their potential was fully realized by Apple and the iPhone. Now, in 2018, they continue to become a staple of our everyday lives.
From replacements for our digital cameras and music players, to personal assistants like Siri and voice search, we’ve ceased using our smartphones merely to communicate with each other.
The advances of smartphones continue to grow constantly. It's hard to predict what will come next, but it seems like a throwback to the flip phone (with folding touch screens) is likely. Voice commands are also expected to continue growing.
Gone are the days where we had to sacrifice many of the capabilities we enjoy on our laptops or desktops while on the go. The improvement of mobile technology has allowed us more options in how we approach both our work and leisure activities.

[bookmark: _Toc61200203]2.3 The Telephone Today 
In our society today we are so dependent on communication. We are constantly in contact with our families and peers whether that is in the form of a cell phone or a land line. The telephone has come very far from its initial model created during the industrial revolution. Even in the past ten years the cell phone itself have developed so much many people in the our country get rid of their land line all together. The telephone is a very effective way to communicate over long distances and will continue to develop and become more efficient as time passes.






[bookmark: _Toc61200204]Chapter-3:Literature Review

Brand equity has many definitions and forms, such as favorable impressions, attitudinal dispositions, and behavioral predilections (Rangaswamy et al., 1993); brand loyalty, brand awareness, perceived quality, brand associations, and other proprietary brand assets (Aaker, 1991); brand knowledge such as brand awareness and brand associations (Keller, 1993); loyalty and image (Shocker and Weitz, 1988); the added value endowed by the brand name (Farquhar et al., 1991); incremental utility (Kamakura and Russell, 1993); the difference between overall brand preference and multi attributed preference based on objectively measured attribute levels (Park and Srinivasan, 1994); and overall quality and choice intention (Agarwal and Rao, 1996). Collectively, brand equity consists of four dimensions: brand loyalty, brand awareness, perceived quality of a brand, and brand associations, as proposed by Aaker (1991, 1996) and Keller (1993).
 Brand awareness is ``the ability for a buyer to recognize or recall that a brand is a member of a certain product category'' (Aaker, 1991, p. 61). Thus, brand awareness consists of both brand recognition and recall (Rossiter and Percy, 1987; Keller, 1993). Perceived quality is ``the consumer's judgment about a product's overall excellence or superiority'' (Zeithaml, 1988, p. 3). It, therefore, is based on consumers' or users' (i.e., not managers' or experts') subjective evaluations of product quality.
 The consumer loves to buy a specific brand due to its benefits (Keller, 2008). If a customer is focused on the price, features and availability of the brand has little equity. If the brand has high prices but the customer is sticky to the purchase of the brand for its features, then the brand has high equity (Strauss & Neal, 2008). If the brand is not fulfilling the satisfaction level of the consumer, they will not be loyal to the brand and look for another brand (Hong-bumm et al., 2003). A satisfied customer always sends a message to others about the successful satisfaction regarding brand (Aaker, 1991). A brand is a method of making difference in products of the company's good, or services, from their rivals in the market (Kotler, 2009). Brand plays a vital role in differencing goods and services from those of the competitors (Murphy, 1998). The appearance of brand equity underlies the importance of brand in marketing activities and hence provides useful insights for Management and further research, (Keller, 2003).
Perceived quality refers to customers' cognitive and emotional responses to a particular design, often also associated with craftsmanship and customer satisfaction. Previous research defined a taxonomy of perceived quality and provided understanding about how engineering design decisions impact customer satisfaction. Furthermore, the development of new products is frequently based on carrying over attributes of existing products, either from the same producer or from competitors (Wickman, 2018).




[bookmark: _Toc61200205]

Chapter-4: Objectives and Methodology
4.1 [bookmark: _Toc61200206]Objectives of the Study:
Objectives pursued in this study are briefly summarized below:
1. To evaluate the historical evolution of the smart phone industry. The historical evolutions of the selected companies marketing smart phones were also elucidated. The selected companies are: Samsung, Apple (iPhone), Huawei, and Oppo.
2. To review the existing literature related to the core constructs of this study. The core constructs considered in this study include loyalty, quality perception, and brand equity.
3. To measure of the reliability of the constructs (only the multi-item constructs); the multi-item constructs considered in the study were loyalty, quality perception, and brand equity. For the purpose of measuring the reliability of each multi-item construct, Cronbach alpha will be calculated and this measure of reliability will be evaluated by using standard criteria.
4. To examine the characteristics of the sample used in this study. Here the number of respondents and the composition of the sample in terms of various demographic characteristics will be evaluated.
5. To evaluate the basic statistical properties of all the core constructs used in this study. Basic descriptive statistics will be calculated and interpreted to clarify the nature of each constructs studied.
6. To evaluate the structural relationships among the constructs (loyalty, quality perception, and brand equity). A diagonal correlation matrix will be constructed and interpreted to clarify the structural relationships among the constructs.
7. To see if the constructs considered in this study vary across the brands considered in this study. For the purpose of examining the variations in these constructs across the brands considered in this study, three different one-way ANOVA will be conducted.
[bookmark: _Toc61200207]





4.2 Methodology of the Study
The methodology of the study will be explained in terms of the following aspects:
Sources of Data: For preparing the project I need both primary data and secondary data. I have done quantitative research to collect primary data and qualitative research to collect secondary data. 
· Primary Data : The primary data was collected through questionnaire. I have prepared some query which is used in the questionnaire. The questions was mostly related to the brand loyalty and perceived quality on brand equity of the selected smartphone handsets. Before conducting the survey I have approve the questionnaire from my supervisor and complete the survey procedure. and collected the data
· Secondary Data : The secondary data was collected from different sources – various internet sites such as google.com , reports and selected smartphone brands websites. 

Sampling process, sample size and the methods of administering the questionnaire: Probabilistic sampling technique was used in the study. More specifically , a simple random sampling technique was used. Sample size is 80. And self – administering the questionnaire method has been used. Data were mostly collected from the students. Housewives and others professions include service holders and business people. 

Instrument of Collecting the Data: The summary of the instrument used to collect the data is given below:
(Examining the Impact of Brand Loyalty and Perceived Quality on Brand Equity)
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

	L1
	I consider myself to be loyal to X
	
	
	
	
	

	L2
	X would be my first choice.
	
	
	
	
	

	L3
	I will not buy other brands if X is available at the store.
	
	
	
	
	

	Q1
	The likely quality of X is extremely high.
	
	
	
	
	

	Q2
	The likelihood that X would be functional is very high
	
	
	
	
	

	BE1
	It makes sense to buy X instead of any other brand,
even if they are the same
	
	
	
	
	

	BE2
	Even if another brand has the same features as X,
I would prefer to buy X.
	
	
	
	
	

	BE3
	If there is another brand as good as X, I prefer to buy X.
	
	
	
	
	

	BE4
	If another brand is not different from X in any way,
it seems smarter to purchase X
	
	
	
	
	


[bookmark: _Toc61200208]Chapter-5: Findings of the Study
[bookmark: _Toc61200209]5.1 Sample Characteristics: 
The characteristics of the respondents of this study can be explained in terms of certain characteristics. These characteristics include gender, education, profession, average monthly family income, and the brands used by the respondents.
	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Female
	48
	60.0
	60.0
	60.0

	
	Male
	32
	40.0
	40.0
	100.0

	
	Total
	80
	100.0
	100.0
	



From the table given above it is apparent that 60 percent of the respondents were female and 40 percent of them were male.
	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	SSC or below
	4
	5.0
	5.0
	5.0

	
	HSC
	20
	25.0
	25.0
	30.0

	
	Bachelor
	32
	40.0
	40.0
	70.0

	
	Masters or equivalent
	24
	30.0
	30.0
	100.0

	
	Total
	80
	100.0
	100.0
	



Majority of the respondents (40%) were bachelor degree holders, following the master degree holders (30%). HSC and SSC or below constitute 30 percent of the total respondents.
	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Student
	44
	55.0
	55.0
	55.0

	
	Service Holder
	20
	25.0
	25.0
	80.0

	
	Business
	16
	20.0
	20.0
	100.0

	
	Total
	80
	100.0
	100.0
	



Here students were 55 percent of the total respondents, followed by service holders (25%) and business (20%).
	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	30,000 or below
	4
	5.0
	5.0
	5.0

	
	30,000 - 60,000
	44
	55.0
	55.0
	60.0

	
	60,000 - 90,000
	28
	35.0
	35.0
	95.0

	
	90,000 - 1.20,000
	4
	5.0
	5.0
	100.0

	
	Total
	80
	100.0
	100.0
	



Here majority of the respondents (55%) were found to be in average monthly family income of 30,000 to 60,000 and 35 percent of them were found to be in the average monthly family income of 60,000 to 90,000. Less than 5 percent were found below 30,000 or between 90,000 to 1,20,000. 
	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Samsung
	20
	25.0
	25.0
	25.0

	
	iPhone
	20
	25.0
	25.0
	50.0

	
	Huawei
	20
	25.0
	25.0
	75.0

	
	Oppo
	20
	25.0
	25.0
	100.0

	
	Total
	80
	100.0
	100.0
	



Here four brands were considered in this study: Samsung, iPhone, Huawei, and Oppo. Twenty users of each of these brands were considered for the study.

[bookmark: _Toc61200210]5.2 Reliability of the Measurement of the Constructs Used in the Study: 
For the purpose of measuring the reliability of the constructs used in the study, Cronbach Alpha values will be calculated for each of each of constructs. The calculated Cronbach Alpha values will be evaluated by using the following standards: 
	Cronbach's alpha
	Internal consistency

	
	

	α ≥ 0.9
	Excellent

	0.9 > α ≥ 0.8
	Good

	0.8 > α ≥ 0.7
	Acceptable

	0.7 > α ≥ 0.6
	Questionable

	0.6 > α ≥ 0.5
	Poor

	0.5 > α
	Unacceptable



[bookmark: _Toc61200211]5.3 Reliability of Perceived Quality:  
There were two questions under the Perceived Quality construct for which a reliability test using the Cronbach’s Alpha was conducted and the results are summarized in the following table:
	Q.1
	 The likely quality of “ X “ is extremely high

	Q.2
	 The likelihood that “ X “ would be functional is very high

	Cronbach's Alpha
	We can see that Cronbach's alpha is 0.928, which indicates an Excellent level of internal consistency between the items for Perceived Quality construct with this specific sample.

	.928
	



[bookmark: _Toc61200212]5.4 Reliability of Brand Loyalty:
There were three questions under the Brand Loyalty construct for which a reliability test using the Cronbach’s Alpha was conducted and the results are summarized in the following table:
	Q.1
	 I consider myself to be loyal to “ X “

	Q.2
	 “ X “ would be my first choice

	Q.3
	 I will not buy other brands if “ X “ is available at the store

	Cronbach's Alpha
	We can see that Cronbach's alpha is 0.934, which indicates an Excellent level of internal consistency between the items for Brand Loyalty construct using these questions with this specific sample.

	.934
	



[bookmark: _Toc61200213]5.5 Reliability of Overall Brand Equity:
There were four questions under the Overall Brand Equity construct for which a reliability test using the Cronbach’s Alpha method was conducted and the results are summarized in the following table:
	Q.1
	 It makes sense to buy “ X “ instead of any other brand, even if they are the same

	Q.2
	 Even if another brand has same features as “ X “, I would prefer to buy “ X “

	Q.3
	 If there is another brand as good as “ X “, I prefer to buy “ X “

	Q.4
	 If another brand is not different from “ X “ in any way, it seems smarter to purchase “ X “.

	Cronbach's Alpha
	we can see that Cronbach's alpha is 0.970, which indicates an Excellent level of internal consistency between the items for Overall Brand Equity construct using these questions with this specific sample.

	.970
	



[bookmark: _Toc61200214]5.6 Basic Properties of the Constructs Used in the Study: 
Here the basic properties of the constructs used in the study can be understood by the evaluation of the appropriate descriptive statistics.
	

	
	N
	Minimum
	Maximum
	Mean
	Std. Deviation

	L
	80
	1.00
	5.00
	3.5375
	1.18416

	Pq
	80
	1.00
	5.00
	3.6625
	1.14950

	Obe
	80
	1.00
	5.00
	3.3969
	1.28446

	Valid N (listwise)
	80
	
	
	
	



Here we can see that mean values of each of the constructs considered in this study are very close to each other with similar kinds of standard deviations. For brand loyalty, we have M=3.54, with SD=1.18. For perceived quality, we have M=3.67 and SD=1.15. Lastly for overall brand equity, we have M=3.40, with SD=1.28.
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5.7 Structural Relationships among the Constructs of Interest: 
The relationships among the various constructs were examined by using the following developed lower diagonal correlation matrix:
	
	
	l
	pq
	obe

	L
	Pearson Correlation
	1
	.865**
	.877**

	
	Sig. (2-tailed)
	
	.000
	.000

	
	N
	80
	80
	80

	pq
	Pearson Correlation
	.865**
	1
	.835**

	
	Sig. (2-tailed)
	.000
	
	.000

	
	N
	80
	80
	80

	obe
	Pearson Correlation
	.877**
	.835**
	1

	
	Sig. (2-tailed)
	.000
	.000
	

	
	N
	80
	80
	80

	**. Correlation is significant at the 0.01 level (2-tailed).


There is a positive relationship between brand loyalty and perceived quality and the relationship (r=.865) was found to be statistically significant at 99 percent level of confidence (sig=.000). There is a positive relationship between brand loyalty and overall brand equity and the relationship (r=.877) was found to be statistically significant at 99 percent level of confidence (sig=.000). There is a positive relationship between perceived quality and the overall brand equity and the relationship (r=.835) was found to be statistically significant at 99 percent level of confidence (sig=.000).




[bookmark: _Toc61200216]5.8 The Variations in Loyalty across the Brands: 
For the purpose of evaluating the variations in loyalty across the brands, a one-way ANOVA was conducted. The statistical outputs of this one-way ANOVA are given below:
	Output-1

	Loyalty
	
	
	
	
	
	
	
	

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

	
	
	
	
	
	Lower Bound
	Upper Bound
	
	

	Samsung
	20
	4.3667
	.50610
	.11317
	4.1298
	4.6035
	3.67
	5.00

	iPhone
	20
	3.9500
	.99281
	.22200
	3.4854
	4.4146
	2.00
	5.00

	Huawei
	20
	3.2667
	.79912
	.17869
	2.8927
	3.6407
	2.00
	5.00

	Oppo
	20
	2.5667
	1.40633
	.31447
	1.9085
	3.2249
	1.00
	5.00

	Total
	80
	3.5375
	1.18416
	.13239
	3.2740
	3.8010
	1.00
	5.00



	Output-2

	Loyalty
	
	
	
	
	

	
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	Between Groups
	37.471
	3
	12.490
	12.949
	.000

	Within Groups
	73.306
	76
	.965
	
	

	Total
	110.776
	79
	
	
	



Here F=12.949 with df (3,76) and sig.=0.000 (from Output-2). So it can be concluded that there are significant variations across the brands in terms of loyalty. The customers were found to be most loyal to Samsung (M=4.37, SD=0.51), followed by iPhone (M=3.95, SD=0.99), and Oppo and Huawei (from Output-1).

[bookmark: _Toc61200217]5.9 The Variations in Perceived Quality across the Brands: 
For the purpose of evaluating the variations in perceived quality across the brands, a one-way ANOVA was conducted. The statistical outputs of this one-way ANOVA are given below:


	Output-1

	Perceived Quality
	
	
	
	
	
	
	
	

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

	
	
	
	
	
	Lower Bound
	Upper Bound
	
	

	Samsung
	20
	4.2500
	.38044
	.08507
	4.0719
	4.4281
	4.00
	5.00

	iPhone
	20
	4.5000
	.81111
	.18137
	4.1204
	4.8796
	2.00
	5.00

	Huawei
	20
	3.3000
	.63660
	.14235
	3.0021
	3.5979
	2.00
	5.00

	Oppo
	20
	2.6000
	1.36305
	.30479
	1.9621
	3.2379
	1.00
	5.00

	Total
	80
	3.6625
	1.14950
	.12852
	3.4067
	3.9183
	1.00
	5.00



	Output-2

	Perceived Quality
	
	
	
	
	

	
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	Between Groups
	46.138
	3
	15.379
	20.066
	.000

	Within Groups
	58.250
	76
	.766
	
	

	Total
	104.387
	79
	
	
	



Here F=20.066 with df (3,76) and sig.=0.000 (from Output-2). So it can be concluded that there are significant variations across the brands in terms of perceived quality. The customers were found to be most positive about iPhone (M=4.50, SD=0.81), followed by Samsung (M=4.25, SD=0.38), and Huawei and Oppo (from Output-1).

[bookmark: _Toc61200218]5.10 The Variations in Overall Brand Equity across the Brand: 
For the purpose of evaluating the variations in overall brand equity across the brands, a one-way ANOVA was conducted. The statistical outputs of this one-way ANOVA are given below:
	Output-1

	Overall Brand equity
	
	
	
	
	
	
	
	

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

	
	
	
	
	
	Lower Bound
	Upper Bound
	
	

	Samsung
	20
	4.1250
	.60968
	.13633
	3.8397
	4.4103
	3.00
	5.00

	iPhone
	20
	3.8750
	1.32412
	.29608
	3.2553
	4.4947
	1.25
	5.00

	Huawei
	20
	3.0375
	.94338
	.21095
	2.5960
	3.4790
	1.75
	5.00

	Oppo
	20
	2.5500
	1.46808
	.32827
	1.8629
	3.2371
	1.00
	5.00

	Total
	80
	3.3969
	1.28446
	.14361
	3.1110
	3.6827
	1.00
	5.00



	Output-2

	Overall Brand Equity
	
	
	
	
	

	
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	Between Groups
	32.102
	3
	10.701
	8.279
	.000

	Within Groups
	98.234
	76
	1.293
	
	

	Total
	130.337
	79
	
	
	



Here F=8.279 with df (3,76) and sig.=0.000 (from Output-2). So it can be concluded that there are significant variations across the brands in terms of overall brand equity. The customers were found to be most positive about Samsung (M=4.12, SD=0.61), followed by iPhone (M=3.87, SD=1.32), and Huawei and Oppo (from Output-1).



The Impact of Loyalty and Perceived Quality on Overall Brand Equity: For the purpose of measuring the impact of loyalty and perceived quality on overall brand equity, a multiple regression analysis was conducted. The statistical outputs of the conducted multiple regression analysis are given below:
	

Output-1:Model Summary

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

	1
	.890a
	.793
	.787
	.59251

	a. Predictors: (Constant), Perceived Quality, Loyalty
	



	Output-2: ANOVA

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	103.305
	2
	51.652
	147.130
	.000a

	
	Residual
	27.032
	77
	.351
	
	

	
	Total
	130.337
	79
	
	
	

	a. Predictors: (Constant), Perceived Quality, Loyalty
	
	
	
	

	b. Dependent Variable: Overall Brand Equity
	
	
	
	



	Output-3: Coefficients

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	T
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	-.202
	.225
	
	-.900
	.371

	
	L
	.670
	.112
	.618
	5.975
	.000

	
	Pq
	.335
	.116
	.300
	2.901
	.005

	
a. Dependent Variable: Overall Brand Equity
	
	
	
	


Here F=147.130 with df (2, 77) and sig.=.000 (from Output-2). So it can be concluded that loyalty and perceived quality have an impact on overall brand equity. Here R2=.793 (from Output-1) indicates that the changes in the overall brand equity can be explained by the changes in loyalty and perceived quality by 79.3 percent, which is significantly high. For the purpose of evaluating the relative contribution of each of these independent variables (loyalty and perceived quality) to the changes in dependent variable (overall brand equity), the associated beta values will be examined from Output-3. Loyalty is found to contribute more to the changes in overall brand equity having a higher beta value (beta=.618) in relation to perceived quality (beta=.300).

[bookmark: _Toc61200219]5.11 Summary of the Analysis: 
Here in summary, we can say that all the constructs were found to show a high level of reliability (measured by Cronbach Alpha) and there are statistically significant variations in loyalty, perceived quality, and overall brand equity across the brands considered in the study. It was also found that both loyalty and perceived quality affect the overall brand equity and loyalty has more relative contribution to the changes in the overall brand equity due to higher beta value.














[bookmark: _Toc61200220]Chapter-6: Limitations of the Study

The limitations of the study can be summarized below:
· The entire study, like most of the internship projects, is subject to the serious limitation of time. Therefore longitudinal methodology cannot be appropriately applied here. As a result, the only option available to the researcher is the cross-sectional survey based research design.
· Non-probability sampling technique was used for the purpose of collecting the data from the respondents. More specifically, the convenience sampling method was used. Therefor the findings of the study cannot be generalized without some reservation.
· Here majority of the respondents were students. Such overwhelming majority of the students among the respondents may be considered as a factor responsible for making the findings of the study non-preventative.
· The entire study was conducted in Dhaka city. All the respondents were from Dhaka city. Therefore, the results of the study cannot be generalized for the whole country. Findings may be quite different if data were collected across the various geographical locations of the country.















[bookmark: _Toc61200221]7. Future Researrch Scope and Conclusion
[bookmark: _Toc61200222]7.1 Future Research Scope:
In this section, I would like to suggest some possible avenues of researches that can be conducted in the years to come.

Firstly, the research can be cross-culturally evaluated. More and more replications of the study across the countries may be conducted to see if the relationships found the study hold across the borders. Such cross-cultural validation of the study may contribute to the development of relevant and appropriate theories in the field of marketing.

Secondly, new researches can be conducted by exploring the means of creating brand loyalty among the customers. Researchers may conduct researches for purpose of clarifying the process by which brand loyalty is really created among the customers. More and more antecedents of brand loyalty should be identified and empirically researched to evaluate their roles in the creation of the brand loyalty.

Thirdly, more industries can be included in the researches to explore if the relationships found in this study hold across the industries. Such cross-industry replications of the study will help us to understand the robustness of the relationships found in this study. Such replications may also facilitate the development of relevant and appropriate theories in the field of marketing.

Fourthly, future researches can be conducted by using the probability sampling technique for the purpose of improving the generalization of the findings of the study. Such improvement of the generalization of the study is expected to positively contribution to the development of theories in the field of marketing.

And finally, researches can be conducted to see if the relationships found in this study also hold in different demographic variants. Various researches can be conducted by taking samples from the various demographic variants of the society to see if the relationships found in the study also hold across the various demographic variants of the society.

[bookmark: _Toc61200223]7.2 Conclusion:
The reason behind the research was to examine the impact, at first the facts of brand loyalty, perceived quality that needed to be identified and also needed to be analyzed so that the impact on the brand equity of brand loyalty and perceived quality can easily be identified. Then the constructs of the study which where brand loyalty, perceived quality and brand equity where analyzed and correlated to each other. At the end, multiple regression analysis was used to examine the impact of BL and PQ on brand equity. It was also found that both loyalty and perceived quality affects the brand equity and loyalty has more relative contribution to the changes in the overall brand equity due to higher beta value.
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