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Original and adapted scale items 

Concept Construct No Original scale items Adapted scale items 

B
ra

nd
-s

pe
ci

fic
 a

ss
oc

ia
tio

ns
 

Perceived 

quality 

1 Be reliable This brand is reliable 

2 Be durable This brand’s product is durable 

3 Be high quality This brand is high in quality 

Emotional 

value 

4 Be one that I enjoy This is a brand that I enjoy 

5 Make me feel good This is a brand that makes me 
feel good 

6 Give me pleasure This brand gives me pleasure 

7 Make me want to use it This brand makes me want to 
use it 

8 Feel comfortable using it I feel comfortable using this 
brand 

G
en

er
al

 b
ra

nd
 im

pr
es

si
on

s 

Brand 

awareness 

9 I can recognize this brand among 
competing brands 

I can recognize this brand 
among competing brands 

10 I am aware of this brand I am aware of this brand 

11 I can quickly recall the symbol or 
logo of this brand 

I can quickly recall the symbol 
or logo of this brand 

Brand 

image 

12 Have good reputation This brand has a good 
reputation 

13 Be prestigious brand This is a prestigious brand 

Br
an

d 
co

m
m

itm
en

t Brand 

loyalty 

14 I am loyal to this brand I am loyal to this brand 

15 This brand is my first choice 
among competing brands 

This brand is my first choice 
among competing brands 

Purchase 

intentions 

16 I intend to buy this brand frequently I intend to buy this brand 
frequently 

17 I plan to buy this brand more often I plan to buy this brand more 
often 

 









Extract from Statistics South Africa Vulnerable Groups Indicator Report 2016: 

Distribution of youth, 2016 
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Effects of demographics on brand analysis constructs 

 

1.1 Effects of demographics on brand-specific association 
 

 

Figure 1: Effect of income on PQ 

 
The R5 000 – R9 999 income bracket had the highest quality perceptions for the global 

brand (M = 3.90), followed by the R0 – R4 999 bracket (M = 3.80). The R0 – R4 999 

bracket, however had slightly higher ratings for the PQ of the local brand (M = 3.03) than 

the PQ of the local brand among respondents in the R5 000 – R9 999 income bracket 

(M = 2.96). Respondents who earn between R10 000 and R19 999 as well as those 

earning between R20 000 and R29 999, both had the same quality perceptions for the 

global brand (M = 3.70). The R30 000 – R64 000 income group shows the second highest 

rating for both the global (M = 3.28) and the local brand (M = 2.47). The lowest levels of 

PQ for both the global (M = 2.95) and the local (M = 2.38) brand were rated by 

respondents earning more than R65 000 per month.  



Figure 2: Effect of education on PQ 

 
Figure 2 shows that respondents with a National Diploma gave the highest PQ ratings to 

the global brand (M = 3.94) and the second highest PQ ratings to the local (M = 3.22) 

brand. The second highest ratings for the global brand (M = 3.75) brand came from 

respondents who completed Grade 12/Matric with a lower rating toward the local brand 

(M = 3.09). Respondents with a Bachelors (M = 3.73) degree also rated the PQ for the 

global brand closely to that of the Grade 12 group. The post graduate group gave the 

lowest ratings for both the global (M = 3.33) and the local (M = 2.33) brand. In contrast to 

the findings mentioned thus far, those respondents who have not completed high school, 

gave the highest rating in terms of PQ for the local brand (M = 3.48) with a lower rating 

for the global brand (M = 3.38).  



Figure 3: Effect of race on PQ 

 
Figure 3 above shows that all the racial groups had higher quality perceptions for the 

global brand in comparison with the local brand. The African racial group had the highest 

perceived quality for both the global (M = 3.91) and the local brand (M = 3.19), while the 

Indian group showed the lowest perceived quality for the global (M = 3.27) and the local 

(M = 2.67) brand. The Coloured racial group shows the second highest perceived quality 

ratings for the global (M = 3.71) and the local (M = 3.04) brand, while the Caucasian racial 

group shows the second lowest scores in terms of PQ for the global (M = 3.63) and the 

local (M = 2.70) brand. 

 

 Effects of demographics on emotional value 

 

All of the demographic groups yielded significant findings. The results described and 

visually illustrated in Figure 4 (gender), Figure 5 (income levels), Figure 6 (education 

levels) and Figure 7 (race) below. 



Figure 4: Effect of gender on EV 

 
Figure 4 above shows that both male and female respondents gave the highest EV ratings 

for the global brand in comparison with the local brand. Female respondents gave the 

higher ratings for both the global (M = 3.84) and the local (M = 3.39) while male 

respondents gave lower EV ratings for the both the global (M = 3.60) and the local 

(M = 3.21) brand.  

 



Figure 5: Effect of income on EV 

 
 
Figure 5 that the respondents who fall under all of the income brackets gave a higher EV 

rating for the global brand than for the local brand. The highest rating for EV for the global 

brand was given by respondents who fall within the R5 000 – R9 999 income bracket 

(M = 3.87), while the lowest was given by those who earn R65 000 and more per month 

(M = 3.37). The highest level of EV for the local brand was given by respondents who fall 

within the R0 – R4 999 income bracket (M = 3.57), while the lowest EV rating for the local 

brand was given by those who fall within the R30 000 – R64 999 income bracket 

(M = 2.86). Respondents who earn between R10 000 and R19 999 per month had the 

third highest EV levels for the global (M = 3.71) and the local (M = 3.32) brand. Likewise, 

those respondents who fall within the R20 000 – R29 999 income bracket gave a higher 

rating for the EV of the global brand (M = 3.64) than the local brand (M = 3.04), but the 

EV ratings among those who earn R65 000 or more for the local brand (M = 3.14) was 

higher than that of the R20 000 – R29 999 income group. Respondents who fall within 

the R30 000 – R64 999 income group gave a higher EV rating for the global brand 

(M = 3.55) than the local brand (M = 2.86), which was the lowest for the local brand 

overall.  



 

Figure 6: Effect of education on EV 

 
Noteworthy in Figure 6 above, is that only respondents who have not completed high 

school have higher EV levels toward the local brand (M = 3.49) than toward the global 

brand (M = 3.14). In contrast, similar ratings of EV are evident among those respondents 

who have completed Grade 12 and those with national diplomas as those with a national 

diploma gave the highest ratings for the global brand in terms of EV (M = 3.82), close to 

those respondents with Grade 12 (M = 3.80). Similarly, respondents with Grade 12 gave 

the highest EV ratings for the local brand (M = 3.540) with a close rating of the EV of local 

brands among those respondents with National Diplomas (M = 3.52). The respondents 

with bachelor degrees also rated the EV of the global brand (M = 3.75) higher than that 

of the local brand (M = 3.14). The lowest rating for the EV of the local brand was among 

those respondents with a post-graduate degree (M = 3.01), with higher EV levels for the 

global brand (M = 3.56). 



Figure 7: Effect of race on EV 

 
Figure 7 indicates that the African racial group gave the highest EV rating for the global 

brand (M = 3.76). The Coloured racial group gave the local brand the highest EV rating 

overall (M = 3.73), following the African racial group (M = 3.54), the Caucasian  racial 

group (M = 3.16) and the Indian group (M = 3.11) Interestingly, there is no difference in 

EV among the Coloured racial group between the global (M = 3.73) and the local brand. 

The Caucasian racial group had the second highest rating for both the global (M = 3.73) 

and the local (M = 3.16) brand while the Indian racial group gave the lowest EV ratings 

overall for both the global (M = 3.32) and the local (M = 3.11) brand. 

 

 

1.2 Effects of demographics on general brand impression 
 

 Effects of demographics on brand image 
 

 

 



Figure 8: Effect on income and BI 

 
The results are illustrated in Figure 8 and show that the respondents in all the income 

brackets gave higher BI ratings for the global brand in comparison with the local brand. 

Respondents who fall within the R5 000 – R9 999 income bracket gave the highest BI 

ratings for both the global (M = 4.08) and the local (M = 3.37) brand. Respondents who 

earn between R0 – R4 999 per month had the second highest rating of BI for both the 

global (M = 3.87) and the local (M = 3.30) brand. Third highest, was the BI rating among 

those respondents who earn between R10 000 and R19 999 with a higher rating for the 

global brand (M = 3.80) than for the local brand (M = 3.22). Those respondents who fall 

within the R20 000 – R 29 999 category had a similar rating for BI for the global brand 

(M = 3.76) than the previous income bracket with a lower rating for the local brand 

(M = 3.03). The respondents who earn between R30 000 and R64 999 also rated the BI 

for the local brand similar to the previous income bracket (M = 3.01) and the second 

lowest overall for the global brand (M = 3.70). The lowest ratings for BI were received by 

the respondents who earn R65 000 per month or more for both the global (M = 3.50) and 

the local (M = 2.64) brand. Next,  

 



Figure 9: Effect of education on BI 

 
 
Figure 9 shows that, overall, higher levels of BI were received for the global brand in 

comparison with the local brand among all the respondents from different education 

levels. Respondents with a National Diploma gave the highest BI ratings for both the 

global (M = 3.97) and the local (M = 3.62) brand. Those respondents who have completed 

Grade 12 had the second highest rating for both the global (M =3.92) and the local 

(M = 3.28) brand. Similarly, those respondents with a bachelor’s degree gave the third 

highest rating of BI to the global brand (M = 3.89) and had lower ratings for the local brand 

(M = 3.16) compared to respondents with a National Diploma, Grade 12 and those 

respondents who did not finish high school (M = 3.29). Noteworthy is that there is not 

much of a difference in perceived BI for individuals who have not completed high school 

for the global (M = 43) and the local brand. The lowest rating among the education levels 

for  BI for the local brand (M = 2.78) was from those respondents with a post graduate 

degree with a higher rating of BI for the global brand (M = 3.62).  

 



Figure 10: Effect of race on BI 

 
Figure 10 depicts that all the racial groups have higher levels of BI for the global brand in 

comparison with the local brand. The African racial group had the highest ratings for both 

the global (M = 3.93) and the local (M = 3.72) brand. The Indian racial group had a similar 

rating than the African group for the global brand (M = 3.93), but with a lower rating for 

the local brand (M = 3.27). The Coloured racial group had slightly lower BI ratings for the 

global brand (M = 3.90) but had higher ratings for the local brand (M = 3.37) than the 

Indian and Caucasian racial groups. Lastly, the Caucasian racial group had the lowest BI 

ratings for both the global (M = 3.80) and the local (M = 2.98) brand. 

 

1.3 Effects of demographics on brand commitment 
 

 Effects of demographics on BL 

 

 



Figure 11: Effect of income on BL 

 
Figure 11 above shows relatively low levels of BL among all income brackets as most 

means fall within the 2 (=disagree) rating. Noteworthy is that only those respondents who 

fall within the R0 – R4 999 income bracket gave slightly higher brand loyalty ratings for 

the local brand (M = 2.94) in comparison with the global brand (M = 2.83). The highest 

levels of BL for both the global (M = 3.26) and the local brand (M = 2.91) exist among 

those respondents within the R5 000 – R9 999 income bracket, followed by respondents 

who fall within the R10 000 – R19 999 income bracket who also gave higher brand loyalty 

ratings towards the BL of the global brand (M = 2.99) than the local brand (M = 2.60). 

Similarly, those who earn between R20 000 and R29 999 gave the third highest ratings 

toward the global brand (M = 2.89) and the local brand (M = 2.28). Respondents who earn 

between R30 000 and R64 999 gave the second lowest ratings for the global brand 

(M = 2.53) and the local (M = 2.17) brand. The lowest BL ratings are evident among those 

respondents who earn R65 000 or more per month with higher ratings for the global 

(M = 2.50) than the local (M = 1.93).  

 



Figure 12: Effect of education on BL 

 
Figure 12 above shows that only respondents with Grade 12 as their highest level of 

education, gave a slightly higher BL rating for the local brand (M = 2.96) in comparison 

with the global brand (M = 2.90). Respondents with a National Diploma had the highest 

levels of BL toward both the global (M = 3.24) and the local (M = 3.07) brand compared 

to the other groups. Furthermore, respondents who have not completed high school gave 

higher ratings of BL for the global brand (M = 2.86), as opposed to the local brand 

(M = 2.57). Similarly, those respondents with a bachelor’s degree rated the BL of the 

global brand (M = 2.96) as opposed to the local brand (M = 2.46). The lowest ratings of 

BL are evident among those respondents with a post-graduate degree with a higher rating 

for the global brand (M = 2.58) than the local brand (M = 2.08).  

 



Figure 13: Effect of race on BL 

 
Figure 13 illustrates that only the Coloured racial groups gave higher brand loyalty ratings 

to the local brand (M = 3.23) in comparison with the global brand (M = 2.97). Furthermore, 

the African racial group gave the highest brand loyalty ratings to the global brand 

(M = 3.12) and the second highest to the local brand (M = 3.05). The Indian racial group 

gave the second lowest ratings of BL to both the global (M = 2.87) and the local (M = 2.83) 

brand. The lowest BL ratings for both the global (M = 2.92) and the local (M = 2.39) brand 

are evident among the Caucasian racial group.  

 

 Effects of demographics on PI 

 



Figure 14: Effect of income on PI 

 
Figure 14 above shows an overall lower rating for PI among all the income brackets for 

both brands with the majority of the means being around 2 (=disagree). Noteworthy is 

that only respondents who earn R4 999 or less show higher purchase intention levels 

toward the local brand (M = 2.94) than the global brand (M = 2.83), while the two highest 

income brackets show higher PI towards the global brand {M (R30 000 – 

R64 999) = 2.89, M (R65 000 or more) = 2.50} than the local brand {M (R30 000 – R64 

99) = 2.17, M (R65 000 or more) = 1.93}. Those respondents who earn between R20 000 

and R29 999 also had a higher PI rating towards the global brand (M=2.888) than the 

local brand (M = 2.275), compared to the higher income brackets.  



Figure 15: Effect of education on PI 

 
Figure 15 shows that respondents that fall under two education level categories; those 

respondents who have not completed high school as well as those with Grade 12, have 

higher PI levels toward the local brand {M (High School not completed) = 2.79, M (Gr 

12/Matric completed) = 3.30} than the global brand {M (High School not 

completed) = 2.64, M (Gr 12/Matric completed) = 3.17}. The respondents with a National 

Diploma had the highest PI towards the global brand (M = 3.49) with a lower PI rating 

towards the local brand (M = 3.23). The second highest PI towards the global brand are 

among those respondents with a bachelor’s degree (M = 3.22), also with lower PI ratings 

towards the local brand (M = 2.66). Respondents with a post-graduate degree had the 

lowest PI towards the local brand (M = 2.25) with slightly higher ratings towards the global 

brand (M = 2.86) compared to those respondents who have not completed high school.  

 



Figure 16: Effect of race on PI 

 
 
Figure 16 shows that only the Coloured racial group have higher PI levels toward the local 

brand (M = 3.30) in comparison with the global brand (M = 2.80). The African racial group 

had the highest levels of PI towards both the global (M = 3.43) and the local (M = 3.20) 

brand. The Caucasian and Indian racial groups had similar purchase intentions toward 

the global brand {M (Caucasian) = 3.10, M (Indian) = 3.10}, while the Indian racial group 

had slightly higher PI levels toward the local brand (M = 3.03) than the Caucasian racial 

group (M = 2.65). 

 




