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ABSTRACT

Brand awareness remains fundamental to consumer life as the interaction
initiation point to the brands. This paper puts forward the overall impact of brand
awareness of automotive lubricants industry for the consumer/brand loyalty. It is
evidence that brand awareness and brand loyalty are related to brand equity. The
approach focuses on the sources of brand awareness, brand loyalty, image/perception,
recall and recognition on the population sample of those who have experienced
automotive lubricants. In testing the relationship of mediating variable between brand

awareness and brand loyalty, the same results came to the front.

It is important to understand the need of brand awareness on high involvement
products for all practicing managers and marketers. Due to complexity, high involvement
products require extensive information process. PSO is struggling in its High Street
segment due to so many reasons. Most important is very low brand awareness as

compared to its competitors.

To understand market demand, PSO should develop strong brand strategies for
their automotive lubricants especially in SKU’s for retail marketing by continuously
investing on its supply chain management and strengthening its distribution channels to
create and increase brand awareness for the automotive brands in-turn to build
consumer/brand loyalty than trying to directly build consumer/brand loyalty by heavy

spending on promotional tools.

KEYWORDS: BRAND AWARENESS, RECOGNITION, RECALL, CONSUMER/BRAND LOYALTY,
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TABLE OF CONTENTS

ACKNOWLEDGEMENT

ABSTRACT

LISTS OF FIGURES AND TABLES

Title Page #

BN L IROVDELC L RCIIN. o yoessmssvsnuunsecsnsunsssmnsunsessansansss usansusnsunsmnsunesnepssuusnsusnsssspuusssnssssauonsusss 1
Il Backpronnthor the STl Y st it it sv st insnss 2
1.1.1 The aims and Objective of the study.........cccocvviiiiniiiiiiiiiis 3
5 [0 A 1o =1 g s 57170 ) et 0 o] | R AL e Mo ettt EoR Ryt T et N o e 3
1.1.3  Problem Statement..........ccceiviiiiiiiiiiiiiiii s 5
| 48 1 T B0 e P SOl AR RS A RN S SRRl I LM 5
1.1.5 Research APpProach.........cccceevieiiieiieeieicieeie et esee e s eneens 5
B Introdichan o the-Compay (B0 e ssss s anse: 6
1.2.1  PSO Step DY SteP...ecuceieeiericrietesie ettt 6
|00 L T4 ) O A I R RS MU I o T e A EN T SO 7
1.2.3 MISSION..ciiiiiiiiiiiie ittt e 7
L2 PunchopaldDeparientb EBESO n o s cend iid hnainnna i 7
L.2.5  PrOUCES. coviie it 7
20 JolDO CRIT St s canitisismt honksinns bl s RS B AR ARt 8
1.2.7  Product Line Category......coceviiviiciiiiiiiiiiiiiinieiieiie e 9
UVEE - BAATRCE S RATE . i iciciniinismss thi e B A A R A S e TR SA L T PR kB RmE 10
1.28  ImpEiance awitiethie IRGSI. o nmnninnss it s 11

2. LITERATUREIRENTEW. o iinenibimsisimiitsam st et 12
2.1 L8107 Tel= ) ) 12 2 o |« T B Bt S et At et N e (LR PR et 13
420 BRaud Eqi e v snnm i s s e e s 14
23 Jacloplatiucheing B e Eoilelsms e o m s s e e A 15
2.4 Braho AWarBlEss v e s e e e R e 15
21 Credhng Dranilaonarene st nnnna e i i e 17
242 Dl Awaraess Plans it viiinnniiaiianis e 17



2.4.3 Maintaining Brand AWareness. ......ccov e 18

2.5  Brand Loyalty......ccccceeeniiiereinnnnenssnennisiiisss st 18
2.5.1 What is Brand Loyalty? ... 18
2.5.2  Customer’s LOYaILY......cccoiirimiieninemnenincieeis s 18
2.5.3  Types 0f LOYalty....ooooruiininriiieiiecininieii e 19
2.5.4 How is Brand Loyalty Generated? ..........occoveiniinnniis 20
2.5.5 Effects of Brand Loyalty......ccooviiieiniiiiininniniie, 21
2.6  Brand Awareness and Consumer/Brand Loyalty..........cccooonnniiniiin 21
3. RESEARCH METHODOLOGY ..cocintiiiererniirinnnsassassssssissssiesnsmssnsnsnssssssssssns 23
3.1 Research Methodology......ccceceeirmiminrieiiininininsincisi s 24
3.1.1 Brand Awareness Model........coccocviiiiimmnnnnnnniie 2
3.1.2  HYPOUNESIS...crerecrememriiiiisriretnesisssssnissssesssssssensisssastsosssstssssnsssnsssasasessasasns 26
3.2  Research Methodology......cccooviiininienenininnesenne 27
3.2.1 Nature of the StUAY....cccereereeenisrisiiisisrimnsninnnsnissssssssssssssssns 27
3.2.2 Mode of INVeStIZatioN....ccoeeeeiiririrrininienieinerncs st il
3.2.3  Study Environment. ......oooveiviiieinin s o)
3.2.4 Research INVOIVEMENL.......ccccvvvevreciseninesiensinerssnssransssssssssessineisnsssassanas 28
325" TIME LG it v s iss it inesiisssninensassasstoideisnsoosannsuntss SREATRE e 28
3.2.6  POPUIAtION...c.coirriiiiiiritstne e e 28
3.2.7 Sampling, Data Collection Technique and Demographics of
R BB BEC T oo mivsvwoies Sis 3 SR DB A R S A N RN SR SRR R R AAAR B A SRR 28
3.2.8 Data Analysis Procedure.........ccooovvieinnceinnniniiii 29
3.2.9 Ethical Consideration......cceeeeccrserseesrssssessrrssmessessissensssssossesssssncsssesasssnssnsss 29
4 DATA ANALYSIS....cccrurererersssssssssassaisssssesassscsssssossssassassnssnsssssssssssssssssassassnnsnssasasanss 30
4.1 Demographics ANalYSiS......oiiuereeeeienininni e 31
4.2 Statistical ANALYSIS...ccceereererresensrerernsmsseeientmnssssoresesiisiessssssasssssssenee 36
43  Graphical Representation of Section C: About PSO Brands................... 38

vii



5 DISCUSSION AND FINDINNGS, CONCLUSIONS AND

VI EINDATION. .. cc0mmnnmesssssesssnssasssssssssssassesssssnasassssssssnnssnsassassssssnssnssasssssnsnnsssss 43
5.1 Discussion and FINdINgS........covvvveeervieriinieseeiesiee e eie e sreasee s 44
5.2  Conclusions and Recommendations..............cccocvvvrrrecnnnnverrecernnnnn. 43

R 0 BN o o e Tl uisais it s seviia s v ebss o A Ab e ATV oaRs 49

DRI IS oo covivvssisnianmvsiinaihasissassamsis s dembisn s dessss e nsisnsiabbinnnsianssansusss sninsassnssnsnswsssnsenss 52
EEbendix - No. HIOUEStIONNALIC) .. cisivesiosssssssnsnessbsnsnintivesasssssssassssutasssanbbinsbasninnss 53

viii



	scan0021
	scan0022
	scan0023
	scan0024
	scan0025

