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Sheng Chung Lo!

A STUDY ON CORPORATE BRAND IMAGE AT FIRST-TIME
ADOPTER BEHAVIOR

This study demonstrates that brand is generally applied by enterprises as the medium to com-
municate with consumers and most consumers would equally relate a brand and an enterprise. In
this case, brand is not merely a name, mark, color, title, or symbol. Motivation behind consumer's
first-time adoption would largely assist in promotion of a brand so that the strategies of brand
extension, product line extension, or brand licensing would be developed. Having the first-time
users of Apple tablet computers as the research subjects, this study applies on-site questionnaires
distribution and collection. Total 500 copies are distributed and 372 valid ones are retrieved with
the retrieval rate 74%. The research outcomes show that brand image presents positive correlations
with loyalty, switching intention, external response, internal response, in first-time adopter behav-
iors. The research outcomes are expected to provide enterprises with suggestions and reference in
building brand image.

Keywords: corporate brand image; first-time adopter behavior; switching intention; brand value;
brand attributes; loyalty.

ITlens Yyns Jlo

CIIPUMHATTA KIIEHTAMUA KOPIIOPATUBHOI'O BPEH]IY I1PU
MEPIIOMY 3HAHOMCTBI 3 ®IPMOIO

Y cmammi npodemoncmposano, w0 nionpuemcmea npu CRiAKyGaHHi 3 Kal€Hmamu
GUKOPUCHI08YIOMb OpeHdu, npu ubomy Oiavuiicms cnodcusaie He podaamo sidmMiHHOCMEN MiXC
6pendom i nionpuemcmeom. B ybomy eunadxy 6peno — e npocmo im's, 3nax, Koaip, Hazea avo
cumeona. Momueauis npu nepuiomy 3natiomcmei 3 mosapom Qipmu dae 3Hauny nepeeazy y
npocyeanHi Opendy, npu ubOMYy HAUOIALUW GAMNCAUGUMU € DPOWUPEHHA OpeHdy, 30iibuieHHs
npodykmoeoi ainiiiku 6pendy i aiuenzyeanns opendy. Q6 ‘ekmamu 00CAIOHCEHHA cmaau noKynui
naanwemie "Apple", doaa akux uei moeap cmag nepwium npuobGaHuUM MOBAPOM Kopnopauii.
OnumyeanHsa npoéeoeHo y Ma2a3uHax 3a 00noMo20r0 aHkKem, 6cbo2o 0yio pozoano 500 xoni,
sanoeneno 372 3 eiocomxom 6io2yky 74%. Pesyavmamu 0ocaidxcenHa nokazaiu, wio imioxnc
Opendy npu nepuiomy 3HaoMCMEI 3 NPOOYKUIEI0 MA€ NPAMUIL 6NAUE HA POPMYBAHHA A0AAbHOCHI;
Hamip Kaiewma 3minumu Openod; 306HiwHiN | eHympiwHil 6ideyk. Buchoeku docaioncenns
Moxcymo 6ymu euKopucmarni nionpuemcmeamu npu po3pooui imioxnceeoi noaimuxu.

Karouoei caosa: imioxnc kopnopamuenoeo bpendy; peaxuii nepuio2o 3naiiomcmea 3 OpeH0oM,; Hamip
3MIHUMU OpeHO; XapakmepHi pucu 6pendy; N0SAbHICMb.

Ilens Yyns JIo

BOCITPUATUE KIIMEHTAMU KOPITOPATUBHOI'O BPEH/IA ITPU
MEPBOM 3HAKOMCTBE C ®UPMO1

B cmamve npodemoncmpuposano, wmo npeonpusamus npu obuienuu ¢ Kauenmamu
ucnoav3yrom Gpenovt, npu 3mom GOABUWUHCHIGO Nompedumeneli He 0eAalOm pa3Auduli mexcoy
Opendom u npednpusmuem. B smom cayuae 6pend — ne npocmo ums, 3HaK, yeem, Ha36anue uiu
cumeonr. Momueauus npu nepeom 3HAKOMCMEGe C HI06APOM (Qupmbl 0aem 3HAYUMEAbHOE
npeumyuiecmeo 6 npodeuicenuu 6penoa, npu 5mom Hauboaee ANCHbIMU ABAAIONCS PACUUPeHUEe
Openda, yeeauuenue npooykmoeou auneixu Openda u auuenzuposéarnue Openoa. Obsexmamu
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uccaedosanus cmaau noxynameau naanutemos ‘Apple”, das xomopeix 3mom moeap cmaa
nepevim npuobpemeHnnbviM mogapom Kopnopauuu. Onpoc 6vL1 nposedeH 6 MA2A3UHAX C NOMOULBIO
ankem, 6cezo 0bvL10 poszdano 500 kxonuii, 3anoaneno 372 ¢ npouenmom omrauxa 74%.
Pe3yavmamut uccaedosanus noxazaau, wmo umuoyc OpeHoa npu nepeomM 3HaKomcmee ¢
npodykuuei umeem npamoe AusHUe HA (DOpMUPOBAHUE AOAALHOCIMU; HAMEPEHUE KAUeHMA
cmeHumb OpeHO; 6HewHull u eHympeHHuil omkauk. Bbieodvt uccaedosanus mozym oOvimo

UCNOAB306AHBL NPEONPUAMUAMU 0451 BbICIPAUGAHUS UMUONCEBOL NOAUMUKU.

Karouesvte caosa: umudic Kopnopamugrozo bpenda; peakuyuu nepeoeo 3HaKOMcmed ¢ 6peH0oM;
HamepeHue cMeHumy OpeHO; XapaKmepucmuku Openoa; A105SAbHOCMb.

Introduction. Brand is regarded as a medium to communicate with consumers
and most consumers are likely to equally relate a brand and an enterprise. It is a com-
plicated symbol able to deliver 6 meanings to consumers, including attribute, profit,
value, culture, personality, and users. Brand would affect consumers' perception and
reception of product attribute and function, which would stay in consumers' minds.
For consumers, association and awareness of a brand is regarded as brand image.
When consumers precede decision evaluation on first-time adoption, they are likely
to collect relevant information from internal and external sources. The integration of
internal information and external information is the awareness of consumers related
to the brand image of the first-time adoption, including brand products, brand enter-
prise, brand sources, and brand users. Consumers therefore would evaluate a product
with the awareness, further show adopter motivations, and finally make the decision
for the first-time adoption behavior.

The effect of brand image on consumers' first-time adoption behavior could be
explained by classical conditioning theory in psychology which utilizes unconditioned
stimulus (UCS) to generate unconditioned response (UCR) relationship and applies it
to consumers' first-time adoption behavior. Brand image is considered as a conditioned
stimulus which, after a series of marketing activities, would be resulted in positive emo-
tion and reaction from unconditioned stimulus and further generates the association
with a brand. Stimulus generalization principle derived from such a theory would stim-
ulate consumers to the motive of first-time adoption and assist in promotion of a brand
so that the strategies of brand extension, product line extension, or brand licensing
could be developed. Such descriptions explain the way of brand delivering messages.
However, the effect of brand image on consumers' first-time adoption behavior is not
mentioned in details. This study therefore considers how consumer awareness of brand
image affects the first-time adoption behavior being a worth discussing issue.

Literature review.

1. Brand Image.

Ballantyne, Warren and Nobbs (2005) defined brand image as the material prop-
erty related to association and brand, such as the name of commodity and packing
being able to generate profit or characteristics reception for consumers and brand
being able to enhance the descriptive property. Lee (2009) proposed that brand is not
merely consumer ownership but could bring information of the market meaning;
brand is not just a name or a mark, but a relationship with consumers.

Magid and Cox (2006) regarded brand image as containing the response of con-
sumers toward brand name, mark, or image as well as the symbol of a product quali-
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ty. In conclusion, a successful brand would provide a stable listing basis of new prod-
ucts for an enterprise (Wang, 2010), which would offset the declination of market
share during price wars and promotion (Wang, 2010), assist an enterprise in compe-
tition (Aaker & Keller, 1990), and maintain high acceptance of consumers (Chiang,
2011). Aaker (1996) also considered brand image as a given brand style and the over-
all brand reputation which consists of (1) the image provided by products or services
(corporate image), (2) user image, and (3) the image of products and services. 3
dimensions applied by Aaker (1996), namely 1) brand value, 2) brand attributes, and
3) brand association, are utilized for measuring brand image in this study.

I1. First-time Adopter Behaviors.

Tu (2009) proposed that consumers' first-time adoption behaviors were the
process of studying individuals or groups on selecting, purchasing, using, managing
products, services, concepts, or experiences in order to satisfy their demands and
desires. Aiming at the research on consumers' first-time adoption behaviors, several
consumers' behavior models were proposed. 1. EKB model was often applied to dis-
cuss consumer behavior models first-time adoption behaviors because of the wide
coverage and details (Wang, 2009; Chan, 2009; Liu, 2010; Chiu, 2010). It became the
mainstream model for the research on consumer behaviors. 2. In Hawkins Model,
Wang (2011) proposed 3 types of consumers' first-time adoption behaviors. (1)
Affection: It does not divide brand into pieces for separate evaluation, but focused on
the feeling of use. (2) Product attribute: It is required to understand well the correla-
tions of product classification and to compare the product attributes of different
brands. (3) Attitude decision: It referred to ordinary attitude, image, instinct, or
inference, rather than product attributes.

After the literature review, the following consumer behavior dimensions utilized
by Zeithaml, Berry and Parasuraman (1996) were adopted in this study. 1. Loyalty
referred to the relationship between consumers and service providers and the possi-
bility of consumers willing to precede more transactions. 2. Switching intention indi-
cated the possibility of consumers willing to consume in the same store even when the
prices of products or services being enhanced. 3. External response referred to the
possibility of consumers complaining to others or turning to other stores when
encountering problems in the service process. 4. Internal response referred to the pos-
sibility of consumers complaining to staff and turning to other stores when encoun-
tering problems in the service process.

II1. The relationship between brand image and consumers' first-time adoption
behaviors.

Jen (2009) mentioned that brand image would affect the preference or attitude
of consumers to a brand when searching information. At this time, consumers were
at the program evaluation stage and they would carefully compare the values of prod-
ucts among different brands in order to make the best choice. Not until the image
evaluation of a specific brand being higher than others would they make the final
decision for the first-time adoption behavior. Aaker (1996) indicated that consumers
would connect the memories about the brand at the optimal time so as to generate
positive attitude, feeling, and purchase intention for the first-time adoption behav-
iors. Blackston (1995) also explained that with higher benefits, a strong brand could
enhance consumers' first-time adoption behaviors, i.e., strong brands could steadily
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develop even when the market is not booming. Prus and Brandt (1995) regarded con-
sumer loyalty as consumer commitment to a specific brand or a company which
could result in repurchases or recommendations to others and word-of-mouth and
further lead to consumers' first-time adoption behaviors. Lee (2009) pointed out that
the higher brand image of customers’s, the higher first-time adoption behaviors are.

From the above researchers' points of view, the following hypotheses are pro-
posed for this study.

H1: Brand image presents significantly positive correlation with loyalty in first-
time adopters behavior.

H2: Brand image appears to have remarkably positive correlation with switching
intention in first-time adopters behavior.

H3: Brand image shows notably positive correlation with external response in
first-time adopters behavior.

H4: Brand image reveals significantly positive correlation with internal response
in first-time adopters behavior.

1V. Demographic variables. Based on the above research on brand image and
first-time adopter behavior, the following hypotheses are further proposed.

HS5: The correlations between brand image and first-time adopter behavior
demonstrate outstanding differences by gender.

H6: The correlations between brand image and first-time adopter behavior dis-
play notable differences by age.

H7: The correlations between brand image and first-time adopter behaviors
show remarkable differences by educational background.

HS: The correlations between brand image and first-time adopter behaviors
present significant differences by occupation.

Research method.

1. Research framework.

According to the domestic and international research on brand image and first-
time adopter behaviors, the research framework is proposed for this study to discuss
the correlations between brand image and first-time adopter behaviors.

First-time Adopter Behavior
H1

Brand Image —l Loyalty |
H2

Switching intention
Hi~4
External response

H4
Internal response

‘ Brand value

I Brand attributes

LT

| Brand association

Demographic variables |

I1. Research subjects and sampling.

The first-time consumers purchasing Apple tablet computers were selected as the
research subjects. With the self-researched and developed A4 processors, Apple Inc.
promoted tablet computers, iPads, in 2010, with which users could enjoy a large
screen, more conveniently operate pictures, view the contents in YouTube, and com-
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plete the applications of calendar, e-mail, and Google maps. With on-site question-
naire distribution and collection, the first-time consumers purchasing Apple tablet
computers were given the questionnaires. With convenience sampling, total 500
copies were distributed, 372 valid ones were retrieved, with the retrieval rate of 74%.

Analysis and discussion.

1. Factor Analysis of Brand Image.

With factor analysis of brand image scale, 3 factors were abstracted. Brand value
(eigen value=3.788, 0=0.86) contained different brands, better image, better quality,
and different characteristics. Brand attributes (eigen value=2.947, o=0.90) contained
feeling relieved, brand marks, frequently consumed brands, and high awareness.
Brand association (eigen value=2.381, ¢=0.88) contained relevant products, specific
brand, promotions, and original brand. The commonly accumulated variance
explained of the 3 factors achieved 79.799%.

11. Correlation Analysis of Brand Image and Loyalty in First-time Adopter
Behaviors.

With multiple regression analysis to test H1, the results are listed in Table 1. The
regression equation achieved significance (F=10.681, p<0.001). Brand image
appeared to have remarkable effects on loyalty, where brand value, brand attributes,
and brand association presented significantly positive effects on loyalty; and, all of
them achieved significance (B=0.216, p<0.01; p=0.204, p<0.01; p=0.187, p<0.05),
H1 was partially agreed.

1I1. Correlation Analysis of Brand Image and Switching Intention in First-time
Adopter Behaviors.

With multiple regression analysis to test H2, the results are listed in Table 1. The
regression equation achieved significance (F=12.716, p<0.001). Brand image shows
notable effects on switching intention, where brand value, brand attributes, and brand
association demonstrated remarkably positive effects on switching intention in first-
time adopter behaviors; all of them reached significance (=0.173, p<0.05; p=0.165,
p<0.05; B=0.238, p<0.01), H2 is partially agreed.

1V. Correlation Analysis of Brand Image and External Response in First-time
Adopter Behaviors.

With multiple regression analysis to test H3, the results are listed in Table 1. The
regression equation achieved significance (F=16.925, p<0.001). Brand image reveals
outstanding effects on external response, where brand value, brand attributes, and
brand association show remarkably positive effects on external response in first-time
adopter behaviors; and all of them reach significance (f=0.169, p<0.05; p=0.212,
p<0.01; B=0.156, p<0.05), H3 is partially agreed.

V. Correlation Analysis of Brand Image and Internal Response in First-time
Adopter Behaviors.

With multiple regression analysis to test H4, the results are listed in Table 1. The
regression equation achievs significance (F=23.460, p<0.001). Brand image presents
notable effects on internal response, where brand value, brand attributes, and brand
association show remarkably positive effects on internal response in first-time adopter
behaviors; all of them reach significance (B=0.233, p<0.01; B=0.242, p<0.01;
B=0.191, p<0.05), H4 is partially agreed.
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Table 1. Multiple regression analysis of brand image and external response in
first-time adopter behaviors

First-time adopter behaviors (Dependent variable)
Independent Loval Switching External Internal
variable oyalty intention response response
Brand image
Brand value 0.216** 0.173* 0.169* 0.233**
Brand attributes 0.204** 0.165* 0.212%* 0.242%*
Brand association | 0.187* 0.238** 0.156* 0.191*
F 10.681 12.716 16.925 23.460
Significance 0.000%** 0.000%** 0.000%** 0.000%**
R2 0.312 0.264 0.337 0.384
Regulated R2 0.068 0.047 0.075 0.125
<005 **p<0.01 ***p<0.001

Note: * stands for p<0.05, ** for p<0.01.

V1. Intervention effects of demographic variables.

1. The effect of gender on the relationship between brand image and first-time
adopter behaviors.

With the analysis of variance, the empirical results are listed in Table 2, in which
gender shows significant differences on the relationship between brand value
(p<0.01), brand attributes (p<0.01), brand association (p<0.05) and loyalty; between
brand attributes (p<0.01), brand association (p<0.01) and switching intention;
between brand value (p<0.01), brand association (p<0.05), brand association
(p<0.05) and external response; and between brand attributes (p<0.01), brand asso-
ciation (p<0.05) and internal response, H5 is partially agreed.

2. The effect of age on the relationship between brand image and first-time
adopter behaviors

With the analysis of variance, the empirical results are listed in Table 3, where age
shows remarkable differences on the relationship between brand value (p<0.05),
brand association (p<0.01) and loyalty; between brand value (p<0.01), brand attrib-
utes (p<0.05) and switching intention; between brand value (p<0.01), brand associa-
tion (p<0.05) and external response; and between brand value (p<0.05), brand attrib-
utes (p<0.01) and internal response, H6 is partially agreed.

Table 2. The effect of gender on the relationship between brand image and
first-time adopter behaviors

o ) Switching External Internal
Brand image Loyalty intention response response
Brand value p<0.01 p>0.05 p<0.01 p>0.05
Brand attributes p<0.01 p<0.01 p>0.05 p<0.01
Brand association p<0.05 p<0.01 p<0.05 p<0.05
Hypothesis test H5 partially agreed

Table 3. The effect of age on the relationship between brand image and first-
time adopter behaviors

Brand ims Lovalt Switching External Internal
rand image oyaly intention response response
Brand value p<0.05 p>0.05 p>0.05 p>0.05
Brand attributes p>0.05 p<0.05 p<0.01 p<0.01
Brand association p<0.01 p<0.01 p<0.05 p<0.05
Hypothesis test H7 partially agreed
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3. The effect of education background on the relationship between brand image
and first-time adopter behaviors.

With the analysis of variance, the empirical results are listed in Table 4, in which
education background reveales outstanding differences on the relationship between
brand value (p<0.05), brand association (p<0.01) and loyalty; between brand attrib-
utes (p<0.05), brand association (p<0.01) and switching intention; between brand
attributes (p<0.01), brand association (p<0.05) and external response; and between
brand attributes (p<0.01), brand association (p<0.05) and internal response, H7 is
partially agreed.

Table 4. The effect of education background on the relationship between
brand image and first-time adopter behaviors

) Switching External Internal
Brand image Loyalty intention response response
Brand value p<0.05 p<0.01 p<0.01 p<0.05
Brand attributes p>0.05 p<0.05 p>0.05 p<0.01
Brand association p<0.01 p>0.05 p<0.05 p>0.05
Hypothesis test H6 partially agreed

4. The effect of occupation on the relationship between brand image and first-
time adopter behaviors.

With the analysis of variance, the empirical results are listed in Table 5, where
occupation presents significant differences between brand value (p<0.05), brand
attributes (p<0.05) and loyalty; between brand value (p<0.05), brand attributes
(p<0.01) and switching intention; between brand value (p<0.01), brand association
(p<0.05) and external response; and between brand attributes (p<0.01), brand asso-
ciation (p<0.01) and internal response, HS is partially agreed.

Table 5. The effect of occupation on the relationship between brand image and

first-time adopter behaviors

. Switching External Internal
Brand image Loyalty intention response response
Brand value p<0.05 p<0.05 p<0.01 p>0.05
Brand attributes p<0.05 p<0.01 p>0.05 p<0.01
Brand association p>0.05 p>0.05 p<0.05 p<0.01
Hypothesis test HS partially agreed

Conclusion. To sum up the data analyses, the research conclusions and sugges-
tions on practical applications of brand image are listed below.

1. Creating product differentiation from consumer demands to enhance first-
time adopters' purchase behaviors. Enterprises therefore are suggested to focus on the
innovation of products and to consider how to satisfy the life style, living pleasure and
taste of consumers, according to consumption demands of target customers.

2. Social responsibility of an enterprise could build a favorable corporate image
and promote the sense of identity. Enterprises should continuously stress the man-
agement of corporate image. In addition to the development of professional capabil-
ity, social responsibility of an enterprise has become another key issue when environ-
mental protection is gradually emphasized in Taiwan.

3. Applying the asset of brand image to expanding the management range —
Enterprises should establish a unique brand image and generate positive effects on the
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consumers who are highly involved in relevant products. With such an enterprise asset
to precede diversification, the present products would be expanded to develop rele-
vant products as well as the brand asset and loyal customers could be applied to cre-
ating a new industry.
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