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Abstract
This study aims at examining the practicality of a customer-based brand equity model with a case of Heineken in
the Vietnamese beer market. Based on a sample of 322 consumers by using a structured questionnaire, structural
equation modeling (SEM) is applied to test hypotheses. The result reveals that perceived quality, brand
awareness, brand association and brand loyalty have positive and direct effects on overall brand equity. These
findings have implications for marketers.
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1. Introduction
In recent years, with a young population structure and increasing middle class as well as the beer drinking habits
of Vietnamese people, Vietnam has become a nation which has the highest beer consumption in Southeast Asia,
ranking third in Asia after Japan, China and being in the top 25 of the world (Phương, 2016). As reported by the
Association of Beer - Alcohol - Beverage Vietnam (VBA), Vietnam beer market has consumed about 3.4 billion
liters of beer in 2015 (increased by 10% and 41% compared to those in 2014 and 2010 respectively), and this
figure will be approximately 4.4 billion liters in 2016 (Nhung, 2016). However, according to many forecasts, the
Vietnamese beer market will be in saturation next years and will stabilize at around 5 billion liters per year
(Huong, 2016). Moreover, the competition between brands in Vietnam beer market is forecasted to be
increasingly fierce. At present, apart from domestic brands, almost the internationally renowned beer brands
have had increasingly strong penetration into Vietnam market such as Tiger Beer, Biere Larue, Heineken,
Sapporo, Budweiser, Carlsberg, etc. Among these brands, Heineken, with the reputation of product quality, the
massive covering of distribution system, the impression of communication messages and especially with the
renowned brand has always been loved and has occupied a critical position in Vietnamese consumers’ mind.
Therefore, a brand, especially how components of brand equity of Heineken in the Vietnam beer market, has
affected the buying of Vietnamese consumers, and then contributed to making Vietnam market the third largest
market of Heineken, only following Mexico and Nigeria. This is what the research sets out to study.
2. Literature Review
2.1 Brand Equity and Brand Equity Dimensions
Both practitioners and academics regard brand equity as an important concept of marketing (Buil et al., 2013a).
Although brand equity has been discussed from a variety of views by different researchers, it can be classified
into two main perspectives: financial and customer perspectives (Keller, 1993; Chaudhuri, 1995; Chang et al.,
2008). From the financial perspective, brand equity can be viewed as the financial asset value created for the
business by brands (Lassar et al., 1995; Chang & Liu, 2009); as the total value of the brand that is a separable
asset when it is sold or included in a balance sheet (Feldwick, 1996). This perspective aims at estimating the
value of the brand more precisely for accounting purposes or for merger, acquisitions or divestiture purposes
(Mohan & Sequeira, 2012). From a customer’s perspective (customer-based brand equity), brand equity is
defined as “as a set of brand assets and liabilities linked to a brand, its name and symbol that add to or subtract
from the value provided by a product or service to a firm and/or to that firm’s customers” (Aaker, 1991); “the
differential effect of brand knowledge on consumer response to the marketing of the brand” (Keller, 1993, p. 2);
“the difference in consumer choice between the focal branded product and an unbranded product given the same
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level of product features” (Yoo et al., 2000, p. 196). Customer’s perspective focuses on customer’s mindset.
Between two main perspectives as mentioned, most studies tackled brand equity form the customer view. If a
brand has no value for the customer, financial value would be zero because it does not really exist in the market
place (Mostafa, 2015). Therefore, this study focuses on the customer-based brand equity.
Regarding brand equity dimensions, there are numerous different models in the literature to explain the
formation of brand equity. Aaker (1991) explained brand equity measurement into four main dimensions: brand
awareness, brand associations, perceived quality, and brand loyalty. Keller (1993) focused on brand awareness
(recall and recognition) and brand image (a combination of favorability, strength, and uniqueness of brand
associations) as two main components. Lassar et al. (1995) separated it into five components, including
performance, social image, value, trustworthiness, and attachment. Berry (2000) grouped it into two classes:
brand awareness and brand meaning. Similarly, later other researchers also have presented their dimensions of
brand equity. However, these dimensions are quite similar and less or more inherited to one that was proposed by
Aaker (1991). Moreover, many empirical researches on the dimensions of brand equity (e.g. Yoo et al., 2000;
Pappu et al., 2005; Tong & Hawley, 2009; Jalilvand et al., 2011; Buil et al., 2013b; Ahmad & Sherwani, 2015)
are all derived or adapted from Aaker (1991) model where brand equity can be measured by four constructs as
mentioned. Aaker's model is one of the most cited and applied in several previous research papers (Tong &
Hawley, 2009). Therefore, dimensional model constructed by Aaker (1991) will be chosen in this study.
2.2 The Relationships between Brand Equity and Its Dimensions
2.2.1 Effect of Perceived Quality on Brand Equity
Perceived quality is defined as “customer’s perception of the overall quality or superiority of a product or service
with respect to its intended purpose relative to alternatives'' (Aaker, 1991, p. 85). Therefore, perceived quality is
a quality coming from a perception of consumer. It is not the actual quality of the product that is based on
product or manufacturing orientation (Garvin, 1983). According to Farquhar (1989), brand equity will depend on
perceived quality since it is necessary to develop a positive assessment of the brand in customers’ memories.
Hence, perceived quality is a key dimension of brand equity. Perceived quality brings value to a brand in several
ways: high perceived quality would influence consumer’s choice, could support a premium price, and might lead
to greater differentiation and superiority of the brand which can create a greater profit margin and lead to an
increase in brand equity (Yoo et al., 2000). The effect of perceived quality on brand equity was confirmed by
many results from previous studies (e.g. Yoo et al., 2000; Buil et al., 2013b; Saydan, 2013; Ahmad & Sherwani,
2015; Azadi et al., 2015). Hence, the following hypothesis of the relationship between perceived quality and
brand equity is proposed:
H1: Perceived quality has a significant positive direct effect on brand equity.
2.2.2 Effect of Brand Awareness on Brand Equity
Brand awareness is defined as “the ability of the potential buyer to recognize and recall that a brand is a member
of a certain product category” (Aaker, 1991, p. 61). It is considered to be an important construct of brand equity.
Brand awareness may take two forms: recall and recognition (Rossiter & Percy, 1997). Brands recall means
when consumers see a product category, they can recall a brand name correctly, while brand recognition implies
consumers have the ability to recognize a brand when they get some cues (Chi et al., 2009). Brand awareness is
believed to contain the meanings of the brand. It is the first step to creating brand equity, and brand equity occurs
when the consumer has a high level of awareness and familiarity with the brand (Jalilvand et al., 2011).
Moreover, brand awareness can be a sign of quality and commitment, and help customers consider the brand at
purchase situations (Aaker, 1991). Furthermore, a product with a high level of brand awareness can receive
higher consumer preferences (Chi et al., 2009). In addition, many empirical evidences from researches (e.g.
Taleghani & Almasi, 2011; Mohan & Sequeira, 2012; Ahmad & Sherwani, 2015; Mostafa, 2015) supported the
positive relationships between brand awareness and brand equity. Thus, the following hypothesis is formulated:
H2: Brand awareness has a significant positive direct effect on brand equity.
2.2.3 Effect of Brand Association on Brand Equity
Brand association is defined as “anything linked in memory to a brand” (Aaker, 1991, p. 109). A brand
association is the most accepted dimension of brand equity. Chen (2001) divided brand associations into two
types, including product associations and organizational associations. According to Keller (1998), brand
association can be generated through the association with attitudes, attributes, and benefits respectively. Brand
associations may create value for the firm and its customers by differencing and positioning the brand because it
can reflect product’s characteristics (Jalilvand et al., 2011), and can encourage potential customers who are
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looking for products that have the physical feature or emotional associations (Kurniawan & Diryana, 2015).
Therefore, brand equity can be strongly supported by the associations that consumer s make with a brand, which
contributes to a specific brand image (Yasin et al., 2012). In other words, high brand equity means that customers
have strong positive associations to the brand. Furthermore, results from various studies (e.g. Tong & Hawley,
2009; Mohan & Sequeira, 2012; Ahmad & Sherwani, 2015) pointed out that brand association affects overall
brand equity. Hence, the following hypothesis of the relationship between perceived quality and brand equity is
suggested:
H3: Brand association has a significant positive direct effect on brand equity.
2.2.4 Effect of Brand Loyalty on Brand Equity
Brand loyalty is defined as “the attachment that a customer has to a brand” (Aaker, 1991, p. 39). Brand loyalty is
considered as the most essential component of brand equity. Brand loyalty involves behavioral loyalty and
attitudinal loyalty (Chi et al., 2009). From a behavioral perspective, brand loyalty means the frequency of repeat
purchase or relative volume of same brand purchase (Tellis, 1988). From an attitudinal perspective, focus of this
study, brand loyalty focuses on the tendency to be loyal to a focal brand, which is demonstrated by the intention
to buy the brand as a primary choice (Yoo & Donthu, 2001). According to Aaker (1991), brand loyalty adds
value to a brand because it provides a set of habitual buyers for a long period. Moreover, brand loyalty has the
power that can affect customer decision to purchase the same product or brand and decline to shift to other
brands (Yoo et al., 2000). Loyal consumers show more favorable responses to a brand and are less likely to
switch to a competitor just because of price (Bowen & Shoemaker, 1998). Therefore, brand loyalty will strongly
add to increasing brand equity. Many results from various studies (e.g. Yoo et al., 2000; Tong & Hawley, 2009;
Yasin et al., 2012; Buil et al., 2013b; Saydan, 2013; Ahmad & Sherwani, 2015; Azadi et al., 2015) pointed out
that brand loyalty could affect overall brand equity. Thus, the following hypothesis is formulated:
H4: Brand loyalty has a significant positive direct effect on brand equity.
2.3 Conceptual Framework and Research Hypotheses
Based on relationships between brand equity components and overall brand equity, a conceptual framework and
hypotheses are illustrated in Figure 1.
Perceived Quality (PQ)

H1
Brand
H2

Brand Awareness (BAW)

H3
Brand Association (BAS)

Equity
(BE)

H4
Brand Loyalty (BL)
Figure 1. Conceptual framework
3. Methodology
3.1 Sample Selection and Data Collection
The empirical data in this research consists of questionnaire responses from consumers who have consumed
Heineken beer in Vietnam. The survey was carried from August 2016 to October 2016. The questionnaire was
firstly written in English and then translated into Vietnamese. Of the 327 received questionnaires, 322 valid
questionnaires were completed, and the data from these 322 were analyzed. As such, 31.4 % of respondents are
younger than 25 years old; 46.3 % are 25 to 45 years old and 22.3% are older than 45 years old. Males and
females represent 70.8% and 29.2% of respondents respectively. Regarding income per year, it was found that
24.5% are below $2,200; 42.5% are $2,200 to $8,100 and 32.9% are higher than $8,100. Among the 322
respondents, 57.1 % live in the South (from Danang City) and the remainders live in the North (from Hue City).
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3.2 Measurement Model
The measures for several constructs in the framework were derived from previous studies. All items were
assessed on a five-point Likert scale where 1 stands for “strongly disagree” and 5 for “strongly agree”.
This research used three-item, three-item, four-item and three-item scales adapted from Tong & Hawley (2009)
measured perceived quality, brand awareness, brand association and brand equity respectively. Similarly, three
items were designed to measure brand loyalty were adapted from Yoo et al. (2000).
Data analysis follows three steps. Firstly, Cronbach’s alpha analysis to measure reliability coefficient for the
items of each construct. Secondly, exploratory factor analysis (EFA) to determine the appropriate number of
factors will be utilized in the analysis. Thirdly, confirmatory factor analysis (CFA) tests the adequacy of the
measurement models. Finally, structural equation modeling (SEM) is applied to test hypotheses about theoretical
relationships between latent constructs.
4. Research Analysis and Result
4.1 Cronbach's Alpha Analysis
The study used Cronbach’s Alpha to measure the internal reliability of constructs. The results show that
Cronbach’s Alpha of perceived quality was 0.792, brand awareness was 0.749, brand association was 0.814,
brand loyalty was 0.893, and band equity was 0.868. Moreover, the item-to-total correlations were all higher the
threshold of 0.30 for each component. As the alpha values for all constructs were higher than 0.7 (Nunnally &
Burnstein, 1994), it means that all scales were considered reliable.
4.2 Exploratory Factor Analysis
The proposed model consists of four dimensions of brand equity (brand awareness, perceived quality, brand
association, brand loyalty) and overall brand equity, which are measured by 16 items. The study used a principal
component analysis with varimax rotation to extract main factors. The value of Kaiser-Meyer-Olkin statistics
was 0.866, which higher than the acceptable limit of 0.5 and Bartlett’s test was significant, indicating the sample
size is big enough to conduct factor analysis. The result showed that five factors were produced with Eigen-value
is 1.048 (> 1) contributing 73.839% to item variance. Moreover, all the indicators of each factor were significant
with factor loadings higher than 0.5 (Table 1).
Table 1. Convergent validity of the measurement model
Component
1
PQ1
PQ2
PQ3
BAW1
BAW2
BAW3
BAS1
BAS2
BAS3
BAS4
BL1
BL2
BL3
BE1
BE2
BE3
Eigen value
Total variance explained

2

3

4

5
0.856
0.854
0.635

0.746
0.829
0.806
0.785
0.701
0.798
0.738
0.848
0.852
0.879

5.891
36.820

0.805
.
0.775
0.824
1.892 1.505 1.477 1.048
48.647 58.055 67.289 73.839
180

α

CR

AVE

0.792

0.797

0.567

0.749

0.751

0.501

0.814

0.815

0.525

0.893

0.894

0.737

0.868

0.868

0,688
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4.3 Confirrmatory Factorr Analysis
Assessmennt of the measurement modeel was conductted using conffirmatory factoor analysis. Ass a result, all factor
f
loadings arre above 0.5 and
a are statisticcally significannt. All the com
mposite reliabillity (CR) coeffficients varied from
0.751 to 0.894 and weree above the thrreshold 0.70 crriteria (Hair ett al., 2009), inddicating suppoort for the consstruct
reliability. Similarly, all the average vaariance extractted (AVE) varyy from 0.501 too 0.737 and were greater tha
an the
criteria of 0.50 (Fornell & Larcker, 19981), satisfyingg adequate connvergent validdity. Moreoverr, the result sho
owed
that the avverage variance extracted ffor any two cconstructs wass always greaater than the ssquared correlation
estimate aand all correlattions between factors each oother are signiificant, supporrting the discrriminant validiity of
the scales (Fornell & Larrcker, 1981) (T
Table 2).
Table 2. D
Discriminant vaalidity of the m
measurement m
model
AVE
E/R2

PQ

BAW
W

BAS

BL

BE
E

PQ
Q
BAW
AW
BA
AS
BL
L
BE
E

0.567
0.057
0.204
0.192
0.362

0.501
0.102
0.058
0.148

00.525
00.243
00.355

0.737
0.325

0,68
88

4.4 The Strructural Modeel
The result from evaluation of the strucctural model iss shown in Figgure 2. All of thhe fit measurees indicated tha
at the
structural m
model was accceptable (modeel fit criteria suuggested by H
Hu & Bentler, 11999): (χ2)/df = 2.229 (p < 0.00);
0
GFI = 0.9114; AGFI = 0.8876; CFI = 0.9952; RMR = 0..057, and RMS
SEA= 0.062.

Figurre 2. The SEM
M finalized moddel and results
With resppect to the efffect of brandd equity dimeensions on ovverall brand eequity, the ressults supported all
hypotheses. In other woords, H1, H2, H3 and H4 reespectively weere accepted, w
which indicateed the positive
e and
significantt roles of perceeived quality ((SEs = 0.331, p = 0.000), braand awarenesss (SEs = 0.1599, p = 0.006), brand
b
associationn (SEs = 0.2700, p = 0.000) annd brand loyallty (SEs = 0.2554, p = 0.000) in affecting ovverall brand eq
quity.
Table 2. R
Results of hypotheses testing
Relationnships

Hyypotheses

Standardizedd Estimate (SE
Es)

t-vallue

p-vallue

Resu
ults

BE ← PQ

H1

00.331

5.0779

0.0000

Suppo
orted

BE ← B
BAW

H2

00.159

2.7772

0.0006

Suppo
orted

BE ← BAS
BE ← BL

H3
H4

00.270
00.254

3.9668
4.1773

0.0000
0.0000

orted
Suppo
Suppo
orted
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5. Conclusion and Implications
Since its debut in the 1980’s, brand equity has received significant research attention in recent years. Although
there are many empirical researches regard the effect of brand equity components on overall brand equity in
various contexts, existing research on Heineken in Vietnam is still rare. Vietnamese beer market has been the
largest in Southeast Asia, ranking third in Asia and being in the top 25. Among famous beer brands, Heineken is
one of the most preferred brands by Vietnamese consumers. Therefore, measuring brand equity of Heineken in
the Vietnamese beer market is necessary. Based on theories and empirical results, we propose a researching
model and then test hypothesis with 322 consumers. As the results, the model yielded a good overall fit. In terms
of hypothesis, the results showed that all hypotheses were supported. The findings of this research suggest some
implications.
5.1 Managerial Implications
The findings support H1. Perceived quality (0.331) has positive effects on overall brand equity, which is similar
with the previous results (e.g. Yoo et al., 2000; Buil et al., 2013b; Saydan, 2013; Ahmad & Sherwani, 2015;
Azadiet al., 2015). The result implicates that in the Vietnamese beer market as the competition between brands
are fierce and will be saturated next years, the key factor for Heineken to gain a competitive advantage and
develop its brand is to maintain and improve actual quality, which drive perceived quality from consumers.
Similarly, H2 showed that brand awareness (0.159) has a positive influence on brand equity. This result is
consistent with previous studies by Taleghani & Almasi (2011); Mohan & Sequeira, (2012); Ahmad & Sherwani
(2015); Mostafa (2015). The finding points out that Heineken should continue to strengthen brand awareness
because the more familiar and more easily identifiable by consumers, the more likely Heineken will be engraved
in the consumer's perception. Moreover, the result supports hypothesis H3, which indicated that brand
associations (0.270) positively relate to brand equity. This outcome is congruous with conclusion from previous
studies (e.g. Tong & Hawley, 2009; Mohan & Sequeira, 2012; Ahmad & Sherwani, 2015). This result implicates
that Heineken should maintain unique, creative, distinctive, and impressive brand images because a strong
association can create a favorable feeling and behavior toward the brand. Finally, hypothesis H4 posited that
brand loyalty (0.254) enhances overall brand equity. This finding is consistent with various studies (e.g. Yoo et
al., 2000; Tong & Hawley, 2009; Yasin et al., 2012; Buil et al., 2013b; Saydan, 2013; Ahmad & Sherwani, 2015;
Azadi et al., 2015). This result reconfirms Heineken should reinforce customer loyalty because it plays an
important role to overall brand equity in the beer market. In summary, the results implicate that marketers should
pay attentions to perceived quality, brand awareness, brand association, and brand loyalty, which would enhance
overall brand equity. In order to improve components of brand equity as mentioned, Heineken can apply the
marketing mix elements such as sales promotions, advertising and distribution intensity etc.
5.2 Limitations and Future Research
A number of limitations must be considered. Firstly, the proposed model was tested with the sample size of only
322 consumers. Thus, the results may not be generalizable for Heineken in Vietnamese beer market. Therefore,
future research should require a large sample size to reach reliable results. Secondly, this research considers
components of brand equity which are the primary drivers of brand equity. Future research should identify the
antecedents of brand equity components and it would be interesting to determine which marketing activities (e.g.
advertising, sales promotions, distribution intensity) would help increase dimensions of brand equity and overall
brand equity.
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