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This study aimed to determine the customer-based brand equity of Taiwanese and lndonesian teenage
consumers using data from 925 teenage consumers in Taiwan and lndonesia from purposive sampling. This
study implemented Structural Equation Modelling (SEM) with LISREL software to test the hypotheses and
certify the fitness of the research models. This research provided insight into the young teenage consumers
brand equity and pointed to further opportunities for investigation in the context of emerging markets, The
results showed that brand awareness (BAW), brand association (BA) and perceived quality (PQ) directly and
indirectly affect brand loyalty (BL) in the constructs of customer-based brand equity between the countries.
This research also showed the distinctions of customer-based brand equity between the teenage consumers in
two emerging markets (Taiwan and lndonesia), and realized the crucial concept of glocalization. Those findings
supported and had implications managerially for marketing strategists, and are also conceptually relevant to
the future research in the field of international marketing and consumer behavlour.

Key words: Cuslomer-based brand equity, teenage consumers, emerging market, glocallzation, structural equation
modelling.

INTRODUCTION

Youth and marketing have been historically intertwined,
representing the transnational market ideology of youth.
The commercialization of space and time has been
accompanied by the commercialization of youth, and
marketers are targeting the young. As most of consumer
models were developed in the USA with few exceptions,
it will be meaningful to study consumers in the market
place in transitioning economies such as some countries
in Asia. The consumers in this marketplace are beginning
to learn about products and brands, to develop atlltudes
related to marketplace globalization, and more generally,
are learning about being consumers (Alden et a1.,2006;

*Corresponding author. E-mail: wati704@yahoo.com. Tel: +62-
274-387656. Fax: +62-27 4-387646.

Abbreviations: BAW, Brand awareness; BA, brand
association; PQ, perceived quality; BL, brand loyalty; SEM,
structural equation modelling.

Kligman, 1996; Steenkamp and Burgess, 2002; Zhou et
al., 2002). As Asia represents a new marketplace for
many firms seeking to expand their global reach as they
face intense competition and declining sales in mature
domeslic markets, these firms view Asia as a viable
region to improve their profitability. Therefore, it could
also enrich consumer-brand relationships in many ways
using a rich conceptual vocabulary lhat is both
theoretically and managerially useful.

Recently, the concept of brand equity has been
employed to measure how consumers assess a brand
overall. ln particular, the measurement of customer-
based brand equity is considered a crucial but challen-
ging aspect of branding (Pappu et a|.,2005). Although
there haVe been no consistent measurement techniques,
several researchers have explored brand equity mea-
surement based on customers' perspectives (Park and
Srinivasan, 1994; Washburn and Plank, 2002; Yoo et al.,
2000). Aakeas ('1991) incorporated definitions to measure
four dimensions of brand equity, being brand awareness
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(BAW), brand association (BA), percejved quality (pe),
and brand loyalty (BL). Evaluating its comprehen-
siveness, the present study is based on the concept of
brand equity by Aaker (1991, 1996). Previous studies
have generally evaluated the finding of inter-relationships
among customer-based brand equity constructs such as
BAW, BA, PQ, and BL. However, the limited prior
researches have examined certain relations among lhe
conslruct that imply the strategic and tactical decisions
about specific marketing-mlx actions.

Research problem

The previous studies left problems and rooms to extend
the customer- based brand equity research- Firstly,
previous studies have generally evaluated the finding of
inter-relationships among customer-based brand equity
construct. However, the limited prior researches have
examined certain relalions among the construct that
imply the strategic and tactical decisions about specific
marketing-mix actions. Secondly, there is a need to
extend the concept of brand equity of teenage consumers
since teenage consumers become the most potential
segment. Thirdly, the most of brand equity models have
been developed in USA with few exceptions thus there is
still needed to study brand equity in other countries. And
fourthly, the measurement of brand equity in service/
hospitality industry still relatively limited.

By adopting the research background and research
problem described above, we chose the brand equity of
teenager consumers in two emerging markets, that is,
Taiwan and lndonesia. Taiwan represents the advanced
emerging market, while lndonesia represents the
secondary emerging market. We chose Mc Donald's fast
food restaurant as our object of research because Mc
Donald's is one of a good example of global brand in
service/ hospitality industry. Mc Donald's is the world's
largest restauranl chain with more than 32,000 restau-
rants in over 1 10 counlries and lvlcDonald's is dominating
market share over other competing hamburger chains.

Research alm and objectives

This research finding could provide managers and
researchers a conceptual framework to describe the
relationships among the brand equity constructs,
especially in relation to the construct affecting BL as well
as a more lhorough understanding of teenage consumer
behaviour. This implies better strategic decision making
for marketing strategists in relation to target market
definition and product, as well as better tactical decisions
about specific marketing-mix actions in different markets.

The objectives of our research is firstly to examine the
direct and indirect relationships of BAW, BA and PQ
toward BL in our model, and to measure systematically a

reliable and valid scale of brand equity. The second
objective is to investigate whether there is distinction of
customer-based brand equity between lhe leenage
consumer in advanced emerging markets (Taiwan) and in
the secondary emerging market (lndonesia).

Research questions

The current research study addresses the following
research questions:

Research question 1: Are there direct and indirect rela-
tionships of BAW, BA and PQ toward BL in our model?
Research question 2: Are there distinctions of customer-
based brand equity between the teenage consumer in
advanced emerging markets (Taiwan) and in the
secondary emerging market (lndonesia).

The article is organized thus: Firstly we present our
theoretical background, conceptual framework of
customer based brand equity of teenage consumers in
different marketplaces. We then introduce the empirical
research designed and conducted in order to test our
conceptual model. Results are then presented and
managerial and theoretical implications are discussed

LITERATU RE REVIEW AND HYPOTHESES

Brand equity

The emergence of brand equity has raised the
importance of marketing strategies and provided focus for
managers and researchers (Keller, 2003). The issue over
brand equity has emerged as one of the most crucial
topics for markeling management and has been
discussed since the 1990s (Aaker, '1996; Cobb-Walgren
et al, 1995; Keller, 1993: Lassar el al., 1995; Esch et al.,
2006; Fairclolh et al., 2001; Ramos et al., 2005).

Brand equity is a core concept concerning brand
management, and it is viewed from distinct perspectives.
This study focuses on the customer-based perspectives.
There is a considerable debate regarding the definition of
brand equity and its measurement (Yoo and Donthu,
2001). However, brand equity is accepted as the overall
utility that customers place in a brand as compared to its
competitors (Belen del Rio et al., 2001). Keller (2003)
described brand equity as "a multidimensional concept
and complex enough that many distinct types of
measures are required. Multiple measures increase the
diagnostic power of marketing research".

The advantage of conceptualizing brand equity from
the customer-based perspective is that it enables
managers to evaluale specifically how their marketing
programs enhance the value of their brands ln the minds
of consumers.



Within the marketing literature, customer based-brand
equity is generally classified into two groups (Cobb-
Walgren et al., 1995; Yoo and Donthu, 2001), being
consumer perception (BAW, BAs, PQ) and consumer
behaviour (BL and willingness to pay a high price), which
differs from Aaker (199'1), who suggesled the measure-
ment of brand equity using perception and behavioural
d imensions.

Aaker ('1991) incorporated definitions to measure four
dimensions of brand equity: BAW, BA, PQ, and BL.
Evaluating its comprehensiveness, this study is based on
the concept of brand equity by Aaker (1991, 1996), who
established the four dimensions model of consumer-
based brand equity. Previous studies have generally
evaluated the finding of inter-relationships among brand
equity constructs, such as whether there are associative
relationships belween brand equity constructs, namely
the relationships between BAW and BL (Aaker, '1991;

Pappu, 2005), between BAW and BA (Keller, 1993; Pitta
and Katsanls, 1995; Esch et al., 2005; Pappu et al., 2005;
Ramos and Franco, 2005), between BA and BL (Aaker,
1991; Keller, '1993; Faircloth, 2005; Atilgan et al., 2005),
between BAW and PQ (Aaker, 1991;Keller 1993; Pappu
et al., 2005), between BA and PQ (Pappu et al., 2005),
and between PQ and BL (Mc Connel, '1968; Shappiro,
1970; Szybiloo and Jacoby, 1974 as reviewed by Lau and
Lee, 1999; Aaker,'1991and Pappu, 2005).

However, the limited prior researches have examined
certain direct and indirect relationships among the
constructs.

Hypotheses

Relationships hetween BAW and BAs

Aaker (1991, 1996) argued that brand equity is a

multidimensional construct, which consists of BL, BAW,
PQ, and BAs. Customer-based brand equity occurs when
the consumer has a high level of awareness and fami-
liarity with the brand and has some strong, favourable,
and unique BA memory. Fiske and Taylor (1995)
contended that BAs could be recalled in customer's mlnd
as emotional impressions.

BAW influences consumer's decision-making by affec-
ting the strength of the BAs in their mind (Keller, 1993,
1997). Pitta and Katsanis (1995) also pointed out that
there are several dimensions of BAW associated with
BAs. They further identified that BAs of the product oan
be stored in consumer's minds after storing the BAVV of
the product ln their menrory. BAW and BAs were
correlated (Alilgan et al., 2005t Pappu et a!., 2005). More-
over, high levels of BAW positively affect the formation of
the brand image (association) of the product (Ramos and
Franco, 2005). Esch et al. (2006) also identified that BAV/
alfects brand image (association). These literature re-
viewed lead to the formation of hypothesis H1, as follovr's:
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Hj: BAW has a positive direct effect on BAs.

Relationships between BAW, BA and BL

Yoo et al. (2000) researched BAW with BAs and brand
equity. These researchers found that BAW' relationship
wlth BA has a significant positive effect on brand equity.

The loyalty issue has been studied extensively in the
area of marketing and consumer behaviour. BL can be
defined as a combination of elements including the
degree of customer satisfaction and the positivity of BAs.
Thus, it can be seen that if customers have higher BAs
and BAW, BL will increase. Similarly in Atilgan's (2005)
study, the more favourable BA consumers hold, the more
their loyalty and vice versa. These literature review lead
to the formation of hypotheses H2 and H26:

H2a: BAW has a positive direct effect on BL.
H2b: BAs have a positive direct effect on BL.

Relationships between BAW, BA and PQ

As studied by Aaker (1991), Keller (1993) and Pappu et
al. (2005), consumers who hold favourable assoclations
towards a brand are also likely to develop favourable
perceptions of quality and vice versa.

BAW has been defined as the consumer's ability 1o

recall that a brand is a member of a product category.
When they have strong associations for the brand, con-
sumer's BAW is likely to be elevated so as to increase
the association of the high quality brand as perceived and
vice a versa. The literature reviewed leads to the
formalion of the following hypotheses:

H3u: BAW has a positive direct effect on PQ.
H36: BA has a positive direct effect on PQ.

Relationships between PQ and BL

Several studies mentioned that BL is related to PQ (l\.4c

Connel, 1968; Shapiro, '1970; Szybiloo and Jacoby,1974
as reviewed by Lau and Lee, 1999). Atilgan et al. (2005)
studled the relationship between the dimensions of brand
equity and brand equity itself.

They ccncluded that BL is the most influential
dimension of brand equity.

Although lheir study did nut suppcrt the existence of a
direct causal relationship between the three dimensions
of BAV/, BA, and PQ of brand equity, the observed pair-
wise comparison suggested that there is a correlation be-
tween BL, BAW, and PQ. As a result they suggested that
concentration of BL should not undervalue the effect of
BAW and PQ on BL. Pappu et al.'s study (2005)
envisaged that consumer's perception of quality will be
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associated with their BL. The more brand-loyal a
consumer is, the more he is likely to perceive the brand
as offering superior quality and vice versa. The literature
reviewed leads to the formation of the following
hypothesis:

Ha: PQ has a positive direct effect on BL

Mediating effect of PQ

BAW has been deiined as a consumer's abiiity to recall
that a brand is a member of product category (Aake;-,
1991). Consumers' BAV/ is likely tc be increasgd when
they have strong associations for the brand and v/hen
they perceive the qualily of the brand to be increased and
vice versa. Similarly, ccnsumers' perception of ihe quality
of a brand is likely to be irrcreased lvhen they have strong
association v/ith the brand and vice versa (Pappu et al.,
2005). The literature reviev,/ed leads to the formation of
the hypoihesis thus:

H5: There is an inCirect relationship /beiv,,ecn BAW and
BL through PQ.

Mediating eftect of BA

B,{W influences consumer cjecision nlaking by affecting
the strength of the BAs in their mind (Keller, 1993a,
1997b). Pitte and Katsanis (1995) also identified that BAs
of the product can be stored in consumer's minds after
UAW of the product is stored in their rnemory. The Iinding
of Atilgan et al. (2005) and Pappu, et al. (2005) show that
B/rW and BAs were corrclated. 'Ihe above rnentloned
literature reviev/ lead to lhe fo:'malicn of the hypotheses
th us:

['16: ]-here is an indit)ct relarionship between BAI\, :inC
BL through BAs.
H7: There is an indircci rclationsliip beiwecn BAW and
PQ through BAs.

The relationships between marketplace, leonag!"r
consumers and brand cquity

The study of the marketplace a.ldresses some of thc
n'rost distinciivi), feafurcs- of th,-' nlarketpiaqe-culiule
interse.tir-,n. Youth cxltur,-. ard narketing iepresent .l
trarisnaltional Inarket idcclo!ay (f yrgu15. Thc ciorninant
Cimensions of lhis iCeoiog)' can Lre sa:d to be idc'niiLy
constrLiclio:r.

'Tae ideclcgy specil'rirs tlitt yc:lrJ c'Jr.ls.irtlers ltave an
unsettled idcntity by Dejng p|irced. in .bety/9en tile
presumably stable categorics of.h;lChood and adulthcod
stylized consumption. Ycutil cuiture:i are inoreasingly
shaped by and constituie globol cultural f:ows. Al)padurai

(1990) analyzed the global cultural economy by using the
landscape metaphor to illustrate flows within the five
"scapes": "ethnoscape" (the flow of people), "techno-
scapes" (the flow of technology), "finanscapes" (the flow
of finance and capital), "mediascapes" (the flow of
meCiated images), and "ideoscapes" (the flow of ideas
and ideologies).

These flovys increase the availability of symbols and
nreanings in consumers' everyday lives in a way that
rnuch of what is available in c::e place is also available in
another place (Waters, '1995).

Thcy can also lead to an increesingly globalized
f.agmentation (Firat, 1997) in .,vhich the consumer has at
hand a multitude of resources for Cealing with everyday
life.

The globalization processes constituted by these flows
shape socio-cultural reality in dialectical processes
bstween the consunrer and consuiner culture (Holt,
2002), and more generally between the local and the
global (Friedman, 1990; GldCens, 1991).

Wilk (1995) conceptualizod gicbal youih culture as a
m3nifestation of a transnalional, nlarkelbased ideology
that is manifested througlr dialectics between the
structures of corrmo4 Cifference and tlre.adaptat:on and
objectification of these strilctures in ircal contexts.

This ;s what Robqrlson (:1992) te rms glocalization.
Giocalization is a cornbiraiion pf the words "globalization"
and "local," which suggests tho unique local and situated
forms and wldespread effecls, including global
processes. We investigate a variety of patterns and
practices of young consurners in two marketplaces. From
the literature, the follovring h-vpothesis is formed:

Hs:.'There is distinction of customer based brand equity
between the teenage consurnEr in two emerging markets
(lndonesia and Taiwan).

Based on the literature rsvicv/ aird r/-'!s6oicfl hypotheses
.js illustratcd above, this siudy deve!(rp?d lhe frameworll
ol this rcsearch as shown in Figure l. ]'he proposed re-
search f:ramervork presents lhs r.]lalicnsnip betwecn th3
four ccnstructs of custon]er-baseJ branC equity, namel)/
BAW, BA, PQ and Br-.

RESEARCH METHOBS

Samplc

Uy us:ng thi: puiposive sJr ipling rrteihoC, il-r;: 3tudy obtaingd the
cj.la of 925 t,Jenage consuin?irj :.:m N.'ilDf,.'l-rld's rest;-rurant in
'l'ai"..'ai and lndonesia. Fro:x ,i13 s3:nr-,les'-'T.]i.val, the [ia]oily
',vele male = 51.2%, as op!!se.i .rq ii ira.lc. ia'! !:.:''I',ll-'s, fiorl 507

the most.;.,r)...j fc.m.rla .;,,r.,,1,. Mol. ot 1tju, 1,...,,,es W!-.: e h:Jrl
schcol siudents i,1 tv/o n,i J:'..::lac.rs, viith. tj..: '''i.i'J,'. n 9l;np'c =

t0.79; ai,j lriconesic sar,,;;ici = tl.ir:;. Tili:r -3r i;nor) is fronl '13

to 19 ye,rs old, Thc averagc';lEe is thc slin,.r iil ihe lwc markDt
placcs (17 years old), 'fai\an -, 2tl.1y" iit,cl lrldonesia sanrple =
i4.3%. ilucr, dcnrographir) inforntatk)n iirtludc thei frequcncy to vi
sil the restaurant in the two merketplrr:es (:he most being 4-5 tjmes
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H6. H7

Figure'1. Research framework.

a month: 66.7% in Taiwan and: 65.7% in lndonesia). ln the two
markelplaces, lhe average income is less than NTD 3000 dollars
monthly, with 50.7% in Taiwan, and 73.2% in lndonesia with less
than IDR 750,000. The purpose for visiting the restaurant was to eat
(32.4% in Taiwan and 72.0% in lndonesia). The reason for visiting
the McDonald's restaurant was because of its cleanliness (28.2% in
Taiwan), and fashion (47.3 % in lndonesia), They do not have any
preference of taste in Taiwan (40.4%), although the taste
preference was spicy in lndonesia (54.4%). They stated that adver-
tising did not influence them (64.8% in Taiwan, 64% in lndonesia).
ln the two countries, they are not influenced by new products
(76.5% in Taiwan and 55% in lndonesia). The respondents ln the
two countries also visit other fast food restaurants, such as KFC
(70.9% in Taiwan, and 55.3% in lndonesia). They usually visit the
location of McDonald's around shopping centres (43.2% in Taiwan
and 82.4o/o in lndonesia),

Measures

Measures of brand equity consist of the four constructs of
customer-based brand equiiy. Multiple items were used to measure
each of the constructs of BAW, BA, PQ and BL. The questionnaires
adopted from Kim and Kim (2004) and Atilgan et al. (2005), which
are also based on Aaker's model, and were translated into Chinese
and lndonesian versions. A small group of academic experts
reviewed them lo ensure the syntax, semantics and integrity of the
questionnaire. This study's questionnaires contained 34 statements
and conducted a prelest. The data in this pre-test study were
collecied through self-administered questionnaires distributed to
respondents oi teenager customers in the spot location of
McDonald's restaurants. Prelest and modification of questionnaires
resulted in 28 items. The questionnaires were then hand diskibuted
to the respondents in the spot locaiion of Ny'cDonald's restaurants in

the two marketplaces, Taiwan and lndonesia. This study implemen-
ted Struciural Equation Modelling (SEM) wiih LISREL software to
examine the hypotheses, because as mentioned by Steenkamp and

Baumgartner (2000), SEM provides some benefits for marketlng
modelling and managerial decision making. The particular uses of
SENI are very appropriale to the analysis used in this study, such as
measurement analysis, and cross sectional analysis. ln addition,
the SE[4 path analysis method uses the integraled model analysis
with path analysis and confirmatory factor analysis, whose
structural model can determine all direct or indlrect causal
relationships, and can conduct parameter estimation in order to
examine its significance.
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ANALYSES AND RESULTS

Measurement model

This study chose Maximum Likeiihood. Estimation (MLE)
estimation procedure. The study investlgated reliability
and validlty. The reliability of the construct is acceptable if
Cronbach's o exceeds 0.70 and item-to-total correlations
are grealer than 0.50 (Hair et al., 1998). Cronbach's q
coefficient, item{o{otal correlations, mean and standard
deviation in this research achieved high reliability.

The values of skewness were less than 2 and kurtosis
was less than 7, meaning that the data are normal, me-
eting the normality assumption (Curran et al., 1996). This
study presented correlations matrices in Table 1. The
correlation coefficients indicate the correlations between
variables are significant.

The discriminant validity analysis resulting in a sig-
nificant difference in X'indicates that the two constructs
are not perfectly correlated and that dlscriminate validity
is achieved (Bagozzi and Philllps, 1982). All of the /
differences in this study are greater than 3.84, which is a
good evidence for the dimensions' discriminate validity. lt
shows that the four constructs are distinct.

This study performed confirmatory facior analysis on
the four variables: BAW, BA, PQ, and BL. This study
used LISREL 8.8 to test more rigorously the construct
measure and consider item candldates for deletion from
the measurement model.

However, we considered both statistical indicators and
theoretical issues before deleting any items. The final
measurement model showed strong levels of fit: CFI>
0.97; NNFI> 0.95; RMSEA< 0.05; SRMR< 0.06 (Bentler,
1992; Browne and Cudeck, 1989; Hu and Bentler, 1999).
ln addition, the values of the normalized chi'square
measure 112ldf1 had values between'l.0 and 5.0, which is
the range of acceptance (Schumacker and Lomax, '1996)

as follows: CFI =0.98. NNFI=0.97; RMSEA=0.050, SRMR

= 0.050, x'?=236.58; DF=113; y2l DF =2.09.
Finally, we conducted tests to assess if common me-

thods would be problematic for the interpretation of the
results. According to the techniques of Harmon's single
factor test, if a single factor emerges from the factor
analysis or one factor accounts for more than 50 % of the
variance in the variable, common method variance is
present (N,4atilla and Enz, 2002],.

Our analysis revealed 3 factor structures with no
general factor present (the first factor account for 34%
variance)- lt provlded support for the absence of such
general bias in the finding (Matilla and Enz, 2002\.

Structural model

We tested the proposed structural model shown in Figure
'1 using measures that resulted from measurement model
analysis. Figure 2, Tables 2 and 3 display the result of
this analysis. The proposed structural model had the
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Table 1. Correlations among constructs.

Variable BL BA BAW
BL 3.96 0.74
PQ 3.72 0.81

Figure 2. Result ol proposed model.

NNFI= 0.97; CFt= 0.98; RMSEA= 0.050i SRMR= O.Osot x, (113)
242.12; X'zl OF = 2.14. Solid lines = significant paths. Dasfret tine =
not significant paths.

BA 3.77 O.77 0.67(*) 0.86f) 1

BAW 4.09 0.80 0.38(*) 0.21(..) 0.40(*) 1

"Correlalion is signiflcant at the 0.01 level (2-iailed).

I
0.65C) 1

following levels of flt: NNFI= 0.97; CFI= 0.98; RMSEA=
0.050; SRMR= o.osoi x2 (113) 242.12., x2l DF = 2.14. rhe
structural model showed acceptable levels of fit in terms
of sample size and model complexity (Bagozi and Yi,
1988). Path analysis showed the direct and indirect
relationships among constructs across lhe two samples,
Taiwan (TW) and lndonesia (lNA).

Direct relationships (Direct effect)

We found that the direct relationships between constructs
are positive and significant, except that the direct
relationship of BA (BA) -> BL (BL), BAW (BAW) -> PO
(PQ) are not signlficant. Therefore hypotheses H2", H3b,

H1, H4 are supported, while hypothesis H33, H25 are flot
supported. Table 2 shows the results of the direct effect
between constructs.

lndirect relationships (Medlating effects)

We found that there is an indirect effect between BAW
and BL (indirect effect= 0.19, p<0.05) although it is not

mediated by PQ, as the path of PQ->BL is not slgnificant.
As such, it does not support hypothesis H5.

Although there is an indirect effect between BAW and
BL (indirect effect= 0.19, p<0.05), it is not mediated by
BAs, as the path of BA-> BL is not signjficant. Thus
hypothesis H6 is not supported.

A mediation effect was obtained in the relationship be-
tween BAW and PQ as there is an indirect effect between
BAW and PQ through BA. Thus hypothesis H7 is
confirmed (indirect effect= 0.37, p<0.05). ln Table 3, we
see the mediating effect of Perceive Quality and BA.

Distinction of customer based brand equity between
the teenage consumers in two emerging market.

To test H8 we refer to Brockman and Morgan's study
(2006). We used multi-group analysis within LISREL 8.8
to assess the moderating variable effect on structural
model (Joreskog and Sorbom, 2001). The iest is conduc-
ted with a two test approach. Table 4 displays the results.

Although not existing in all links, we found a significant
difference in the chi-square values among the groups.
The marketplace moderated the relationship between
BAs and PQ, PQ and BL, BA and BL. Table 5 shows the
comparison of structural model between the two
marketplaces.

We see that there is distinction between the two market
places in the link between PQ and BL, whereas Taiwan
does not have a significant path, while Indonesia has a
significant path. Thus hypothesis I is supported and
there is a distinction of customer based brand equity
between the teenage consumer in the two emerging
markets of lndonesia and Taiwan.

DISCUSSION

Analysis results of hypotheses showed that hypotheses
H1, H2", H3s, H4, H7 and Hs are Supported as expected,
although H2b, H3", H5, and H6 are not supported.

The distinction between lwo marketplaces is found in

the link between PQ and BL. lt could be described that
the PQ of teenage consumers in Taiwan js not crucial.
The level of PQ between global and local brands in the
Taiwan sample is not distinct due to the higher level of

\'' =- 
_y

Perccived
QLrality
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Table 2. Direct effect.

T-value Std.coefficient Hypothesis Resull
BAW>BL
BAW-> PQ

BAW.>BA
PQ-> BL
BA.>BL
BA.> P

0.19.
-0.16

0.40'-.
0.37-
o.2a

YI1

Y21
y 3'1

812
813
823

2.50
-2.97

6.12
2.04
1.42

8.34 0.92*'

Hza

H:"
Hr

Ha

Hzo

Hrr,

Supported
Not supported
Supported
Supported

Not supported
Supported

Note: lT l=1.96,'p<0.05 level; lTl=2.58, '"p< 0.01 level; and lTl=3.29, 'p< 0.001 level.

Table 3. lndireci effect.

lndirect effect Hypothesis (H7)

BAW->BA->PO

Path

Supported

lT l=1.96,'p<0.05 level; lT=2.58, "p< 0.01 leveli and lTl=3.29, -'tp< 0.001
level.

Table 4. Chi square difference test (moderating variable: marketplace).

0.37*-

BA.PQ

PQ _BL

BA .BL

3.99
9.2

Table 5. The comparison of structural model between two marketplaces.

Constrained factor loading Taiwan Std. estimate t-value lndonesia std. estimate t-value

BA. BL

PO.BL

1.05

-0.39
1.9'1

-1.03

-0.15

0.81

-0.54

2.43

4.9BA-PQ 1.03 4.28 0.83

development and market infrastructure in Taiwan as com-
pared to lndonesia. For lndonesian teenage consumers,
PQ is a crucial variable affecting BL, as PQ toward local
brands is lower than global brands. Although BA is most
crucial for the Taiwan sample, in lndonesia's case we
found that BAW was still the most crucial variable
affecting BL due to the lower level of development and
market infrastructure in lndonesia affecting consumer
availability of global branded products and servlces.
McDonald's is the biggest fast food company with
restaurants in the hospitality industry implemented for
local adaptation, including adapting its menu to the local
cultures where it is expanding. Thus, McDonald's also
implements the strategy of glocalization.

The distinctions between the Taiwanese and
lndonesian McDonald's are as follows. Taiwan's
McDonald's has been working to both localize its menu
and promote healthy, active lifestyles in recent years.

These efforts have included new menu choices, such as

rice burgers and salads. ln addition, Taiwan l\4cDonald's
has teamed up with the National Council on Physical
Fitness and Spo(s in order to promote a campaign aimed
at encouraging healthy eating and exercise. McDonald's
in Taiwan has also become an attractive and cool venue
for studying. Students can stay in the restaurant for hours
to study or do homework with classmates, and even to
have an academic course with a tutor afler school.

McDonald's outlets have also been popular in

lndonesia. ln addition, the mildly Western taste of a

burger and fries is an alternative to local fare. lndonesian
youth use l\ilcDonald's in the same way that Western
youth gravitate toward shopping malls (Turner, 2003).
McDonald's is simply a convenient, clean, and cool place
to be. The company has once more adapted to the local
taste by introducing sweet iced tea, spicy burgers, and

rice. As lndonesian consumers prefer hot spicy tasles,
there is chilli sauce as an essential part of lndonesian
cuisine in McDonald's lndonesia and the l\,4cRice meal
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with spicy meat. The economic crisis in early 1998 forced
McDonald's to experiment with a cheaper menu as the
price of burgers was high. McDonald's customers
remained with lhe company to consume l\,4cTime, and
PaNas. For many years, McDonald's in lndonesia has the
largest Muslim followers in the world with the halal sign
on its food and publicity. While the certificate from the
leaders of lslam pronounced that McDonald's might be
lacking in nutrilion and redeenring qualities, it specified
that at least the meat was bled properly, reassurlng its

Muslim customers that its products are halal, that is,

religiously clean or permissible. A post-sunset meal is

offered as a special during Ramadan, the month of
fasting for Musllm.

From the aspect of teenage consumers between two
marketplaces, the simultaneous processes of diffusion
and appropriation of both youth cultural styles and modes
of identity can be summed up in Robertson's (1992)
concept of glocalization. Glocalization implies that the
global always become localized, and the local becomes
globalized (Thompson and Arsel, 2004). The "teenage
culture" on a global scale shares a youthful lifestyle that
values growth and learning with an appreciation for future
trends, fashion and music (Hassan and Katsanis, 1991).
These arenas operate to both homogenize youth cultural
style expresslon at a structural level, and also enable
distinction at the micro-cultural level. Thus, we could also
describe this distinction between two groups of teenage
consumers- Taiwanese leenage consumers are mostly
Buddhists- Wattanasuwan and Elliott (1999) demonstrate
in their study that a locally based youth culture of teenage
Buddhists will find lt difficult to maintain a conceptlon of
identity and consumption that does not include an idea of
being an individual consumer. They hence tend to the
Western (late-modern) model of identity. However, some
Taiwanese (Chinese) people do not consume beef at all,

believing that it is improper to eat cattle that work on

farms, whose help to provide foods such as rice and

vegetables.
To understand the distinction with lndonesian teenage

consumers who are mostly Muslim, we refer to Maira
(2004) who introduces the notion of "youihscape,"

underslood as "a site for local youth practices" that is

embedded with local and global forces. ln her study of

South Asian I\.4uslim youth, this youihscape is
characterized by two types of identities: flexible and

dissenting citizenship. "Flexible cltizenship" refers to the
way local youth negotiate the global youth consumer cul-

tural forms with iheir own traditional backgrounds, while
"dissenting citizenship" articulates a position of criticism
against U.S. This marketplace is a space for articulating
and performing glocalized versions of youth culture,

always contextualized locally and always shaped by the
global ideoscape of youth and youth consumption prac-

tices. For example, teenage consumers in lndonesla love

to eat l\,4cDonald's product, although they are required to

eat halal food. Therefore, N/lcDonald's product in

lndonesia should be halal as well.

Conclusion

ln conclusion, this research provides insight into the
young leenage consumers brand equity and points to
furiher opportunities for invesligation in the conlext of
emerging markets. The second contribution of this re-
search is that the results established the four constructs
model of consumer-based brand equity with distinct con-
structs, consistent with the conceptualization of Aaker's
model (1991, 1996). This is similar to Cobb-Walgren et
al. (1995) and Pappu et al. (2005), and is contrasted with
the findings of Yoo and Donthu (2001, 200?) and
Washburn and Plank (2002) that also based on Aaker's
conceptualization although it observed only three brand

equity dimensions. Another contribution is that the
presenl research enriches the consumer-based brand

equity measurement by testing and found that there are
direct and indirect relationships among constructs of
brand equity, whereas previous studies showed and

identified associative relationship among construcls of
brand equity. By analyzing the moderating effect of the
marketplace we found that there is distinction in

customer-based brand equity between the teenage
consumers in two emerging markets.

The interpretation of the djstinct findings across the two
samples is that each group sample in each marketplace
has unique characteristics and distinct environments
regarding the level of development, market infrastructure
and culture, including religion. Another crucial finding is

that glocalization becomes a very important phenomenon

both from the practise of McDonald restaurants and

teenager consumers in both marketplaces. This could

also describe the distinction between teenage consumers
in the two marketplaces.

IMPLICATIONS

This finding supports and has implications conceptually
for lhe future research in the field of international
marketing and consumer behaviour. Managerially, the
managers could adopt the customer-based brand equity
in their marketplace and relate it to the necessary
maketing efforts. The Taiwan sample has implication for
managers to maintain or strengthen their efforts in

relalion 1o BA, such as lo promote their cleanliness,
cheerful atmosphere, good taste and price, and friendly

staffs, as the reason for Taiwanese teenage consumer
visiting the restaurants are because of the cleanliness
(25.2%\ and because of the climate or envlronment
(20.7%). fhe findings of lndonesian sample has sug-
gesled that managers have to maintain and strengthen

iheir efforts upon BAIV in order to reach consumer's
recognition, such that the name of the brand can be
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quickly recalled to their mind. This may be achieved by
more aggressive advertising and also promoting new
products. From the survey, we also found that 64% of
lndonesian teenager samples stated that advertising
influenced their visit to the restaurant, and 44% of them
were also influenced by the new products of l\,4cDonalds.
ln addition, they must also maintain and strengthen their
efforts upon PQ as the brand has a high quality, by
continuing to promote the high standard of service quality
and healthy products of l\.4cDonald's against its stigma as
junk food.

The crucial strategy of glocalization in l\,4cDonald's

restaurants must be continued as consumers in each
country also practice glocalization. The descriptive
statisiics of demographic characteristics and information
about individual habits of the consumers in this research
may also be considered, or be an example for managers
to retrieve information from their customers.

Limitation and future research suggestions

There are, however, several limitations to the study. This
research describes the causal relationships between
brand equity consirucls without relating them to their
antecedents such as marketing efforts. ln addition, we do

not relate them to lheir consequences such as the value
of the firm, whlch might be more useful for marketing
strategies.

Although this research has conducted universal
quesiionnaires, the use of varied samples affected the
outcomes. Consequently, the future research constructs
in the brand equity model should be developed lo
measure its operation and management across samples.

Also, this indicates lhat the scale items from marketing

should address the characteristics of each sample,

including the physical, environmental, and socio-cultural
features in diverse settings as cross-national and regional
research, which is necessary to formulate internatlonal
marketing strategies.

REFERENCES

Aaker DA (1991). lManaging Brand Equity New Yorkr The Free Press.

Aaker DA (1996). l\,4easuring Brand Equily across Products and

l\4arkets. Calil Manage. Rev.,38, 102-'120.

Alden DL, Steenkamp JBE[,4, Batra R (2006) Consumer Attitudes

toward Marketplace Globalizationl Structure, Antecedents And

Consequences. lnt. J. Res. Matk ,231227-239,
Appadurai A (1990). Disjuncture and difference in the Global Economy'

in: l\,4ike Featherstone (ed.), Global Culture: Nationalism,

Globalization, and Modernity Sage, London pp 295-310.

Alilgan E, Aksoy S, Akinci S (2005). Determinants of Brand Equlty'

N.4ark. lnlel. Plann., 23(3): 237 -248.
Baira R (1999). Marketing issues ln transitional economies Kluwer

Academic Publishers, Boston.
Bagozzi RP (1982). Represeniing and Testing Organizational Theories:

A Holistic Construal. Adm. Sci. Q.,27:459-4Bs
Belen DRA, Vazquez R, lglesias V (2001). The effect of BAs on

consumer response. J. Consum. Mark., 18(5): 410-425

Benller PM (1992). On The Fit of lvodels to Covariances and

l\,,lethodology to the Bulletin. Psychol. Bull., 112(3): 400-404.
Brockman BK, Morgan Rl\,4 (2006). The Moderating Effeci oi

organizational Cohesiveness in Knowledge Use and New Product
Development. J. Acad. Mark Sci., 34(3): 295-307.

Browne lM, Cudeck R (1989). Single Sample Cross-Validation lndices
for Covariance Structures. l\,4ultivar. Behav. Res.,24(4)t 445'455

Cobb-Walgren CJ, Ruble CA, Donthu N ('1995). Brand Equity, Brand
Preference, and Purchase lntent. J. Advert., 24(3)l 25-40.

Esch FR, Langner T, Schmitt BH, Geus P (2006). Are Brands Forever?
How Brand Knowledge and Relationships Affect Current And Future
Purchases. J. Prod. Brand [,4anage, 13(2):98-105.

Faircloth JB, Cappella LM, Alford BL (2001). The Effect of Brand
Attitude and Brand lmage on Brand Equity. J. Mark Theory Pract.,

9(3)r61-75.
Firat AF (1997). Globalization of Fragmentatjon: A Framework for Un-

derstandlng Contemporary Global Market. J. lnt. Mark., 5(2): 77-86.
Friedman J (1990). Being in the World: Globalization And Localization.

ln: Mike Featherstone (ed.) Global Culture: Nationalism'
Globalization, and Modernity, London: Sage. 311-28.

Giddens A (1991). The Modernity and Self ldentity: Self and Society in

the Late N.4odern Ager Stanford, CA: Stanford University Press.
Hair JF, Anderson RE, Iatham RL, Black WC (1998). Multivariate Data

Analysis. Prentice Hall lnternational: UK.

Hassan SS, Katsanis LP (1991). ldentification of Global Consumer Seg-

ments: A Behavioral Framework J. lnt, Consum. Mark , 3(2): 11-28.

Holt Douglas B (1997). Poststructuralist Lifestyle Analysis:

Conceptualizing the Social Patterning oi Consumption in Post-

lvode.nity. J. Consum. Res.,23: 326-350.
Hu L, Bentier PIV (199S). Cutoff Criteria for Fit lndexes in Covariance

Structure Analysis: Conventional Criteria versus New Alternatives.

Struct. Equat. Model., 6(1):'1-55
Keller KL (1993). Conceptualizing, l\,'leasuring, and Managing

Customer-Based Brand Equity. J Mark.,57: 1-22

Keller KL (2003). Strategic Brand Management. 2nd edition Upper

Saddle River, NJ: Prentice Hall.
Kim WG, Kim BH (2004). Measuring Customer Based Restaurant Erand

Equity: lnvestigating the Relationship between Brand Equity and

Firm s Performance. Co.nell Hotel Rest A., 45(2): 1'15-131.

Kim BH, Kim WG (2005). The Relationships between Brand Equity and

Firm's Performance in Luxury Hotels and Chaln Restauranis Tour'

N,,lanage., 26: 549-560.
Lassar fu, Banwari M, Arun S (1995). Measuring customer's Based

Brand Equity. J. Consum. Mark, 12: 11-19.

Lau GT, Lee 5H (1999). con.umer's Trust in Brand and the link io BL

J. Mark. Focused Manag., 12.

Maira S (2004). lmperial Feelings: Youth Culture, Citizenship, and

Globaliiation. ln: Suarez-Orozco I\.'lM, Qin-Hilliard DB (Ed ),

Globalization: Culture and Education in the New l\'4illennium,

University of Californla Press. pp. 20!34.
Matilla AS: Enz CA (2002). The Role of Emotions in Service

Encounters. J. Ser. Res..4l4)t 268-277
Pappu R, Quester P, Cooksey R (2005) Consumer-Based Brand

Equity: lmproving the l\,'leasurement: Empirical Evidence. J Prod

Brand l\,4anage., 14\3)t 142-154.
Pitta DA, Kaasanis LP (1995). Understanding Brand Equity for

Successful Brand Extension J. Consum. Mark., 12 (4): 51-64'

Park C, Srinivasan V (1994). A Survey-Based l\4ethod for Measuring

and Understanding Brand Equity and lts Extendibility. J. Mark Res,
31 \2): 27 1-288.

Ramos AF, Sanchez-Franco VMJ (2005). The lmpact of Marketing

Communications and Price Promotion on Brand Equity J Brand

Manage.,6t 431-444.
Robe(son R (1992). Globalization: Social Theory and Global Culture'

Saoe London.
Scnrrnacker RE lomax RG ('996). A Beqinner's Gu:de to StructLlral

Equation Modeling. Lav/rence Erlbaum Associales, l\'4ahwah, New

Jersey.
Srcenkamp JBEIM, BJrgess S (2002). Optmum StmLlat:oo Level and

Exploraiory Consumer Benaviour in an Emergent Consumer Market

lnt. J. Res. Mark., 19:'131-150.
Thompson CJ, Aisel Z (2004) The Starbucks Brandscape and

Consumers' (Anticorporate) Experiences of Glocalization' J Constr'



12938 Afr. J. Bus. Manage.

Res., 31: 631-642.
Turner BS (2003). McDonaldization: Linearity and Liquidity in Consumer

Cultures. Am. Behav. Sci., 47(2):137-,153
Washburn JH, Plank RE (2002). Ny'easuring Brand Equity: An Evatuation

of a Consumer Based Brand Equity Scale. J. ftrark. Theory pract.,
10(1): 46-62.

Wattanasuwan K, Richard E (1999). The Buddhist Self and Symbolic
Consumpton: The Consumption Expenence of the T;enaoe
Dhammakaya Buddhists in Thailand." ln: Eric J, Arnould L, Scott"l\,i
(Ed.) Advances in Consumer Research 26 provo. UT. Assoc.
Consumer Research. pp. 150-55

Waters M (1995). clobalization. Sage, London. p 3
Wilk R (1995)- Leaming to be Locat jn Betize: ctobal Systems of

Common Difference. ln Daniel l\ri er (Ed.) Worlds Apart: Modernitv
through the Prism ofthe Local. Routledge, London. pp. 110_33.

Yoo B, Donthu N (2001). Developing And Vajjdating Multidimensional
. . Consumer Based Brand Equity Scale. J. Bus. Res., S2(i ): 1-.14.
Yoo.B,_Donthu N, Lee S (2000). An Examination of Sete;ted Nrarketing

_ Mix Elements and Brand Equity. J. Acad. [,4ark. Sci., 28(2): i 95-2 j I .
Zhou-KZ. Su C, Bao Y (2002). A Paradox of price-Ouatity and Market

Efficjency: A Comparative Study of the US and China M;rkets. tnt. J.
Res. Mark.. 1g: 349-365.


