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Abstract

The main objective this study is to identify the factors affecting the consumer brand
preference in the choice of car in Kathmandu, Nepal. The study examines how the
price perception, appearance perception and brand personality affect in the consumer
brand preference in the buying of car in Nepalese market. The study focuses on how
the consumer preferred to select the car and which factor has the more prominent role
for brand preference and selection of car. Primary data has been used in the study.
The structured questionnaire has been used for collection of primary data. Convenient
sampling technique has been used to collect information from the respondents and 265
respondents have been taken from customers buying car in Kathmandu. Descriptive
statistical analysis, correlation analysis and path analysis have been used to diagnose
data collected to draw valid conclusions using SPSS AMOS 21. Price perception,
appearance perception and brand personality are taken as independent variables to
explore the degree of relationship with consumer behavior and to explore the impact
of these variables on consumer behavior while making decision to purchase a car.
Correlation showed that all independent variables have significant relationship with
dependent variable. The path analysis showed that there is a significant impact of
appearance perception and brand personality on consumer behavior in buying of car
but price perception has no significant impact on consumer behavior in buying of car
in Nepalese market.

Key words: Consumer Brand Preference, Price Perception, Appearance Perception,
Brand Personality, Car

Background of the study

Brand preference is the level of like and dislike of consumers towards the specific
brand. The consumer’s preference for a brand is a function of his/her cognitive beliefs
about the brand’s weighted attributes.

Horsky et al. (2006) demonstrate the importance of incorporating information about
brand preference into the brand choice model. Brand preferences represent consumer
dispositions to favour a particular brand (Overby & Lee, 2006). It refers to the
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behavioral tendencies reflecting the extent to which consumers favor one brand over
another (Hellier et al., 2003).

Brand preference is an essential step in understanding consumer brand choice; has
therefore, always received great attention from marketers. Brand preference is close
to reality in terms of reflecting consumer evaluation of brands. In the marketplace,
consumers often face situations of selecting from several options (Dhar, 1999).

Brand is a distinguishing feature of a product and is often important to customers
purchasing the product. Consumer preferences for brands reflect three responses:
cognitive, affective and conative or behavioral (Grimm, 2005). The cognitive
components encompass the utilitarian beliefs of brand elements (Bagozzi, 1982;
Grimm, 2005: Zajonc & Markus, 1982). The affective responses refer to the degree of
liking or favoring that reflects consumer feelings towards the brand (Grimm, 2005).
The conative or behavioral tendencies are denoted by Zajonc & Markus (1982) as the
consumers’ predicted or approached act towards the object. It is the revealed preference
exhibited in consumers’ choices.

Changes in consumer brand preferences are reflected on the brand performance and
market shares (Sriram et al., 2006). In addition, brand preference combines the desired
attributes and consumer perceptions; thus, it offers an indirect and unobtrusive way
to assess salient attributes (Keller, 1993; O’Connor and Sullivan 1995; Schoenfelder
& Harris, 2004). Therefore, uncovering consumer brand preferences are considered
critical input to design successful brand strategy, brand positioning, and gives insights
to product development (Alamro & Rowley, 2011; Alamro, 2010; Horsky et al., 2006).
Consequently, understanding brand preferences contributes in building strong brands
able to build long-term relationship with consumers.

Brand preference is the extent to which the customer favors the designated service
provided by a certain company, in comparison to the designated service provided by
other companies in his or her consideration set. [ |Preferences facilitate consumers’
choice by enhancing their intentions towards the favored brand. Actual purchasing
behavior is likely to correspond to intentions; the mechanism of intention formation
provides evidence of persistent consumer preferences (Van Kerckhove et al., 2012).
The consistency between consumer preferences and choices adds to the predictive
validity of preference statement over attitude (Bither & Wright, 1977; Hellier et al.,
2003). Cobb-Walgren et al., (1995) reported that attitude is a poor indicator of consumer
behavior in the marketplace.
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Research Objectives

The general research objective of the study is to understand how consumers prefer the
brand.

The specific objectives of this research are as follows;

® To examine the impact of price perception on brand preference in the
buying of car.

® To examine the impact of brand personality on brand preference in the
buying of car.

® To examine the impact of product appearance perception on brand
preference in the buying of car.

Theoretical Framework

There are various factors which influence in the brand preference like price, brand,
features, brand personality, salesmanship, brand appearance, self-congruity, and
intangible attributes etc. From the above literature review the researcher has been taken
only three variables like price perception, appearance perception and brand personality
as independent variables to identigy the impact on brand preference in the study.

The theoretical framework of the study is presented as below;

Price
Perception

Brand
Personality

Brand Preference

Appearance
Perception

Figure 1: Conceptual Framework
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Research Hypothesis

On the basis of above theoretical framework the followings hypotheses are determined;

H1: There is significant impact of price perceptions on brand preference in buying of car.

H2: There is significant impact of brand personality on brand preference in buying of car.

H3: There is significant impact of appearance perceptions on brand preference in buying of car.
Literature Review

Price is the exchange value of goods and service and it is paid for getting goods and
services. Price is an important factor in brand purchase and consumer choice (Erdem
et al., 2006). The economist’s assumption of rationality conceives price as an aspect of
consumer rationality where (Mc Fadden, 1999) stated those rational consumers who focus
on tangible brand attributes assign greater importance to price than irrational consumers;
price remains an important positive or negative cue in consumer behavior (Lichtenstein
etal., 1993). So, there is positive and negative influence of price on consumer behavior.
The role of price as an independent factor on consumer brand preferences has been
demonstrated (Alamro & Rowley, 2011; Schoenfelder & Harris, 2004). In experiential
marketing, price is the cost of delivered experiences and the consumer’s perceptions of
price fairness, which contribute to his/her, experience (Brakus et al., 2009). Pine and
Gilmore (1998) presume that the product price contributes to the creation of consumer
experience. The authors suggest that the consumer price experience can be considered
as a progression of the economic value (Pine & Gilmore, 1998; Schmitt, 1999), or that
the traditional mix of price and quality goes beyond money (Mathwick et al., 2001).
Consumers may be willing to pay a premium for the brand experience, but not its cost
(Pine & Gilmore, 1998; Verhoef et al., 2009).

Empirically, the price of service positively affects the consumer experience in
hospitality marketing (Ismail, 2010). Moreover, Verhoef et al. (2009) consider price as
an important stimulus of consumer experience in a retailing context. For economists,
consumers assign high weight to price compared with other attributes when evaluating
alternatives to make a buying decision (McFadden, 1996). Zeithmal (1998) states that
consumers’ attention and weighing to price increase with high price products (Zeithmal,
1988). Consumers tend to pay high prices for brands perceived to have high value
(Erdem et al., 2004). There is a general belief that consumers perceive price as an
indicator of quality and quality influence for the brand preference.
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The aesthetic value of product is called product appearance. Appearance is a non-product-
related attribute (Keller, 1993); it is hedonic (Chitturi, et al., 2008; Lee et al., 2011) or
symbolic (Creusen & Schoormans, 2005). Value is derived from consumer beliefs on the
brand’s aesthetic appeal. This reflects the beauty of the brand designs and sensory attributes
(Reimann et al., 2010; Sheng &Teo, 2012; Veryzer, 1993). Brand appearance is a source of
pleasure (Decker & Trusov, 2010; Petruzzellis, 2010; Schoenfelder& Harris, 2004; Veryzer
& Hutchinson, 1998) and a significant differentiating attribute that enhances consumer
preferences (Reimann et al., 2010). Brand preference is based on appearance of the product.

The word aesthetic refers to the beauty or art of design, and retains the affect and pleasure
created from the consumers’ responses to the physical features or design of the brand
(Veryzer, 1993). Appearance is not part of the necessary ingredients required for product
performance. Appearance perception is a symbolic benefit derived from consumer beliefs
about the aesthetic appeal of the brand (Chitturi et al., 2008; Lee et al., 2011). The brand
aesthetic enhances consumer senses (Hulten, 2011; Schmitt, 1999), and affects their
experiential responses (Gentile et al., 2007) Research findings support the notion that
the consumer’s perception of the brand appearance or aesthetic is associated with his/her
experiences (Sheng &Teo, 2012). Consumers allocate more importance to the hedonic
attributes and are even willing to pay more when they choose between brands with equal
utilitarian attributes (Chitturi et al., 2007). The hedonic attributes build strong brands, are
distinguishable from those of competitors and induce positive impressions in consumers
(Chitturi et al., 2007; 2008; Lee et al., 2011). The visual appearance not only increases
the aesthetic attractiveness, but also affects the usability as quality indicators (Rondeau,
2005; Sheng &Teo, 2012). Recently, empirical evidence from academic research supports
the positive impact of the aesthetic or appearance perception on consumer experiences in
a different context, such as online branding (Sheng &Teo, 2012).

Kepferer (2008) defines brand identity as the brand meaning the company delivers
to the target consumers. Brand personality is an important component in the brand
identity prism constructive source. Brand personality is the second factor of brand
association. It is based on symbolic perspective and should be discussed separately
from other associations (Aaker, 1996). In the marketing literature, there is an overlap
between the terms of brand identity, brand image and brand personality but the band
personality is the one part of band image.

Keller (1993) defines brand image as the brand perceptions of the consumer. The brand
image refers to the brand’s functional and symbolic benefits (Low & Lamb, 2000), while
the brand personality refers only to the brand’s symbolic associations (Keller, 1993).
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Therefore, Plummer (2000) considers brand personality as an important component of
the brand image. He defines the brand personality as the symbolic meaning of the brand
linked to the non-related brand attributes.

The personality traits consumers assign to the brand are influenced by direct and indirect
contact with the brand (Aaker, 1997; Heding et al., 2009). The personality of the brand
originated from the brand image, brand attributes and the associated traits consumers
assign to the brand (Lin, 2010). The direct contact is between the consumer and the
stereotypical brand user, company employees, the CEO or brand endorsers, while the
indirect contact is between the consumer and the brand tangible or intangible attributes.
Aaker (1997) was among the first to provide a solid definition of brand personality,
referring to it as “the set of human characteristics associated with a brand”. Brand
personality means humanizing the brand (Swaminathan et al., 2009). It reflects how
people feel about the brand, rather than how they think of the brand (Keller, 1993).
These models describe the personality traits perceived by consumers rather than brands
(Phau& Lau, 2000). The most predominated definition and scale of brand personality
in the marketing studies is that given by Aaker (1997); however, it has been criticized.

Practitioners have viewed brand personality as an efficient way to differentiate between
competing brands. Therefore, it can enhance the marketing effectiveness (Heding et al.,
2009), increase consumers’ preferences for brands (Aaker, 1997; Biel, 1993; Fournier, 1998)
and affect consumer judgments (Biel, 1992). The brand personality metaphor helps managers
understand deeply consumer perceptions and attitudes towards the brand (Aaker, 2002).
Plausibly, consumers organize the structure of brand knowledge in his mind and recall the
functional benefit of the brand using salient brand personality (Zentes et al., 2008).

Aaker (1997) stated that brand personality information could be used as a heuristic cue
and influence consumer attitude toward the brand. The appealing personality of the
brand emphasizes the functional benefits of the brand, and helps consumers to express
themselves. Thus, it results in favorable behavioral responses. In hospitality marketing,
Kimetal. (2011) support the significant direct impact of brand personality on customers’
preferences for restaurants. Consumer favorable perceptions for the brand personality
affect the brand preferences (Phau & Lau, 2000).

Evidence from prior studies supports the positive influence of brand personality on
consumers’ purchase intentions (Ward et al., 1999). In addition, brand personality
can directly affect the consumer-brand relationship (Chang &Chieng; 2006; Fournier,
1998), attitudinal loyalty (Kim et al., 2011), brand trust and attitude (Folse et al., 2012),
brand affect (Sung & Kim, 2010) and brand equity (Folse et al., 2012).
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Research Methodology

Research methodology is the future methods and procedures of research work it should
be followed by researcher during the course of research work. Research methodology
consists of types of research design, determination of population and sample, sampling
process, determination of source of data, types of data, data collection procedures and
analytical tools to be used to analyze the collected data.

The research design of the study is descriptive and explanatory on primary data. Using
survey methodology, structured 5 point Likert scale questionnaires on each dependent
and independent variables have been administered to obtain responses from car users
in Nepalese market.

The sampling location for the research is allocated in show room, colleges and houses in
Kathmandu. Convenient sampling method has been used in the study. 265 respondents
are taken as a sample size of the study from car users.

Primary data has been used from car users in Nepalese market and it is collected
through structured questionnaire. The population in the study is the consumers who
will purchase the car in Nepalese market and who are residents of Kathmandu valley.

Descriptive and inferential statistics have been used to analyze the collected data.
Collected data has been analyzed by using mean, standard deviation to describe the
consumers’ band preferences. Pearson Correlation Coefficient and Path Analysis have
been used to find out relationships between antecedent’s factors and brand preference
and influence of these independent factors on brand preference.

Data Analysis
The collected data has been analyzed by descriptive and correlation analysis.

Table 1: Descriptive and Correlation Analysis

Mean SD PP AP BP BPR
PP 3.496 0.567 1
AP 3.950 0.482 0.462 1
BP 3.634 0.454 0.603 0.612 1
BPR 3.814 0.452 0.43 0.545 0.678 1

The table no, 1 indicates that descriptive statistics of brand preference in the buying car in

Nepal. The questionnaire was design in the five point likert scale by indicating 1=strongly

disagree, 2=disagree, 3=midpoint unsure (neutral) 4=indicates agree and 5=indicates
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strongly agree. The result has shown the mean score of consumer brand preference, price
perception, appearance perception and brand personality are 3.81, 4.50, 3.95 and 3.63
respectively. All the respondents are inclined towards the brand preference. It shows that
all respondents are agreed or strongly agreed towards the brand preference for buying of
car. Thus, it can be concluded that the consumers are agree with the statements that price
perception, appearance perception and brand personality have significant influence on
consumer brand preference while purchasing the car products in the Nepalese markets.

Likewise, the standard deviations have been recorded as ranging from 0.452 to 0.567
which are consistent. It shows that the variability of collected data is significant to be
used for the purpose of study.

As well as the above table describes about correlation matrix between variables under
investigation. It shows that there is positive correlation between price perception and
brand preference (r = 0.43, p< 0.05), appearance perception and brand preference (r
= 0.545, p< 0.05) and brand personality and brand preference(r = 0.678, p<0.05) in
consumer buying car in Nepal. There is positive and significant relationship between
independent variables (price perception, appearance perception, brand personality) and
brand preference because the p values of all variables are less than 0.05. But there is
low correlation between price and brand preference is low and the correlations between
appearance perception and brand personality with brand preference are high.

Table 2: Path Analysis

Hypothesis Beta Sig.

H1: There is significant impact of price perception on brand 0.002 0.979
preference.

H2: There is significant impact of appearance perception on 0.198 0.026%*
brand preference.

H3: There is significant impact of brand personality on brand 0.552  0.000**

preference.

The impact of all independent variables like price perception, appearance perception
and brand personality is tested together on dependent variable (brand preference).

The table 2 describes about the path analysis. Two variables i.e. appearance perception (b
= 0.198, p<0.05) and brand personality (b = 0.552, p < 0.05) have significant impact on
consumer brand preference in buying car in Nepal. But, price perception (b = 0.002, p>0.05)
has not significant impact on consumer brand preference towards buying car in Nepal.
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Conclusions

In this research, three important variables were chosen to investigate their effect on
the brand preference. Price perception, brand personality and product appearance are
taken as independent variables to explore the relationship with brand preference and
to examine the impact on brand preference. Correlation analysis showed that all the
three independent variables like price perception, appearance perception and brand
personality have significant relationship with the dependent variable brand preference.
In the study, regression analysis was conducted to explore the impact of independent
variables like price perception, appearance perception and brand personality on brand
preference. The result showed that the independent variables like appearance perception
and brand personality have the significant effect on brand preference and the price
perception has not significant impact on brand preference.

So, it is concluded that the price is not to be considered in the selling of car in the
Nepalese market and the product appearance and brand personality has the prominent
role in the brand preference, so it must be considered in selling of car.
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