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ABSTRACT

This study aims to investigate the relationship between consoesed brand equity and brand
resonance as well as the impact of brand resonance on CB Bank's custemisn.This

study uses both descriptive and quantitative research approAdbesd of 385 questionnaires

were distributed tthecustomers irf16) selected branches of CB Bank in Yangon using simple
random sampling methodlhis study found that thgositive relationship betweethe
consumetbased brand equity and brand resonance on customer retention. This study
recommends that CB Bank should focus on providing prompt and effective customer services,
creating more promotion campaigns, and developayglty programs to increase brand
resonance and retain loyal customers. The bank should also strive to improve product quality
and customer services to retain custontémsvever, the study suggests that further research is
necessary to examine the effe€brand resonance on customer retention for other banks. This
indicates that the findings of this study should be considered as specific to CBOBan,

the study's recommendations suggest that CB Bank needs to pribraize resonanct®

increasats customer retention and improtreeir consumetbasedorand equity.
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CHAPTER (1)
INTRODUCTION

Todayods organizations are operating in a
and banks are facing a lot of challengethia competitive industry. Customer satisfaction and
customer retention are crucial for a bank's success in this environment. Banks can differentiate
themselves from their competitors by providing heghality customer service, which is
essential for thefficacy of customer service and the progressive operation of the bank.

In the current banking industry, customer retention is becoming increasingly important
as banks focus more on retaining existing customers rather than acquiring new ones. Customer
retention is a prime marketing strategy that helps to create-tiermg relational bonds with
customers. Researchers have previously associated customer retention with ease of access to
customers and brand equity, as these factors can play a significantnet&nimg customers
and building longterm relationships with them.

Therefore, it is essential for banks to focus on customer retention in order to stay
competitive in the market. This can be achieved by providing-dpughity customer service,
ensuring ase of access to customers, and building strong conswased brand equity
(CBBE). By doing so, banks can create laagn relationships with customers, which can be
beneficial for the bank's growth and success in the highly competitive banking industry.

According to Murphy (1990), a brand is not just a physical product, but also a unique
property of a specific owner that has been developed over time to embrace a set of tangible and
intangible attributes that differentiate products. Building a strong besndicial for many
banks in the industry, as it can create a set of mental associations held by the consumer that
add to the perceived value of a product or service (Keller, 1998).

Branding is often associated with physical items, but it is equally tanpom the
service economy. In the service industry, a brand represents a service organization or service
provider rather than a physical product. Brand equity can provide a stronger advantage in terms
of better revenues and devoted customers, which rcdeagb the company from rival assaults.
Therefore, building a strong brand in the market is a current goal for many banks in the
industry, as it can help to differentiate their services from competitors and create a unique
identity that resonates with th@ustomers.

ConsumeiBased Brand Equity (CBBE) is a marketing concept that refers to the value
a brand holds in the mind of the consumer. It is usually defined frorpévapectivespne is

the value of the brand to the firm and the other is the valikeobrand to the consumers.



CBBE is a key concept in marketing that emphasizes the importance of creating a strong brand
that is valued by both the firm and the consumer. A strong brand can create a competitive
advantage for the firm, increase customgalty, and generate higher profits in the long.run

Aaker's (1991) framework for CBBE includes four dimensions that contribute to the
overall value of a brand. These dimensions are brand awareness, brand associations, perceived
quality, and brand loyaltyThe stronger the brand is in each of these dimensions, the stronger
its CBBE is likely to be. When consumers are aware of a brand, associate positive qualities
with it, perceive it to be of high quality, and remain loyal to it over time, the brand isosaid
have strong CBBE.

Brand resonance is the ultimate level of CBBE that a brand can achieve, and it
represents a strong connection between the brand and its customers. It goes beyond simple
brand loyalty and includes an emotional connection that drivéermass to actively engage
with the brand and advocate for it. The four variables of brand resonbabavioral loyalty,
attitudinal attachment, active engagement, and sense of commwoitly together to create a
strong relationship between the brand &s customers. (Keller, 1993).

Behavioral loyalty refers to the extent to which customers repeatedly purchase and use
the brand's products or services. Attitudinal attachment refers to the emotional bond that
customers have with the brand, which can eltivem to choose the brand over competitors
even when there are similar options available. Active engagement refers to the degree to which
customers interact with the brand through various channels such as social media, customer
service, and feedback. Sensf community refers to the feeling of belonging that customers
have with other customers who use the brand's products or services.

By creating a strong brand resonance, a company can achieve competitive advantage,
increase customer satisfaction, and elforand growth. This is particularly important in the
banking industry, where customers' trust and confidence in the brand are essential-for long
term success.

The Central Bank of Myanmar (CBM), which was founded in 1990 in accordance with
the Central Bankf Myanmar Law, as well as 4 other statgned banks and 19 private banks
make up Myanmar's banking system. Currently, there are 27 private banks,-dwstate
banks, 17 foreign bank branches, and 3 foreign bank subsidiaries (cbm.gov.mm).

Among them, Cepperative Bank (CB Bank) is one of the top three local banks in
Myanmar. The primary objectives of CB Bank are to serve customers effectively, efficiently,
and professionally. To maintain the CBBE, CB Bank should focus on the four dimeokions

brand equity identified by Aaker (1991). brand awareness, brand associations, perceived

2



quality, and brand loyalty. CB Bank can improve its brand awareness by increasing its
advertising efforts and visibility in the market. It can build strong brasaicgations by creating
a distinct brand image and communicating its unique value proposition to customers. To
enhance perceived quality, CB Bank can focus on providing excellent customer service,
offering innovative products and services, and ensuringititeest standards of security and
privacy. Finally, CB Bank can foster brand loyalty by establishing strong relationships with
customers, offering loyalty programs, and continually engaging with customers to understand
their needs and preferences.

By focusng on these four dimensions of CBBE, CB Bank can create a strong brand
with positive equity, which can help it differentiate itself from its competitors and gain a
competitive edge in the banking industry in Myann@verall, CB Bank should focus on
building a strong brand with positive equity to remain competitive and attract and retain
customers in the dynamic banking sector in Myanmar.

This study analyzed the factors that contribute to CB Basdt'sumeibasedbrand
equity and how this impacts custonretention. By analyzing the different dimensions of
consumetbased brand equity and brand resonance, the study can provide insights into how CB
Bank can strengthethe brand and retain customers in a competitive maillet. purpose of
this study is to analyze the effectainsumeitbased brand equityn brand resonance and to
analyze the effect of brand resonance on the customer retention of CB Bank.

1.1 Rationale of the Study

Indeed, in the highly competitive banking indystetaining customers is essential for
banks to maintain their market position and profitability (Kaynak and Kucukemiroglu, 1992).
As mentioned, banks often offer similar services and products, so brand equity can be a critical
factor in attracting ancetaining customers. By building a strong brand, banks can differentiate
themselves from competitors and create a unique identity that customers can relate to and trust.
This can ultimately lead to higherandloyalty, which is a key factor in customereastion.
By retaining customers, banks can reduce customer acquisition costs, increase revenue, and
build a sustainable competitive advantage.

In addition to service quality and pricing, factors such as brand reputation, convenience,
and accessibilityalspl ay a role in customersod selection
Brand reputation can provide a sense of trust and reliability, while convenience and

accessibility can make banking easier and more convenient for customers. Banks that can



effectivdy address these factors and provide a seamless and enjoyable customer experience are
more likely to attract and retain customers.

In highly competitive environments, customer satisfaction and loyalty become critical
for banks to retain their customer basnd attract new customers. Positive WOM can be a
powerful marketing tool for banks as satisfied customers are likely to share their positive
experiences with others, leading to increased brand awareness and customer acquisition.
Conversely, negative Womf-Mouth (WOM) can have a detrimental effect on a bank's
reputation and lead to loss of customers. Therefore, banks need to focus on providing superior
service quality, offering innovative products, and maintaining good customer relationships to
enhance gstomer satisfaction and loyalty, and ultimately, their brand equity.

Building a strong brand requires a deep understanding of the target market, the
competition, and the core competencies of the bank. The brand should be built on a set of values
and beliés that resonate with the target customers and differentiate the bank from its
competitors. This requires a strategic approach to brand management that involves developing
a clear brand identity, creating a consistent brand experience across all towschgmint
communicating the brand message effectively to the target audience.

The mission of CB Bank is to serve the customers, staff, shareholders and environment
with the greatest values of comfort and complete satisfaction. A strong and positive CBBE can
lead to higher levels of customer retention, which in turn can help CB Bank achieve its mission
of serving customers with the greatest values of comfort and complete satisfaction. By building
a strong brand that resonates with customers, CB Bank can wlif¢edtself from competitors
and create a loyal customer base. Additionally, satisfied and loyal customers are more likely to
recommend CB Bank to others, leading to positive wajrthouth (WOM) and further
strengthening the banlkisnsumetbasedorand equity.

Analyzing the effect of brand resonance on customer retention of CB Bank can provide
valuable insights into the relationship between the bank's brand image and its ability to retain
customers. If customers perceive CB Bank as having a dtrang image and resonating with
their needs and values, they may be more likely to remain loyal to the bank and recommend it
to others, thus increasing customer retention and WOM marketing.

Furthermore, by extending its product and service quality begoral services, CB
Bank can also differentiate itself from competitors and create a unique value proposition for its
customers. This can be a key driver of customer retention, as customers are more likely to stay

with a bank that provides them with supenatue and meets their specific needs.



Overall, the relationship between CBBE and customer retention is a critical one for CB
Bank to understand and manage effectively. By continuously building the corbassel
brand equity and maintaining strong relasbips with the customers, CB Bank can remain
competitive and successful in the highly competitive banking industry in Myanmar.

1.2  Objectives of the Study
The main objectives of the study are as follows:
1. To analyze the effect donsumeiBased Brand Equitgn Brand Resonance of
CB Bank.

2. To analyze the effect drandResonance oGustomerRetention of CB Bank.
1.3  Scope and Method of the Study

This study focusethe relationship between consunrt@sed brand equity and brand
resonance on customer retention of CB BankKangon This studyuses the descriptive and
guantitativeresearchmethodsThe population of CB Bank's customers in Yangon is unknown,
so a samplsize of 385 customers is determined using Cochran Formula (Cochran, 1977). This
sample size is considered adequate for the purposes of this study.

Both the primary and secondary data were collected for this study. Primary data was
gathered through personaterviews with responsible persons from CB Bank and customer
survey method using structured questions with-poit Likert scale. A total of 385
guestionnaires were distributed to customers in 16 selected branches of CB Bank in Yangon
using simple randa sampling method. The survey took one month and was conducted during
business days. Secondary data was collected from various sources such as textbooks, journals,
articles, reports, internet websites, and previous research papers, both local andoméérnati
The data was processed and analyzed using the Statistical Package for the Social Sciences
(SPSS) tool, and summarized in the form of numbers and percentages.

1.4  Organization of the Study

Thisstudyincludesfive chapters. Chapter (1) is the introducwbiapter which includes
the rationale of the study, objectives of the study, scopenagttiod of the study and
organization of the study. Chapter (2) inclsdee theoretical backgrounzh theconsumer
based brand equityorand resonance and customer rab@nIn Chapter (3)the profile and
consumetbased brand equitf CB Bank.Chapter (4presentshe analysisf consumetbased
brand equityand customer retention at CB Bar@®hapter (5) covers the conclusions with

findings and recommendations forther researches.



CHAPTER (2)
THEORETICAL BACKGROUND
The theoretical foundation for theffect of consumetbased brand equity on brand
resonance, and tleffectof brand resonance on customer retention of CB Bank is provided in
this chapter. The defition of consumebased brand equity is presented first, followed by
discussions of brand resonance and customer retention. A strong conceptual framework is

created to describe the interactions between these factors.

2.1  Conceptof ConsumerBased BrandEquity

Consumeibased brand equity (CBBE) is a powerful tool that helps organizations
understand the value of their brand in the minds of their customers. The concept of CBBE is
based on the idea that a strong brand is built through a deep understandimguaier attitudes
and perceptions.

CBBE is the preferred perspective among marketing researchers and practitioners
because it recognizes that the success of a brand is ultimately determined by its value to the
consumer. If a brand has no meaning or vatuthe consumer, it will have little relevance to
investors or retailerCobbWalgren et al., 1995T.he basic premise of CBBE is that the power
of a brand lies in the experiences and perceptions of its customers over time. The brand's value
is determind by what customers have learned, felt, seen, and heard about the brand through
their interactions and experiences with it.

CBBE is the added value that a brand brings to a business by creating positive
associations in the minds of consumers, leadinga@ased loyalty and retention. This added
value can manifest in various ways, including increased customer satisfaction, repeat purchase
behavior, and positive worof-mouth referrals.

By building a strong CBBE, organizations can differentiate themselves f
competitors and create a strong brand identity that resonates with their target audience. This,
in turn, can lead to increased customer loyalty and profitability.

Ultimately, CBBE is a critical factor in a brand's success, as it determines the strength
of the emotional and psychological connections between the brand and its customers. By
understanding and leveraging CBBE, organizations can creatéalstingy relationships with
their customers and drive business growth over time.

CBBE is built on five mportant variablesvalue, performance, trust, social image, and
commitment. These variables are crucial in building a strong brand that resonates with

consumers and creates lelagting relationships.



To build a strong CBBE, brands should start by ewstaiblg a relationship with the
consumer's needs and product offerings. This relationship can be built by raising awareness
about the brand and creating a sense of value and performance that meets the consumer's
expectations.

Aaker's model (1991) is a wekhown model for achieving a high CBBE. This model
emphasizes the importance of enhancing brand awareness, associations, perceived quality, and
brand loyalty in order to achieve a high CBBE. The model recognizes that building a strong
brand requires a focusn both functional and emotional attributes of the brand, and that
building strong relationships with consumers is key to achieving a high CBBE.

Overall, understanding the variables that contribute to CBBE and implementing
strategies to build and enharitese variables is critical in creating a strong and successful

brand in the marketplace

Figure (2.1) Aaker’s Consumer-Based Brand Equity Model

Brand
Equity
Brand Brand Perceived Brand
Awareness Associations Quality Lovalty

Source: Aaker’s Model (1991)

2.1.1 Brand Awareness

Brand awareness is a fundamental component of CBBE, as it represents the degree to
which a brand is recognized and remembered by consuBrarsd awareness is essential for
building a strong brand, as it creates a foundation for other variables such as brand image,
perceived quality, and brand loyal®aker's model (1991) emphasizes the importance of brand
awareness in achieving a high CBBttcording to this model, brand awareness is the ability
of a potential customer to recognize or recall a brand. The more consumers recognize or recall
a brand, the stronger the brand aware(i€apferer, 1992).

Brand awareness is also related to the nurbgreople who recognize the brand's
significance and who are aware of the promise that the brand symbolizes. This means that

brands should focus on building awareness not only among their target audience but also



among a wider group of potential consume@nscreating a strong brand presence in the minds
of consumers, brands can differentiate themselves from competitors and build a loyal customer
base over time

According to Aaker's CBBE model (1991), brand awareness is a key asset that is
durable and suainable. Brand awareness consists of two components: brand recognition and
brand recallBrand recognition refers to the ability of consumers to identify or confirm a brand
when presented with the brand's name, logo, slogan, or other visual or verbEbcunesv or
niche brands, brand recognition is particularly important as it helps to establish the brand in the
minds of consumer®Brand recall, on the other hand, refers to the ability of consumers to
retrieve the brand from memory when prompted witlat@gory or produetelated cue. This
is particularly important for established brands that have a strong presence in the marketplace.

To enhance the measurement of brand recall, brand knowledge and brand opinion can
be used. Brand knowledge refers to tiferimation that consumers have about the brand, such
as its attributes, benefits, and values. Brand opinion, on the other hand, refers to consumers'
attitudes and feelings towards the braAdker's model conceptualizes brand awareness as
preceding brandszociations, meaning that consumers must first be aware of the brand before
they can develop associations with it. By building and maintaining strong brand awareness,
brands can create a foundation for developing strong brand associations and achigfing a h
level of CBBE.

2.1.2 Brand Associatiors

Brand associations are a critical component of CBBE, and refer to anything that is
linked in consumers' memory to a brand. As you mentioned, the core role of brand associations
is to create meaning for consumeasid they can include a wide range of brasldted
thoughts, feelings, perceptions, experiences, and attifiader K. L, 1993)and (Aaker,

1991) Brand associations play a crucial role in helping brands gain competitive advantages.
By building strong,positive brand associations, brands can differentiate themselves from
competitors, create a unique brand identity, and develop emotional connections with consumers
(Keller, 2006).This can lead to greater brand loyalty, increased sales, and other positive
outcomes.

In addition to the advantages mentioned, brand associations can also help to enhance
brand loyalty and increase customer retention. When a brand is associated with positive
attributes and experiences, consumers are more likely to remain léyali@nd and continue
to purchase its products or services. This can also lead to positiveofummalith

recommendations and referrals, which can further strengthen the brand's reputation and market
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position. Overall, brand associations are a criticahponent of building strong consumer
based brand equity and can provide numerous benefits to organizations that are able to
effectively manage and leverage them.

Brand associations play a critical role in building and strengthening the CBBE of a
brand. Thestrength of brand associations is determined by how much a customer thinks about
a brand and how well it is related to the existing knowledge stored in their memory. This is
why it is important for brands to establish clear and distinct brand assocthabdgferentiate
them from their competitors and create a unique brand identity in the minds of consumers.
Ultimately, the sources of CBBE are brand awareness and brand associations, which work
together to create a powerful and sustainable brand equity.

2.1.3 Perceived Quality

Perceived quality is a critical factor in the success of a brand. Consumers are willing to
pay more for a brand that they perceive to be of higher qyalitiger, 1996) Therefore, it is
important for brands to focus on improvingithperceived quality by delivering higfuality
products and services consistently. Brands can also communicate their quality through
advertising, packaging, and other marketing communications.

Perceived quality is also closely related to customer setiisfieand loyalty. Customers
who perceive a high level of quality from a brand are more likely to be satisfied with their
purchase and become loyal customers who are willing to recommend the brand to others.
Therefore, perceived quality is a key drivecatomer retention and advocdggller, 2008)

In summary, perceived quality is an important variable in the CBBE model as it enables
brands to differentiate themselves from competitors, charge a premium price, attract new
customers, and build customeyédty and advocacgAaker, 1991)

Aaker's (1996) model proposes that there are three levels of analysis for perceived
quality. The first level is where consumers perceive an absolute level of quality, which means
that they have a general perception ofdterall quality of the product or service, such as low,
medium, or high. The second level is where consumers perceive a brand as relative in quality,
meaning that they compare the brand to other brands in terms of quality. The third level is
where consumerperceive the consistency or inconsistency of the product or service quality,
which means that they evaluate whether the quality is consistent with their previous
experiences or expectations. Additionally, consumers form perceptions of quality, price, and
features based on informational cues before purchasing a product or service.



2.1.4 Brand Loyalty

Brand loyalty is essential for brands as it creates a steady customer base, which reduces
the need for costly marketing campaigns to acquire new custoltnaiso helps to generate
positive wordof-mouth, as loyal customers are more likely to recommend the brand to others
(Pappu, Quester & Cooksey, &)1 Additionally, brand loyalty can result in increased
profitability, as loyal customers are often willitggpay more for the brand they trust and prefer
(Jacoby, J. & Kyner, D.B, 1973Therefore, building brand loyalty is a critical aspect of the
CBBE model for brands looking to establish a strong market position and sustainable
competitive advantag@®liver, 1999)

Brand loyalty can be both behavioral and cognitive. Behavioral loyalty refers to the
actual purchase behavior of a consumer, while cognitive loyalty refers to the consumer's
attitude and intention towards the brgketller, 1998) This means thaven if a consumer is
not currently purchasing the brand, they may still have a strong cognitive loyalty to it and
intend to purchase it in the futupgoo & Donthu, 2001)

2.2  Conceptof Brand Resonance

Brand resonance is the ultimate level of the CBBE@havhere customers have a deep
and emotional connection with the brand. This level consists of four key components:
behavioral loyalty, attitudinal attachment, sense of community, and active engagement (Keller,
2009). Behavioral loyalty, as discussed les; is the repeated purchasing behavior of the
customer. Attitudinal attachment is the emotional bond or affection the customer has towards
the brand. Sense of community refers to the feeling of being part of a larger group or
community that shares a camon identity or interest through the brand. Active engagement
involves customers who become involved with the brand beyond just the purchasing
experience, such as participating in events, contributing to {vedaidd content, and
promoting the brand thragin word of mouth.

When these four components are effectively developed, customers will have a strong
sense of brand resonance, leading to increased loyalty, positiveofworauth, and a
willingness to pay a premium for the brand. The goal of creatingllbessonance is to establish
a longterm relationship with customers and create a sustainable competitive advantage for the
brand.

However, Keller (2009) revised the dimensions of brand resonance and identified four
key aspects: behavioral loyalty, attitndl attachment, sense of community, and active

engagement. Behavioral loyalty refers to the repeat purchase behavior of customers towards a
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brand, while attitudinal attachment refers to the emotional connection and personal
identification that customers Y& with the brand. Sense of community refers to the feeling of
belongingness that customers have with other customers who also use the brand, while active
engagement refers to the degree of involvement and participation of customers with the brand.
Overall brand resonance is an important aspect of CBBE as it reflects the highest level of

engagement and loyalty that a brand can achieve with its customers.

Figure (2.2) Keller’s Adapted Consumer-Based Brand Equity Pyramid

Brand What about you and me?

Resonance

Brand Response What about you?

Judgments Feelings
Brand Meaning What are you?
Performance Imagery
Brand Identity Who are you?

Source: Keller’s Model (2009)

An adapted pyramid can be seefrigure(2.2). Although the conceptualization differs,
the sequential nature Kfe | | cenceptsalization wasdopted in this study. Sequential means
that wistomersbecome loyal to a brand by first beiagvare of the brand, holding specific
mental thoughts (or associats) regarding the brand, ahdving a particular emotional or
rational response to the brand in order to decidiséthebrand. The main difference between
the conceptual framework for this study and Kéeonceptualization was the elimination of
brand performance. Keller posits that the main aspebtarid performance is the perception
of quality on behalf of theustomer Numerous authoréRoss, 2006; Ross, Russell, & Bang,
2008) contend that the quality of tbere product of spectator sport sees cannot be directly
controlled and as a result, brapdrformance should be viewed simply as a specific brand

association
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2.3  Customer Retention

Customer retention is indeed a key behavioral factor in customer relationship
managementMascareigne2009) It refers to the ability of a company to retain its existing
customers by maintaining lorigrm relationships with tme. High retention rates indicate that
a company is successful in keeping its customers satisfied, meeting their needs and
expectabns, and providing higlguality products or services. Retaining existing customers is
also more cosgffective than acquiring new ones, as it involves less marketing and advertising
expenses. Therefore, customer retention is a crucial aspect of a caangll success and
profitability.

In a competitive market, retaining existing customers is critical to the success of any
business, including banks. As the cost of acquiring new customers can be much higher than
retaining existing ones, banks often acmachieve a zerdefection rate of profitable customers
to maximize their profits. This is particularly important in the banking industry in Myanmar,
where competition is increasing and customers have a wide range of options to choose from.
By focusing orcustomer retention, banks can build stronger relationships with their customers,
improve customer satisfaction, and ultimately increase their profitaffeay et al., 2006)

Generally, there are three different approaches to meesstememretention such as
behavioral measures, measurement of attitudes and composite measurements (Bowen & Chen,
2001). In addition, behavioralapproaches focus on repeat purchases will oiber
comprehensive insights into the underlyregson fotheretention (Bloemer & Kasper]995).
Consequently, customer retention is tomstruct of attitude (Hallowell, 1996) to reflabe

inherent emotional and psychological tiesatention (Bowen & Chen, 2001)

24  PreviousStudies

This previousstudy was undertaketo investigatefithe effect of selectedoasumer
based brand equity dimensions on customer satisfaction in commercial bank of Bthiopia
(Zekarias Yohannes Kidan2016). The purpose of th previousstudy was to investigate the

effect of CBBE onthe customer satisfaction of commercial bank of Ethiopiae conceptual
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framework of the Effect of consumbased brand equity on customer satisfaction in

commercial bank of Ethiopishows in thd=igure (2.3).

Figure (2.3) Effect of Consumer-Based Brand Equity on Customer Satisfaction

Consumer-Based Brand Equity

Brand Awareness

Perceived Quality

Brand Associations

Brand Loyalty

Customer
Satisfaction

In this study, gpotheses were developed to see the effect of all the independent

variables (brand awareness, perceived quality, brand associations, and brand loyalty) on the

dependent variable (customer satisfaction). The findings obtained indicated that CBBE have a

postive influence on customer satisfaction. Furthermore, it provided suggestions to improve

customer satisfaction. Like enhancing brand awareness as its perception and recognition among

present and potential customers is contributing to the customer satiist@ati consequently

better business results.

A study by CherYi Liu (2014) explorel it h e
customer satisfaction, and brand resonaoceepurchase intention of cultural and creative
industries in TaiwanThe conceptual émework ofthe relationship amongdprand equity,

customersatisfaction,brandresonance toepurchasententionChengyYi Lin is in the below

Figure (2.4).

Figure (2.4) Relationship among Brand Equity, Customer Satisfaction,

Brand Resonance to Repurchase Intention

Brand Equity \

Source: Chen-Yi Liu (2014)
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The results of this study are as follows: TWo dimensions othe consumetbased
brand equity andustomer satisfaction can increase consumer braraolirigesebrands and
the impact of customer satisfaction on brand resonance is greatmarRst capital; 2) The
three dimensions dhe brand equity, customer satisfaction, and breggbnance influese
direct consumer buying intentions; 3) Market resonance has a p##alof mediation on the
effect of market capital on purchase intentions, and madsginance has a full effect of

mediation on the effect of customer satisfaction on puranéseions.

Rukhsana Gul, Rehman Gul, Faheem Gul, Naeem(2218) expl oBraedd t he
Resonance as a Driver of Customer Retention: Empirical Evidence from Microfinance Banks
of Pakistad This previousstudy aims to highlight the importance of bram$onance to
determine customer retention in the microfinance sector. To meet thihisrstudyinvolved
the existing clients of microfinance in urban and rural areas of PakiStarctural equation
modeling technique was used to validate the propdisedretical modelThe conceptual

framework model for this study is shownhkigure (25).

Figure (2.5) Brand Resonance as a Driver of Customer Retention

Brand Resonance

Customer Loyalty

Customer Attachment

Customer Retention

Sense of Community

Customer Engagement

The results of this study show that customer engagement had a strongest gitsdive
on customer retention, followed by customer loyalty, customer attachmehtsemse of
community. Finally, this study discusses in depth the limitations, future research opportunities,

and managerial implications for the effect of brand resonance on customer retention.
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2.5 Conceptual Framework of the Study

After studying the previoustudiesand literature review, a conceptual framework is
developed to analyze the effaxftconsumeibased brand equity on brand resonance and the
effectof brand resonance on customer retendio@B Bank. The foundation of thiramework
is taken from Aaker's model of consuntsed brand equitpakerintroduced four variables
in the model: brand awareness, brand associations, perceived quality and brand loyalty. This
study is distinct fronthe earlier published papers becauisdevotes itself to investigate the
relationship between consurdesised brand equity and customer satisfaction. Therefore, the
first four dimensions of consumbased brand equity are meaningful for the scope of this
study Developed from Aaker's modehis study sets out to analyze a framework for how
consumetbased brand equity influences brand resonance among customers.

The conceptualization of brand resonance was based upon Keller'd28@83Iwhich
defines brand resonance as the characterdtibe relationship between the consumer and the
brand and the level of time and effort spent on behalf of the consumer towards consumption of
a target brand. Brand resonance can be characterized by the bond that a consumer shares with
a brand as well asolw much effort he or she exerts to consuire brand Developed from
Keller's model, this study sets out to analyze customer retention at CB Bank through an
examination of brand resonanéegure (2.6) shows the conceptfi@meworkfor this study,
which includes both dependent and independent variables.

Figure (2.6) Conceptual Framework of the Study

Consumer-Based Brand Equity

Brand Awareness

Brand Associations
Brand Customer

Resonance Retention

Perceived Quality

Brand Loyalty

Source: Own Compilation, 2023

In this conceptual framework, there are three major parts sucbB&&, brand
resonance and customer retentibhis study only focuses on to what extent@&BE affects
to the brand resonanemd whethebrand resonands associated withustomer retention of
CB Bank.



CHAPTER (3)
PROFILE AND CONSUMER-BASED BRAND EQUITY OF CB BANK

This chaptediscusses CB Bank background and profile, the vision and the mission,
the organization structures and the banlsagvices of CB Bank, as well as consuibased

brand equity activities of CB Bank.

3.1 Profile of CB Bank

CB Bank wa established in 1992 under the Central Bank of Myanmar Law and the
Financial Institution of Myanmar Law. CB Bank was first set up a®@arative Bank which
is a private, noipublic bank on 21st August 1992 and was reformatiggsublic company in
2004 toprovide more financial services to the pubfi@ Bank has since grown to become one
of the leading banks in Myanmatr, offering a wide range of financial products and services such
as deposits, loans, foreign exchange, trade finance, and mobile bankibgnkhes a strong
presence in the country, with over 200 branches and more than 4,000 em@@/Besk has
also been recognized for its commitment to corporate social responsibility, supporting various
initiatives in education, healthcare, disasteefelind environmental protection. The bank has
received several awards and accolades for its outstanding performance and contribution to the
banking industry in Myanmar.

CB Bank has been investing in modern technology to provide better banking services
to its customers. For example, the bank offers internet banking, mobile banking, and digital
payment services. Customers can access their accounts, transfer money, pay bills, and apply
for loans online or via their mobile phones. CB Bank has also introdusgous digital
payment solutions such as CB Pay, a mobile payment platform, and CB QuickPay, a QR code
based payment solution. By leveraging technology, CB Bank aims to enhance customer
experience and increase customer satisfaction, which can help tovémgustomer retention.

CB Bank has expanded its branch network and mobile banking agents all over the
country, making their services accessible to a wider range of customers. Furthermore, the
bank's large network of over 7@itomatic Teller MachineATMs_ and 490(Pointof-Sales
(POS machines shows its commitment to providing convenient banking services to its
customers. The launch of sekrvice cash deposit and cash recycling services indicates that
the bank is keeping up with modern banking technotogyyds. CB Bank's top market position
in card issuing and POS merchant acquisition is a testament to the quality and popularity of

their services in Myanmar.
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CB Bank has been recognized for its efforts in modernizing its banking services and
adopting innwative technologies to enhance customer experience. The awards received also
reflect the bank's leadership in the industry and its commitment to providing eedgegy
financial solutions.

The rainbow logo is a symbol of diversity and inclusiveness, andripressive that
CB Bank aims to promote these values through its brand. The motto "LetWN\ihogether!"
also reflects a commitment to cooperation and mutual benefit, which can lead teriong
success for both the bank and its customers. It'sirmlsortant that CB Bank prioritizes risk
management and compliance to ensure a stable and secure banking environment for its
customers. Overall, it seems like CB Bank is focused on providing quality services through
modern technology while promoting impartavalues like diversity, cooperation, and
compliance
3.1.1 Vision and Missionof CB Bank

CB Bank's vision is to become a strong player in the ASEAN financial services industry
and to provide the best financial solutions and platform in Myanmar. They stbudddong
term relationships with their customers and provide enhanced customer experience through
technology and innovation while maintaining a solid foundation of risk management and
corporate governance.

CB Bank's mission statement aims to provide rfmal solutions that help their
customers and partners achieve their goals and make their dreams come true. They strive to be
a trusted financial institution for their individual customers, offering financial solutions that
help them save money and achigwar goals. For their business customers, CB Bank provides
financial solutions that support their business operations and expansion. CB Bank is committed
to being a place where their employees can learn and grow, while providing sustainable returns
to their shareholders.

3.1.2 Organization Structure of CB Bank

The structure of CB Bank, as descritvedrigure (3.1) appears to be wetlefined and
covers all key areas of the bank's operations. The seven departments under the Managing
Director (Business) are foced on customer banking, business banking, treasury, international
trade and service, cards and merchant services, financial institutions, and transaction banking,
which are all essential components of a modern banking institution. Similarly, the eight
depatments under the Managing Director (Support) cover key areas such as finance,
compliance, legal, human resources, new branch openings, administration, systems, and risk

management, which are essential to support the bank's operations and ensure comftliance
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regulatory requirements. Overall, the organizational structure of CB Bank appears to-be well

planned and comprehensive, which is essential for the bank to achieve its goals and maintain a

competitive edge in the banking industry.

Figure (3.1) Organization Structure of CB Bank

CEO
Executive
Management
Committees
MD Corporate Strategy MD
(Business) and Development (Support)

Consulm er Car(_is and Finance New Brlanc h
Banking Merchant Opening
Business leancl ial Compliance Admin
Banking Institutions
Treasur Transaction [ ecal Svst

Y Banking ega Systems
International ,
Trade and Human Risk
Payment Services Resources Management

Source: CB Bank, 2019
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3.2  Products andServices of CB Bank

CB Bank offers a range of services under its consumer banking, commercial banking,
SME banking, and Prestige banking segments. In consumer banking, CB Bank provides
various services such as savings accounts, current accounts, fixesit depounts, call
deposits, minor deposits, and foreign currency accounts. CB Bank also offers credit and debit
cards, as well as POS terminals for businesses. For those who prefer to travel cashless, CB
Bank offers Easi Travel Cards that can be usedréorsactions abroadinder commercial
banking, CB Bank provides financial solutions to businesses such as loans for working capital,
term loans, and hire purchase loans. In addition, CB Bank also offers services related to
international trade and paymenigasury services, and cash management serfdoesmall
and mediunrsized enterprises (SMEs), CB Bank provides services such as SME loans, cash
management services, and trade finance services. The bank also offers SME banking packages
tailored to the sgcific needs of SMEs.

CB Bank's commitment to technology and innovation is evident in its comprehensive
digital banking services. CB Bank offers online and mobile banking services, enabling
customers to perform various banking activities from their smanigd or computers,
including fund transfers, bill payments, balance inquiries, and other account management tasks.
Additionally, CB Bank offers mobile banking applications for both Android and iOS platforms,
with features such as mobile wallet, fund transf bill payments, and other banking services.

CB Bank has also introduced a virtual assistant called CB Messenger, which allows customers
to access their accounts, make transactions, and obtain information about banking products and
services through a mesaging interface. CB Bank's digital banking services are designed to

offer a seamless and convenient banking experience to its customers.

3.3 ConsumerBased Brand EquityActivities of CB Bank

CB Bank in Myanmar is working towards builditige CBBE to impove its market
share, brand value and competitiven€&dsnsumetbased band equity refers to the value a
brand holds in the minds of its customers, which can be broken down into four dimensions:
brand awareness, brand associations, perceived qualityramtiloyalty By focusing on these
dimensions otonsumeibasedorand equity, CB Bank can strengttibeir brand and enhance
thecompetitiveness in the market.
3.3.1 Brand AwarenessActivities of CB Bank

Brand awareness is the extent to which customers recognize and recall the brand name

and its associated symbols, logos or slogans. CB Bank would need to ensthreitbaand
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name and visual identity are distinctive and memorable, andCfRaBankis corsistently
communicated to customers through various channels such as advertising, social media, public
relationsan d CB Bappsé&ndceByiconsistently using the same brand logo, font size,
color, and themes, CB Bank can create a distinctive aogmneable visual identity that makes

the brand more memorable and easier to recall.

Launching new products and services successfully can also help to increase brand
awareness, a€B Bank provides an opportunity to reach out to potential customers and
showcase the brand's capabilities and strengths. By participating in or sponsoring events, CB
Bank can also increase its visibility and reach a wider audience.

Posting regularly to social media using the brand voice can also help to build brand
awareness by eating a consistent and engaging presence that customers can relate to. By using
a clear and distinct brand voice, CB Bank can create a personality for the brand that resonates
with their targetcustomersThesestrategies can help to build brand awareraess lay the
foundation for the other dimensions @bnsumeibased brand equity, such as brand
associations, perceived quality, and brand loyalty.

3.32 Brand AssociationsActivities of CB Bank

Brand associations are the mental connections that custorakesb@tween the brand
and its specific attributes, benefits, values, and personality. CB Bank would need to carefully
manage and shape its brand associations, by emphasizing the unique benefits and by creating
a brand personality that resonates whithir target customers

The strength of brand associations is directly related to how deeply a person thinks
about the brand and how well they relate it with their existing brand knowledge. By consistently
associating CB Bank with emotions like safetgnvenience, and innovation, the brand can
create strong and enduring associations in the minds of customers.

For example, by emphasizing its position as the first digital innovation bank in
Myanmar, CB Bank can differentiate itself from competitors arsition itself as a leader in
the industry. This can lead to positive impressions and goodwill among customers who value
innovation and convenience.

By highlighting the benefits of using CB Bank's services, such as easy and secure digital
transactions, cusiners are more likely to associate the brand with positive experiences and
outcomes. Overall, by strategically associating the CB Bank brand with specific emotions and
benefits, the brand can create strong and positive associations in the minds of systomer

leading to increased brand equity and competitiveness in the market.
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3.33 Perceived Quality Activities of CB Bank

Perceived quality refers to customers' overall assessment of the quality and
performance of the brand's products or services. CB Bank would need toens0rBthd& a n k 6 s
products and services meet or exceed customers' expectations in terms of reliability,
functionality, and customer service, and that it is perceived as a trusted and reputable brand.

CB Bank's ability to anticipate the expectationtheir customers is a key strength that
can help it to achieve a high level of perceived quality. By contyucesearch twice, a year
and responding promptly with the right solutions, CB Bank can stay ahead of the curve and
ensure tha€C B B aprokiuits and services meet or exceed the expectations of customers.

In addition, by striving to meet or even exceeel éxpectations of customers, CB Bank
can create a positive perception of its brand and build a reputation for deliveringuiaigiy
products and service®verall, by focusing on meeting and exceeding the expectatidhs of
customers and leveragirthe research capabilities, CB Bank can achieve a high level of
perceived quality and build a strong brand reputation in the market
3.34 Brand Loyalty Activities of CB Bank

Brand loyalty is a key component of consufbased brand equity and commitment
thatcustomerdiave towards a particular brand. Wherstomersare loyal to a brand like CB
Bank, they are more willing to pay a premium price @B B a prdddcts or services,
advocate for the brand, and resist switching to competitors.

CB Bank has been suessful in building customer loyalty by delivering innovative
product design, higlquality products, excellent customer service, and a secure banking
experience. By consistently meeting or exceeding the expectatithesraistomers, CB Bank
has been abl® build trust and loyalty amortgeir customer base.

To maintain its loyal customer base, CB Bank has implemented a loyalty program that
provides incentives and rewards to customers who use its products and services. By offering
exclusive benefits and m®nalized services their loyal customersOverall, by focusing on
innovation, product quality, customer service, and security, CB Bank has been able to build a
loyal customer base that is willing to pay a premium pric€f8r B apmokiutts and seres
and advocate for the brand. Through its loyalty program and other initiatives, CB Bank can
further strengthen its relationship with its customers and maintain its competitive advantage in

the market

21



CHAPTER (4)
ANALYSIS OF CONSUMER-BASED BRAND EQUITY AND
CUSTOMER RETENTION AT CB BANK

This chapter includes the analysis of consub@sed brand equity and customer
retention at CB Bank. A survey was conducted to gather information from 385 customers who
were using CB Bank's banking serviegs inerviewed by using the structured questionnaires

attached in Appendix.

4.1 Research Design

This study aims to analyzthe effect of consumdrased brand equity on brand
resonance anthe effect of brandesonance on customer retention of CB Bafk achieve
these objectives, both primary and secondary degaised. The primary data is collected
through personal interviews with the responsible persons from CB Bank. Primary data is also
collected from 385 customers who are using CB Bank's banking servicasgory. Secondary
data is obtained from relevant books, journals, articles, reports and international research
papers from previous studies.

After the survey data were collected, the results will be entered SPSS to analyze and
test the reliability of the da. The survey forms were divided into three parts. The first part of
the survey form measured customers' demographic factors, while the second part niteasured
consumeitbased brand equitthat effected onbrand resonancef CB Bank. The third part
analyzd howbrand resonanagfectedon customer retentioof CB Bank. A fivepoint Likert
type scale was used to indicate customers' ansWkrstrongly Disagree, 2=Disagree,
3=Neutral, 4=Agree, 5=Strongly AgreeRegression analysis is conducted to research
objectives.

4.1.1 Sample size
The unknown population size is calculated by Cochran Formula (Cochran wW€iem)

areas the following:

= 385customers

where, z= Standard error associated with the chosen levehfilence
e=Acceptable sample error
which is assumed that z=95% and e=5%

Based on the above formula, the sample size for this study was 385 customers.
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4.2  Reliability Analysis

Before performing data analysis, there will be a reliable analysis in order to test the
internal consistency of the variables in the questionnaire. Reliability Analysis is conducted to
determine the internal consistency of all the variables by using Gramkias Al p h a. The
were conducted in the SPSS software by the
collected from 38%ustomers The range of Cronbachdos Al pha
but for research purpose, some researchers suggestec thmnitnum standard for reliability
should bed.7 or higher. When the alpha value greater than 0.7, the level of internal coherence
i s acceptabl e. T h e Cvanabldsat cohstirsethasdd ppraral equity,!| u e s
brand resonance and customer retenéire shown in the below Table (4.1).

Table (4.1) Reliability Analysis

Sr. Variables Cronbach’s Number of | Interpretation
No. Alpha Items

1 Brand Awareness 0.849 5 Acceptable

2 Brand Associations 0.862 5 Acceptable

3 Perceived Quality 0.889 5 Acceptable

4 Brand Loyalty 0.877 5 Acceptable

5 Brand Resonance 0.881 5 Acceptable

6 Customer Retention 0.869 5 Acceptable

According to Table (4)1 , Cronbachdés Al pha coefficient
in the research are good reliability. This shows that items measuring each element have strong
intercorrelations. Overall, the high internal consistency level indicates the high reliability of
test scores.

4.3  Profiles of Customers

Demographic profe analysis is important one for examining the gender composition,
age level analysis, education lewalgraganonthly incomecustomer8 o c ¢ u psotiréeon an d
of information about where did they know about CB Bardble (42) shows the result of the

analysis on demographic profilesamfstomersas follows.
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Table (42) Profiles of Customers

Sr. Particulars No. of Customers | Percentage
No. 385 100

1 | Gender Male 180 46.8
Femae 205 53.2

Under 20 years 22 5.7

217 30 years 98 25.5

2 | Age 3171 40 years 176 45.7
417 50 years 79 20.5

51 years and above 10 2.6

Under Graduate 48 12.5

2 | Education Level Graduated 234 60.8
PostGraduated 99 25.7

Others 4 1.0

Under 200,000 24 6.2

200,01 800,000 131 34.0

Average Monthly | 800,001 2,000,000 113 29.4

4 Income (in Kyats) | 2,000,0@ 7 3,000,000 73 19.0
3,000,0@7 4,000,000 30 7.8

4,000,0® and above 14 3.6

Student 20 5.2

Company Staff 207 53.8

5 | Occupation Government Staff 84 21.8
SeltEmployed 65 16.9

Others 9 2.3

Less than 1 month 35 9.1

1 to 3 months 39 10.1

& | Period 4 to 6 months 80 20.8
7 to 12 months 81 21

13 to 24 months 65 16.9

Over24 months 85 22.1

Source: Survey Data, 2023

24




As shown in the above Table 2).the data collected showed that the majority of CB
Bank's customers were female, and the most frequent age group of customers was between 31
and 40 years old. The study also found that customers with higher education levels were more
likely to use CB Bank's seices. Additionally, customers with an average monthly income
between 200,000 Kyats and 800,000 Kyats were found to be the most frequent users of CB
Bank's services.

In terms of occupation, the study found that company staff members were the most
frequentusers of CB Bank's services, accounting for 53.8% of customers. The study also found
that most of CB Bank's customers had been using its services for over 24 months, indicating
that they found the bank's services safe, convenient, and easy to use., Qkesall
demographic findings can be useful in helping CB Bank understand its customer base
4.4  Customer Perception onConsumerBased Brand Equity, Brand Resonance and

Customer Retentionof CB Bank

Using the Likert scalemethodis a commonway to collect datain researctstudies,
especiallywhenmeasuringttitudesor perceptionsThemethodallowsrespondentt indicate
their level of agreemenbr disagreementvith a statemenbr questionon a numericalscale.
(strongly disagree disagree,neither agreenor disagree,agree,strongly agree).The value
obtainedfrom the Likert scalecan then be usedto analyzeand comparethe response®f
differentgroupsor to determindheaveragdevel of agreemenor disagreemerfor aparticular
item. In thisresearchthe meanandstandardleviationvaluecanprovideinsightsinto thelevel
of consumeitbasedrandequityfor CB Bankin termsof brandawarenesdyrandassociations,
perceivedjuality, andbrandloyalty.

According to BahagianPerancangaman PenyelidikanDasa Pendidikan(BPPDP)

(2006) theinterpretatiorof the meanscoreis shownin Table(4.3).

Table (4.3) Interpretation of the mean score

Mean Score Interpretation
1.00—-1.89 Very Low
1.90—-2.69 Low
2.70-3.49 Moderate
3.50-4.29 High
4.30-5.00 Very High
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44.1

Brand Awareness

This sectionanalyzesthe brandawarenes®f CB Bank. This is measuredvith five

statemerd. The meanand standarddeviation values of scoresfor brand associationsare

calculatedandshownin Table(4.4).

Table (4.4) Customer Perception on Brand Awareness

Sr. Statement Mean Standard
No. Deviation
1 | Tam aware of all the products and services offered by CB 3.39 0.82
Bank.
2 | When I think of banking services, CB Bank comes to my 3.42 0.83
mind quickly.
3 | I would recommend CB Bank to my friends and family. 3.63 0.84
4 | I recognize the logo of CB Bank among other competing 3.62 0.83
banks.
5 | I can easily recall some of the products and services of 3.53 0.88
CB Bank.
Overall Mean 3.52

Source: Survey Data, 2023

CB Bankhasa strongbrandawarenesamongits customerswith anaveragescoreof

3.52 on the Likert scale.This meansthat most customersecognizethe CB Bank logo and

would recommendts bankng servicesto their family andfriends. The effectivenesof CB

Bank's promotion campaignss also indicatedby the high brand awarenessOverall, these

resultssuggesthat CB Bank has successfullyestablisheda strongbrandimage amongits

customersn termsof brandawareness.

4.4.2

Brand Associatiors
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Table (4.5) Customer Perception on Brand Associations

Sr. Statement Mean Standard
No. Deviation
1 I believe that CB Bank contributes their products and 3.50 0.85

services to the society.

2 | I can get the better benefits from CB Bank when 3.55 0.79

compared to other banks.

3 | I'would feel safe to keep the money in CB Bank. 3.62 0.82

4 | CB Bank is a reliable brand. 3.67 0.80

5 | CB Bank provides the fastest service. 3.66 0.82
Overall Mean 3.60

Source: Survey Data, 2023

This sectionanalyzeghe brandassociatioa of CB Bankwhich is measuredvith five
statementsThe meanand standarddeviation values of scoresfor brand association are

calculatecandshownin Table(4.5) /

The meanvaluesfor "CB Bank is a reliable brand is also high, indicating that
customerperceiveCB Bankashavinga stronganddistinctivebrandimage.This is important
asastrongbrandimagecandifferentiateCB Bankfrom othercompetingoanksandattractand
retaincustomersHowever,the standarddeviation valuesfor brandassociationsirerelatively
high, indicatingthat thereis somevariability in customersperceptionsof CB Bank'sbrand
associationsThis suggestshat CB Bank may needto focuson improving andstrengthening
its brandassociatiosto ensureconsistencyn customemperceptions.

4.4.3 PerceivedQuality

This sectionanalyzeghe perceivedquality of CB Bankwhich is measuredvith five
statemerd. The meanandstandardieviationvaluesfor perceivedquality areshownin Table
(4.6).
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Table (4.6) Customer Perception on Perceived Quality

Sr. Statement Mean Standard

No. Deviation

| CB Bank maintains consistent the products and services 3.58 0.79
quality.

2 | CB Bank’s banking services meet the customer’s 3.57 0.77
requirements.

3 | CB Bank is better as compared to other banks in 3.60 0.77

performance, customer service and safety.

4 | CB Bank’s staff are willing to help and pay attention to 3.55 0.79

your problem.

5 | CB Bank’s staffs provide prompt and on time service. 3.53 0.82

Overall Mean 3.57

Source: Survey Data, 2023

Theoverallmeanvaluefor the statements 3.57, indicatingthatcustomerdelieveCB
Bankis providinginnovativeandup-to-dateproductsandservicesThis suggestshatCB
Bankis activelyworking towardsimprovingits servicego meetthe changingnealsand
demand®f its customersHowever,CB Bankshouldcontinueto focuson providing prompt
andonttime serviceto increaseerceivedjuality andmaintaincustomeisatisfaction
4.4.4 Brand Loyalty

This sectionanalyzesthe brand loyalty of CB Bank which is measuredwith five

statementsThemeanandstandardieviationvaluesfor brandloyalty areshownin Table(4.7).
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Table (4.7) Customer Perception on Brand Loyalty

Sr. Statement Mean Standard
No. Deviation
1 | I believed that CB Bank is the most suitable products and 3.50 0.83

services for me to use.

2 | Tam likely to keep an account with CB Bank. 3.64 0.82
3 | I'regularly use CB Bank for all my banking needs. 3.63 0.85
4 | If all of the banking products and services are equal, I 3.56 0.84

would choose CB Bank.

5 | CB Bank is well-known and prestigious. 3.66 0.79

Overall Mean 3.60

Source: Survey Data, 2023

The brandloyalty of CB Bank is high, asindicatedby the meanvaluesof the five
variablesbeinggreaterthanthe neutralscoreof 3 andthe overallmeanvaluebeing3.60.This
suggestghat mostcustomersagreewith the statements&ndareloyal to the CB Bank brand.
Thefactthatcustomersvould chooseCB Bankeventhoughit is notawell-knownbrandalso
indicatesa high level of loyalty andtrustin the bank.Additionally, thefactthatcustomersare
willing to keepanaccountwith CB Bank,andarewilling to usethe bank'snew productsand
servicessuggestshattheyhavea positive perceptiorof the brandandits offerings.

However,in orderto maintainthis high level of brandloyalty, CB Bankneeddgo focus
onimprovingthe quality of the productsandservicesaswell asproviding excellentcustomer
service.This canhelpthebankto retainits existingcustonersandattractnewones.CB Bank
hasa strongfoundationof brandloyalty to build upon,butit shouldnot becomecomplacent
andmustcontinueto work onimprovingits offeringsto remaincompetitivein the market
4.4.5 Overall Mean of ConsumerBasedBrand Equity

The following Table (48) represents the comparison of mean values of consbhased
brand equity of CB Bank such as brand awareness, brand associations, perceived quality and
brand loyalty.
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Table (4.8) Summary of Consumer-Based Brand Equity

Sr. No. Variables Mean
1 Brand Awareness 3.52
2 Brand Associations 3.60
3 Perceived Quality 3.57
4 Brand Loyalty 3.60

Source: Survey Data, 2023

CB Bankhasa high level of consumetbasedbrandequity (CBBE). The meanvalues
for all variablesn Table(4.8) aregreaterthanthe neutralscoreof 3, indicatingthat
customerdavea positiveimpressiorof the brandacrosanultiple dimensionsincluding
brandawarenesdirandas®ciations perceivedquality,andbrandloyalty. Thefactthatthe
overallmeanvaluefor eachof thesevariabless alsohigh suggestshatCB Bankhas
successfullypuilt a strongbrandthatresonatesvith its customersThis positiveimpressiorof
thebrandis indicativeof a high level of consumetbasedrandequity,whichis thevaluethat
abrandaddsto a productor servicebeyondthe functionalbenefitsit provides.

Theseresultssuggesthat CB Bank hassuccessfullybuilt a strongbrandthatis well-
regardedy its customersandthatthe bankhasa strongfoundationof consumetbasedorand
equity. This can help CB Bank to differentiate itself from its competitors,attract new
customersandretainexistingones However it is importantfor CB Bankto continueto invest
in their brandandto monitor consumeiperceptiongo ensurethat CB Bank maintainsa high
level of CBBE overtime.

4.4.6 Brand Resonance

This section analyzed the brand resonance of CB Bank. This is measured with five

statementsThemean valuesf brandresonance are calculated and shown in Tab®. (4.



Table (4.9) Perception on Brand Resonance

Sr. Statement Mean Standard
No. Deviation
1 | Ican trust CB Bank to be there for me in times of need. 3.51 0.72
2 | Next time I am using banking services, I would use CB 3.61 0.77
Bank.
3 | The image of CB Bank is different from other banks. 3.49 0.80
4 | CB Bank is the only brand I would prefer to use. 3.50 0.85
5 | CB Bank offers more advantages compared to its 3.54 0.83
competitors.
Overall Mean 3.53

Source: Survey Data, 2023

CB Bankhasahighlevel of brandresonancemongits customersThe meanvaluesin
Table(4.9)for thefive statementselatedto brandresonancarehigh,indicatingthatcustomers
havea strongemotionalconnectiorto the CB Bankbrand.The fact thatcustomersvould use
CB Bank'sbankingservicesagainin the future andpreferto useCB Bank'sbankingservices
suggestshatthe bankhasestablisheé goodrelationshipwith their customers.

In orderto maintainthis high level of brandresonancend continueto build uponit,
CB Bankneedsto focuson providing betterproductsand servicesthat meetthe needsof its
customers.

4.4.7 CustomerRetention
This section analyzed tleistomer retentionf CB Bank. This is measured with five
statementsall of which used a 5 posttikert scale.The mean values of scores farstomer

retention are calculated and shown in Tabl&Qy.
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Table (4.10) Perception on Customer Retention

Sr. Statement Mean Standard
No. Deviation
1 I will stay with CB Bank for many years. 3.55 0.85
2 | I always look forward CB Bank’s new products and 3.58 0.86
services.
3 | I'will be loyal to CB Bank in the future. 3.61 0.84
4 | I believed that CB Bank is very responsible to customers. 3.67 0.85
5 | ITam favorable to CB Bank for its overall performance. 3.76 0.84
Overall Mean 3.63

Source: Survey Data, 2023
CB Bankhasa high level of customerretention,asindicatedby the overallmean

valueof the customerretentionvariablebeinghigh andmostcustomersagreeingo the
statementselatedto customeretention.This suggestshatcustomersarefavorableto CB
Bankfor its overallperformanceandtheyarelikely to remainloyal to the bankin thefuture.
Thefactthatcustomerarewilling to staywith CB Bankfor manyyearsis alsoindicativeof
ahigh level of customessatisfactiorandloyalty. This canbe a valuableassefor CB Bank,as
loyal customersaremorelikely to continueto usethe bank'sservicesandproductsandthey
mayalsobe morelikely to recommendhe bankto others.

4.5  Effect of ConsumerBased Brand Equityon Brand Resonanceof CB Bank

The relationshipbetweentwo variableswill be:a correlationof .10 is describedasa
smalleffectsize,acorrelationof .30is describedasa mediumeffectsizeanda correlation.50
is describedasa strongeffectsize (Pallant,2005)
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Table (4.12) Correlation Analysis among CBBE and Brand Resonance

Independent No. of Brand Resonance
Variables Observations Pearson Correlation Sig. (2-tailed)
Brand Awareness 385 0.72%%* 0.00
Brand Associations 385 0.74%%* 0.00
Perceived Quality 385 0.76** 0.00
Brand Loyalty 385 0.79%%* 0.00

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

Theresulton the aboveTable (4.12) showsthatall of the four variablesof CBBE is
positively and significantly relatedwith the brand resonanceThis meansan increaseor
decreasein brand awarenesswill bring correspondingchangein brand resonanceThe
c u s t ogoabrahdmageandassociationsith thebrandwill haveacorrespondinghange
on the brand resonancelmplying that increaseor decreasein the brand loyalty has a
correspondingffectonthebrandresonance.

The results of thenultiple linear regression analysis can provide valualdeghts into
the factors that influence brand resonance for CB Bank, and can be used to inform strategies
for building and maintaining a strong brand in the future. By understanding which dimensions
of CBBE are most strongly associated with brand reson@&&ank can focus its resources
and efforts on areas that are likely to have the greatest impact on customer perceptions and
loyalty. In this study, the effect of CBBEhdorand resonanad CB Bank is analyzed by using
Linear Regression Model. In this dysis, the five dimensions of CBBE are used as
independent variables angrand resonanceés used as dependent variable. The results

generating from this model are as shown in TablEL{4.
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Table (4.11) Effect of Consumer-Based Brand Equity on Brand Resonance of CB Bank

Unstandardized Standardized
Model CoefTicients CoefTicients t Sig.
B Std Beta
Error

(Constant) 0.431 0.115 3.766 0.000
Brand Awareness 0.125%%* 0.053 0.127 2.365 0.019
Brand Associations 0.141%* 0.059 0.141 2.399 0.017
Perceived Quality 0.247%*%* 0.060 0.247 4.094 0.000
Brand Loyalty 0.353%** 0.059 0.365 5.956 0.000
R 0.818

R Square 0.670

Adjusted R Square 0.666

F Value 192.785%*%*

Source: Survey Data, 2023
Note: *** Significant at 1% level, ** Significant at 5% level, * Significant at 10% level

As shownin Table (4.11), R Squareand AdjustedR Squareare at 67% and 66.6%
respectivelyF value (the overall significanceof the model)is highly significantat 1% level.
This indicatesthat the modelexplainsmostof the variability of the responsealataaroundits
mean.Two variablesamongfour arehighly significantandothertwo aresignificantasstated
by regressionanalysistable. Brand loyalty also has the positive relationshipwith brand
resonanceat 1% level. This showsthateveryrisein the brandloyalty helpbrandresonanc¢o
increaselncreasein brandloyalty by oneunit help brandresonanceo increaseby 0.353.
Perceivedquality has positive sign and significant coefficient at 1% level. It showsthat
perceivedquality increasebrandresonancekEveryoneunit increasan perceivedquality help
brandresonanceo increaseby 0.247.Brand Associatios also hasthe positive significant
relationshipwith brandresonancat5%level. It showsthateveryrisein the brandassociatioa
help brand resonanceo increase.Increasein brand associatioa by oneunit help brand

resonanceo increaseby 0.141.Brand Awarenessalso hasthe positive sign and significant
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coefficient at 5% level. Increasein brand awarenessy oneunit help brand resonancedo
increaseby 0.125.

In summarythe overall evaluationshowsthatthis modelcanexplain66.6%aboutthe
varianceof dependentariablewith theindependenvariable.Themodelexplainsthe effectof
consumetbasedbrandequity on brandresonancevell. Therefore,for CB Bankto improve
their brandresonancén Yangon theyshouldemphasizen thesefour variablesof consumer

basedrandequity.

4.6 Effect of Brand Resonance on Customer Retentionf CB Bank
The relationshipbetweentwo variableswill be:a correlationof .10 is describedasa
small effectsize,acorrelationof .30is describedasa mediumeffectsizeanda correlation.50

is describedhsa strongeffectsize(Pallant,2005)

Table (4.14) Correlation Analysis among Brand Resonance and Customer Retention

Independent No. of Customer Retention
Variables Observations Pearson Correlation Sig. (2-tailed)
Brand Resonance 385 0.83** 0.00

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

Theresulton the aboveTable (4.14) showsthatthe brandresonancés positively and
significantlyrelatedwith the customeretention.This meansanincreaseor decreasén brand
resonancevill bring correspondinghangean customerretention.

In this study, the effect dbrand resonancen customer retentiof CB Bank is
analyzed by using Linear Regression Model. The results generating from this model are as
shown in Table (43).
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Table (4.13) Effect of Brand Resonance on Customer Retention of CB Bank

Unstandardized Standardized
Model Coefficients Coefficients t Sig.

B Std Error Beta

(Constant) 0.562 0.106 5.287 0.000

Brand Awareness 0.870%%** 0.030 0.833 29.408 0.000

R 0.833

R Square 0.693

Adjusted R Square | 0.692

F Value 864.839%**

Source: Survey Data, 2023

Note: *** Significant at 1% level, ** Significant at 5% level, * Significant at 10% level

As shownin Table (4.13), R Squareand AdjustedR Squareareat 69.36 and69.2%
respectivelyF value (the overall significanceof the model)is highly significantat 1% level.
The variableis a highly significant by regressiomanalysistable. Brand resonancehasthe
positive and significant coefficientat 1% level. It showsthat brandresonancencreaseshe
customeretention Everyoneunit increasen brandresonancéelps the customerretentionto
increaseby 0.870.

Theoverallevaluationshowsthatthis modelcanexplain69.26 aboutthe varianceof
dependentwariable with the independenwvariable. The model explans the effect of brand
resonancen customeretentionwell. Therefore pothconsumetbasedrandequityandbrand
resonanceare important componentsin sustainingthe customerretentionwhich leadsto

achievethe strongrelationshipwith their customers.
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CHAPTER (5)
CONCLUSION

This chaptersummarizedthe objectivesof the study, the theoreticalbasisfor the
researchthe methodologyusedto conductthe study,andthe resultsandimplicationsof the
study. The conclusionanddiscussiorsectionof the chaptemprovided a summaryof the main
findings and their significance.The recommendationsectionprovided the suggestiondor

futureresearchn theareaandpracticalimplicationsfor CB Bank

5.1 Findings and Discussions

This study was guided by two researchobjectivessuch as to analyzethe effect of
consumeitbasedrandequityonbrandresonancef CB Bankandto analyzetheeffectof brand
resonancen customerretentionof CB Bank.CBBE is oneof the crucialconceptsn business
practiceaswell asin academiaesearch.

This study is usedthe simple randomsampling methodto select385 CB Bankd s
customerso participatan theresearchThecustomergdrofileswereanalyzedasednseveral
demographidactors,includinggenderage,educatiorlevel, monthlyincome,occupationand
usageperiodof CB Bank Thedatacollectedshowedhatthe majority of CB Bank'scustomers
werefemale,andthe mostfrequentagegroupof customersvasbetweer81 and40 yearsold.
The studyalsofoundthatcustomes with highereducatiorievelsweremorelikely to useCB
Bank'sservices Additionally, customerswith an averagemonthly income between200,000
Kyatsand800,000Kyatswerefoundto bethe mostfrequentusersof CB Bank'sservices.

In termsof occupaton, the study found that companystaff memberswere the most
frequentusersof CB Bank'sservicesaccountingor 53.8%of customersThestudyalsofound
thatmostof CB Bank'scustomerdadbeenusingits servicestor over 24 months,indicating
that they found the bank's services safe, convenient,and easy to use. Overall, these
demographic¢indingscanbeusefulin helpingCB Bankunderstandas customebaseandtailor
its servicesandmarketingeffortsto bettermeetthe needsandpreferencesf its customers.

The statementused Aaker'smodel as a basisfor measuringconsumeibasedbrand
equity(CBBE) andidentifiedfour key variablesor measuringCBBE: brandawarenesdyrand
associationsperceivedquality, and brandloyalty. To collect primary data,the studyuseda
customersurveymethodwith structuredquestionghat were ratedon a 5-point Likert scale.
After collectingthe data,the studycalculatedmeanandstandardieviationvaluesfor eachof
the four CBBE variables.By using Aaker'smodelasa foundationfor measuringCBBE and

collecting primary datathrougha customersurvey,the study cangaininsightsinto how CB
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Bank'sbrandequityis perceivedoy its customersandidentify areaswhereit canimproveits
brandimageandbrandloyalty.

Basedon the study's findings, it appears that consdpased brand equity (CBBE) has
a significanteffecton brand resonance for CB Bank, with brand loyalty being a critical factor
in increasing brand resonance. The study found that most customers regel&B Bank for
all their banking needs and would choose CB Bank even if other banks offer the same products
and services. This suggests that CB Bank has strong brand loyalty among its cu3tbeners.
study also found that perceived quality is an essens&bfan shaping CB Banksonsumer
basedorand equity, with customers perceiving CB Bank as better than other banks in terms of
performance, customer service, and safety. This high perceived quality is likely due to CB
Bank's ability to meet its customerstjuirements effectively.

Moreover, CB Bank needs to provide prompt andime services to its customers to
improve brand associations. CB Bank is already making efforts to improve its brand
associations, as customers feel safe to keep their money Ba@B and CB Bank provides
fast service to its customers. The study also suggests that brand loyalty and perceived quality
have a strong effect on CBBE, and improving these variables can further increase CB Bank's
consumetbasedorand equity and resonaniceYangon.

Overall, the study's findings suggest that CB Bank should emphasize the four variables
of CBBE, including brand awareness, brand associations, perceived quality, and brand loyalty,
to improve its brand resonance and loyalty amibieg customersBy doing so, CB Bank can
continue to meet its customers' needs and maintain its competitive advantage in the banking
industry.

Based on the study's findings, brand resonance has a positive effect on customer
retention, meaning that an increase in braggbmnance will lead to an increase in customer
retention. This suggests that customers who have a strong connection with the CB Bank brand
are more |ikely to remain | oyal to the bank
Customers are generally farable towards CB Bank for its overall performance, including its
perceived quality, brand associations, and brand loyalty. This positive perception of CB Bank
among its customers is likely to contribute to its high customer retention rate.

To maintainthe high customer retention rate, the study suggests that CB Bank should
focus on promotingheir brand and offering loyalty programstteeir customers. By doing so,

CB Bank can further strengthéme brand resonance and encourage customer loyalty, leading

to increased customer retention over time.
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In summary, the study's findings suggest that brand resonance has a significant impact
on customer retention for CB Bank. By focusing on strengthening its brand resonance and
offering loyalty programs to its cust@rs, CB Bank can maintain its competitive advantage
and continue to attract and retain loyal customers in the highly competitive banking industry.

The effect of brand resonance on customer retention well. It shows that brand resonance
increases the cust@nretention.This means an increase or decrease in brand resonance will
bring corresponding change in customer reten@ustomers are favorable to CB Bank for its
overall performance. Therefore, CB Banlakes more promotion and loyalty program

maintain th& customer retention.

5.2  Suggestions and Recommendations

Based on the findings, it is recommended that CB Bank should focus on improving
brand loyalty and perceived quality to enhance their brand resonance and customer retention.
To acheve this, CB Bank can provide better products and services that meet the customers'
needs and wants, and offer training to their staff to provide prompt atimi@services to their
customers. CB Bank should also offer better benefits and promotionsitctistomers to
attract and retain them.

Furthermore, CB Bank should invest in improving their brand associations and brand
awareness to further enhance their CBBE. This can be done through effective loyalty program,
promotion campaigns and creating @sfy brand image that resonates with the customers.

In summary, CB Bank can improve their CBBE on brand resonance by focusing on
enhancing brand loyalty, perceived quality, brand associations, and brand awareness. By
implementing these recommendations, C&81B can maintain their customer retention and
expand their market share in Yangon.

Social activity and brand awareness programs can definitely help CB Bank attract more
customers and maintain their brand image. By engaging in social activities and dvesatithg
awareness programs, CB Bank can increase their visibility and reach more potential customers.
Additionally, by creating a strong brand image and building customer loyalty through excellent
service and promotions, CB Bank can ensure that their castokeep coming back and

recommend their services to others.
53 Need for Further Research

Thefindings of this study may not be generalizable to all contexts and regions, as the
study was conducted specifically in Yangadkdditionally, the study only fagses on the

perspective of customers and does not consider other stakeholders such as employees,
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shareholders, and regulators. Future research could explore the perspectives of these
stakeholders and how their perceptions and behaviors affect the ovarall équity and
customer retention of CB Bank. Finally, the study could be expanded to include other factors
that may affect customer retention such as pricing strategy, product innovation, and
digitalization efforts.

Overall, further research tmalyzethe effect of CBBE and customer retention in other
banks and to compare the brand resonance value between CB Bank and other banks in the
industry. Additionally, the sample size in this study is limited and further research with a larger
sample size can pvide more reliable and valid results. Furthermore, future studies could also
consider other factors that may affect customer retention, such as pricing strategies, service

guality, and convenience of banking services.
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APPENDIX (A)
Questionnaire
This survey questionnair eConsmmetBasedBsaed onl y
Equity, Brand Resonance anTosubmisatpartmldutfillmBre t e nt i
towardsthe degree of Master of Banking and Finance (MBF) in Yangon University of
Economis.
Section (A)

Demographic Information

1. Gender
Male
Female
2. Age
Under 20 Years
217 30 Years
3171 40 Years
417 50 Years
51 Years and Above
3. Education Level
Under Graduate
Graduated
Post Graduated
Ot hers éééééeécééécé
4. Average Monthly income (in Kyats)
Under 200,000
200,000 800,000
800,000i 2,000,000
2,000,000 3,000,000
3,000,000 4,000,000
4,000,000 and Above
5. Occupation
Student
Company Staff
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Government Staff

Sel-Employed

rrrrrrr

s 7z 7z oz

Ot her s eeeeeeeeeee

6. How | ong have you us

Less than 1 month
1 to 3 months

4 to 6 months

7 to 12 months

13 to 24 months

Over 24 months

Section (B)

e

CB Bank©os

Measurements of ConsumeBased Brand Equity

products

Please describgour perception on the relevant box. Please tick under the scale number

accord

ing to your perceptions.

(1=Strongly Disagree, 2=Disagree, 3=Neither Agree nor Disagree, 4=Agree, 5=Strongly

Agree)
I Brand Awareness
No. Statement 1 2 3 4 5
1. | I am aware o#ll the products and services offer
by CB Bank.
2. | When | think of banking services, CB Bank con

to my mind quickly.

of CB Bank.

3. | I would recommend CB Bank tamy friends ang
family.

4. || recognize the logo of CB Bankmong othel
competingobanks.

5. | I can easily recall some of the products and ser\
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Brand Associatiors

No. Statement
1. | I believe that CB Bankontribues their product:
and service$o the society.
2. || can get the bettdvenefits from CB Bank whe
compared to other banks.
3. | I would feel safe to keep the money in CB Banl
4. | CB Bank is a reliable brand.
5. | CB Bank provides the fastest service.
[l Perceived Quality
No. Statement
1. | CB Bank maintains consistethe products ang
services quality.
2. |CB B almihking servicesneetthec ust o
requirements.
3. | CB Bank is better as compared to other bank
performance, customer service and safety.
4. |CB B a st&fféase willing to help and pa
attention to your problem.
5. |CB Bank®pmovide tprarhpt and on tim
service.
v Brand Loyalty
No. Statement
1. |1 believed that CB Bank is the most suita|
products and services for meuse.
2. | I am likely to keep an account with CB Bank.
| regularly use CB Bank for all my banking neef
4. | If all of the banking products and services
equal, | would choose CB Bank.
5. | CB Bank is welknown and prestigious.
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Section C)
Brand Resonance and Customer Retention
Please describe your perception on the relevant box. Please tick under the scale number
according to your perceptions.
(1=Strongly Disagree, 2=Disagree, 3=Neither Agree nor Disagree, 4=Agr&trongly

Agree)
Vv Brand Resonance
No. Statement 1 2 3 4 5
1. |l can trust CB Bank to be there for me in timeg
need.

2. | Next time | am using banking services, | would
CB Bank.
3. | The image of CB Bank is different from o#én

banks.

4. | CB Bank is the oyl brandl would prefer to use.

CB Bank offers more advantages compared t(

competitors.
Vi Customer Retention
No. Statement 1 2 3 4 5
1. | I will stay with CB Bank for many years.
2. |lalwayslookforwardCBBank 6s new
services.

| will be loyal to CB Bank in the future.

4. |1 believed that CB Bank is very responsible
customers.
5. || am favorable to CB Bank for its overg
performance.
THANK YOU!
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APPENDIX (B)
Statistical Output

The Effect of ConsumerBased Brand Equityon Brand Resonance of CB Bank

Reliability Statistics
Cronbachl Cronbach's Al pha Bas:¢ N of |1
. 8 . 8 5
ltem Statistics
Me an Std. Dev N
BA1 3.3 . 82 38
BA2 3.4 . 82 38
BA3 3.6 . 84 38
BAA4 3.6 . 82 38
BAS 3.5 . 88 38
Summary |l tem Statistics
Ma x i mt N o1l
Meal Mi ni nfMaxi nRan Mi ni m{Var i | t en
lteml] o 3.9 3.4 .2 1.0 .o 5
Me an g
Rel i adtidtiitsyyt i ¢cs
Cronbachl Cronbach's Al pha Bas:¢ N of |t
. 8 . 8 5
l tem Statistics
Me an Std Dev N
BAssol 3.5 . 85 38
BAsso?2 3.5 . 78 38
BAsso3 3. 6 . 82 38
BAsso4d 3.6 . 80 38
BAssob 3.6 . 82 38
Summary | tem Statistics
Ma x i mt N 01|
Meal Mi ni nfMaxi nRan Mi ni m{Var i I t en
lteml] o 3.8 3.6 .1 1.0 .o 5
Me an g
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Reliability Statistics

Cronbachl Cronbach's Al pha Bas:|¢ N of |1

. 8 . 8 S

Il tem Statistics

Me an St d. Devi N
PQ1 3.5 .79 38
PQ2 3.5 A 38
PQ3 3.5 .77 38
PQ4 3.5 . 78 38
PQ5 3.5 . 81 38
Summary I tem Statistics
Ma xi mt N oﬂ
MealMi ni ntMaxi n Rand Mi ni m|Var i Il t en
lteml 5 4 3.4 3.5 .o 1.9 .0 5
Me an g
Reliability Statistics

Cronbachl Cronbach's Al pha Bas:¢ N of |t

. 8 . 8 S

l tem Statistics

Me an St d. Devi N

BL1 3.5 . 82 38

BL 2 3.6 . 82 38

BL 3 3.6 . 85 38

BL 4 3.5 . 84 38

BL5 3.6 . 78 38

Summary I tem Statistics

Ma x i my N od

MealMi ni nMaxi n Rand Mi ni m|Var i Il t en

ltem)l 5 4 3.4 3.6 .1 1.0 .o 5
Me an g
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Reliability

Statistics

Cronbach Cronbach's AMAltmma aB as e N of |t
. 8 . 8 5
Il tem Statistics
Me an St d. Devi N

BR1 3. 5 A | 38
BR2 3.6 . 76 38
BR3 3. 4 . 80 38
BRA4 3.5 . 85 38
BR5 3.5 . 83 38

Summary |l tem Statistics
Ma xi mt N oii
MealMi ni ntMaxi n Rand Mi ni m|Var i Il t en
lteml o 3.4 3.6 .1 1.9 .0 5

Me an g

Reliability Statistics

Cronbach| Cronbach's Al pha Bas:¢ N of |
. 8 . 8 5

ltem Statistics
Me an St d. Devi N

CR1 3.5 . 85 38
CR2 3.5 . 85 38
CR3 3.6 . 83 38
CR4 3.6 . 85 38
CR5 3.7 . 83 38

Summary | tem Statistics
Ma xi mt N oﬂ
MealMi ni ntMaxi n Rand Mi ni m|Var i It en
lteml o 3.8 3.7 .2 1.9 .0 5

Me an g
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Model Sé@mmary
Mo d R R Sqg|Adjusted|[Std. Error |Dur Man s
1 . 89 . 6 . 6 . 37 2. 1
a . Predictors: (Constant), Brannd_Loya
Perceive_ Quality
b. Dependent Variabl e: Brand_ Reson
A N O VeA
Mo del Sum of df Mean S F Si g.
1 Regr e 110. 4 27 . 192. . 0
Resi d 54. 38 .1
Tot al 165. 38
a. Dependent Variable: Brand_Reson
b. Predictors: (Constant), Brannd_ Loya
Perceive_ _Quality
CoeffPRrcients
UnstandStanda Col |l i ng
Coeffi|Coef fi Stati s
St d
Mo d el B Err Bet a t Si ¢Tol erf VI §{
1 (Constantg . 4 3.7 .0
Brand_ Awg 1 0 .11 2.3 .0 . 3(3. 3
Brand Ass 1 0 .11 2.3 .0 . 213. 9
Percei ve | .2 0 .214.0 .0 214 . 2
Brannd Lo . 3 . 0 .3]]5.9 .0 . 214 . 3
a . Dependent Variable: Brand_Reson
The Effect of Brand Resonance on Customer Retention of CB Bank
Mod8uUmMmM&ry
Mo d R R Sq|Adjusted|Std. Error [Dur danm s
1 . 89 . 6 . 6 . 38 1.6
a . Predictors: (Constant), Brand_ Reson
b . Dependent Variable: Customer Retent
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A N O VeA

Model Sum of df Mean S F Si g
1 Regr e 125. 1 125.| 864. . 0
Resi d 55. 38 .1
Tot al 180. 38
a. Dependent Variable: Customer Retent
b . Predictors: (Constant), Brand_Reson
CoeffPRPcients
Unstandar Standar
Coeffici|] Coef fi|{
Mo d el B St d. Bet a t Si g
1 (Const g . 5 1 5. 2 . 0
Brand H . 8 . 0 . 8 29. . 0
a. Dependent Variable: Customer Retent
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APPENDI X

Correl ation

(C)

Out put

Correl ations

53

BranBr an
Awar|AssolPercdgBran{BranCusto
ess|f i onf Qual|Loya|l] ResqRet en
Brand_ Pear sorn 1l 79 75 80 Yash 70
eness Correl 3
Si gt af(y . 0 . 0 . 0 . 0 . 0
N 38 38 38 38 38 38
Brand_Pearson g 1 g2l .80l .73 . 773
iationCorrel g
Si gt afi(¥ . 0 . 0 . 0 . 0 . 0
N 38 38 38 38 38 38
Perceibearson .. gy 1| .82 .76 . 7%
ality Correl 3
Si gt a(f . 0 . 0 . 0 . 0 . 0
N 38 38 38 38 38 38
BranndPearson —g. gq g7 1| .78 . 779
ality Correl g
Si gt af(f . 0 . 0 . 0 . 0 . 0
N 38 38 38 38 38 38
Brand_Pearson .4 g 76 77 1| . 83
n Correl g
Si gt a(f . 0 . 0 . 0 . 0 . 0
N 38 38 38 38 38 38
CustomPearson . 73 76 .79 . 83 1
etenti Correl g
Si gt afi(f . 0 . 0 . 0 . 0 . 0
N 38 38 38 38 38 38
*o* Correlation is stiaginliefdi)ccant at the O.



