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CHAPTER 1

Introduction

1.1 Significances of the study

Brand image is a concept that has commanded significant attention from both
marketing practitioners and researchers. It serves as the bedrock upon which strategic
marketing decisions are built, guiding choices related to market segmentation and
product positioning. This is because a well-crafted brand image empowers a company
to differentiate its products or services from those of competitors, as observed by Lee
et al. (2014). Furthermore, the work of Wijaya (2013) underscores that brand image
extends beyond mere differentiation; it embodies a brand's reputation and credibility
in the eyes of its customers. In other words, customers tend to trust or consume a
brand that has a strong brand image Consequently, it wields considerable influence
over their decision-making processes and consumption behaviors. Thus, it comes as
no surprise that the majority of marketers are ardently dedicated to establishing a

positive, distinctive, and consistent brand image for their organizations.

Within the realm of marketing, numerous researchers contend that brand
image occupies a pivotal role in the broader construct of brand equity (Aaker, 2012;
Keller, 1993). The assertion made by Deewong (2019) that brand equity has become
one of the most prominent and widely discussed topics in recent years in marketing
underscores its significance. Keller's (1993) definition of customer-based brand
equity, encapsulating the differential effect of brand knowledge on consumer
responses to brand marketing efforts, forms the cornerstone of this discussion.
Customer-based brand equity, as described by Keller, delves into consumers' feelings,
thoughts, and actions towards a brand, underpinning the brand's value, market share,
and profitability. Notably, in the pursuit of understanding and harnessing brand equity,

brand image emerges as a crucial component (Lee et al., 2014).

The conceptual landscape of brand image is rich and diverse, characterized by



various interpretations and ongoing debates. Amid these diverse perspectives, Keller's
definition of brand image stands out as the most widely embraced and applied in
contemporary marketing discourse (Plumeyers et al., 2017). Keller (1993) aptly
delineates brand image as comprising consumers' perceptions of a brand, which
encapsulate the brand's meaning and are stored in memory as a network of
associations. These brand associations can manifest in the form of attributes, benefits,
or attitudes. Building upon Keller's seminal work, Lee et al. (2014) further refine the
definition of brand image, conceiving it as the composite of a customer's perceptions
of a brand, a result of the synthetic interplay between cognitive, affective, and

evaluative processes within a customer's mind.

Customer loyalty has long been a subject of keen interest among researchers
and a cornerstone of marketing strategies employed by businesses worldwide. It is a
concept that transcends industries and has been the focus of numerous studies and
investigations. In the contemporary business landscape, cultivating and sustaining
customer loyalty has become a paramount objective for organizations seeking to

thrive and excel in a competitive market (Kumar & Shah, 2004).

Furthermore, retaining and maintaining loyal customers is profitable because it
provides a competitive advantage for a brand. Loyal customers can create significant
profit for a brand through repeat purchases, premium payments, and introducing new
customers through word-of-mouth. Moreover, attracting a new customer might cost
five times or more compared to maintaining an existing loyal customer (Zineldin,

2006).

The importance of customer loyalty is highlighted by recent trends in the
market. A report from Fortune Business Insights shows that the global loyalty
management market saw significant growth, reaching a value of $5.29 billion in 2022.
Furthermore, the market is expected to continue growing, with an estimated value of
$6.47 billion in 2023 and a remarkable forecasted growth of $28.65 billion by 2030.
These numbers not only stress the importance of loyalty management but also indicate
a growing interest in strategies and technologies aimed at encouraging customer

loyalty in a changing and customer-focused business environment.



Customer loyalty is a multifaceted concept, and it lacks a single, universally
accepted definition, as noted by Ogba and Tan (2009) and Jumaev et al. (2012).
However, within the realm of extensive discussions, a widely accepted and influential
definition of customer loyalty comes from Oliver. In his seminal work, Oliver defines
customer loyalty as an enduring and unwavering commitment to consistently
repurchase or re-engage with a favored product or service in the future, even in the
face of situational influences and marketing efforts that may otherwise entice the

customer to switch to alternative brands (1997, p. 392).

Andreani et al. (2012) demonstrated that a robust brand image can foster
customer loyalty, highlighting the relationship between these two vital concepts. This
research underscores the significance of understanding how a brand's image
influences the loyalty of its customers. In a competitive market landscape, where the
value of customer loyalty is increasingly recognized, comprehending and leveraging
the dynamic interplay between brand image and loyalty becomes a crucial aspect of
strategic marketing and brand management. This study aims to delve deeper into this
relationship, shedding light on the mechanisms through which a brand's image
impacts customer loyalty and, in turn, contributes to a brand's long-term success and

profitability.

1.2 Haidilao

In the context of the exploration of brand image and customer loyalty,
Haidilao International Holding Ltd. serves as an instructive case study. As a leading
global mid to high-end hot pot brand, Haidilao has not only demonstrated a strong
commitment to its customers, as observed by Shu (2023) but has also excelled in
cultivating a positive brand image. Their overarching vision is to ensure that
customers experience enjoyment when dining at Haidilao. To achieve this goal,
Haidilao offers additional services to their patrons, such as traditional face-change

performances and complimentary manicures.



Established in China in 1994, the Haidilao brand has experienced significant
growth over two decades. As of 2020, Haidilao had expanded its presence to include
1349 chain restaurants in China and 115 outlets in other 12 countries (Haidilao, 2023).
According to Haidilao's report (2023), their annual revenue for 2022 amounted to
34.6 billion Chinese Yuan. Currently, Haidilao is actively pursuing opportunities to

expand its business internationally.

One noteworthy achievement in Haidilao's international expansion efforts is
its successful entry into the Thai market. In 2019, Haidilao made its debut in
Thailand's culinary scene and quickly rose to a prominent position within the Chinese
hotpot industry in Thailand. Presently, Haidilao operates seven stores across Thailand,

a testament to its adaptability and success in diverse international markets.

Haidilao's core business revolves around operating restaurants that
specialize in hot pot cuisine, characterized by the simmering broth placed at the center
of diners' tables, where they cook their chosen ingredients by dipping them into the
hot liquid (as depicted in Figure 1.1). Nevertheless, it's important to acknowledge that
the hot pot industry is fiercely competitive. To not only survive but thrive, Haidilao
has recognized the paramount significance of its customers. Hence, they have

embraced a customer-centric approach to development and innovation.

In the present day, Haidilao goes beyond merely providing food; they also
prioritize enhancing the overall customer experience and addressing customer needs
promptly (Shu, 2023). This strategic shift has yielded remarkable results, catapulting

the brand to maintain an esteemed reputation in the Chinese market.



Figure 1.1 Haidilao’s products

Source: Haidilao (2023). Hot pot dining, Retrieved 1 October 2023, from

https://www.superhiinternational.com/about/culture

1.3 Objectives of the study

1) To explore the perception of brand image and customer loyalty toward
Haidilao Thailand
2) To investigate the relationship between brand image and customer loyalty

toward Haidilao Thailand

1.4 Research questions

1) What are the perceptions of brand image and customer loyalty toward
Haidilao Thailand respectively?
2) Is there a relationship between brand image and customer loyalty toward

Haidilao Thailand?


https://www.superhiinternational.com/about/culture

1.5 Scope of this study

This study employs a quantitative research approach, utilizing surveys with
questionnaires technique to investigate the concept of brand image and customer
loyalty and their relationship. A purposive sampling method is employed, specifically
targeting the Thai market and individuals residing in Bangkok, aged between 20 and
50 years old. The selected participants must have consumed Haidilao products within
the past three months. Questionnaires are distributed at commercial locations where
Haidilao stores are situated in Bangkok, to reach potential high-value customers of

Haidilao.

1.6 Operational definitions

Brand image is how consumers perceive a brand due to its corporate
communication efforts, which leads them to freely associate their thoughts with the

brand. In this study, brand image has three dimensions (Park et al., 1986).

1) Functional image refers to consumers’ perception of whether the brand
can satisfy their needs.

2) Symbolic image encompasses consumer perception of whether the brand
can meet their inner desire, such as self-value, social status, etc.

3) Experiential image is the consumers’ perception of whether the brand can

bring pleasure according to their experience.

Customer loyalty is defined as the unwavering commitment to repeatedly
choose a favored product or service, even when tempted by alternative brands or
marketing efforts. (Oliver, 1997, P.392). It is constructed with four dimensions as

follows.

1) Cognitive loyalty is defined as customers being loyal when they realize
the attitudes of a particular brand are better than alternative brands.

inferiority/superiority of the organization and its service.



2) Affective loyalty which is related to consumers’ pleasure fulfillment or
favorable attitude toward a brand.

3) Conative loyalty is the intention or commitment of a customer to behave
toward a goal in a particular manner.

4) Action loyalty indicates customers’ commitment to purchase a brand

repeatedly.

1.7 Expect benefits from the study

This research may be beneficial in some ways both in academic terms and in

practical terms.

Firstly, the outcomes of this study can enhance the understanding of the
concepts of brand image and customer loyalty. Furthermore, the connection between

the two variables also can be shown in this research.

In practical terms, this study has the protentional to provide valuable insights
about branding and customer relationships to marketing professionals in the restaurant
industry. Further, this study can support marketing participants in gaining a deeper
understanding of the perspectives and attitudes of customers in the current market.
Additionally, the findings can be used as assessing tools to evaluate the performance

of a brand in the field of marketing communication. Ultimately, marketers can

reference this study to develop their brands and formulate their strategic marketing

decisions.

In conclusion, cultivating a strong brand image has emerged as a critical
strategy for businesses to thrive base in the competitive landscape of contemporary
business. The significance of brand image extends beyond mere differentiation; it
profoundly influences consumers' perceptions, choices, and behaviors. This study
delves into the pivotal role that brand image plays in the brand of Haidilao Thailand, a

renowned hotpot restaurant chain. Specifically, this study investigates how the brand



image of Haidilao Thailand impacts customer loyalty, a key factor in the sustained
success of any business. The outcomes can contribute to both academic and business

operations.



CHAPTER 2

Literature Review

2.1 Brand communication:

A brand encompasses various elements such as a name, term, sign, symbol,
design, or a combination thereof, all to distinguish the products or services offered by
a particular seller or a group of sellers from those of their competitors (American
Marketing Association, 2007). In simpler terms, a brand serves as a tool to set one
business apart from its rivals. Furthermore, Kapferer (1998) argues that companies
can enhance the value of their products or services by building a strong brand. From a
consumer perspective, a brand serves as a simple and memorable expression, making
it easier for people to recall. Customers often gravitate toward familiar or preferred

brands to mitigate perceived risks (Maruya & Mishra, 2012).

Communication is the essential human activity that connects people and
fosters relationships. Effective communication enables an organization to convey
meaningful messages to its audience and establish brand relationships (Sahin et al.,
2012). Brand communication plays a central role in managing brand relationships
with a wide range of stakeholders, including customers, employees, suppliers, channel
members, media, government regulators, and communities (Zehir et al., 2011). Aaker
(2010) defines brand communication as all the efforts a company undertakes to bridge
the gap between consumers' perceptions and its brand. Therefore, the primary
objective of brand communication is to enhance the relationship between companies

and customers, ultimately fostering customer loyalty.

From a communication perspective, Wijaya (2013) has developed a hierarchy
of branding, as illustrated in Figure 2.1, to elucidate the process of brand building. In

this model, six key concepts constitute a progressive process.
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Figure 2.1 Hierarchy of branding

Brnd Brand Brad Brund Brund Bramel
Awarencss Enomwledge Image Experience Lovalty Spmnmality

Mind-share Market-share  Heart-share  Social-share

Source: Wijaya, B. S. (2013). Dimensions of Brand Image: A Conceptual Review

from the Perspective of Brand Communication. European Journal of Business
and Management, 5(31), 55-65.

Wijaya (2013) underscores that the communication between a brand and its
customers begins with awareness. In essence, when customers become aware of a
brand, the brand initiates a relationship with them. During this stage, customers have
limited knowledge about the brand. As their awareness increases, customers come to
know and understand the attributes of the brand or product. This stage is referred to as
brand knowledge. Subsequently, individuals form perceptions or associations that
shape an image of the brand or products, known as brand image. As relationships
develop, individuals may directly interact with the brand or try its products, leading to
brand experiences. Positive experiences can result in a favorable brand image. The
combination of a positive brand image and satisfying experiences tends to cultivate
customer loyalty (referred to as brand loyalty). With deepening relationships, the
brand becomes an integral part of customers' lives, fostering a strong sense of
attachment. Consequently, the brand can evoke profound emotional connections,

representing the final stage in brand development.

Wijaya (2013) highlighted the critical role of brand communication in building
and managing brand relationships, with a focus on the hierarchy of branding. It
outlines the progressive stages in brand development, starting with awareness and
culminating in a deep emotional connection with the brand. It bridges the gap between
consumer perceptions and a company's brand identity, ultimately fostering customer

loyalty and trust.
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However, a striking trend in customer behavior is that they increasingly want
to be associated with a brand image through their experience (Janonis & Virvilaite,
2007). This means that customers are no longer passive recipients of a predefined
brand image, but actively shape the brand image through their experiences (Park et
al., 1986; Janonis & Virvilaité, 2007). In other words, brand image seems to overlap
with the concept of brand experience. Therefore, experience is explored within the

concept of brand image in this study.

2.2 Brand image

Brand image is a popular topic in the marketing literature (DAM & DAM,
2021). Back in the 1950s, Gardner and Levy (1955) introduced the concept of how
consumers see, feel, and think about a brand. This idea has its roots in psychology and

has become crucial in understanding consumer behavior.

In the 1990s, researchers delved deeper into brand image. Drucker (1974,
p57), often considered the "father of management," highlighted that marketing's main
goals are creating a desired brand and making sales superfluous. In essence,
marketing is all about branding (Lee et al., 2014). This led to increased interest in
brand equity (Aaker, 1991; Biel, 1993; Keller, 1993), with brand image being
recognized as a key element in building brand equity (Keller, 1993).

2.2.1 Definition of brand image

The definitions of brand image vary depending on the research focus (Malik et
al., 2012). Generally, two types of schools of definition exist. One school of thought
refers to the concept of perceptions and associations, whereas several others take it as
a total impression in the minds of the consumers as opposed to the holistic assessment
made based on the collection of functional, experiential, and symbolic benefits (Das et

al., 2016).
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Aaker (1996) defines brand image as how a brand is perceived by consumers
and others. Furthermore, Aaker and Mcloughlin (2010) introduce brand identity to
elaborate the brand image. They point out that brand identity, which is a brand
associate a company wants to create and maintain, is an aspirational external brand
image (p186). However, his definition may lead researchers confused because of his
use of different terminology to explain the concept of brand image and identity (Lee

et al., 2014).

Keller (1993) initially conceptualized the brand image as perceptions about a
brand as reflected by the brand associations held in consumer memory. He explained
brand association is the other informational nodes linked to the brand node in memory
and contains the meaning of the brand for consumers. Keller (2001) provided more
interpretations of brand image in his consumer-based brand equity model (CBBE) as
illustrated in Figure 2.2. In his model, Keller (2001) used brand meaning, which is the
characteristics of a brand in the consumer mind, and brand responses, what customers
think and feel about a brand, to define the brand image. Thus, Keller (2001) described
the brand image as the combination of brand imagery, brand performance, consumer

judgment, and consumer feeling.

Figure 3 Consumer-based brand equity

Consumer
Brand
Resonance

Consumer Consumer
Judgments Feelings

Brand Performance Brand Imagery

Brand Salience

Source: Keller, K.L. (2001). Building customer-based brand equity: a blueprint for

creating strong brands.
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Lee et al. (2014) pointed out the limitations of Keller’s definition. They argued
the four elements in the CBBE model are not independent, and the model is not clear
enough to define a concept. Instead, they claimed the concept of brand image is the
sum of a customer’s perceptions about a brand generated by the synthetic interaction

of the cognitive, affective, and evaluative processes in a customer’s mind.

Lastly, Park et al. (1986) asserted that brand image is not only about the
perception of a brand affected by a company’s communication activities, instead, this
concept was described as the consumers' understanding of all the activities a company
does about a brand. To summarize their definition, brand image is how consumers
perceive a brand due to its corporate communication efforts, which leads them to

freely associate their thoughts with the brand.

In light of this comprehensive perspective, the definition of brand image adopted
in this study aligns with the insights offered by Park and his colleagues (1986). This
definition underscores the multifaceted nature of brand image formation, considering
the cumulative effect of all activities associated with a brand. It recognizes the
intricate interplay of cognitive, affective, and evaluative processes in shaping brand
perceptions. This definition has been chosen for its holistic view, which enriches the
understanding of brand image in the context of diverse consumer experiences and

company activities.

2.2.2 Dimension of brand image

Several aspects of the brand image have been proposed by researchers, and
while there isn't a consensus on its dimensions, most researchers agree that it's a

multi-faceted concept (Park et al., 1986; Malik et al., 2014; Das et al., 2016).

Looking at brand association, Keller (1993) identified three key dimensions of
brand image: attributes, benefits, and attitudes. Attributes are the product or service
features that consumers perceive, including what they think the product/service

possesses or involves in terms of purchase or consumption. Benefits refer to the
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personal value consumers attach to these attributes, i.e., what they believe the product
or service can do for them. Attitudes represent consumers' overall evaluations of a

brand.

Salinas and Perez (2009) suggested that reputation could be one dimension of
brand image. Thus, they posited that brand image comprises a functional image, an
affective image, and a reputation. Salinas and Perez (2009) quoted the definition of
reputation from Weiss et al. (1999), which refers to the impression of public esteem or
high regard as judged by others. Weiss et al. (1999) believed that an organization is
held in public esteem when it is perceived as both visible and credible. Regarding the
functional image and affective image, Vercueil (2018) provided clear explanations
under this model. The functional image pertains to how consumers perceive the
practical and product-related aspects of a product, including its quality and how it's
used. On the other hand, the affective image encompasses the range of emotions, both

positive and negative, that consumers feel when they encounter a brand's image.

Additionally, Aaker and McLoughlin (2010) introduced 16 items to measure
brand association, which is considered a dimension of brand image (Malik et al.,
2012). These dimensions encompass attributes/benefits, design, systems solutions,
social programs, customer relationships, niche specialists, quality, value, product
category, breadth of product line, emotional and self-expressive benefits, the

experience, being global, being contemporary, and brand personality.

Park et al. (1986) proposed a brand image model based on consumers' needs
or benefits. In their model, the brand image consists of functional needs (related to
problem-solving products), symbolic needs (fulfilling self-enhancement, role position,
group membership, or ego-identification), and experiential needs (products or services
that offer sensory pleasure, variety, and cognitive stimulation). Researchers (Wu &
Wang, 2014; Chen, 2021) developed their model and elaborated on each dimension of

brand image as follows:

1) Functional image refers to consumers’ perception of whether the brand

can satisfy their needs.
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2) Symbolic image encompasses consumer perception of whether the brand
can meet their inner desire, such as self-value, social status, etc.
3) Experiential image is the consumers’ perception of whether the brand can

bring pleasure according to their experience.

In summary, the researchers mentioned previously have introduced the
functional dimensions of brands, including attributes, functional image, benefits, and
the psychological aspects of brands, such as attitude, symbolic image, affective image,
and emotions in their models. Additionally, Janonis and Virvilaité¢ (2007) observed
that consumers have started searching for distinct and exceptional experiences
associated with brand image. Thus, this study applied the model from Park et al.
(1986). The dimensions of brand image are functional image, symbolic image, and

Experiential image.

2.2.3 Measurement of brand image

Experts employ a range of methods to assess the concept of brand image,
reflecting the absence of a standardized approach. Biel (1993) posited that brand
image comprises two categories of attributes: "soft" and "hard." The "hard" attributes
pertain to tangible, functional aspects of a brand, while the "soft" attributes concern
intangible, emotional elements. Biel (1993) regarded this concept as the fusion of a
brand's intrinsic and extrinsic attributes. Intrinsic attributes are associated with the
physical functions of a product or brand, while extrinsic attributes relate to a product
but are not inherent to it (Espejel et al., 2007). Beil's perspective has gained wide
acceptance among branding researchers (Kaplan, 2007). However, Reynolds and
Gutman (1984) proposed that brand image could be restricted to the perception of
extrinsic attributes, specifically the attitude toward a brand. Consequently, numerous
methods for measuring this concept exist (Reynolds & Gutman, 1984; Kaplan, 2007;
Plumeyer et al., 2017).

Experts employ both qualitative and quantitative approaches to assess brand



16

image (Reynolds & Gutman, 1984). Notably, quantitative methods predominate
(Kaplan, 2007). Qualitative techniques such as focus groups and in-depth interviews
are commonly used to gain insights into brand image, as noted by Plumeyer et al.
(2017). For instance, Bian and Moutinho (2011) employed focus groups to explore
consumers' opinions and perceptions of the brand image of counterfeit goods. They
use four groups to explore the brand image of counterfeit Rolex brands. Participants
were shown counterfeit Rolex watches and asked to comment on associated features.
Subsequently, participants rated the relevance of a preliminary list of brand image
attributes derived from various sources, including previous studies, product
packaging, Rolex watch advertisements, and Aaker's (1997) personality scale. As a
result, the analysis yielded 28 brand image items (e.g., "it's expensive") for further

research on counterfeit Rolex watches.

Similarly, Kaplanidou and Vogt (2006) conducted a study using two focus
groups to study how people perceive the brand image in sports tourism events. They
carefully examined the discussions between researchers and passionate cyclists. From
these conversations, Kaplanidou and Vogt (2006) identified six main themes related to
the brand image of sports tourism. These themes included topics such as the
environment and emotions. Their research helped address a gap in our understanding
of how the brand image works in the sports tourism industry, offering valuable

insights for future studies in this field.

In-depth interviews have also been employed to explore brand image, as
demonstrated by Thompson et al. (2006). They collected data from 34 coffee patrons
at six different coffee shops to gain insights into Starbucks' brand image. The
interviewees used the laddering technique to elicit their experiences and opinions
regarding their preferred coffee shop and their perceptions of Starbucks. Before the
interviews, Thompson et al. (2006) prepared topics to ensure focused discussions on
coffee shops. The researchers identified two main themes related to Starbucks' brand
image, with individuals often describing Starbucks as a profit-driven entity, reflecting
a form of market populism. Moreover, they observed that some individuals perceived

nothing exceptional about Starbucks' products, brands, or services.
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When researchers employ quantitative methods to investigate brand image, the
Likert scale technique is a common choice (Plumeyer et al., 2017). However, due to
the lack of a consistent definition, researchers tend to employ distinct questionnaires

for their brand image studies.

A classic example of a Likert scale approach is presented by Salinas and Pérez
(2009), who posited that brand image consists of functional image, affective image,
and reputation. They used three dimensions and eight scale items to measure brand
image. ¢(2009) utilized their Likert scales to investigate how brand extension affects
brand image. Their study involved data collection from 720 individuals, revealing a

negative influence of brand extensions on brand image.

Incorporating these diverse methods for assessing brand image, this study used
a quantitative approach to investigate the concept of brand image, utilizing the Likert
scale as a key measurement tool. The choice of a quantitative approach allows for
systematic data collection and rigorous statistical analysis, facilitating the

measurement of brand image in a structured and replicable manner.

2.3 Customer loyalty

Customer loyalty is conventionally perceived by numerous market
practitioners as the consistent repurchase of a specific brand by customers. However,
diverging academic viewpoints challenge this notion. Notably, researchers (Khan,
2013; Nguyen et al., 2013) contend that the scope of customer loyalty cannot be fully
encompassed by analyzing purchase behaviors alone. Their argument stems from the
recognition that multiple elements, including the marketing environment or context,

as proposed by Smith and Swinyard (1983), exert influence on these behaviors.
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2.3.1 Definition of customer loyalty

In literature, the concept of customer loyalty has been defined many times
(Oliver, 1999; Watson et al., 2015; Nguyen et al., 2013) . Jumaev et al. (2012)

emphasized customer loyalty is a rich concept with many possible definitions. In
general, the conceptualization of this concept can be separated into two main

typologies which are behavioral and attitudinal (Ishak & Ghani, 2013).

Newman and Werbel (1973) defined loyal customers as individuals who
consistently repurchase a specific brand and exclusively choose this brand within its
category. In a similar vein, Tellis (1988) emphasized that loyalty revolves around how
often and to what extent customers make repeat purchases of the same brand.
Furthermore, Tellis (1988) introduced the terms long-term loyalty and short-term

loyalty to differentiate between consumer purchasing behaviors.

Costabile (2000) asserts that customer loyalty represents the most potent and
profound type of association between clients and a company. This implies a deep and
lasting bond that transcends mere transactions and reflects a committed and enduring

relationship built on trust, satisfaction, and mutual value.

Oliver (1999) expressed his criticism of the definition which derived only
from behavior, highlighting its deficiency in considering the psychographic aspects of
consumers. In Oliver's definition, he characterizes customer loyalty as a profound and
unwavering commitment to consistently repurchase or re-engage with a preferred
product or service in the future, even in the face of situational influences and
marketing efforts that might otherwise tempt the customer to switch brands (1997, p.
392). In short, the definition of customer loyalty is the unwavering commitment to
repeatedly choose a favored product or service, even when tempted by alternative

brands or marketing efforts.

Furthermore, Dick and Basu (1994) define customer loyalty as the extent to
which a strong and enduring connection exists between an individual's relevant

attitude toward a specific brand and a continuous inclination to repeatedly engage in
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patronage or purchase behavior. They propose four categories of customer loyalty that
identify customers based on the varying relationships between their attitudes and
purchase behaviors, including loyalty, latent loyalty, spurious loyalty, and no loyalty.
This definition accentuates the interplay between a customer's attitudes and their
consistent commitment to a particular brand, highlighting the fundamental link
between attitude and behavior in the understanding and measurement of customer
loyalty. However, in comparison to Oliver's definition (1999), Dick and Basu's (1994)

definition did not delve deeply into the psychological aspects of consumer loyalty.

In the context of this study, Oliver's definition of customer loyalty was chosen
for its comprehensiveness and its focus on the underlying psychological aspects of
customer loyalty. It aligns with the study's objectives, which aim to investigate the
concept of customer loyalty. Oliver's definition accounts for the intricate interplay
between consumer attitudes and consistent purchasing behavior, emphasizing the
significance of both cognitive and behavioral dimensions in understanding and

measuring customer loyalty.

2.3.2 Dimension of customer loyalty

In the realm of understanding customer loyalty, various models have been
proposed by researchers, each offering a unique perspective on this crucial aspect of
consumer behavior. Among these models, Oliver's framework has gained prominence.
However, it's essential to recognize that other models, such as the one developed by
Dick and Basu, provide an alternative viewpoint that enriches our comprehension of

customer loyalty.

2.3.2.1 A four-stage model of customer loyalty

Oliver (1997) claimed that customer loyalty involved attitudinal and
behavioral dimensions. In particular, attitudinal loyalty is developed based on is based
on a cognition-affection-conation pattern, behavioral loyalty is the consequence of

attitudinal loyalty. Further, Oliver (1997;1999) proposed a four-stage phase (shown in
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Figure 2.3): cognitive loyalty, affective loyalty, conative loyalty, and action loyalty in

the customer loyalty model.

Figure 4 The Four-Stage Model of Loyalty

Cognitive loyalty
Affective loyalty
Conative loyalty

Action loyalty

Source: Oliver, R. L. (1999). When consumer loyalty? Journal of Marketing, 63(4),
33-44. https://doi.org/10.1177/002224299906345105

The first stage is cognitive loyalty which concerns the brand’s information or
knowledge customers acquired. It is defined that customers are loyal when they
realize the attitudes of a particular brand are better than alternative brands. In the
cognitive stage, perceived value and perceived service quality are generally studied
(Han & Hyun, 2012; Oliver, 1997). Han and Hyun (2012) described the perceived
value as customers' overall assessment of the utility of a product based on their
perception of what is received and what is given. Service quality is the customer's
overall impression of the relative inferiority/superiority of the organization and its

service.

The second stage is affective loyalty which is related to consumers’ pleasure
fulfillment or favorable attitude toward a brand (Oliver, 1999). Researchers believe
affective loyalty is a deeper loyalty resulting from cognitive loyalty and it enhances
conative loyalty (Oliver, 1999; Han & Hyun, 2012; Yiksel et al. 2010). In this stage,
Oliver (1997) pointed to customer satisfaction which is defined as the customer
fulfillment response, the degree to which the level of fulfillment is pleasant or

unpleasant is the metric to predict affective loyalty.
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The third stage of the attitudinal dimension is conative loyalty. It is an
intention or commitment to behave toward a goal in a particular manner (Oliver,
1997). Moreover, Jumaev et al. (2012) supplemented conative loyalty also came to

consumers’ trust in a brand.

The last stage is action loyalty, which is the consequence of the attitudinal
dimension. Action loyalty indicates customers’ commitment to purchase a brand

repeatedly (Oliver, 1999).

In summary, Olive (1999) believed that cognitive loyalty focuses on brand
performance, affective loyalty is about customers’ preference, conative loyalty is
experienced when the consumer focuses on wanting to re-buy the brand, and actin

loyalty is a commitment to the action of rebuying.

2.3.2.2 Dick and Basu's customer loyalty model

Dick and Basu developed a similar construct of customer loyalty compared
with Oliver’s customer loyalty model. However, they provided another perspective on
understanding customer loyalty. By recognizing these different perspectives, we aim
to offer a more holistic understanding of the multifaceted concept of customer loyalty.
They proposed the dimensions of customer loyalty are relative attitude and Repeat

patronage which is shown in Figure 2.4 (Dick & Basu, 1999).

Repeat patronage refers to the act of customers repeatedly purchasing or using
a particular product or service from a business or brand. It is an important aspect of
customer loyalty as it indicates the customer's willingness to continue their
relationship with the company or brand. The definition of relative attitude refers to an
individual's attitude toward a particular entity, such as a brand, in comparison to their
attitudes toward other competing entities. It takes into account the strength and
differentiation of an individual's attitude towards the target entity relative to others.
The concept of relative attitude considers both the positivity or negativity of attitudes

and the perceived differences among brands. The relative attitude can vary from weak
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to strong, depending on the individual's evaluative assessment, and it plays a
significant role in determining loyalty. A high relative attitude indicates a strong and
differentiated attitude towards the target entity, which may lead to loyalty, while a low
relative attitude signifies either no loyalty or latent loyalty, depending on the repeat

patronage behavior.

Figure 5 Dick and Basu’s Framework for Customer Loyalty Relationship

Cognitive Social norm
antecedents \
v -of-
Affective Relative Repeat Word-of m&.authl
—> . —» | Search motivation
antecedents attitude patronage . .
? Resistance to persuasion

[
LOYALTY RELATIONSHIP CONSEQUENCES

Conative / Situational
antecedents influence

Source: Dick, A., & Basu, K. (1994b). Customer loyalty: toward an integrated
conceptual framework. Journal of the Academy of Marketing Science, 22(2),
99-113. https://doi.org/10.1177/0092070394222001

The model of Dick and Basu’s customer loyalty views the cognition-affection-
conative pattern as the antecedent of loyalty. In detail, cognitive antecedents refer to
informational determinants, such as brand beliefs, that contribute to the formation of
attitudes. Affective antecedents involve feeling states and include emotions, moods,
primary affect, and satisfaction. Conative antecedents are behavioral dispositions

toward the brand.

In addition, social norms and situational influence moderate the relationship
between relative attitude and repeat patronage. Social norms refer to consumers'

perceptions and expectations of loyalty in the context of social culture. Situational
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factors refer to the impact of specific situations in which consumers are placed in the

purchase process on loyalty.

Lastly, this model reveals the consequences of consumer loyalty which are
word-of-mouth, search motivation, and resistance to persuasion. Word-of-mouth
behavior may follow from consumption satisfaction/dissatisfaction, high relative
attitude, and notable emotional experiences; search motivation may be reduced when
individuals have a strong relative attitude and engage in repeat patronage; and loyalty

can enhance resistance to persuasion.

Both Oliver and Dick established that customer loyalty is a combination of
consumers' attitudes and their consumption behaviors. However, Dick and Baus
(1994) did not delve into the specific aspects of relevant attitudes; instead, they
focused on customer loyalty's attendance and consequences (Nourallah, 2022). This
study's objective is to investigate the concept of customer loyalty as an individual
variable, and therefore, it does not consider the attendance and consequences aspects
of customer loyalty. Consequently, this study adopts Oliver's model to assess
customer loyalty across four dimensions: cognitive loyalty, affective loyalty, conative

loyalty, and action loyalty.

2.3.3 Measurement of customer loyalty

Watson et al. (2015) noted that researchers have explored customer loyalty using
various methods. Generally, they have looked at customer loyalty in terms of
attitudinal and behavioral aspects separately. Additionally, many researchers have
favored quantitative techniques to gauge customer loyalty (Juan & Yan, 2009;
Bobalca et al., 2012; Pekovi¢ & Rolland, 2020). Breivik and Thorbjernsen (2008)
introduced a set of five 7-point Likert scale items to assess attitudinal loyalty. These
items revolve around "consumer preference," such as "I have a preference for one
brand over its competitors." Brady et al. (2012) created their questionnaires for

measuring behavioral loyalty. Their questions inquire about the frequency of certain
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behaviors, with an example being "I frequently purchase products/services from a

particular brand.

Some researchers have chosen to measure customer loyalty from both
attitudinal and behavioral perspectives (Watson et al., 2015). McMullan and Gilmore
(2002) devised a customer loyalty scale based on Oliver's four-stage model of
customer loyalty (1999). They also explored the distinct dimensions of each loyalty
stage and designed a total of 28 Likert scale items to assess the four stages of
customer loyalty. Similarly, according to a four-stage model, Bobalca et al. (2012)
developed 15 Likert scale items to quantify customer loyalty. However, they

eliminated scales related to cognitive loyalty due to feasibility concerns.

This study approached the measurement of customer loyalty from a dual
perspective, encompassing both attitudinal and behavioral dimensions, guided by
Oliver's four-stage model. To capture the nuances of each dimension, the researcher
employed the widely recognized and commonly used Likert scale. This approach was
selected due to its prevalence in the field and its ability to comprehensively assess the
various facets of customer loyalty as delineated within the four-stage model. By
utilizing the Likert scale to gauge the attitudinal and behavioral aspects of customer

loyalty, we aimed to ensure a robust and holistic examination of this critical construct.

2.4 Relationship between Brand Image and Customer Loyalty

Due to the variability in the definitions of brand image and customer loyalty,
researchers have employed diverse definitions and research methodologies to
investigate the influence of brand image on loyalty across various sectors and
geographical regions. For instance, Andreassen and Lindestad (1998) defined
corporate image as an overarching evaluation of a company, measured using three
indicators: the company's degree of customer orientation, its media profile, and the
sentiment of external discussions about the company. Customer loyalty, about

intended behaviors related to the service or provider, is assessed through two
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indicators: the likelihood of repurchasing and word-of-mouth recommendations. Their
quantitative study in Norway, encompassing the newspaper and insurance industries,

revealed that corporate image indirectly but significantly affects customer loyalty.

Ogba and Tan (2009) conceptualized brand image as consumers' rational or
emotional perception of a specific brand, relying on intrinsic and extrinsic attributes
such as perceived quality and customer satisfaction. This perception is linked to
customer loyalty, manifested through repeat purchase behavior, positive attitudes, and
support for the brand. They conducted a quantitative study in the Chinese mobile
phone market, employing a developed scale, and their findings highlighted a positive

and substantial influence of brand image on customer loyalty.

Chao et al. (2015) adopted the definition of brand image from Friedmann and
Lessig (1987), defining it as consumers' knowledge and assessment of a brand.
Customer loyalty, as per Selnes (1993), encompasses future intentions, ongoing
service agreements, the likelihood of switching brands, and positive word-of-mouth
promotion. Utilizing scales developed by Kim and Kim (2005) to measure brand
image (based on emotions, thoughts, and attitudes), and drawing on purchase loyalty
and attitudinal loyalty scales from Chaudhuri and Holbrook (2001), they surveyed the
Taiwan karaoke industry. Their research demonstrated a direct impact of brand image

on customer loyalty.

Through a comprehensive analysis and comparison of these studies, it
becomes evident that there exists a significant and substantiated relationship between

brand image and customer loyalty.

2.5 Conceptual framework

According to the literature review in the previous sections, it has been
established that consumer perceptions of brand image substantial influence on
customer loyalty. The concept of brand image, in this study, is segmented into three

dimensions: functional image, symbolic image, and experiential image.
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Simultaneously, four distinct dimensions consist of customer loyalty, including
cognitive loyalty, affective loyalty, conative loyalty, and action loyalty. Based on these
delineated dimensions, this study posits the following hypothesis, the conceptual

framework is represented in

Figure 2.5 Conceptual framework
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H1: Brand image has a positive relationship with customer loyalty towards

Haidilao Thailand.

This chapter delved into the existing literature on the concepts of brand image
and customer loyalty. The chapter started with Wijaya's (2013) hierarchy of branding
model. It not only situated the study in the realm of brand communication but also
laid the groundwork for understanding the link between brand image and customer
loyalty. Despite the valuable insights from Wijaya’s model (2013), there exists a
current controversy concerning the definition and measurement of brand image and
customer loyalty. To address this situation, this study discussed the definitions and
dimensions of brand image and customer loyalty that are widely accepted in the
academic field, respectively. As a result, a specific definition and dimension model
were chosen for both brand image and customer loyalty from previous studies.
Additionally, the chapter further reviewed several studies that investigated the
relationship between these variables, employing various research methods. Finally, a
hypothesis was formulated, suggesting the existence of a positive connection between

the two concepts.
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CHAPTER 3
Methodology

The research methodology employed in this study is based on a quantitative
approach, aimed at investigating brand image and customer loyalty towards Haidilao
Thailand. Furthermore, this approach seeks to explore the relationship between these
two variables. To gather data, a questionnaire was used as the primary research
instrument. This chapter provides a detailed explanation of the research methods
employed in this study, including information on the research sample and sampling

method, research tool, measurement variables, data collection, and data analysis.

3.1 Research Sample and Sampling Method

In this study, a quantitative survey method was used, and a total of 250
individuals were chosen to participate. The chosen sample size is deemed reasonable,
as it aligns with the sample sizes used in previous studies (Ogba, Tan, 2009; Abbas et
al.,2021) that address similar research questions. The participants were individuals
from Bangkok who either currently have residency or intend to reside in the city for
more than three months. One of the main target customers of Haidilao Thailand is
overseas Chinese who live in Thailand for long-term purposes (Over three months is
considerable as overseas Chinese due to Thai Visa policies) (Zhang & Bi, 2022).
Moreover, the age of individuals must be between 20 and 50, as this age group
comprises a significant portion of Haidilao's customer base (Chang, 2022).
Additionally, participants were required to have recent consumption experience with
Haidilao's products and services to ensure data accuracy. Specifically, they needed to
have visited Haidilao Thailand at least once during the three months leading up to the

study, which corresponds to the period from July to September 2023.

To meet these criteria, a purposive sampling technique within the non-

probability sampling method was utilized. This approach allowed the investigator to
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engage with representative customers of Haidilao in Thailand. To summarize, the

sampling requirements were as follows:

1. Participants must live in Bangkok for over three months.

2. Participants must fall within the age range of 20 to 50 years.

3. Participants must have patronized Haidilao Thailand at least once in the past

three months (from July to September 2023).

3.2 Research instrument and questionnaire format:

In this study, the questionnaire was structured into four sections: screening
questions, brand image, customer loyalty, and demographic questions. Moreover, the
questionnaire is made available in Thai and Chinese, given that the participants are
Thai and Chinese people living in Thailand. The English version of the questionnaire
is shown in Appendix A, the Thai version is represented in Appendix B, and the

Chinese version is included in Appendix C.

The initial section comprised screening questions designed to identify eligible
individuals, consisting of two open-ended questions. Examples of these questions

include:

1. Are you aged between 20-50 years old?
2. Have you dined in Haidilao Thailand in the last three months?

3. Have you stayed or planned to stay in Bangkok for over three months?

The second section involved questions that accessed respondents’ perceptions
of the brand image of Haidilao Thailand. This part aims to evaluate their agreement
and disagreement with the twelve statements about the brand image of Haidilao

Thailand.
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The third section concerns customer loyalty toward Haidilao Thailand, a total

of twelve statements are conducted to investigate customer loyalty to the brand.

The final section gathered the demographic information of respondents, It

included two items related to gender and educational level.

3.3 Measurement of variables:

This research measured two variables which were brand image and customer
loyalty. The main purpose of the study was to investigate the relationship between the

two variables. The measuring scales are as follows:

The first variable is brand image, which, in research, is how consumers
perceive a brand due to its corporate communication efforts, which leads them to
freely associate their thoughts with the brand. Brand image is assessed across three
dimensions: functional image, symbolic image, and experimental image. This study
employed a set of twelve five-point Likert scale questions, as developed by Wu and
Wang (2014), to gauge brand image. Specifically, the functional image dimension
comprises four items, the symbolic image dimension includes four items, and the
experimental dimension consists of four items. The response scale ranged from 1
(Strongly Disagree) to 5 (Strongly Agree). Importantly, previous studies have
confirmed the reliability of these items (Wu & Wang, 2014; Chen, 2021). The
Cronbach's Alpha values for the functional image dimension were 0.82, for the
symbolic image dimension, 0.89, and for the experiential image dimension, 0.89

(Chen, 2021).

Some examples of scale items are shown below:

1. Haidilao's food presentation meets my needs (Functional image).
2. 1find Dining at Haidilao trendy (Symbolic image).

3. Haidilao's service makes me feel warm and comfortable
(Experiential image).
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The second variable is customer loyalty. In this study, the definition of the
unwavering commitment to repeatedly choose a favored product or service, even
when tempted by alternative brands or marketing efforts. In this study, customer
loyalty is assessed across four dimensions, including conative loyalty, affective
loyalty, conative loyalty, and action loyalty. These dimensions were measured using a
total of twelve five-point Likert scale items, ranging from 1 (strongly disagree) to 5
(strongly agree), which were originally developed by Harris and Goods (2004). Each
dimension consists of three scale items. And, this scale has previously demonstrated

high reliability, with a Cronbach's Alpha value of 0.93 (He et al., 2012).

Some examples of scale questions are as follows:

1. Ibelieve that dining at Haidilao is preferable to dining at other hot pot
restaurants (Cognitive loyalty).

2. 1. 1like the unique features and dining experience provided by Haidilao
(Affective loyalty).

3. I have repeatedly found that Haidilao is better than other Hot Pot
restaurants (Conative loyalty).

4. 1 would always choose Haidilao for my hot pot dining over other

options (Action loyalty).

3.4 Reliability and Validity:

To enhance the reliability of the examination of the two variables, this study
utilized measurement scales from prior research that have undergone rigorous testing
and demonstrated high levels of reliability. Furthermore, the project adviser provided
support in reviewing and refining the questionnaires to guarantee the content validity.
The translated questionnaires were carefully reviewed by three Thai native speakers
specializing in marketing communication and three Chinese native speakers

specializing in marketing to ensure accuracy.
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Before the data collection, a pre-test was conducted. The initial questionnaire
was distributed to 15 individuals to check if they understood the content or not. The
questionnaires were modified based on their feedback (Malhotra, 2020). After data
was collected, the questionnaire was re-tested the reliability. In this study, the
Cronbach’s Alpha of the brand image questionnaire was 0.943 and the Cronbach’s
Alpha of the customer loyalty questionnaire was 0.922. Both of them showed a high
reliability.

3.5 Data collection and data analysis

The data were collected from social media platforms, including WeChat,
Facebook, and Line using Google Forms and WJX online survey from October to
December 2023. The collected data were then analyzed using the Statistical Package
for the Social Sciences (SPSS) 29 software. All statistical analyses were conducted
with a confidence level of 95%. Descriptive statistics, such as mean and standard
deviation, were employed to summarize and characterize the data. Additionally, to
explore the relationship between brand image and customer loyalty, Pearson's

product-moment correlation was utilized in the inferential statistics.

In summary, a quantitative research method was used to explore the brand
image and customer loyalty of Haidilao Thailand. In addition, an online survey was
applied in this study. To reach the represented sample group, a purposive sampling
technique was used to gather data from the individuals who were selected according
to certain standards. To measure the concepts, the questionnaire was used as the
research instrument. Moreover, the questionnaire on both brand image and customer
loyalty was selected from a previous study and revised to fit the brand of Haidilao to
ensure high reliability and validity. After data collection, the SPSS software was used
to run statistical analyses, including descriptive analysis and Pearson's product-

moment correlation.
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CHAPTER 4

Research Findings

This chapter encompasses the research findings, which were obtained through

the data collection method of conducting a survey to address the research objectives.

The findings in this chapter are structured into four sections, which include the
demographic information of the participants, a descriptive analysis of brand image
and customer loyalty towards Haidilao Thailand, and a correlation analysis between

these two variables.

4.1 Demographic information of participants:

The demographic information in this study provided insights into the
characteristics of the research participants, covering aspects such as nationality, age,

gender, education level, and personal average monthly income.

In total, 258 respondents were eligible for the study, having passed the
screening criteria. These individuals had been residing in Bangkok for at least three
months, were aged between 20 and 50 years old, and had recently dined at Haidilao

within the past three months.

The participants' nationality was categorized into three groups. The majority
of respondents were of Chinese nationality, comprising 144 individuals, which
accounted for 55.8% of the sample. There were 106 Thai participants, representing
41.1% of the sample who responded to this survey. The remaining eight participants,
making up 3.1% of the sample, were from other countries. The distribution of

respondents among these nationality groups is presented in Table 4.1.
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Nationality n %
Chinese 144 55.8
Thai 106 41.1
Others 8 3.1
Total 258 100

The participants' characteristics in this study included three gender categories.

Of the 258 participants, 93 were male, 100 were female, and 65 identified as other

genders. In other terms, 36% of the sample were male, 38.8% were female, and 25.2%

identified as other genders. The gender distribution of the respondents is detailed in

Table 4.2.

Table 4.2 Gender of respondents

Gender n %
Male 93 36.0
Female 100 38.8
Others 65 25.2
Total 258 100

The educational levels considered in this study include those with less than a

bachelor's degree, a bachelor's degree, a master's degree, and higher than a master's

degree. The largest group of respondents held a bachelor's degree, with 148
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individuals, accounting for 57.4% of the sample. The next group consisted of
individuals with a master's degree, totaling 54 participants or 20.9% of the sample.
Those with education below a bachelor's degree were represented by 39 respondents,
making up 15.1% of the sample. Lastly, 17 individuals, comprising 6.6% of the
sample, possessed education levels higher than a master's degree. These findings are

presented in Table 4.3.

Table 4.3 Educational level

Educational level n %
Below bachelor’s degree 39 15.1
Bachelor’s degree 148 57.4
Master’s degree 54 20.9
Above master’s degree 17 6.6
Total 258 100

Table 4.4 displays the monthly income distribution of the respondents,
categorized into four income levels: less than THB 15,000, THB 15,000 to THB
30,000, THB 30,001 to THB 45,000, and more than THB 45,000.

The largest group of participants fell within the income range of THB 15,000
to THB 30,000, comprising 136 individuals, which accounted for 48.8% of the
sample. The next group was those with a monthly income between THB 30,001 to
THB 45,000, consisting of 63 individuals or 24.4% of the sample. 39 participants,
equivalent to 15.1% of the sample, earned less than THB 15,000 per month. Finally,
30 participants, 11.6% of the sample, reported a monthly income exceeding THB
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45,000.

Table 4.4 Monthly income of respondents

Monthly income n %

Less than THB 15,000 39 15.1
THB 15,000 — THB 30,000 136 48.8
THB 30,001 — THB 45,000 63 244
More than THB 45, 000 30 11.6
Total 258 100

4.2 Brand image and customer loyalty toward Haidilao Thailand

To accomplish the first research objective, which is to investigate the brand
image and customer loyalty towards Haidilao Thailand, this section presented the

analysis results in two parts.

4.2.1 Brand image towards Haidilao Thailand

In this study, brand image was measured across three dimensions: functional
image, symbolic image, and experiential image. The assessment involved 12 items to

gauge respondents' perceptions of Haidilao Thailand's brand image.

Table 4.5 provides the mean and standard deviation for these dimensions and
items, employing a five-point Likert Scale to measure respondents' agreement. The

average brand image score from the participants was 3.89 (SD = 0.85), indicating that
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Haidilao has established a strong brand image among the respondents.

The first dimension with the highest mean score is the functional image (Mean
=3.91, SD = 0.91). The functional image consists of four statements, with the highest
mean value for the statement "Haidilao provides excellent services" (Mean = 4.00, SD
= 1.06). The second highest mean score is associated with "I am satisfied with the
quality of Haidilao's food" (Mean = 3.92, SD = 1.10). Two other statements,
"Choosing Haidilao for a hot pot meal is a wise decision for me" (Mean 3.87, SD =
1.07) and "Haidilao's food presentation meets my needs"” (Mean 3.87, SD = 0.91),

received the same mean value.

The second highest mean score among brand image dimensions is the
experiential image (Mean = 3.91, SD = 0.93). This dimension comprises four
statements. The statement with the highest mean score is "Haidilao's restaurant
atmosphere adds to my dining enjoyment” (Mean = 3.97, SD = 1.09). The second-
highest mean score is 3.92 (SD = 1.05) for the statement "Each visit to Haidilao is a
special experience that I enjoy and remember."” The following statement, with a third-
highest mean score of 3.90 (SD = 1.15), is "Haidilao's service makes me feel warm
and comfortable."” The statement with the lowest mean score in the experiential image

dimension is "Haidilao s food interested me."” (Mean = 3.86, SD = 0.91).

The dimension with the third highest mean score is the symbolic image (Mean
= 3.83, SD = 0.89). This dimension covers four items, with the highest score of
"Haidilao is a well-known Hot Pot brand in my opinion" (Mean = 3.87, SD = 1.13).
The second-highest mean score is for "Haidilao is a respectable choice for special
occasions." (Mean = 3.84, SD = 1.01). The next statement, "Haidilao's food and
brand align with the image I want to project." has the third-highest mean score of
3.84 (SD = 1.10). Lastly, the statement with the lowest mean score is "Eating at
Haidilao is special and holds a symbol of social status" (Mean = 3.78, SD = 1.06).

The Cronbach's alpha value for the brand image scale is 0.943, indicating high
reliability. Furthermore, Cronbach's alpha values for the individual dimensions are

0.859 for the functional image, 0.846 for the symbolic image, and 0.860 for the
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experiential image, confirming the scale's high reliability. These values align with
those from the original scale by Wu and Wang (2014), which had reliabilities of 0.828

for functional image, 0.897 for symbolic image, and 0.891 for experiential image.

Table 4.5 Haidilao’s brand image

Haidilao’s brand image Mean SD
) 3.91 0.91
Functional Image
- . 3.87 1.10
Haidilao's food presentation meets my needs.
Choosing Haidilao for a hot pot meal is a wise decision for 3.87 1.07
me.
Haidilao provides excellent services. 4.00 1.06
I am satisfied with the quality of Haidilao's food. 3.92 1.10
Symbolic Image 3.83 0.89
Haidilao is a respectable choice for special occasions 3.84 1.01
Eating at Haidilao is special and holds a symbol of social 3.78 1.06
status.
e . . & 3.87 1.13
Haidilao 1s a well-known Hot Pot brand in my opinion.
Haidilao's food and brand align with the image I want to 3.84 1.10
project.
Lo 3.91 0.91
Experiential Image
- . 3.86 1.09
Haidilao's food interested me.
- . 3.90 1.15
Haidilao's service makes me feel warm and comfortable.
Haidilao's restaurant atmosphere adds to my dining 3.97 1.09
enjoyment.
Each visit to Haidilao is a special experience that I enjoy and ~ 3.92 1.05
remember.
3.89 0.85

Total
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4.2.2 Customer loyalty towards Haidilao Thailand

This section presents the analysis outcomes for Haidilao's customer loyalty
across four dimensions: cognitive loyalty, affective loyalty, conative loyalty, and
action loyalty. A set of 12 five-point Likert scales was utilized to assess the level of

agreement regarding customer loyalty towards Haidilao Thailand.

Table 4.6 displays the mean and standard deviation for these dimensions and
items, using a five-point Likert Scale to measure respondents' agreement. The average

score for customer loyalty from the participants was 3.84 (SD = 0.79).

The dimension with the highest mean score, based on the revised data, is
affective loyalty (Mean = 3.94, SD = 0.90). Affective loyalty consists of three
statements. The statement with the highest mean value, after translating the revised
data, is "I have a positive attitude towards Haidilao*" (Mean = 3.98, SD = 1.14). The
second-highest mean score, as per the revised data, is associated with “I like
Haidilao*" (Mean = 3.93, SD = 1.16). The final statement is "I like the unique
features and dining experience provided by Haidilao" (Mean = 3.90, SD = 1.00).

The second-highest mean score among the dimensions, as per the revised data,
is conative loyalty (Mean = 3.85, SD = 0.86). This dimension includes three
statements. The statement with the highest mean score is "I have repeatedly found that
Haidilao is better than other Hot Pot restaurants" (Mean = 3.91, SD = 1.18). The
second-highest mean score is 3.86 (SD = 1.05) for the statement " Repeatedly, the
Haidilao offers better food and service”. The statement with the lowest mean score,
after dealing with the revised data in the conative loyalty dimension, is "I have
repeatedly found that Haidilao does meet my expectations™*" (Mean = 3.78, SD =
1.00).

The dimension with the third-highest mean score is cognitive loyalty (Mean =
3.81, SD = 0.86). This dimension consists of three items, with the highest score for “/
trust Haidilao to provide a great hot pot dining experience consistently” (Mean =

3.90, SD = 1.04). The second-highest mean score is for "I believe that the offerings of
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Haidilao align with my hot pot dining preferences" (Mean = 3.81, SD = 1.06). Lastly,
the statement with the lowest mean score is "I believe dining at Haidilao is preferable

to other hot pot restaurants" (Mean = 3.73, SD = 1.13).

The dimension with the lowest mean score is action loyalty (Mean = 3.75, SD
=0.91). This dimension includes three items, with the highest score of “I am always
willing to try new dishes and offerings introduced by Haidilao” (Mean = 3.82, SD =
1.08). The second-highest mean score is for "I would always prefer the offerings and
experiences at Haidilao over other hot pot restaurants" (Mean = 3.78, SD = 1.06).
Lastly, the statement with the lowest mean score is "I would always choose Haidilao

for my hot pot dining over other options" (Mean = 3.67, SD = 1.07).

The Cronbach's alpha value for the customer loyalty scale is 0.922, indicating
high reliability. Furthermore, Cronbach's alpha values for the individual dimensions
are 0.821 for cognitive loyalty, 0.756 for affective loyalty, 0.709 for conative loyalty,
and 0.813 for action loyalty, confirming the scale's high reliability. These values are
consistent with those from the original scale by Harris and Goods (2004), which

demonstrated reliabilities of 0.93 for the scales.

Table 4.6 Customer loyalty toward Haidilao

Haidilao’s customer loyalty Mean SD
f 3.81 0.92

Cognitive Loyalty:

I believe dining at Haidilao is preferable to other hot pot 3.73 1.13

restaurants.

I believe that the offerings of Haidilao align with my hot pot 3.81 1.06

dining preferences.

I trust Haidilao to provide a great hot pot dining experience 3.90 1.04
consistently.
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Haidilao’s customer loyalty Mean SD
Affective Loyalty 3.94 0.90
I have a positive attitude to Haidilao *. 3.93 1.16
: 1 3.98 1.14
I like Haidilao *.
I like the unique features and dining experience provided by ~ 3.90 1.00
Haidilao.
. 3.85 0.86
Conative Loyalty
I have repeatedly found that Haidilao is better than other Hot ~ 3.78 1.00
Pot restaurants.
I have repeatedly found that Haidilao does meet my 3.91 1.18
expectations *.
Repeatedly, the Haidilao offers better food and service 3.86 1.05
compared with other Hot Pot restaurants.
) 3.75 0.91
Action Loyalty
I would always choose Haidilao for my hot pot dining over 3.67 1.07
other options.
I would always prefer the offerings and experiences at 3.78 1.06
Haidilao over other hot pot restaurants.
I am always willing to try new dishes and offerings introduced 3.82 1.08
by Haidilao.
3.84 0.79
Total

*Revised encoding question

4.2.3 Relationship between brand image and customer loyalty

This section addresses the second research objective, which is to explore the

connection between brand image and customer loyalty toward Haidilao Thailand.

The relationship between brand image and customer loyalty was examined

using Pearson's Product Moment Correlation coefficient with a significance level of
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P-value 0.01.

Table 4.7 presents the correlation results. In summary, there exists a
significantly positive relationship between brand image and customer loyalty towards
Haidilao Thailand (r = 0.518, p < 0.01). To delve deeper, the relationship between
customer loyalty and each of the three dimensions of brand image was investigated. It
was observed that functional image (r = 0.468, p < 0.01), symbolic image (r = 0.490,
p < 0.01), and experiential image (r = 0.502, p < 0.01) all exhibited a positive

correlation with customer loyalty.

Table 4.7 Correlation between brand Image and customer loyalty toward Haidilao

Relationship between r

Functional Image and Customer Loyalty 0.468%**
Symbolic Image and Customer Loyalty 0.490%*
Experiential Image and Customer Loyalty 0.502%%*
Brand Image and Customer Loyalty 0.518%**

**Correlation is significant at the 0.01 level (2-tailed).

Furthermore, in line with the hypothesis, the positive relationship between
brand image and customer loyalty towards Haidilao Thailand was confirmed, thus
accepting the hypothesis. This implies that a stronger brand image for Haidilao

Thailand results in greater customer loyalty.
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4.3 The impact of the demographic group on brand image.

To further explore the data, this section examined how different demographic
groups perceived Haidilao's brand image. The findings discussed variations among
four main groups categorized by gender, educational level, monthly income, and
nationality. To achieve this purpose, One-Way ANOVA analyses were employed to

compare participants' brand image across different demographic groups.

4.3.1 The impact of gender on brand image

In examining the impact of respondents' genders on Haidilao Thailand's brand
image, ANOVA Test results (Table 4.8) yielded a P-value of 0.174 (> 0.05). This
implies that perceptions of Haidilao's brand image among different genders are

comparable. Therefore, gender cannot impact the brand image of Haidilao Thailand.

Table 4.8 ANOVA result for the impact of gender on brand image

ANOVA

Brand Image

Sum of

Squares df Mean Square F Sig.
Between 2.530 2 1.265 1.763 174
Groups
Within Groups 182.957 255 717
Total 185.486 257

4.3.2 The impact of educational level on brand image

The influence of educational levels on customer loyalty for Haidilao Thailand,
ANOVA Test results (Table 4.9) indicate a significance level of less than 0.05. This

suggests variations in perceptions of Haidilao's brand image among different
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educational levels. Therefore, educational levels can impact Haidilao's brand image.

Table 4.9 ANOVA result for the impact of educational level on brand image

ANOVA

Brand Image

Sum of

Squares df Mean Square F Sig.
Between 5.721 3 1.907 2.695 .047
Groups
Within Groups 179.765 254 708
Total 185.486 257

In addition, Table 4.10 provides more details about the differences in means
and standard deviations among different educational groups. The educational group
of bachelor’s degree has the highest mean value of 4.00 (SD = 0.86). The group with
the second highest mean is below a bachelor’s degree (Mean = 3.83, SD = 0.81). As
for the master’s degree group, the mean value is 3.72 (SD = 0.69). Lastly, the
education group with the smallest mean value is above the master’s degree (Mean=

3.52,SD=1.14).

Table 4.10 Mean and SD of the brand image among educational level groups

Educational level n M SD

Below bachelor’s degree 39 3.83 0.81
Bachelor’s degree 148 4.00 0.86
Master’s degree 54 3.72 0.69
Above master’s degree 17 3.52 1.14

Total 258 3.87 0.85




44

Finally, the Post Hoc Tests is used to determine which group are different from
others. The result is shown in Table 4.11. According to the outcome, the bachelor’s
degree group holds a significant level of 0.039, while it compares with the master’s
degree group. Moreover, when the bachelor’s degree group is compared with the
above master’s degree group, the significant level is 0.028. Those two significant
levels are less than 0.05, indicating that the mean of brand image in the bachelor’s
group is different from the mean of brand image in the master’s degree group and

above the master’s degree group.

Table 4.11 The Post Hoc test result of brand image with educational level groups

Multiple Comparisons
Dependent Variable: Brand Image
LSD
Mean 95% Confidence Interval
(1) Education (J) Education Difference (I- Lower
level level J) Std. Error  Sig. Bound Upper Bound
Bachelor’s degree -.16993 .15142 .263 -.4681 .1283
Below bachelor’s Master’s degree .10743 17679 .544 -.2407 4556
degree Above master’s .30669 .24450 211 -.1748 .7882
degree
Bachelor’s Below bachelor’s 16993 15142 .263 -.1283 4681
degree degree
Master’s degree .27736" .13375 .039 .0140 .5408
Above master’s 47662" .21544 .028 .0523 .9009
degree
Master’s degree  Below bachelor’s -.10743 17679 544 -.4556 .2407
degree
Bachelor’s degree  -.27736" 13375 .039 -.5408 -.0140
Above master’s .19926 .23396 .395 -.2615 .6600
degree
Above master’s  Below bachelor’s -.30669 .24450 211 -.7882 1748
degree degree
Bachelor’s degree  -.47662" .21544 .028 -.9009 -.0523
Master’s degree -.19926 .23396 .395 -.6600 .2615
*. The mean difference is significant at the 0.05 level.
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4.3.3 The impact of monthly income on brand image

Examining the influence of monthly income on customer loyalty for Haidilao
Thailand, ANOVA Test results (Table 4.12) show a significance level greater than
0.05. This indicates that the perceptions of Haidilao's brand image among different
income groups are similar. Consequently, monthly income does not significantly

influence Haidilao's brand image.

Table 4.12 ANOVA result for the impact of monthly income on brand image

ANOVA

Brand Image

Sum of

Squares df Mean Square F Sig.
Between 6.040 4 1.510 2.129 .078
Groups
Within Groups 179.446 253 .709
Total 185.486 257

4.3.4 The impact of nationality on brand image

Investigating the influence of nationality on customer loyalty for Haidilao
Thailand, ANOVA Test results (Table 4.13) reveal a significance level of less than
0.05. This implies differences in perceptions of Haidilao's brand image among

different nationalities, indicating an impact of nationality on Haidilao's brand image.
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ANOVA

Brand Image

Sum of

Squares df Mean Square F Sig.
Between 11.460 2 5.730 8.396 <.001
Groups
Within Groups 174.026 255 .682
Total 185.486 257

Table 4.14 shows more details of differences among the nationality groups.

The Thai group holds the highest mean value of 4.14 (SD = 0.67). Then, the group

from other countries has the second highest average score (Mean = 3.80, SD = 0.42).

In the Chinese group, the mean of 3.71 is the smallest (SD = 0.94).

Table 4.14 The mean and SD of the brand image among nationality groups.

Nationality n M SD
Chinese 144 3.71 0.94
Thai 106 4.14 0.67
Others 8 3.80 0.42
Total 258 3.89 0.85

To further discuss the differences of each group, the Post Hoc Tests are used

to point out which specific group differences are significant. From Table 4.15, the

significant level is less than 0.005 when comparing the mean of the brand image of
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the Chinese group with the mean of the brand image of the Thai group, indicating that

the brand image of the Chinese group and Thai group is different.

Table 4.15 Post Hoc Test result of brand image with nationality groups

Mulidple Comparisons
Dependent Variable: Brand Image
LSD
Mean 05% Confidence Interval

gy ) Difference (I- Std. Lower Upper
Nationality  Nationality 1) Emror Sig. Bound Bound
Chinese Thai -43214" 10572 <001 - 6403 -2230

Others - 09664 30008 748 - 6876 4943
Thai Chinese 43214 10572 <001 2239 6403

Others 33550 30289 269 -2610 29320
Others Chinese 09664 30008 748 - 4943 (6876

Thai -33550 30289 269 -9320 2610
*_ The mean difference is significant at the 0.05 level.

4.4 The impact of the demographic group on customer loyalty

In this section, the exploration focused on how various demographic groups

perceive customer loyalty to Haidilao. The findings delved into variations among four

demographic groups, categorized by gender, educational level, monthly income, and

nationality. To achieve this, One-Way ANOVA analyses were utilized to compare

participants' loyalty across the specified groups.

4.4.1 The impact of gender on customer loyalty

This part explores the potential influence of respondents' genders on the brand

image of Haidilao Thailand. According to the result of ANOVA result (shown in

Table 4.16), the significance level is less than 0.05, indicating the customer loyalty of

Haidilao Thailan from different genders is different. Therefore, gender can influence

the brand’s customer loyalty.
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Table 4.16 ANOVA result for the impact of gender on customer loyalty

ANOVA

Customer Loyalty

Sum of

Squares df Mean Square F Sig.
Between 4.284 2 2.142 3.467 .033
Groups
Within Groups 157.566 255 618
Total 161.850 257

According to the data shown in Table 4.17, the female group has the highest
average of customer loyalty (Mean = 4.00, SD = 0.60). As for the male group, the
mean value of customer loyalty is 3.75 (SD = 0.85). Lastly, the group consisting of
other genders gives the lowest mean of customer loyalty (Mean = 3.71, SD = 0.94).

Table 4.17 The mean and SD of customer loyalty among gender groups

Gender n M SD

Male 93 3.75 0.85
Female 100 4.00 0.60
Others 65 3.71 0.94
Total 258 3.84 0.79

To determine which specific group differs from others, the Post Hoc Test is
used. The result is shown in Table 4.18. In the output, two significant levels are less

than 0.05. The first one is while the male group compares the mean of customer
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loyalty with the female group, the significant level is smaller than 0.05. Another
situation is when the female group compares the mean of customer loyalty with the
other (gender) group’s mean of customer loyalty. This means the customer loyalty of
the male group differs from the customer loyalty of the female group, and the
customer loyalty of the female group is different from the customer loyalty of other

gender groups.

Table 4.18 Post Hoc Test result of customer loyalty with gender groups

Multiple Comparisons
Dependent Variable: Customer Loyalty
LSD
Mean 95% Confidence Interval
Difference (I- Std. Lower Upper
(I) Gender (J) Gender J) Error Sig. Bound Bound
Male Female -.24815° 11324 .029 -.4711 -.0251
Others .03602  .12708 77 -.2142 .2863
Female  Male 24815° 11324 .029 .0251 4711
Others 28417 12524 .024 .0375 .5308
Others Male -.03602  .12708 77 -.2863 2142
Female -28417° 12524 024 -.5308 -.0375
*. The mean difference is significant at the 0.05 level.

4.4.2 The impact of educational level on customer loyalty

For examining the impact of educational level on customer loyalty for
Haidilao Thailand, the ANOVA Test results (Table 4.19) indicate the significance level
is greater than 0.05. This proves that customer loyalty remains similar across different
educational levels. As a result, the educational level does not exert a significant

influence on Haidilao's customer loyalty.
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Table 4.19 ANOVA result for the impact of educational level on customer loyalty

ANOVA

Customer Loyalty

Sum of

Squares df Mean Square F Sig.
Between 2.520 3 .840 1.339 262
Groups
Within Groups 159.330 254 .627
Total 161.850 257

4.4.3 The impact of monthly income on customer loyalty

For the influence of monthly income on customer loyalty for Haidilao

Thailand, ANOVA Test results (Table 4.20) show the significance level is greater than

0.05. This suggests that customer loyalty is consistent across different income groups,

indicating that monthly income does not play a significant role in influencing

Haidilao's customer loyalty.

Table 4.20 ANOVA result for the impact of monthly income on customer loyalty

ANOVA

Customer Loyalty

Sum of

Squares df Mean Square F Sig.
Between 1.008 4 252 397 811
Groups
Within Groups 160.842 253 .636
Total 161.850 257

4.4.4 The impact of nationality on customer loyalty

To analyze the impact of nationality on customer loyalty for Haidilao

Thailand, the ANOVA Test results (Table 4.21) reveal a significance level of less than



0.05. This indicates variations in customer loyalty among different nationalities,

highlighting the influence of nationality on customer loyalty for Haidilao.

Table 4.21 ANOVA result for the impact of nationality on customer loyalty

ANOVA

Customer Loyalty

Sum of

Squares df Mean Square F Sig.
Between 9.009 2 4.504 7.515 <.001
Groups
Within Groups 152.842 255 .599
Total 161.850 257
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Additionally, the mean and SD values of customer loyalty among different

gender groups are shown in Table 4.16. The highest average is from the Thai group

(Mean =4.96, SD = 0.62). The other gender group with an average of 3.80 (SD =

0.61) has the second-highest mean. The last group which holds a mean of 3.68 is the

Chinese group (SD = 0.87).

Table 4.22 Mean and SD of customer loyalty among nationality groups

Nationality n M SD
Chinese 144 3.68 0.87
Thai 106 4.06 0.62
Others 8 3.80 0.61
Total 258 3.84 0.79
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Table 4.23 shows the outcome of the Post Hoc Test that figures out which
nationality group differs from others. According to this finding, the significant level is
less than 0.05 when comparing the mean of customer loyalty of the Chinese group
with the mean of customer loyalty of the Thai group. It proves that the customer

loyalty of the Chinese group is different from the customer loyalty of the Thai group.

Table 4.23 Post Hoc Test result of customer loyalty among nationality Groups

Multiple Comparisons
Dependent Variable: Customer Loyalty
LSD
Mean 95% Confidence Interval

D )] Difference (I-  Std. Lower Upper
Nationality Nationality J) Error Sig. Bound Bound
Chinese Thai -38387"  .09908 <.001 -.5790 -. 1887

Others -12384 28122 .660 -.6777 4300
Thai Chinese .38387" 09908 <.001 1887 5790

Others 26002 28386 361 -.2990 .8190
Others Chinese 12384 28122 .660 -4300 6777

Thai -26002 28386 361 -.8190 .2990
*. The mean difference is significant at the 0.05 level.

In conclusion, this chapter expressed the research findings through four
sections in detail. It starts with the demographic findings, which describe the
participant’s demographic information in summary, including nationality, gender,
educational level, and monthly income. Then, the descriptive findings of the two
variables were clarified. In this section, brand image and customer loyalty were
described through the means and standard deviations of the questions in the
questionnaires. Moreover, the relationship between brand image and customer loyalty
was discussed through Pearson’s correlation analyses in this section. The last part
further discussed whether the demographic factors influence brand image and

customer loyalty toward Haidilao Thailand, respectively.
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CHAPTER 5

Summary and Discussion

Based on the findings from Chapter 4, this chapter aims to summarize the
outcomes and future discussions according to Haidilao’s business operations.
Moreover, this chapter claims the limitations of this study, and the directions for
future research as well. Lastly, this chapter provides practical implications according

to previous information.

5.1 Summary

This section delves into the outcomes derived from the quantitative data
collected via surveys conducted in October and November 2023. These results
encompass the demographic information of the respondents, the extent of respondents’
agreement regarding brand image and customer loyalty, and will also present the

findings from the correlation analysis.

The demographic section of this research covers the respondents’ gender,
education level, monthly income, and nationality. There was a total of 258
respondents who answered the questionnaire and were qualified for the study. They
are aged between 20 to 50 years old, have been living in Thailand for over three

months, and recently dinned at Haidilao Thailand in the past three months.

By evaluating the data of the respondents’ age, the majority of the participants
were female, which accounted for 100 participants or 38.8%, while the smallest
proportion of respondents’ gender was other which accounted for 25.2 % or 65

respondents.

Moreover, more than half of the participants have a bachelor's degree. The
exact percentage is 55.8% or 144 respondents. Meanwhile, only 3.1 % of the

population, or 8 respondents had an education level higher than a master’s degree.
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The next demographic feature taken into consideration was the monthly
income of respondents. Most of the respondents (136 people or 11.76%) earn THB
15,000 to THB 30,000. Minority participants who are 63 respondents or 24.4% %
earn more than THB 45,000 per month.

The last demographic feature was nationality. The majority of respondents are
Chinese (144 participants, 22.8%), followed by the number of 106 (41.1%) Thai

individuals.

To address the first research question, “What are the perceptions of brand
image and customer loyalty toward Haidilao Thailand respectively?” both brand

image and customer loyalty were explored independently.

The brand image was assessed across three dimensions: functional image,
symbolic image, and experiential image. The overall average mean value for the
brand image is 3.89 out of 5, indicating that respondents perceive Haidilao's brand at

a moderately positive level.

The dimension within the brand image with the highest mean rating, at 3.91, is
a functional image. This rating signifies respondents moderately agree that Haidilao
effectively caters to their needs. The statement "Haidilao provides excellent services"
achieved the highest mean value of 4.00, suggesting a strong endorsement of
Haidilao's service quality. It is closely followed by the statement "I am satisfied with
the quality of Haidilao's food" with a mean score of 3.92, affirming the favorable

perception of Haidilao's food quality.

The second-highest mean score among brand image dimensions is experiential
image, with a mean value of 3.91. This indicates that respondents find pleasure in
their dining experiences at Haidilao branches. The statement with the highest mean
value within this dimension is "Haidilao's restaurant atmosphere adds to my dining
enjoyment”, which scored a mean of 3.97, reflecting the positive impact of the
restaurant's ambiance on the overall dining experience. On the other hand, the

statement with the lowest mean score in the experiential image dimension is



55

"Haidilao's food interested me" with a mean of 3.86.

Symbolic image is the last dimension, with a mean of 3.83. This indicates that
respondents moderately agree that Haidilao fulfills their inner desires. The scale item
with the highest agreement level among participants is “Haidilao is a well-known Hot
Pot brand in my opinion" which achieved a mean of 3.87. On the other hand, the
statement with the lowest mean score of 3.78 is "Eating at Haidilao is special and
holds a symbol of social status" suggesting a relatively lower level of agreement

regarding the social status associated with dining at Haidilao.

To assess customer loyalty, four dimensions were examined: cognitive loyalty,
affective loyalty, conative loyalty, and action loyalty. The overall average of customer
loyalty is 3.84, indicating moderately strong loyalty to Haidilao among the

respondents.

The dimension with the highest average score, which is 3.94, corresponds to
affective loyalty. This indicates that respondents moderately agree that Haidilao
provides them with pleasure, and they maintain a favorable attitude toward the brand.
Notably, the statement "I have a negative attitude toward Haidilao®" achieved the
highest mean value of 3.98 after analyzing the revised data, signifying a noteworthy
level of positivity. Conversely, the statement "/ like the unique features and dining
experience provided by Haidilao" received the lowest mean score, at 3.90, suggesting
a slightly lower level of agreement regarding the distinctiveness of the dining

experience.

The next dimension is conative loyalty, with a mean value of 3.85, which
suggests that respondents have a moderately strong intention or commitment to
consume at Haidilao. The statement "I have repeatedly found that Haidilao is better
than other Hot Pot restaurants" scored the highest mean value of 3.91, indicating a
high level of preference for Haidilao. Conversely, the statement "I have repeatedly
found that Haidilao doesn't meet my expectations” received the lowest mean score
after analyzing the revised rating score, at 3.78, suggesting a lower level of agreement

in terms of meeting expectations.
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Cognitive loyalty, with the third-highest average score of 3.85, implies that
respondents moderately agree that Haidilao's attributes are better than those of other
hot pot restaurants. The statement "/ trust Haidilao to provide a great hot pot dining
experience consistently” achieved the highest mean score of 3.90, indicating a high
level of trust in Haidilao's consistency. On the other hand, the statement "/ believe
dining at Haidilao is preferable to other hot pot restaurants" received the lowest
mean score, at 3.73, indicating a somewhat lower level of agreement regarding dining

preference.

The last dimension, action loyalty, has the lowest mean score, at 3.75. This
signifies that respondents express a moderate level of commitment to repeatedly
consume at Haidilao Thailand. The statement "I am always willing to try new dishes
and offerings introduced by Haidilao" scored the highest mean value of 3.82,
suggesting a strong willingness to explore new offerings within Haidilao. The
statement with the lowest mean value is "I would always choose Haidilao for my hot
pot dining over other options" with a mean of 3.67, indicating a relatively lower

preference for Haidilao over other options.

To answer the second research question, “Is there a relationship between brand
image and customer loyalty toward Haidilao Thailand?” a correlation analysis was
conducted to explore the relationship between brand image and customer loyalty
toward Haidilao Thailand. The results revealed a significant positive relationship

between these variables, with an overall correlation coefficient (r) of 0.518.

In this study, the most pronounced correlation was observed between
experiential image and customer loyalty, showing a significant positive relationship
with a correlation coefficient of 0.502. Meanwhile, the correlation between functional
image and customer loyalty yielded a coefficient of 0.468, also indicating a
substantial positive relationship. These findings suggest that as respondents'
perception of Haidilao's brand image improves positively, their assessments of
Haidilao's customer loyalty also tend to increase. In simpler terms, a more favorable
perception of the Haidilao brand image corresponds to higher customer loyalty

ratings.
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To further test whether there are statistical differences in brand image and
customer loyalty in Haidilao Thailand when the participants are from different
demographic groups, the One-Way ANOVA test and Post Hoc Test were conducted.
The results showed that there are some differences in brand image and customer

loyalty from different demographic groups.

The participants from different educational levels have different brand images.
Specifically, the group with was bachelor’s degree differs from the other two groups
which were the master’s degree group and the above master’s degree group.
Moreover, the findings claimed that Chinese respondents and Thai respondents

perceived the brand image of Haidilao Thailand differently.

Regarding customer loyalty, there are distinctions among respondents based
on both gender and nationality. Furthermore, the female group has different customer
loyalty compared with the male group and other gender groups. And Thai respondents

held different levels of customer loyalty compared with Chinese respondents.

5.2 Discussion

Drawing from the findings of this study and aligning with our research
objectives, this section tackles three main discussion points. First, it commences with
an examination of Haidilao Thailand's brand image, followed by a discussion on
customer loyalty. The final section delves into the relationship between brand image

and customer loyalty.

5.2.1 Brand image

In the brand image section, two dimensions with the top two highest levels of
the agreement will be discussed, which are functional image and experiential.

Therefore, it will talk about how consumers perceive the brand image of Haidilao in
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such two aspects.

5.2.1.1 Functional image

Functional image has the highest mean rating in all dimensions of brand

image. It shows that Haidilao Thailand effectively caters to respondents’ needs.

This dimension encompasses the set of associations or perceptions that
customers hold regarding the tangible and practical benefits provided by a brand
(Salgiuviené et al., 2009). The functional image of Haidilao Thailand is centered
around the utilitarian aspects and attributes of its products or services. These attributes
pertain to Haidilao's capacity to fulfill specific functions, address practical needs, and
deliver tangible benefits. Therefore, the evaluation of Haidilao's food and services
serves as a key metric in this dimension, measured through participants' agreement
levels. Significantly, individuals expressed a high level of agreement that Haidilao
provides predominantly high-quality services, indicating that the brand's services are a

core competitive advantage.

The notable agreement among participants regarding Haidilao's functional
image can be attributed to the business philosophy of "service first, customer first," as
highlighted by Song and Zhang (2018). This philosophy is reflected in Haidilao's
practical approach to offering additional services beyond typical catering. For
instance, Haidilao goes beyond conventional dining services by providing
complimentary manicures, card games, free ice cream, and other amenities to
customers while they wait in their queues (as illustrated in Figure 5.1). This additional
value contributes to the positive perception of Haidilao's functional image,

emphasizing its commitment to customer satisfaction and well-rounded service.

Furthermore, Haidilao implements a strategic initiative of offering half dishes
at half price, allowing customers to order smaller portions of a dish for a reduced cost.
This approach aligns with consumer preferences for flexibility and variety in dining

choices. The combination of these strategies not only fulfills practical needs by
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offering diverse services but also enhances the overall functional image of Haidilao in

the eyes of participants.

Finally, the CEO of Haidilao, as per the 2021 Global Brand Insight report,
revealed a shift in focus from exceptional service to a stronger emphasis on the
brand's culinary aspects. This strategic change has led to the introduction of
innovative dishes like the Tong Yam Goong hot pot in the Thai market, catering to

evolving consumer preferences in the food sector.

Figure 5.1: Extra services from Haidilao.

—————
i
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Source: Global Brand Insight. (2021). #Ji&#5: fUA RS2 A K. Retrieved from
December 1, 2023. http://www.c-gbi.com/m/view.php?aid=9702

In conclusion, Haidilao Thailand maintains a robust functional image by
prioritizing exceptional services aligned with its business idea. Through executing a
set of strategies, Haidilao satisfied consumers’ requirements or needs for dining a
meal in a hot pot restaurant. Moreover, brands strive to meet customer needs for

products and food products.
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5.2.1.2 Experiential image

Experiential image as the second-highest mean score among brand image
dimensions indicates that respondents find pleasure in their dining experiences at

Haidilao branches.

This dimension concentrates on how consumers perceive and assess their
dining encounters with a brand (Chen, 2021). In comparison to the functional image
dimension, the experiential dimension delves into the emotional and sensory aspects
that shape the overall experience, moving beyond a sole emphasis on tangible and
practical benefits. Participants are encouraged to express their sentiments and
judgments concerning the emotional resonance of the dining experience, the sensory
allure of the food, and the overall satisfaction derived from the brand's services. In
essence, the study gauges participants' agreement levels concerning their dining

experience, encompassing elements such as food, services, and atmosphere.

A notable discovery is that the statement "Haidilao's restaurant atmosphere
adds to my dining enjoyment" received the highest score among the scale items in this
dimension. This suggests that participants believe the restaurant atmosphere
contributes more to their dining pleasure than excellent service and food alone. This
finding is consistent with Andersson and Mossberg's (2004) research, indicating that
consumers are willing to pay a premium for a pleasant dining environment.
Furthermore, Haidilao goes beyond providing a well-designed dining space; it also
offers captivating performances, such as Chinese traditional opera and dancing while
preparing Ramen (shown in Figure 5.2), enhancing the overall dining experience for

customers.
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Figure 5.2 Performance at Haidilao

Source: Haidilao (2023). Hot pot dining, Retrieved 1 October 2023, from

https://www.superhiinternational.com/about/culture.

In addition to creating a pleasant atmosphere, Haidilao employs various
strategies to ensure a delightful dining experience for consumers. One such strategy
involves addressing consumers' feelings of loneliness. For solo visitors to the branch,
Haidilao provides a large toy, aiming to alleviate any sense of isolation. Furthermore,
the brand offers special services for individuals celebrating their birthdays at Haidilao.
These services include singing the "Happy Birthday" song, providing a birthday cap,

and offering a complimentary cake to enhance the celebratory experience.

In summary, experiential image concerns consumers’ emotional and sensory
experiences with a brand. Haidilao Thailand garnered high agreement in delivering a
positive, pleasurable dining experience by creating an excellent dining atmosphere

and providing outstanding services to customers.

5.2.1.3 Symbolic image

Although the symbolic image had the lowest average value among the three
dimensions of brand image, the numerical differences between the three means are

within 0.1. This suggests that consumers perceive Haidilao Thailand as capable of



62

satisfying their inner desires.

Symbolic image, in this study, focuses on customers' inner desires, indicating
an association of the brand with self-identification (Lee et al., 2014). Furthermore,
brand image can be analyzed through the symbolic meaning associated with a brand.
In the case of Haidilao Thailand, the symbolic image is closely tied to the brand's
ability to fulfill its customers' inner desires, defined in this study as self-esteem, self-

imagery, and reputation.

The mean values for each scale item within this dimension range from 3.87 to
3.78, showing minimal differences. This suggests that customers generally slightly
agree with all the statements. The highest mean value is assigned to the statement
"Haidilao is a well-known Hot Pot brand in my opinion." This could be attributed to
Haidilao's extensive international business expansion since entering Singapore's
market in 2012, with 935 hot pot restaurants operating outside of China by 2020, as
reported by Haidilao (2023). This has significantly enhanced the brand's reputation.
Conversely, the item "Eating at Haidilao is special and holds a symbol of social
status" has the lowest mean value in this dimension. This suggests that not all
customers agree that dining at Haidilao reflects their social status. This might be
influenced by Haidilao's business model and strategy. Most customers dine at
Haidilao with friends in a casual atmosphere, as depicted in Figure 5.3. Haidilao aims
to connect with young generations, utilizing various tactics, such as imitating popular
short videos on TikTok China to shape people's perceptions. Consequently, for some

participants, Haidilao Thailand is not perceived as a place to showcase social status.

In summary, the evaluation of symbolic image assesses whether Haidilao
meets the dining desires of customers. The results indicate that customers partially
agree, with the main factors being the brand's reputation, business model, and

communication strategy.
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Figure 5.3 The customers of Haidilao

Source: Haidilao (2023). Haidilao culture, Retrieved 6 December 2023, from

https://www.superhiinternational.com/about/culture.

5.2.2 Customer loyalty

Two dimensions will be discussed in the variable of customer loyalty
according to the research findings. One dimension is affective loyalty which had the
highest mean score within this questionnaire. Another one is action loyalty which held

the lowest mean score.

5.2.2.1 Affective loyalty

The dimension with an average score of 3.94 indicates that respondents
moderately agree that Haidilao provides them with pleasure, and they maintain a

favorable attitude toward the brand.

Affective loyalty, as explored in this study, delves into consumers' favorable
attitudes toward a brand, recognizing that these attitudes significantly influence
subsequent behaviors (Back & Parks, 2003). Participants' attitudes were assessed by
considering their overall evaluation and likability toward Haidilao Thailand. The

rationale behind this evaluation is rooted in the understanding that positive attitudes
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are often indicative of loyalty.

The further explanation of the findings about the affective loyalty dimension is
that the majority of participants, by evaluating their loyalty toward Haidilao Thailand
with a favorably inclined attitude, provide evidence of the brand's success in

cultivating positive sentiments among its consumer bases.

This favorable attitude observed in such participants can be further explained
by the additional services offered by Haidilao, as mentioned previously. The brand's
provision of extra services, such as complimentary manicures, engaging
performances, and special birthday celebrations, contributes to building a strong
emotional connection with consumers. These extra services go beyond the traditional

dining experience and create memorable moments for customers.

This aligns with the findings of Chartchawalitsakul (2020), which emphasize
the significant impact of service quality on customer loyalty. The provision of
exceptional services not only meets the functional needs of customers but also taps
into the emotional aspects of their dining encounters. As a result, consumers are more
likely to form a positive emotional bond with the brand, leading to a favorable attitude

and, consequently, higher levels of affective loyalty.

In essence, the success of Haidilao in cultivating positive sentiments and
affective loyalty can be attributed to its strategic focus on delivering outstanding
services that extend beyond the conventional expectations of a dining establishment.
This approach not only satisfies customers' practical needs but also creates emotional

connections that contribute to a lasting and favorable attitude toward the brand.

5.2.2.2 Action loyalty

The findings of action loyalty signify that respondents express a moderate
level of commitment to repeatedly consuming at Haidilao Thailand. In this study, the

assessment of participants' actions involved the likelihood of choosing Haidilao for
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future dining experiences, their commitment to being repeat customers, and their

willingness to try new products and services.

In examining the results related to action loyalty, it is evident that respondents
exhibit a moderate commitment to making Haidilao their preferred choice for dining.
This moderate level of commitment suggests that while participants had positive
evaluations and attitudes toward Haidilao Thailand, there may be factors influencing

their decisions to explore other dining options as well.

A potential explanation for this relatively lower commitment level compared
with another three loyal dimensions could be attributed to factors such as the
availability of alternative dining choices, varying consumer preferences, or external

influences affecting participants' decisions.

In summary, the participants hold a moderate commitment to be actual loyal
customers of Haidilao Thailand. Other potential factors affect their commitment,

indicating areas where Haidilao might explore strategies to strengthen action loyalty.

5.2.3 Relationship between brand image and customer loyalty

This section delves into the relationship between brand image and customer
loyalty towards Haidilao Thailand. The results of the correlation analysis validate the
hypothesis of this study, affirming a positive relationship between brand image and
customer loyalty. Essentially, individuals with a more positive perception of a brand

are likely to exhibit higher loyalty.

Within this relationship, the experiential image demonstrates the most robust
positive correlation with customer loyalty. This implies that the pleasurable
experiences perceived by consumers at Haidilao restaurants are particularly effective

in fostering customer loyalty.

Moreover, customers' dining experiences are multifaceted, engaging various
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senses. Haidilao's services provide consumers with a comprehensive sensory
engagement, encompassing sight, smell, hearing, taste, and touch. Notably, nail
services offer tactile and visual experiences, while hot pot soup and dishes engage the
visual and taste senses. The rendition of the happy birthday song contributes to the
auditory experience. This multisensory approach enhances the overall dining
experience, potentially evoking feelings of pleasure and joy among Haidilao's

customers.

Additionally, the combination of these sensory experiences likely shapes
customers' perceptions and evaluations of their dining experiences. This aligns with
the notion that positive sensory encounters contribute to a more favorable evaluation

of the brand, thus strengthening customer loyalty.

5.2.3 Distinct brand image and customer loyalty among different demographic

groups

This part tries to explain the findings of the differences in brand images and

customer loyalty of Haidilao Thailand among different demographic groups.

According to Chapter 4, people from different educational level has different
perceptions of the brand image of Haidilao. From Figure 5.3, the bachelor’s degree
group has the strongest positive brand image of Haidilao. In other words, the
customers who possess a bachelor’s degree perceive Haidilao Thailand in the most

positive light.
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Figure 5.3 The mean of brand image with different educational levels
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Moving to the differences among gender groups, table 5.4 reveals that female
customers of Haidilao hold more positive perceptions of the brand image of Haidilao

Thailand compared to male customers or those from other genders.

Table 5.4 The mean of customer loyalty with different gender groups
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Lastly, findings from previous studies reveal that Thai customers tend to hold

a more favorable perception of Haidilao Thailand's brand image compared to their
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Chinese counterparts. Moreover, Thai customers exhibit a higher level of loyalty to
the brand than Chinese customers. This observation aligns with the information
provided in the Haidilao report (2023), which asserts that the brand's international
business performance surpasses its domestic market performance, particularly in
China. One potential reason for this discrepancy could be the intense competition in

the Chinese market.

According to a report by Z 4 JF (2023), the number of hot pot restaurants in
China is approximately 500 thousand, with numerous hot pot brands directly
competing with Haidilao, employing various strategies to attract customers. For
instance, Xiabu Xiabu, the primary competitor of Haidilao in the Chinese market,
integrates a fast-food model into its hot pot business. In Xiabu Xiabu, customers can
enjoy a hot pot meal alone at a bar table. In the Thai market, Haidilao, as an

international brand, enjoys a significant advantage in brand awareness.

Another factor could be the perceived over-enthusiasm of Haidilao's service
staff. Global Brand Insight (2021) highlighted complaints from customers about the
services at Haidilao in China. Some customers felt that the service was too frequent
during the meal, causing disruptions. Additionally, they noted that waiters were too
close, affecting privacy, and the service was overly enthusiastic, leading to consumer
embarrassment. Moreover, some customers expressed concerns about excessive
communication by waiters during the meal, impacting the overall dining experience
and diminishing the sense of leisure. Such over-service may also influence the brand

image of Haidilao Thailand in the perception of Chinese customers.

Consequently, Chinese customers may prefer other hot pot brands when dining
in China. In other words, the brand image of Haidilao Thailand in the minds of
Chinese customers may be shaped by their previous dining experiences in China.

Similarly, they might be loyal to other Chinese hot brands.

As a new brand in the Thailand market, Haidilao Thailand introduces a novel
business model that local customers may not have experienced before. These new

dining experiences could enhance the brand image of Haidilao Thailand, providing a
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unique appeal to local consumers. Moreover, Thai customers also showed a higher

loyalty level toward the brand compared with Chinese customers.

5.3 Limitations of this research

While this study contributes to existing knowledge by substantiating a positive
relationship between brand image and customer loyalty, it is essential to acknowledge

two limitations.

Firstly, the sample comprises individuals who have resided in Bangkok for
over three months. As Haidilao's business expands, the exclusive focus on Bangkok
might limit the generalizability of findings to the broader population. Additionally, the
study did not impose restrictions on the nationalities of the participants. Future
research could delve into specific cultural backgrounds to provide a more nuanced

understanding of customer perceptions.

Secondly, this study did not explore cultural differences within the population.
Investigating these differences could uncover valuable insights into how cultural
nuances might influence brand perception and loyalty. Future studies should consider

incorporating a more comprehensive examination of cultural factors.

Addressing these limitations in future research endeavors will contribute to a
more nuanced and culturally sensitive understanding of the relationship between

brand image and customer loyalty for Haidilao Thailand.

5.4 Direction for Future Study

This study exclusively employs a quantitative research method, constraining
the exploration of brand image and customer loyalty within the confines of the
formulated questionnaire. Consequently, the findings may lack depth and insightful

conclusions. Future research endeavors should consider employing diverse research
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methods to provide a more comprehensive understanding of these two concepts.

Moreover, the study relies on a singular model for each variable. Given the
multitude of studies on brand image and customer loyalty, which often yield varied
and debatable results, researchers may benefit from experimenting with different
models or theoretical frameworks. This approach could enrich the understanding of

brand image and customer loyalty dynamics.

Additionally, the study mentions the distinctions of brand image and customer
loyalty while the respondents are from different backgrounds. However, this study
doesn’t explore the reasons for this phenomenon. Future research can study the impact

of different demographic groups on the variables.

Finally, it is essential to recognize that brand image and customer loyalty,
while significant, do not encapsulate all facets of the Haidilao brand. Future
researchers might consider investigating other dimensions or concepts to provide a
more holistic perspective on the brand. This approach could contribute to a more
nuanced and comprehensive understanding of Haidilao and its various dimensions

beyond brand image and customer loyalty.

5.5 Practical Implications

This study provided some insights into the brand image and customer loyalty
of Haidilao Thailand. Two practical implications have been identified according to

those findings.

This study holds significant implications for companies within the restaurant
industry, particularly those offering value-added products or services. It can serve as a
valuable guide for restaurant brands aiming to establish or reinforce their brand image

and customer loyalty in the market.

The research underscores the importance of brand image in consumer
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evaluations, with participants highlighting experiential and functional image
dimensions as key attractors. Marketing practitioners in the restaurant industry can
leverage these insights to reevaluate their in-store design, service experience, and
product functionality. To appeal to customers' emotional, mood, and sensory stimuli,
restaurants may consider implementing unique service experiences, such as themed
events, innovative menu designs, or distinctive dining environments. Furthermore, the
study suggests that emphasizing the deliciousness, freshness, and health features of
the food can enhance breakthroughs in functional image. By strategically aligning
with consumer values and preferences, brands can increase brand abywareness and
perceived value, ultimately boosting competitiveness. Ultimately, the creation of a
unique and enjoyable dining experience is identified as a crucial strategy to solidify
customer loyalty and secure a lasting position in the market. Restaurants that
successfully integrate these insights into their branding strategies are likely to thrive

in attracting and retaining customers.

Additionally, the finding shows that customers loyal to the brand are more
related to affective aspects. To fortify this emotional connection and cultivate
customer loyalty, restaurant marketers can implement various measures. Firstly,
prioritizing employee training is crucial to equipping staff with empathetic and
friendly service skills and fostering positive emotional interactions with customers.
Creating a positively pleasant service atmosphere contributes to customers having
positive emotional experiences, ultimately enhancing brand loyalty. Secondly,
leveraging social media platforms can be an effective strategy. Sharing brand stories,
glimpses into employees' daily routines, and customer insights can establish an open
and transparent emotional connection. Engaging in interactive and fun interactions on
social media, including responding to customer comments, helps solidify a closer
emotional bond with the brand. Lastly, introducing personalized services or events
tailored to customers' birthdays, anniversaries, or preferences can provide customized
experiences. This personal touch makes customers feel valued and cared for, sparking
positive emotional connections. Through these differentiated measures, the restaurant
can deepen emotional ties with customers and elevate the brand's emotional value,

thereby fostering stronger customer loyalty.
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Lastly, the brand image and customer loyalty are not fixed from the customer’s
perspective. Individuals from diverse backgrounds may generate different associations
with a brand and exhibit distinct levels of loyalty toward a brand. Therefore, it is a
wise choice for brands to segment customers based on demographics and develop

promotion strategies or plans for their customer groups.

In summary, this chapter summarizes the findings of this study surrounded
with the data on brand image and customer loyalty toward Haidilao Thailand in
addition to their differences among distinct demographic groups. Further, this chapter
discusses findings and summary sections to underscore their reasons. Then, chapter 5
points out the limitations of this study and gives some suggestions for future research.

Lastly, this chapter concludes with practical implications for business practitioners.
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APPENDIX A

Questionnaire (English version)

This research project is conducted in partial requirement of a
Professional Project, enrolled by a student of M.A. Strategic Communication
Management from the Faculty of Communication Arts, Chulalongkorn
University. The purpose of this questionnaire is to explore the relationship

between brand image and customer loyalty toward Haidilao.

This questionnaire will take approximately 10 minutes. Participants
are requested to complete all of the following questions based on their
opinions and as accurately as possible. The data collected will be analyzed and

used for educational purposes only.

Section 1: Screening question

Instructions: Please check ( v ) the answer that best represents you

1. Have you dined in Haidilao Thailand in the last three months

O 1.Yes
O 2. No (end the survey)

2. Are you aged between 20-50 years old?

O 1. Yes
O 2. No (end the survey)

3. Have you lived in Bangkok for over three months?
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O 1.Yes
O 2. No (end the survey)
Section 2: The brand image of Haidilao Thailand

Instructions: Please rate the statements below according to your perception of
Haidilao by marking ( v ) below the number on the scale below: 5 = strongly agree,

4 = agree, 3 = neither agree nor disagree, 2 = disagree, 1 = strongly disagree.

Strongly Strongly
<>
Statements agree disagree
5 4 3 2 1
1 Haidilao's food presentation meets my needs.
) Choosing Haidilao for a hot pot meal is a wise
decision for me.
3 Haidilao provides excellent services.
4 I am satisfied with the quality of Haidilao's food.
> Haidilao is a respectable choice for special
occasions.
6 Eating at Haidilao is special and holds a symbol
of social status.
7 Haidilao is a well-known Hot Pot brand in my
opinion.
] Haidilao's food and brand align with the image I
want to project.
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Strongly Strongly

<>
Statements agree disagree

5 4 3 2 1

Haidilao's food interested me.

Haidilao's service makes me feel warm and
10 comfortable.

Haidilao's restaurant atmosphere adds to my
11 dining enjoyment.

Each visit to Haidilao is a special experience
12 that I enjoy and remember.

Section 3: Customer loyalty toward Haidilao Thailand

Instructions: Please rate the statements below according to your experience of
consuming in Haidilao by marking ( v/ ) below the number on the scale below: 5 =
strongly agree, 4 = agree, 3 = neither agree nor disagree, 2 = disagree, 1 = strongly

disagree

Strongly Strongly

<>

Statements agree disagree

I believe that dining at Haidilao is preferable to
1 other hot pot restaurants.

I believe that the offerings of Haidilao align
with my hot pot dining preferences.
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Statements

Strongly
<>

agree

Strongly

disagree

5 4 3 2

1

I trust Haidilao to provide a great hot pot dining

3 experience consistently.

4 I have a negative attitude to Haidilao.

5 I dislike Haidilao.

6 I like the unique features and dining experience
provided by Haidilao

7 I have repeatedly found that Haidilao is better
than other Hot Pot restaurants.

8 I have repeatedly found that Haidilao doesn’t
meet my expectations.

9 Repeatedly, the Haidilao offers better food and
service compared with other Hot Pot restaurants.

10 I would always choose Haidilao for my hot pot
dining over other options.
I would always prefer the offerings and

11 experiences at Haidilao over other hot pot
restaurants

12 I am always willing to try new dishes and

offerings introduced by Haidilao.




Section 4: Demographic questions
Instructions: Please check (v") the answer that best represents you

1. What is your gender

O Female
O Male
O Others

2. What is your educational level

O Below Bachelor’s Degree
O Bachelor’s Degree

O Master’s Degree

O Above Master’s Degree.

3. What is your nationality

O Thai
O Chinese
O Others......

4. What is your monthly income

O Lessthan THB 15,000

O THB 15,000 — THB 30,000
O THB 30,001 — THB 45,000
O More than THB 45, 000
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APPENDIX B

Questionnaire (Thai version)
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APPENDIX C

Questionnaire (Chinese version)
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