
 v 

TABLE OF CONTENTS  

 

 

TITLE PAGE …………………………………………………………………… i   

APPROVAL PAGE ……………………………………………………………... ii 

STATEMENT  …………………………………………………………………….  iii 

PREFACE ………………………………………………………………………… iv 

TABLE OF CONTENTS ………………………………….……………………….. v 

LIST OF TABLES  ……………………………………………………………….  viii 

LIST OF FIGURES …………………………………………………………….  x 

ABSTRACT …………………………………………………………………......  xi 

CHAPTER 1 INTRODUCTION 

 1.1. Background …………………………………………………………….  1 

 1.2. Problem Statement …………………………………………………….. 2 

 1.3. Research Objectives  …………………………………………………….  2 

 1.4. Scope of the Research  ………………………………………………….  2 

 1.5. Research Contributions  ………………………………………………… 3 

 1.6. Writing Scheme ………………………………………………………… 3 

CHAPTER 2 THEORETICAL BACKGROUND AND HYPOTHESIS  

 2.1. Theoretical Background ……………………………………………….  4 

 2.1.1. Marketing and Consumer Behavior Concepts ……………………….  4 

 2.1.4. Brand Concepts ……………………………………………………… 6 

 2.1.5. Perceived Brand Parity ……………………………………………….  7 

 2.1.5.1. Price  ………………………………………………………………..  7 

 2.1.5.2. Packaging  …………………………………………………………..  8 

 2.1.5.3. Brand origin ………………………………………………………..  12 

 2.1.5.4. Brand Name ………………………………………………………..  13 

 2.1.6. Brand Switching Concepts …………………………………………… 15 

 2.2. Hypothesis ……………………………………………………………..  15 

CHAPTER 3 RESEARCH METHOD 

 3.1. Technique of Data Collection ………………………………………….  17 

 3.2. Respondent and Sampling Method …………………………………….  17 

 3.3. Operational Definition of Variable …………………………………….. 18 

Consumer perceived brand parity and the impact on brand switching behavior
PRATOMO, Kurniawan wishnu, Basu Swastha Dharmmesta, Prof., Dr., MBA
Universitas Gadjah Mada, 2008 | Diunduh dari http://etd.repository.ugm.ac.id/



 vi 

 3.4. Criteria for Good Measurement ……………………………………….  19 

 3.4.1. Validity Test  …………………………………………………………. 20 

 3.4.2. Reliability Test  ……………………………………………………….  20 

 3.5. Pretest Result …………………………………………………………… 21 

 3.5.1. Object of the Research ……………………………………………… 21 

 3.5.2. Validity Test for Toothpaste before revision ………………………… 22 

 3.5.3. Validity Test for Toothbrush before revision  ………………………… 22 

 3.6. Wording Revision in Questioner  ……………………………………….  22 

 3.6.1. Validity Test for Toothpaste after revision …………………………..  23 

 3.6.2.  Reliability Test for Toothpaste after revision  ………………………..  24 

 3.6.3. Validity Test for Toothbrush after revision ………………………….  25 

 3.6.4.  Reliability Test for Toothbrush after revision ………………………..  26 

 3.7. Data Analysis Technique  ……………………………………………….  26 

 3.7.1. Ha1 Test ……………………………………………………..……….. 26 

 3.7.2. Ha2 Test ……………………………………………………..……….. 26 

 3.7.3. Mediating Effect Testing …………………………………………….  26 

CHAPTER 4 DATA ANALYSIS  

 4.1. Toothpaste ……………………………………………………………… 28 

 4.1.1. Validity Test for Toothpaste ………………………………………… 28 

 4.1. 2. Reliability Test for Toothpaste ……………………………………….  30  

 4.1.3. Hypothesis Test for Toothpaste  ……………………………………… 31 

 4.1.4. Mediator Test for Toothpaste ………………………………………… 33 

 4.2. Toothbrush ……………………………………………………………..  36 

 4.2.1. Validity Test for Toothbrush ………………………………………… 36 

 4.2.2. Reliability Test for Toothbrush ……………………………………… 37  

 4.2.3. Hypothesis Test for Toothbrush …………………………………… 38 

 4.1.4. Mediator Test for Toothbrush ………………………………………..  40 

CHAPTER 5 CONCLUSIONS & RECOMMENDATIONS   

 5.1. Conclusions  ……………………..……………………………………… 44 

 5.2. Recommendations ……………………………………………………… 45 

   

 

 

Consumer perceived brand parity and the impact on brand switching behavior
PRATOMO, Kurniawan wishnu, Basu Swastha Dharmmesta, Prof., Dr., MBA
Universitas Gadjah Mada, 2008 | Diunduh dari http://etd.repository.ugm.ac.id/




