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ABSTRACT 

This is a case study of building bran :l equi t Cor private four by four vehicle models in 

Toyota Kenya (formerly Toyota nst frien) Lt d. The brand equity factors that shall 

be studi ed include brand nam 1\ .1rcnL=~~ hrnnd loyalty, perceived quality, brand 

image, and brand as oci ui m 

The objective o th · tul i. t<l <kll nnin · brand awareness, brand loyalty, how 

p ·rre twd qu dit • hy !'our motor vehicle market, brand 

Jl l'I.'Oll d i I ' Ill I bl 

Pri nt II)' I til \\ I 

l) r tit · ·tu h ,, 

II t d h u c of a structured questionnaire. The target population 

0 individual customers or Toyota Kenya ltd selected randomly. 

. 
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1.1 Background of h I 

The picture on glob tl •r 

CHAPTER ONE 

I TRODUCTION 

tl\Ctl.tsi n lly split. ni g emerging economies are in the 

th i11 donH sti · d ·mand and scant spare capacity. ountries 

: u ·h 1 • In lit 111 I 1 a tzal h' lar • ly put the downturn behind them. Given the sca le of 

it· •ov 'ttllll nt - ia t tl I nding hinge, Ch ina's economy is vulnerable to a sudden 

·l,unp hn 11 , l ureau rat . ('I he economist, Feb, 20 I 0). The ri ch world economies must 

th~r ·f re pur pr ducti ity, encourage investments and fos ter competiti on. That p int to 

u rene\\ed focu on freeing trade, cutting spending rather than rais ing taxes and agreeing 

on new tinancial regulations. It is noted that ten years ago rich countries domi nated the 

\\Orld econom:;, contributing around two thirds of global ros D mestic pr duct ( H P) 

after aliO\ ing for differences in purchasing power. 'ince then that hare has fa llen to j u ·t 

over half. In another decade it could be down t 40%. The bulk of gl hal output' ill be 

pr duced in the emerging world (The !COn my, ct 20 I 0). 'I he ·ign prov ·s that th r • ar 

incrca ing chance in the emerging market:; for improvement and in man an:a such as 

mining, t uri m agriculture umong lthcr . 

Kn rem 111 vib nt t fr il 1 '1P I h n th ti ·h Ill I th I \ dl I 

n thni Ill} hut h in !lin 

ri 'llt nin th t 1 liti I ut 

nh I I tituti n in pi tl unt . 11 th 



election of 201 2 pass off without violence, then the future as the regions leader could be 

assured. Despite the bloodshed of early 2008, which frightened away tourist and investors 

in Kenya alike, Kenya' position \'t ~ - '- is its n "ighbors is stronger than ever. The growth 

is predicted by both the prim miniskr nnd 1h ' pres ident to be between 7-10%.The motor 

vehicle mauuHtctutcr 11 fhl H f<H. hlr ld ing the Kenyan market and beyond. 

( 'ompt..:tition will iu '~ t tun with it being based on pricing, and technology 

11111 0 11 '. (l(h 'I , 

k. '1\hl und th tegi nasa whole have received Jess attention in terms of legal restrictions 

thut are geared to\ ards improving the four by fo ur industries . Since it falls under motor 

Yehicle. some of the restrictions that are coming up are to do with environment for 

instance pollution and related emission controls. Toyota is however trying to apply 

international regulation and developments into their products. Toyota Motor orporation 

released ustainability report 2010 on eptember the 291
h. This year's edition aims to 

properly disclose information pertinent to the quality issue, clarify mid-and- long term 

environmental actions for arbon emi sion reduction and ther programs Cl'eam Toyota, 

20 10) Il goe ahead to de crib hO\ l ~ lectronic control ystems in 1 oyota chicle ' ha 

brought about many h~.:nclits to cu tomcr:; includin' greater safd , more comfort, b ·ttct 

n ir nm nt I p~.:rform< nc~.: and impr wed fi.1el dticien 

rl •in • n • 11\' lr:>nm nt i it t hni tl h 1 111 I cquipm nl lh t I th~.: 

11\ 

n 1 tin • 11 ith 11 nd ith n processes 



things), (McCarthy and Perrealt, 1993). The four by four motor vehicle Industry comes in 

with a lot of technological advan ement in h1ding height adjustments, Auto Locking, 

load sensing, Crawl sen ing ap bili1it' 1mon ) others. The four by four models have also 

been improved with a lot . . 'riu~ thn t nc tun lly match or cv n supersede the luxury 

ll\ tn '()t'pon t ·d to ass ist in the operation of four by four models V ariou 

ut l·h tt<Hll( Contro l lJ nil (E 'U) controls the amperage that is 

ntrol oupling, in order to transmit drive torque to the rear 

111 I m he amount needed. (Toyota Tsusho, 2009) 

lh cultural emir nment is made up of institutions and other fo rces that affect a society's 

ba ·ic value-. perceptions, preferences, and behaviors. People grow up in a particular 

·ociety that shapes their basic beliefs and values. People vary their att itude towards the 

natural world. orne feel ruled by it, others feel in harmony with it, and still others eek 

to master it. A long term trend has been people growing a ma tery over nature through 

technology and the belief that nature i bountiful. Love of nature i · leading to m r 

c· mping, hiking, boating, fishing and th r utdoor activities. Bu ·inc· · ha · r sp nded by 

0 ·r:ng more product and 'CI' ICC cakring to these intcrc ts. 'I our op •rat or · rnr 

in tan e ar o Iaing more; \ ildcrn~.: ud cntur (Kottler, ... 00 I). ' I hcr · is ne ·d to 

un tour nH I ·I to 1n ollie\.: lo ·at ·d ju t .1 

II t rm r 1. l rn I oint o th umc..: cu tom r h 1 

r t dri ' Ill I. p h p th 

n rth 



When a company succeeds in creating more value for customers than its competitors, 

that company is said to enjoy omp titiv advantage in an industry. Competitive 

advantage is measured r lati\ e t its ri nls in a given industry. (Keegan, 2008). 

Organizations with stron • bt m L r:nl hl tkr in 1nining market share that those without 

strong brand . 'J hu , liun , h' .11 brand k nd ·rs wi ll become particu larly aggressive if 

< < d( d h otlt ·r lmmds. Managers are particu larly interested 

•n built up by their brand. Brand equity is an evolutionary, 

n pt. Understanding the dynamics of this concept enables managers 

ll) 't)n ·iJ ~r h"'l in ' gr ' their brands. ( 'hernatony, l 998) 

r th tr n th Ill min i 

h n 

n tam nt lin p rti tl 



famili ar and are prepared to a cribe all sort of good attitudes to items that are familiar to 

them. (Aaker and Joachimsthall r, _QOO). 

Brand loyalty in mark ·tin · n!'isL' ,r, l'l) 11 !:\ llm •r's ·ommitmcnt to repurchase the brand 

lwhav tot 

1 1 .1tul hu in 1 or a product or service or other positive 

r me 111 h advcw{l{:y( !\II an and 13asu, 1994 ). This is one aspect 

th 11 d ires that can be supported by persuasion and decide to go 

to " p,u ti ulu lt n I ru brand loyalty exists when customers have a high relative 

lll tilul ll'' 11 I th brand which is then exhibited to repurchase behav ior. (Allan etal 

J l ll4). 

brand ha a personality of its own. By communicating, it grad ually builds up character. 

The \\a ' in which it speaks of its products or services shows what kind of pet"On it would 

be if it \Vere hurnan.(Kapferer, 1999). It is now accepted that c nsumers personify brands 

and when l oking at the symbol value f brand they seek brand · ' hich ha e cry cl •ar 

per on litie < nd I t brand that be t match their actual de 1red elf-c nc 'pt 

h mat n ', 1 8) 

lh ptrtl I · ·au · it inl1u ·nee ht Ill I ,, Ill 

tl I l:l 1 r llit lbilit . 

m in lu I 

ut n 

m u h m nt in h t 



associations to develop and then creating programs that wilt link association to the brand 

(Aaker and Joachimsthaller, 2000). 

The importance of bran l quit\' '.11lt1l)l b' underestimated considering the current 

changing systems,~.; >n >mi • • ·' "lll .ts mark ·ts. The Macroeconomic setup is the key in 

looki11g al !tow t, put mt 11 k tht, hnltld equity strategies. 

1.1.1 T in• cun · •pt ( f Br·and Equity 

t\ll'l'l' ,md mt t c Jmpanie and other organizations have come to realize that one of their 

mo 't valuable a ets is the brand names associated wi th their products or services. 

(1\..eller. _oo ).Branding has been around for centuries as a way of distinguish ing the 

good, of one producer from those of another. In fact, the word brand is derived from the 

Old orse word brandr, which means 'to burn' as brands were, and still are, the means 

by which owners of livestock mark their animals to identify them. (lnterbrand group, 

1992) .Brands identifies the source of maker of a product and allows consumers to a ·sign 

responsibility to a particular manufacturer or distributor. Most important, a brand takes 

on a 1 ccial meaning to consumers. Be au e of the past c. ·pericnccs with the product und 

it marketing over the years con tuner learn , bout brands. 'I he lind out \ hich brands 

ir n d md \ hich one I n t. A n. ult, bmnds provide 1 horthund device 

implifi ti n lr their pro u t de 

I r ruz l m ·n 

1 1 lu t 



decision. Thus from an economic perspective, brand allow consumers to lower search 

costs of a product both internally (in terms of how much they have to think) and 

externally (in terms of how mu h the. looh. nround). (Keller, 2008) 

Brands also provid · 1 uumblr <)I nluahl' f\111ctions lor firms . (Leslie, 1989) . 

. m ickntilication purpose to simplify product handling or 

tmriu ·. < lpl'l tliPntll . ba. nd help to organize inventory and accounting records. A brand 

uh) t)lf·r · th fiam I gal protection for unique features or aspects of the product. A brand 

~an n:t.1in intelle~tual property rights, giving legal title to the brand . (Keller, 2008). 

Keller. 2008 continues to say that branding is about creating differences. Fundamentally, 

the brand equity concept stresses the importance of the role of the brand in marketing 

strategies. The concept of brand equity clearly builds on the principles of brand 

management. By virtue of the fact that it adopts theory and research advances to address 

the challenges in brand management created by changing marketing environments, the 

concept of brand equity can provide potentially useful insight . 

1.1.2 lotor Vehicle lndust in Ken ·u 

t r vehi le invention manulitcturing and ale did not original~.: fwm Ken ·n. 'J he 

l •innin . utomol il · 1 " • kno\\ 

nted in m le y b in ,le inv nt r. 'I 1 • hi t ry f ut 

n tim t d th t v ·1 I p t nt 

7 



the modern automobile. The first theoretical plans for motor vehicle were drawn by both 

Leonardo da Vinci and I aac ·emon (Bellis, 201 0) 

I fi storians seem uot t 1in "ht inwnll d Com wh~~l drive cars. Somehow the history of 

f(Hu hy l'o111 tuoiot ' hi 1101 Wl~ ll r·conkd. Tile first four by four vehicle was 

(ksi 'IH:d hv F 'I liuml I I he th . founder or Porsche cars in 1900. (yvww.4x4.com, 

Toyota ·tarted manufacturing four by four cars much later start ing wi th FJ40 Model in 

1960 with the use of petrol engine. A developed type came up in 1973 with a 6 piston 3.6 

liter engine. In 1976 they even fitted disc brakes on the front axles to aid in stopping. ln 

1979 power steering was introduced to ease in the steer capabi lity. 1 he modern four by 

four model is ·fully loaded ' with power steering, disc brakes, air condition~rs, (' 

changers. 1 phones, Air bags, AB (Antilock Braking Systems) to name but a few. 

'l oyota has ·ince developed and expanded to even nc\ markets including Kenya. l'o}ota 

• u ho orporation established a airobi Liai ·on office in 1962. 

In I rted in \\'..: tland totor in W m til I trol t 1tion. 
I nhr tl nd m 

n I t I 

nt ill' h I b l 



Corporation (TTC) to become the ole di tributor of Toyota in both Kenya and Uganda. 

In the year 2000 LMEA, the. compan) "ith n dealershi p of Toyota as well as distributor 

of Yamaha, Fuso, and Ma ·se · F-rgusl)11 nmong oth 'rs was put under rece ivership. After 

a long and difficult negoti tim ' ith thl' t\l'l'iv ·rs, TEA L successfully acquired the land 

and the buildiu • fwm I 111d I u',llll th • new TEA L with J 00% share owned by 

'I"J'(' i11 thl into nrw company over 100 employees from retail sa le 

Ill HI stTVi 'l.' \lfl •t 11hl11 , I o •ota and Yamaha. Assembly of Toyota cars started in 1976 

and ~ It'll unit h n e far been assembled. Toyota East Africa currently assembles 

To\ota land rui er and Pick up vehicles only. 

TE L i ·proud with having two major products; Toyota cars and Yamaha Motorcycles. It 

ha dealerships in 7 towns among which it has 100% ownership of the three. Two of the 

branches were opened last year (2011 ' ). It has plans to open two new more branches in 

the city of Tairobi based in Westlands and Gigiri soon. r he Introduction or l Iino Product, 

a mid tonnage truck is at • n advanced stage. 

1.2. Statem nt of the Probl m 

t ward glohaliz ttion ha enli •ht n d man ' firms to im~.: ti, tte what 

brin, m m titi ~::a I ant 1 • Build in bnmd quity i t , . r · imp H1mt 1 tivit , to m 

t littl r nt ttcntion to 

th unit pn 

7 

hi •h r r th 



A number of changes within the Kenyan motor industry are strengthening the need for 

competitiveness in the sale of off-roa i ' e-hicks. The entrance of Chinese and Indian 

competitors whose sale pric s re nm ·h ll)\ L'r cr~n t 'S the need for more strategies that 

arc directed to the coth\1111 1s. It i tlwrd(Hl' ni ti ·a l for the management to understand 

and lake advautu • · ol huillin l t.tlld t q11ity as a competitive strategic tool for the off­

road ntolo t wlli ·I withmlh mm·k t. 

Past tl'"l' 1r ·h p 'I t~ have touched on brand equity and strategies affecting both 

customtT and organizations. i one of the researches has concentrated in the motor 

\'ehick indu 'try or related field. (D'Silva, 2009) researched on fac tors affecting Brand 

Loyalty in the packaging industry while (Murage, 2002) researched on the extent of wage 

relation hip marketing strategies to enhance brand loyalty of indus trial customers. 

lbiuki, 2007 researched on the effects of perceived quality on brand choice, a case study 

or lubricants for passenger cars in Westlands, Nairobi. 'lose to this study is one that 

lbau, :woo focused on. 1 he research focu ed on an bmpirical investigation of creation 

and application of brand equity in Kenya, the case study of the pharmaceutical sector. 

K miri _Q07 al ·o did a survey of the creation and application of hmnd equity by 

mpanie in Keny 1. o knm\11 r~ tr he h t\'~ fo u cd on the hr tnd cquit · 

in lh mot r In u try in Keny . 

·1 l lu } i th re or m nt t li ht n I nd quily n it amp 

m t r h hint 11 

10 



question. How can functional brand equity trntegie be pu t in place for the four by four 

Models in Kenya. 

1.3 General Objecti 

'I he main ohkctiv nl th tul i to <k1ltllline brand equity building strategies in the 

rnotot 11td11 ·tt • 1,,. h''" l til motm vehicle models 

l.J. 1 Res •ar ·h u tion 

(i) \\' hat level are respondents aware of Toyota Model? 

(ii) \\hat brand loyalty strategies are applied in the sale of four by fo ur models? 

(iii)How is perceived quality applied to create or maintain exist ing brands 111 the 

market? 

(i )Ho\ is brand personality strategies put into force? 

( ) \; hat brand association factors influence the purchase of four by four models? 

1.3.2 pecific Objecti e 

i) 'I d term inc b1, nd m arcnc trategic 

II 1 I t nninc l ran I loyalty tr tt gi 

Ill ., ppli d in th our b • lour m rkct. 

1 



1.4. Significance of the Study 

The study will be beneficial to a numb~.:r of st'lkc holders in the industry and out of the 

industry as fo ll ows; buyer ·, manut: 'turt:rs, 'l) l'rnm ' nl and academi cians. 

Thi s study will It ·lp u 1 llll r 'I ,I H ial~ 111 ltllpo rtancc of brand equity and in watching 

out 1ts poWl'l iu liu , ith Ill •ht • 'T hi will assist in the day to day shopping activity and 

in th · : ·kdi1111 PI I'' lu from a wide range of brands. It will help customers ass ign 

I'L'S (l tlll ·ibilitY I ''hich particular manufacturer or di stributor should be held 

m:countable lKeller. 1998 

Manufactures \\ho are out to build brand equity for their own competitive advantage wi ll 

find this project of good use. The research will aid in the product design, manufacturing, 

and related communication to the customers. These investments in the brand can endow a 

product \ ith unique associations and meanings that differentiate it from oth r pr duct . 

Brand knowledge and application signal a certain level of quality so that satisfied buyers 

can ea ily choo ·e the product again. 

~.:rnment ' ill benefit from the research incc.: they ' ill gam on ur ·as ·uch us 

w rnnncc t mcndin tt tde a •rccmcnt l1l luvor or their 

quirin th nc~ tr • information 

r rlh rei tc t Ill in th 

nt n I th t Ken ' n h \' int Ill 

lll n l Ill 
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2.0 Introduction 

CHAPTER TWO 

LIT RATURE REVlEW 

'I his d t!tpler intro lu · · th lit t.tflll~ H, tl'W to prov ide theoretica l understanding of the 

study. It rl.'(> id ntilt ar ·h i sues to he addressed. Jt also provides the conceptual 

li·urn 'W\> t k md th i •t iled utlinc of the underlying concepts and variables. 

2.1 Brand ~ quity 

Brand equit fall· under Branding in the large field of marketing. It represents the total 

\ alue that accrue to a product as a result of a company's cumulative investments in the 

marketing of the brand. Brand equity can also be thought as an asset representing the 

value created b the relationship between the brand and the customers over time (Warren 

2008). In general sense, most marketing observers agree that brand equity is defined in 

tcm1s of the marketing effect uniquely attributable to the brand. ' (hat is, bt and equity 

rd lie to the fact that difkrl!nt outcomes rl! ult from the marketing or a product or 

m it bran I naml! or llllt: oth ·r bnmd d~.:mt:nl n comparl!d to outcomes 

that Ill rvt did not ha c that hrnn I identification. (Kdkr 199X). 

r- d uit ' rnm · rk in rp re nt th 

u 

h 

th Ill it i 



customer based brand equity when cu tamers react more favorably to a product and the 

way it is marketed when the brand i identified ns compared to when it is not. 

fn marketing of automotivt· I' lllu ts tlwr~ is nn clement of brand equity which is 

normall y inlpotlant. I hi i th <Ill lit ol <)I ipin <IS a brand clement. One of the facts of 

life in •loh;d 11111k •till • i th 111 1 ption abou t and attitudes towards parti cular countri es 

(llkn t.• "k11d ·d Ill I' lu and brands know to originate in those countries. Such 

PL' I'L'cpti~lll · c 111Lribute t the country-of-origin effect; they become part of brand's image 

und l:tlnlribute to brand equity. (\Varren, 2008) 

l.l.l Brand arne Awareness 

Brand a\ areness reflects the salience of a brand and faci li tates consumers' abi lities to 

identity the brand with a specific product category. ( hernatony, 1998). Brand awareness 

is related to the strength of the resulting brand node or trace in memory, as reflected by 

consumer:;' ability to identify the brand under different conditions. In other words, how 

well do the brand elements serve the function of identifying the product'? (Keller, 1998) 

Keller 19 8 continues to e:plain that brand awareness involves gi in 1 the product un 

i entit ' by Jinkin 1 bt md lement to • pr du t category nnd ocint~:d pureha l: md 

c n umpti nor u ge itu, ti n . •rom a tmtegi t mlp int it i imp 111nnt tl h tve high 
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given the brand as a cue. (Keller 1998) In real life situation a customer is supposed to 

discriminate between brand c?mpon nt that the hnve come across previously. Brand 

recall on the other hand is the n 'um~rs ,\hi lit to r~trievc the brand from memory 

when given the product catc • )r tht nu .'ds rut fill 'd by the category, or a purchase or 

usage situatio11 as a cu ·. (K ll r I ',) 

an be mcaswcd through Brand Recognition which refers to 

tit~ l ' tHlSUIIl L' r ·• tl,ilit) h recall previous exposure or experience with the brand, Brand 

Recall "hich reter. t the consumer's ability to retrieve the brand memory when given 

the product category as a cue. Brand dominance whi ch identifies the most important 

brand in a -pecific product category and Brand Knowledge that evaluates the consumers 

interpretation of the values linked to a brand.(Chernatony, 1998) 

2.1.2 Brand Loyalty 

Brand loyalty has aroused an enormous interest among academics as well as practitioner 

wi thin the fi eld of marketing and consumer b havior. I•irms with large groups of loyal 

u tom have bl:~;n shO\\ n to ha e large mark t hares in turn has hl!en displayed to be 

a iatcd with higher 1 tc of rctum on in c tm nt . Bt t~nd lo •alty i a key con idcwtion 

wh n pi in v till" n t bt, n i th, t i to b bou ht or soli, hccnu · 1 hi •hi • loyal 

cu t m ·r b • 111 l 
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expensive mistake is to seek growth by enticing new customers to the brand while 

neglecting existing ones. (Aak~r, 1996) 

There arc numerous m a urcs ) lln .111 f()l' l'. nmple measuring actual purchasing 

behavior over ti nw whi<.'h r ·11 'Is th <kptl'l~ ol sati sf'a ·tion existing customers have with 

tlw brand H1 11 11 d lo dt I r lal d to brand equity but is a di stinct concept. Brand 

loyalty 1. ' Plk n 111 1 111 I in I chavioral cnsc through the number of repeat purchases. 

l'hl· bllt lllm lin" i th 1t 1 peat buying is a necessary but not sufficient condition for being 

a brand lll)'al bu er in an attitudinal sense: someone can repeat-buy but not be brand loyal 

in a lateral ·en ·e. (Keller 1998). Aaker, 1996 says that focus on loyalty segmentation 

prO\ ides trategic and tactical insights that will assist in building strong brands. A market 

can usually be di\ided into the fo llowing groups: Noncustomers (those who buy 

competi tors brands or are not product class users), price swi tchcrs (those who arc price-

ensi tive), the pa ively loyal (those who buy out of habi t rather than reason), fence 

itters (tho e who are indifferent between two or more brands), and the committed. Ihc 

challenge is to improve the brand's loyalty profile: incrca c the number of cu tomcrs who 

re not price witchers, to trt!ngthen the fcnc~.: sitter 'and committed's tks to th · bt.md, 

nd t in ren e th numb r who \\ot!ld pay m rv or cndur • ome incon cni "nc~: to usc 

th b nd r rvi e. ker 1 ) 
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2.1.3. Perceived Quality 

Just what do consumers look for in a pr d11 t? The nnswL:r is easy: they want quality and 

value especially because of foreign mpctition. C'1<1ims or product quality have become 

strategically crucial to maintainin 1 .\ l )lnll'titi 'ndvanta )e (Jacobson and Aaker, 1987). 

Kirmani and Wright D: ·, 1 •, tt! l'l !-if thnt ·onsu11wrs use a number of cues to infer 

qualit y, inr ludin ·. ba 111 I llllll ,md v •n their own estimates of how much money 

hus h · ·1 1 put iniP 1 11 '' 1 r< advertising campaign. Perceived Quality has been 

d ·lin ·d u · u ·u ·t )m .,· perception of the overall quality or superi ority of a product or 

·~r ice rduti\ e t relevant alternatives and with respect to its intended purpose. (Keller 

l 998). Tlm ·. perceived quality is a global assessment based on customer perception of 

what the think constitutes a quality product and how well the brand rates on those 

dimensions. chie ing a satisfactory level of perceived quality has become mere difficult 

as continual product improvements over the years have led to heightened consumer 

expectations of product quality. 

One approach to customer satisfacti n, known as the Kan -model, operates with three 

kind of e. pcctation. 'I he first in tudes the implicit and taken for grantc;d qualiti • · 

luct. If tht= e l re not atisficd the pr duct \ ill nt!ver be; able to livt= 

m r re uir ment , hut c.:v n if ful'filkd tl1c.:. ' do not pm th: th pn duct 

re t tk 11 I r nted • llllllllllllln . h)r th p tiOnlldll 
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expectations since their essential character i that they are not expected by the customer. 

Therefore, such positive surprise can 1 ad ton yery great feeling of satisfaction, since the 

product quality was even better rhm ~ pet'h:d (H lilnm dnl , I 996) 

Pcrceivt.:d quality •o · 

intt·nttort !'Ol'S down. Wh 11 n um r cvnluatc competing brands, not only do they have 

1111 ov ·mil vh:w 1h lLJl h \\ ri k ' the brand purchase is, but they also form a judgment 

nb{)ll( wh · tin: bt m I i · 1 i k • purchase (Chernatony 1998). I Je thus gives the dimensions 

of ri:k. su ·h 1 ·. Financial risk explains the risk of money being lost when buying an 

unfamilim- l rand. Performance risk is the risk of something being wrong with the 

unfmniliar brand. ocial risk is the risk that the unfamiliar brand might not meet the 

approval of a respected peer group, Psychological risk as the risk that an unfamiliar brand 

might not fit well \\'ith one's self image and Time risk as the risk of having to waste 

Jurther time replacing the brand. 

2.1.4 Brand Image 

Warren -008, go on to ay that customers integt.tte all their experience or ob cr ing, 

u ing r con uming a pro iu t with en:r thing th y hem und rcn I about it. Information 

b Ut nd bmnd Ill from 8 vnri ty of ur · .uul '\IC includin • 

v rti in • it ' \ rd Ill uth 1111 I ll1 l l 1 in . WuTCn 2 ) X 

pti n mJI •· m nt 1l im 1• 
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A positive brand image is created by marketing programs that link strong, favorable, and 

unique association to the brand in memory. (Keller, 1998).Keller continues to say that 

brand equity does not di tingui h he1 \\ een th ~ source of brand associations and the 

manner in which th y an:: t~mnt:a , .\II that mntt ·rs is the resulting favorability, strength , 

and un iqueness of h1 111 I 1 

Muki n • :111 • th 11 1 i, ti n ar ·linked su ffi ciently strongly to the brand will depend on 

huw th · m.uk tin p gram and other fac tors afTcct consumer's brand experiences. 

·\ · 'l)l'i tlil)l\ ''ill var) in the trength of their connections to the brand node. Strength is a 

function r either the amount or quantity of processing that info rmation receives and the 

nature or quality of that processing (Keller 1 998). 

2.1.5. Brand A sociations 

laking sure that associations are linked sufficiently strongly to the brand will depend on 

how the marketing program and other factors affect consumers' brand experiences. 

Association will vary in the strt:ngth of their connection to the brand node Strength is u 

function o both the amount • nd quantity of processing that information n:cci ed and the 

nature of quality of that processing, (Keller 1998). 'J wo fitctor facilitntin • the.: strength 

a n t any pi ce of in onnation ar th p 1 on t1 rdcvanc • of the inform llhH\ 

nd th o tit Ill nn ti n nd tit 

Ill nn ti n i J re ·nted v rt im 



Favorability of Brand association 

Choosing which favorable and unique a socintions to link to the brand requires careful 

analysis of the consumer and mp~tition to d ' I 'rminc the optimal positioning for the 

brand. Tn the most basi 11:-. r:, M;lhk hrnnd associations are created b convincing 

and Wllltl · ·ueh tit tl th h ntl ,, positiv · overall brand atlitudc.(Keller 1998)The most 

itnp(ltlutl th in· 11 n 1 that associations must be favorabl e to the consumer and are 

l.'t)lllllllltti • ll J h' lh con umcr effectively though communication and the product 

attribute · pl \ ided. 

Uniquene of brand Associations 

To create the differential response that leads to customer-based brand equity, it is 

important that some of the strongly held brand associations are not only favorable but 

also unique. Unique brand associations are distinct associations not shared with 

competing brands. Beliefs about unique attributes and benefits that consumers value 

more favombly than for competing brands can lead to more favorable brand evaluation'> 

and a greatt:r likelihood of choice. 'I hus it is imp rtant to associate unique, meaningful 

P int of dif en: nee ' to the brand to provide a competitive ad anttgc and ,, n:ason wh · 

con urn hould hu ' it. (Kell r 1998) 
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items to another company for use on their products and merchandize. The rationale for 

the company obtaining the right to u e the trndemarks is that consumers will pay more 

for a product because of the r' )ni1i )11 n l imngc knt by trademark. The rationale for 

the licensor relates to profit:->, l' H11t)li(m nnd k )nl protection.(Keller, 2008) 

1 



CHAPTER THREE: RESEARCH METHODOLOGY 

3.1 Research De ign 

This study is a case stu l • 1 lui! lin 1 hmnd l'q\lity for four by four model vehicles a case 

study of 'J oyot 1 I· 1 ·t \It i 1 lht. Ken :1 . I ll ·ase study des ign has been chosen owing to 

11\ 1 111 : l t'11 ·r 11nderstanding of this issue and can add or extend 

l ' · p ·1 i ' I t·· Ill "h 1t i kn \ n through past related or unrelated researches. A qualitative 

r · ·~arr h 111 th 1d \\ u ed to capture and examine the real life situations and provide the 

basi · f r thl! application of ideas and extension of methods. 

3.2 tud Population 

The target population of the study was I 00 individuals of current Toyota East Afri ca 

Limited cu tomers. The 100 individual customers were randomly selected. 50 of the 

respondents \\ere \VOmen and the other 50 were men. I he population had an even range 

of a I 0 year purchase of only four by four models. 

3.3 Data ollection 

urvey m th d wa u t:d to colle t the p rtincnt prim tr dat 1. 'I he d tt 1 wa cnllcctt:d 

u in ti nnait . I h qu ti nn mt: c nt tin I l llh OJ n ndc.: I .ml 

u mail t I liv r th Ill 

wu 

u . ·n, mini t 1111 



3.4 Data Analysis 

The data obtained from th~ interview guide wi ll be analyzed using qualitative analysis. 

Quali tative data analysis make· g ner I st ll'nH:nt s nn how categories or themes of data 

are related (Mugenda and lu • ·n l.l, . 001). 'l'h ' qualitative analysis will be done using 

content analysi. . ( out ·r 1 syst~mati c qualitative descripti on of the 

t:ornposi!iort ol' th · 11bj t c 1 mat ·rials ol the study (Mugenda and Mugencla, 2003). It 

invt1 lw · tlb · ·rv ui,ln md d unle<l description of' obj ects, items or things that compri se the 

obkt:t or .;tud . The theme (variables) that are to be used in the analys is are broadly 

'[u' ·ified int ·i. parts: Demographic Information, Information about Brand fm age, 

Information about Brand awareness, and Informati on about Perceived Quality, 

Information about Brand associations and Brand Loyalty. 



CHAPTER FOUR 

DATAA ALY ISANDTNTERPRETATTON 

4.1 Introduction 

The research ohjcctiv · \\ tt ll10tntll • hmnd building strategies in the motor industry 

l<lr l(llll l>y I(Jllf Htlld l I hi ·haptcr prcs<..:nts the analysis and findings with regard to the 

obit'l'ltv ·s tnd fi lll ion of the same. 'J he Jindings are presented in percentages and 

lh~quenn ui.:tributi 11 . mean and standard deviations. 

4.2 Characteristics of respondents 

total of 100 questionnaires were administered. The completed questionnaires were 

edited for completeness and consistency. Of the 100 questionnaires 73 were returned. 

The remaining 27 were not returned, representing a response rate of 73%, which the 

study considered adequate for analysis. 

4.2.1 end r of there ·pondent 

'I able 4.2.1.1 

I Yo 

5 -/ 
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According to the table 4.2.1.1 above 59% of the respondents are female, while 41 % are 

male. This implies that majority of the respondents are female. 

4.2.2 Occupation of the r . puntlt·nl 

Occupation of the respou I ·nt in fic.tluf tlw1 S2%> are self employed while 12% are 

entpl oyed, while 11t · 1 ·m1iuin f: % did not indicate th t!ir occupation. This indicates that 

lltosl pt'<)pl · with f\ lllt l [intr models arc self employed. 

4.-.3 umber of year ith four by four vehicle model 

Tnble 4.1.3.1 

PERIOD PERCENTAGE FREQUENCY 

Belo\\ 1 year 16.44% 

1-3 ears 17.81% 

4-6 years 27.40% 

7-10 years 23 .29% 

over 10 year 15. 10% 

--
12 

13 

20 

17 

II 



Majority of the respondents have a four by four model vehicle for 4-6 years. This implies 

that generally four by four vehicles are brands which can be used for quite some time due 

to its positive attribute. 

bl'lwt: 'II I ov u· ~u 1 r their drive, 9.6% have theirs 20%-30% drive on off road, 4.1% of 

the r ·p mdent · ha\ e their vehicles 30-40% off road,5.5% of the respondents have their 

vehicle ' bet\\een 40% and 50% off road while the rest 1.4% of the respondents have their 

vehicles over 50°··o of their drive off road. This implies majority of the respondents rarely 

drive on off road, therefore they are mostly driven on tarmacked roads. 

Table 4.2.4.1 

%OFF ROAD PERCENTAGE FR•Q EN Y 

0-10% 52.0% 38 

10-20% 27.4% 20 

20-30% 9.6% 7 

~· -
30- tO% 4. 1% 3 

40- "0% - 5.5% - I 
Ov r 50~ 1.4% - I 

'-



4.2.5 Engine capacity 

Table 4.2.5.1 

ENGINE SIZE PER 'T Gi FREQUENCY 
- --

Below 2.5cc :2\.\()1% 17 
--

2.5-2.9cc 19 .... 0%, 14 

1.0-J.'Icc ltl.20% 25 

1.5 -'l Sec 11. 10%, 3 
1- -= 

uboVll tl ,(kl.' 19.20% 14 
- -

~.:cording t tht! ab \'e Table 4.2.5. 1 is that 34.20% of the respondents have an engine 

capacity of 3.0-3.4cc, 23.30% of the respondents have their vehicles with an engine 

capacity of below 2.5cc, 19.20% and 19.20% of the respondents have an engine of 

capacity 2.5-2.9cc and over 4.0cc, while the rest 4. 1% of the responden ts have their 

vehicle engine capacity of 3.5-3.9cc. This implies that most of the fo ur by four model 

vehicles on the roads have a reasonable engine capacity. 

7 



4.3 Information about Brand Awareness 

4.3.1 Information on any four by four models 

Table 4.3.1.1 

MODEL p R l'AG I~ 

Toyo1n ()).{)()% 

Nissan 8.39% 

I ,fl lldn,wt 12.1 0% 

lsm·u 5.50% 

Mitsub t ·hi 6. 80% 

4. 10% 

FIUtQUENCY 

46 

6 

9 

4 

5 

3 

According to Table 4.3 .1.1, 63% of the respondent say that They arc aware of the Toyota 

model, 12.30°/o of the respondents are aware of the Landover, 8.30% of the respondents 

ha e an idea of how Nissan looks like, 6.80% have come across M itsubishi , 5.50% are 

aware of Isuzu while the rest 4. 10% of the respondents have come a cross other lour by 

four models apart from the above mentioned models. This indicates that majority of the 

re pondents ha\'e come across Toyota, therefore generally the respondents ar • aware of 

the Toyota four by four model vehicle. 



4.3.2 The brands (Classes) of Toyota four by four models 

Table 4.3.2.1 

MODEL lfREQUENCY 

Prado ·1 7. 10% 35 

Portuner R.2 1% 6 

I I i lux 12J 21Yo 9 

Huv 4 8.2 1% 6 

Lox us 'I.J 1% 3 

I .tll td l:t\1 · 'I 19.86% 14 

c ·ording t Table 4.3.2.1 , 47.30% of the respondent say that They are aware of the 

To 'ola Prado t pe. 12.32% of the respondents are aware of the Toyota hilux, 19.86% of 

U1 re pondents ha e an idea of how Toyota Land Cruiser vx looks like, 8.21% and 

8.-1 °/o of the respondents are aware of Toyota Fortuner and Toyota Rav 4 types 

respecti ely, \ hile the rest 4.11% of the respondents are aware of the Toyota Lex us four 

by four type. This indicates that majority of the respondents have come across Toyota 

prado, therefore on average all the respondents are aware of the 1 yota Prado four by 

four model vehicle followed by Land ruiser v . 

9 



4.3.3 Four wheel mechanisms that work well 

Table 4.3.3.1 

Maximu m Mean Std. Deviation 

Toyota I 00 5 .00 4.56 1.97 
- -

Tsuzu I 00 5 .00 3.0 1.25 

Nissun I 00 5 .00 3.3 1.43 

La 11d t(IVl"t 1.00 5 .00 2.8 1.88 

Mi t:uht ·Itt 1.00 5 .00 2. 1 I. I I 
--

F()rd 1.00 5 .00 1.3 0.83 
-

l'hl" rl"spondent \\ere to gi e their independent opinion on whether the four wheel 

mechuni '111 that \\Ork well to the required standard in a five point Likert scale. The range 

wa , ' trongly disagree (1)' to ·strongly agree' (5). The scores of strongly agree have 

been taken to present a variable which had mean score of 4.0 to 4.9 on the continuous 

Likert scale ;( 4.0:S L.E <4.9). The scores of' slightly agree' have been taken to represent 

a ariable \\ith a mean score of 3.0.to 3.9 on the continuous Likert scale: 3.0.:SL.E. <3.9) 

and the score of ·neutral' h:lVe been taken to represent a variable whtch had a mean score 

of2.0 to 2.9 on a continuou Iikert calc~ 2.0.S •. :.. <2.9). 'I he !'iCOrcs of 'Disagree' have 

been taken to rt::prescnt a v. riable with a mean score of O.to 1.9 on th • continuous Likert 

cal : o.O_ t.h. < 1.9 .A standard deviation of > I.~ implic 1 ignilicant dilli.:n:ncc on the 

imp. t f th • ri bl 1111 n ' re p md nt . 

th ttbl . l th tr n I • th t th ur 

th 

th t ur 11 
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their required standards (mean 3.0-3.9) .While for land rover and Mitsubishi, the 

respondents are neutral on the extent to whi h the vehicles work well to the required 

conditions (mean2.0-2.9). Foi ford the respondent s disngrce that the vehicle work well to 

the required condition 'l his impli s th.n 1h~.-· t\:S p t) nd ' nt s unanimously agree that all the 

vehi cles have a li.ntr wh ··I d Ill h.mism th,1 t work we ll to a very reasonable standard 

d (hid·. 

4.4 lnformution a out llra nd Image 

Tnblc 4.4.1 
. 

BEST VERY GOOD GOOD FAIRLY GOOD FAIR 
f-ro ota -8.9% 36.9% 2.8% 0.0% 1.4% 

I UZU 9.6% 18.1% 39.2% 12.3% 20.8% 
-~ 

Mitsubishi 5.5% 9.8% 20.0% 46.0% 18.7% 
·- -

Land rover 15.1% 57.4% 19.2% 2.8% 5.5% 
-

Nis an 9.6% 12.3% 28.8% 21.9% 27.4% 

Ford 0.0% 1.9°/o 12.4% 46.5°/o 39.2% 

1 he above Table 4.4.1 shows that on average, majority for the respondents agree that 

Toyota four by four make has the be t brand image, li.>llowcd h Land ro et , hich is 

per ive 1 t ) have a vay gt od brand ima •c, th n I uzu which is aid to h t\'C ju t a good 

bran I im it ubi hi nd I· r I i tid to h tv n 1 illy •o ll1 ml imt'c. 'I hi implh::s 

th t th mu h a\ arc di wh I I 

hi I iti n t nk th m Ill nd im 

1 



4.5 Information about Perceived Quality 

4.5.1 Rating of the Toyota four by four model 

Table 4.5.1.1 

Style a 

Purfon 

nd design 

llHIH..:U 

Jicuturc 

~ 

1111111 • ' 111 qu dii\ 

Rditbi lth 

lilY 

ability 

~ 

11• AN 
i= 

·1 ()() 

-106!W 

t1.3 129 

1-
4.0106 
~ 

4.1.9932 
--

4.3503 

4.3197 

-
-
~ 

-
-

STD. DEVIATION 

2.52 

2.52 190 
--

2.52478 

1.54867 

2.48483 

2.50189 

2.63989 

The re~pondents \\ere to give their opinion on how they could rate the Toyota four by 

four models based on their performance, features, conformance, reliability, durability, 

serviceability and style& design in a five point Likert scale. The range was 'strongly 

disagree (1)' to 'strongly agree' (5). The scores of strongly agree have been taken to 

present a variable ' hich had mean score of 4.0 to 4.9 on the continuous Likert scale 

;( 4.0.:S L.E <4.9). The scores of ' Moderately agre ' have been tak~;n to represent a 

variable with a mean score of J.O.to 3.9 on the continuous Likert scale: 3.0< U!. < .9) 

and th · core of·neutml' have l een taken to represent variable' 'hich hnd a meun . core 

di n t 1kcn to n.::pr nt 1 vmi tbl ' ·hich h. I a mc·m on.: of 0. to 1.9 on 

.L. <1. . cvi ti n 1. 

n th imJ 



The above Table 4.5.1. 1 shows that, the respondents unanimously strongly agree that 

Toyota four by four models have a high level of success, Distinctive positive 

characteristics comply with customer st n lords, is n trustworthy model that it is durable, 

easy to repair and that Toyota h s n dc-g ml nnd fa shionab le design. This shows that 

majority of the respond ·ur h.t\" .1 1 <)Sifiv' nttitudo towards Toyota four by four model 

vehic les dttt· to it : p ~ , h I Jll.tlit • 

4., lnfonwttiou ' out rand Association 

Tnblc 4.6.1 

liSE MEAN 

Holida 1.0 

hopping 2.7 

Office 3.3 

Evening outing 3.0 

Upcountry is its 1.4 

STD. DEVIATION 

1.23 

1.74 

1.64 

1.75 

1.53 

'I he re ·p ndent , ' ere to give their independent opinion on the estimated percentage of 

trip • ocinted "ith the holiday, shopping, fftce , und e ening outings and up-countr · in 

4 l oint Lik rt al . 'I he 1 mge wa ' 2 -% in u e ( I ) to ' I 00% in use ·1 . 'I h scorl:s of 

10 %in u h . l en t ken to pn.:: nt v 1riablc wl i h h II 

th 7-Yoinu I' h t\'l: \ n 

nt nlinu Li rt 

.1. h n 1 rep nt 



variable which had a mean score of 0 to 1.9 on a continuous likert scale; 0~ S.E. <1.9). A 

standard deviation of> 1.5 implie a ignificnnt di fference on the impact of the variable 

among respondents. 

The respondents agrc · I th u tl l hi ·k 1s approx imately a I 00% used while going to the 

n { .111 .0 and '3.1 respectivel y), then the responds think that 

in u l.d (mean 2.7), while the same respondents think the on 

re 0% in usc for bo th holiday and upcountry visits (mean 1.0-

1.9). 1 h • 1l ~)' finding indicate that the fo ur by four models are nex ible and therefore 

cun be u ·ed in any trips. ' ith majority of them using it for evening outings and going to 

their place of\\Ork. 

4.7 Brand Loyalty 

4.7.1 Previou ly owned four by four vehicle 

1 he below findings shows that majority ( 52.1 0%) of the respondents previously wncd a 

'loyota four by four modd, 12.30% owed issan, 9.50% owned landdrovcr,8 .-0% had 

1it ubi hi -. -o% owned I. uzu, 4.20% owned none or the bclo' mentiom:d four by four 

vehicl , ,hi!· the rest or th · re ·p mdcnt 0\\ n I totally none or th · l'lmr b • four chicle 

impli th t re pond ·nt tre ur th · mo t 'loyot \ l'ln11 b • f'lnu v~hiclcs 

th re r m t t m ke fi ur l y our mo I 1 . 



Table 4.7.1.1 

MODEL PERCE TAGE FREQUENCY 

Toyota 52. 10% 38 

Nissan 12.JO% 9 

Mitsubi shi 8.20% 6 
~ 

l suzu 5.50% 4 
·= 

I ,undovu r 9.60% 7 
1-
Otltl·t M11d ·I 4.10% 3 

N\m ' 8.20% 6 
-

..t.7.1 The brand to go for 

Table ..t.7.2.1 

MODEL PERCENTAGE FREQUENCY 

To ·ota 45.20% 33 

is san 12.3 0% 9 
Mit ubishi 15.10% II 

-Tsuzu 12.30% 9 

Land rover 15.10% II 

From the above Table 4.7 .2.1 ,majority of the respondents Would go for Toyota if the 

\ et • to buy cmoth ·r a fnur by four model 45 .20%, , 15. 1 0% and I -. 10% of th 

·tivcly, 12 .. 0'~'0 and IA-.JO% 

v uld or I uzu , nd n. hi impli that l o •ot. indu tr • lhlvt: tppli d hr.m I 

I I It •hi h h t:n bled th publi 



CHAPTER FIVE 

SUMMARY, DI ION , CONCLUSIONS AND 

R 0 11\H~NOATlONS 

5.1 Introduction 

The ohJ t:(;liw o tlti h t l ' ,, ltl dd~.:. tmi tH.! brand awareness strategies, determine 

tl lt \1 krt. (l d 1 •tmin 

:tmtq;i · . 

mt li h how p(;rceiwd quality is applied in the four by four 

nd per onality strategies and to determine the brand association 

5.2 ummarv of Findings 

The re -pondents agreed that they were aware of the different fo ur by fo ur model vehicles 

and therefore they went to an extent of ranking them on how they work well to a very 

reasonable tandard. Toyota was the most preferred vehicle, therefore giving other four 

by four models a challenge of building brand equity strategie . fhe respondents genera lly 

appreciate the brand image of the four by four M dels vehicles. 'I here fore the 

re pondcnb were able to rank ranging fot the be ·t to the least brand image. 'I he 

rc pondent strongly felt that 'I oyot i the be t when it comes to perfonnance, fl:ntur 

l 

m 

pini r n t1 

Rcli ·tbilit , Durability, crvi eat ility t •lc ml de ign. 

It h •e fi ur 1 fi ur m hi I Lr 

ur b 

tl 

lll Ill l l ) th 

th t 



the respondent treasure the most Toyota four by four model vehicles. Majority of the 

respondents are aware of the Toyota four b ' four model vehicles, therefore on average all 

the respondents are aware of the To) otn fl.m b !'our model vehi.cle. 

5.3 Discussion and undusinns 

It is i1npo1 t uti to l\ll th 1l l 1 fi hi< 1 i ~ < ompl •t0 and will not stand the lest of time until it 

is lll ill Hkd tml in th t t manner. Brands, especiall y strong ones have a number of 

nd marketers must account for all of them in making marketing 

decisilll\ ·. Perha1 · the tronge t and potentially most favourable association, however, 

re ·ult from aclllal product experience (Keller 2008). Toyota Kenya has tried to rely on 

brand heritage ince the success started many years. The older successfu l models in the 

market have put Toyota ahead of the others. Thus having one favourable association with 

the past being one of the future success factors . 

To avoid difficultie , companies sometimes elect to u e new brand names to expand 

verticallv. tany example!) of this trategy e ·i ·t, including Toyota, which c.· pandcd into 

the lu:my cat!.! gory with the I c. ·us brand bee au c it wa con inccd that ' I o otu mark did 

n t h ve the:: rcdibilit ' to enter th~.: lu ·u • pac (Aaker I 997). ,urrcntlv th · hi •h ·nd 

., prim m rkct in th lu: my ·fictl. Jorom lhl: lindin • ' Pt dos md 

m ry veil ~ th m an of 

h num r flur 

Ill 
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Fundamentally the brand value chain assumes that the value of a brand resides with 

customers. Based on the in ight, the model a ·smnes that the value-creation process 

begins when a company invest in \ mnrkt>ting cnmpaign aimed at actual or potential 

customers. The market ing ·ti\ ity .h~lWtaktl with th ·campaign then affects the customer 

mindscl with rcsp t t l t n 1-" h. t '11stom ·rs It tow and feel about the brand (Keller 

lti •h v dm: h 1 • h 1 1tt h d to th · model under study. 

Th~: rl' ·ult · hom the tudy clearly show that the brand equity factors inOuencing 

cu ·tomer deci ·ion · are not only concentrated on Toyota Models only but to the motor 

yehicle indu ·tr) as a~ hole. The same is replicated for all other products that are on offer 

in the market. The purchasing of the product and the quality (real and perceived) are 

important in making a purchase decision. Customers are most likely to purchase a 

product for the first time or to remain loyal as long as they arc satisfied with the product 

and its communication effort . It is therefore very important for the manufacturers and 

dealers to under tand th strength of brand equity factors and apply to their product and 

communicate the ame to the customers. Retention of the e:i ting cu tomcrs is of hi gh 

imp lrtan e, the am~.: cu wmcr an! al o able to con incc other to the business if thl! • 

re ati fi with th 1 rodu t the have en unt r t. 

~. l~ccommcndations 

ur 

th t l 

th n 

buil tr n l nd 1uit ' 
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specification. This will lead to rewards coming in even if the services or products are not 

critically required. Strict specification and pri ing may not lead to loyalty. Brand factors 

such as quality, reliability, du bilit . sl'r i enbility may be essential while making 

purchase or repun.:ha ·e d · ·i hH1 . 

5.5 l~t·t·mum •ntllfiC}II"i fot' lcutur Research 

tu , of r oyota Kenya Ltd . The study recommends a wider focus 

t<J l'{l V ·r th "h ll m t r chicle industry without a bias of brand or class of automotive 

pwdud ·. 
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APPENDIX I 

QU STIONNATRE 

We wish to state that the data bt in~d b ihis questi onnaire will be used solely for 
academic purposes and all m.f1)rm lli m will h' kept confidential. 

Part A: Dt·mo~raphi · luflH'm:l1 H n 

I . Nun1· 

••••• ' '.' ••••••••• ' ....... "' •••••••••••••••• 0 ••• 0 • ••• 0 0 • •• • •••••••••••• • ••••• 0 • •••• 0 •• 0 • ••••• 0 0. 

himily indicate our gender 

fale ( ) 

Your Occupation, Kindly State 

Female 

4. Nwnber of years with four by four vehicle model 

Below 1 year ( ) 
1-3 years ( ) 
4-6 years ( ) 
7-1 Oyears ( ) 
Over 10 Years ( ) 

5. Plea ·e estimate the percentage fbeing on off-road? 

<) 0-10 

40-50 

b) 10-20 d 20- 0 

g) 50 nnd above 

( ) 

c J0-40 



a) Which category do the four by four car you are driving fall under 

ENGINE CAP A CITY IN LITRES 
-

Below 2.5 cc 

Below 2.5-3 .0 
t-

3.0-3.5 
f~ 

J .S-4.0 

-4.0 ami th l\ • 

·~ -

II) lnl'unn 1tuan thuut Hrand awareness 

(, , K indl Ill Ill II t11e four by four models that you have come across. 

7. What brand (Classes) of Toyota four by four models are you aware of 

Please arne them 

8. To what extend do you agree or disagree that the following cars have four wheel 

mechanisms that work well to your required standards. 

Strongly Moderate~ Neither Moderately 
.-

Strongly 
Agree Agree Agree Disagree Disagree 

nor 
I i a~ree 

Toyota 

buzu 

Ni .n 

Fori 

Mit ubi hi 

I nd 

R v r 



C) Information about Brand Image 

9. Of the four wheel driYe models below, rank them ranging from 1 to 5 starting 

from the best at No land 1 a tat No 5. 

Key - The be t 1. 

Model 

Toyota 
l su~:u 

Mitsubi · 
Laud Ill\ 

Ni · 111 

1·\ltd 

hi 
' t:l 

1 

·-

~ 

2. 3. 4. 

2 

-
=' -
·- -

~· 

ll) lnfnnnati n a ut Perceived Quality 

5. The Least 

J 4 5 

I 0 k.mdly I ate oyota four by four model as per the fo llowing parameters and how 

you agree to them 

Perfonnance; 
Toyota level of 
success is hi h 

trongly 
Agree 

Moderately 
Agree 

Neither Moderately 
Agree nor Disagree 
Disagree 

Features; Toyota 
ha Distincti e 
characteristics --------- -----~ -------+----------~---------onfom1ance 
quality: Toyota 
comply with 
customer standards 
R liability; 'I oy ta 
is a trustworthy 

I 

Strongly 
Disagree 



E) Information about Brand associations 

11 . What estimated percentage of u is associated to the fo llowing trips? Tick the 
appropriate area. 

_)oo 50°'o 75% 100% 

-I Ioliday ( ) ( ) ( ) ( ) 
- Shopping ) ( ) ( ) ( ) 
- Ofli l' ) ( ) ( ) ( ) 

( ) ( ) ( ) ( ) 
- l lp • llllll l ( ) ( ) ( ) ( ) 

i ti ked, please hricfly explain the reason(s) 

F) Unmd Lo:al · 

. Previou ·l , which four by four model did you own 

Toyota 

Iuzu () 

- issan ( ) 

- Land Rover ( ) 

- Mitsubishi ( ) 

-None ( ) 

13. If you were to buy another four by four Model, Which Brand would you go for? 

- Toyota ( ) - Nissan ( ) - Mitsubishi ( ) 

Isuzu ( ) - Land Rover ( ) 

If any other, please 

pecify ... .. . . .. . ... . .... ..... .. ... ................ ...... . ............... ... .. . .. 


