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1. Introduction  

International marketers are increasingly preoccupied with helping transnational companies to establish footholds in foreign markets 

and to build market share in the relevant countries (Buckley et al., 1998; Blomsterno et al., 2006; Kwon et al., 1993; Root, 1998). 

Indeed, brands are vitally important to the success of such companies because they are associated with names and other symbolic 

representations that affect the thinking of prospective or actual consumers, in ways that make the relevant products more attractive 

(Giribaldi, 2003; Kapferer, 1998; Keller, 1998). 

Brand awareness is highly significant in this regard, being fundamentally connected with basic knowledge, recall and recognition of 

the relevant brands (Hellofs & Jacobson, 1999; Homburg et al., 2010; Hoyer & Brown, 1990; Kapferer, 2012; Thanh, 2012; Yuan & 

Jang, 2007).   

Brand popularity is another very important criterion for international marketers to bear in mind. Brand popularity may be understood 

as brand authority with consumers (Kapferer, 2012) and the degree of interest shown by consumers towards the brands in question as 

opposed to rival brands (Aghdaie & Honari, 2014). 

Additionally, it is clear that foreign brand awareness should not be taken for granted by multinational companies (Vida & Fairhurst, 

1999; Voss & Tansuhaj, 1999). Also, the level of perceived foreign brand popularity should not be assumed to be relatively high by 

multinational companies (Han & Terpstra, 1988). 

Furthermore, sensitivity by international marketers to cultural factors, particularly those operating at the local or country-level, is 

important (Rawwas, 2001; Singhapakdi et al., 1999; Waller & Fam, 2000; Yoo et al., 2002).  

However, it is unclear from the literature which factors generally influence the awareness and perceived popularity of foreign brands. 

Having said this, regarding brand awareness, Keller et al. (1998) indicate that brand name is one of the factors facilitating the 

development of brand awareness.  

Also, regarding brand popularity, another relevant factor that has been posited and studied extensively by researchers in recent years, 

concerns the image of the country of origin (Kim & Chung, 1997; Kim, 1995; Kinra, 2006; Lucy, 1996; Sena, 2007; Yasin et al., 

2007).  

Food, particularly snack food, is felt to be a particularly interesting product to do market research on, because there are various 

cultural norms involved in eating, which differ from one country to another (Alden et al., 1999; Alden et al., 2006; Cleveland & 

Laroche, 2007; Cleveland & Papadopoulos, 2011; Eckhardt & Houston, 2002; Sternquist, 1998).  

 

1.1. Usefully, Society for Nutrition Education (2010) notes that: 

 “A snack is composed of solid food(s), including those typically eaten with a utensil (with or without a beverage) that occurs between 

habitual meal occasions for the individual, is not a substitute for a meal and provides substantially fewer calories than would be 

consumed in a typical meal” (p. 33). This arguably serves as a practical guideline in identifying what types of foods should be 

recognised as ‘snacks’. 
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Moreover, natives of a country may or may not have an interest in eating foreign variants of locally made food (Kaplinsky, 1981; 

Knight et al., 2008; Kumar, 2014; Insch & Florek, 2009). Given the intriguing complexity of this phenomenon, it is considered 

efficacious to explore pertinent reasons, especially with regard to snack foods.  

 

2. Literature Evaluation  

Brand awareness acts as a strong signal of product quality and supplier commitment (Hoyer & Brown, 1990; Laroche, Kim & Zhou, 

1996; MacDonald & Sharp, 2000). Furthermore, brand awareness may indicate longstanding reliability, wide acceptance and prestige 

on the part of the relevant companies (Aaker, 1991; Hoyer & Brown, 1990).  

Consumers may use brand awareness as a purchase decision heuristic (Hoyer and Brown, 1990; MacDonald and Sharp, 2000). As 

such, there might be a connection between brand awareness and other observable aspects of consumer and brand behavior (Huang & 

Sarigöllü, 2012).  

Brand awareness plays an important role regarding purchase intention because consumers tend to buy a familiar and well known 

product (Keller, 1993; Macdonald & Sharp, 2000). Brand awareness can help consumers to recognise a brand from a product category 

and make purchase decisions (Percy & Rossiter, 1992). Also, brand awareness has a great influence on product selections and can be a 

prior consideration base in a product category (Hoyer & Brown, 1990).  

Put simply, brand awareness may drive purchase intentions of consumers, because of the effect of the relevant brand familiarity and 

associated comfort in the minds of consumers.  

A product with a high level of brand awareness will receive higher consumer preferences because it has higher market share and 

quality evaluation (Dodds et al., 1991; Grewal et al., 1998).  

Furthermore, it is suggested, inter alia, that brand awareness is likely to have a positive influence on quality perceptions (Chi et al., 

2009; Oh, 2000).  

Crucially, the conclusions of Ozretic-Dosen et al. (2007) draw attention to the sample in question only consisting of one group of 

consumers and dealing with only one food product category. This naturally limits the generalisability of the results. Such comments 

are highly pertinent to this study because of its necessarily small-scale nature.  

Berthon, Pitt & Campbell (2009) suggest that while brand consistency is an attractive feature, it is even more important that brands 

remain relevant. This suggests that high levels of brand awareness may not translate to high levels of brand popularity. On the other 

hand, it might be reasonably expected that low levels of brand popularity are associated with low levels of brand awareness, since 

there are a relatively small number of users of the product or indeed products in question.  

Nielsen Global Snacking Report (2014) suggests significant gender differences, when it comes to snack food consumption. Indeed, the 

same document notes that: “Globally, women drive snacking consumption more than men” (p. 7).  

This suggests that gender differences may influence both brand awareness and brand popularity. 

Raj (1985) finds a significant relationship between brand popularity and brand loyalty, also understanding ‘brand popularity’ to be 

identical to ‘brand user share’. In the present context, ‘brand user share’ may be more simply understood as the relevant market share 

in terms of users, accounted for by a particular brand.  

Furthermore, Raj (1985) states, "…it is clear that there is a positive relation between a brand's user share and its loyalty franchise" (p. 

57). This indicates that increased levels of foreign brand awareness are associated with increased levels of perceived foreign brand 

popularity, as measured by greater levels of customer loyalty. 

Therefore, on the one hand, rising levels of foreign brand awareness might be expected to be associated with rising levels of perceived 

foreign brand popularity.  

However, on the other hand, it is possible that falling levels of local brand awareness are associated with rising levels of foreign brand 

popularity.  

One would contend that this might be due to weakening local brand images in the minds of potential consumers, leading to them being 

less likely to go through with purchasing locally branded products (Chen & Myagmarsuren, 2011).  

This situation could then be exacerbated if they see comparable products with foreign branding as being increasingly more attractive, 

and therefore form an increasingly strong brand image regarding these products.     

Additionally, it is possible that falling levels of local brand popularity are associated with rising levels of foreign brand popularity. 

This will be particularly evident when market shares of locally branded products fall, whilst market shares of similar products with 

foreign branding rise (Kim, 1995; Kim, 1997).  

Before considering other relevant factors, such as purchasing power and government legislation, this would suggest that the level of 

perceived foreign brand popularity is functionally dependent on local brand awareness, foreign brand awareness, and local brand 

popularity (see Figure 1 below).  
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Figure 1: Conceptual Framework 

 

3. Methodology  

The research problem therefore concerns developing greater understanding of the factors that generally influence the level of 

perceived popularity of foreign snack food brands.  

Manley (2011) notes that biscuits “…are all made with flour…and all have low moisture content and thereby long shelf life if 

protected from moisture and oxygen in the atmosphere” (p.1).  

Furthermore, Manley (2011) also notes that: “The word ‘biscuit’ …. includes items also known as crackers, ...cookies and wafers” (p. 

1). The previous two points jointly provide a useful benchmark regarding what sorts of food products constitute biscuits. 

As such, it was firstly determined that the study would aim to explore the extent to which local brand awareness, foreign brand 

awareness and local brand popularity are associated with the level of perceived popularity of foreign biscuit brands.  

It was then decided to choose Malaysia as the country in which to do the relevant research and, within it, the township of Bukit Baru. 

Moreover, three large Malaysian companies that sell biscuit-based snack foods in Malaysia were selected, namely Munchy’s, 

Mondelez and Global Premium Resources. Furthermore, three large Western companies that sell their biscuit-based snack food 

products in Malaysia were selected, namely Nabisco (US), McVities (UK) and Quaker (US). Crucially, in light of the resource and 

scope limitations of the relevant project, a quantitative approach to the study was considered to be optimal (Creswell, 2013).  

 

4. Quantitative Research Questions and Hypotheses  

The following specific research questions (R1, R2 and R3), null hypotheses (H10, H20, H30, H40, H50) and alternative hypotheses (H1A, 

H2A, H3A, H4A, H5A) have been formulated in light of the preceding discussion: 

R1: What is the relationship between the level of foreign brand awareness and the level of perceived foreign brand popularity? 

H10: There is not a positive and statistically significant relationship between the level of foreign brand awareness and the level of 

perceived foreign brand popularity 

H1A: There is a positive and statistically significant relationship between the level of foreign brand awareness and the level of 

perceived foreign brand popularity  

H20: There is not a positive and statistically significant relationship between the level of foreign brand awareness and the level of 

perceived foreign brand popularity, regarding females only 

H2A: There is a positive and statistically significant relationship between the level of foreign brand awareness and the level of 

perceived foreign brand popularity, regarding females only  

H30: There is not a positive and statistically significant relationship between the level of foreign brand awareness and the level of 

perceived foreign brand popularity, regarding males only 

H3A: There is a positive and statistically significant relationship between the level of foreign brand awareness and the level of 

perceived brand popularity, regarding males only  

R2: Is there any significant difference between the level of foreign brand awareness for females and that for males? 

H40: There is no difference between the mean level of foreign brand awareness for females and the mean level of foreign brand 

awareness for males  

H4A: There is a difference between the mean level of foreign brand awareness for females and the mean level of foreign brand 

awareness for males  

R3: Is there any significant difference between the level of perceived foreign brand popularity for females and that for males? 

H50: There is no difference between the mean level of perceived foreign brand popularity for females and the mean level of perceived 

foreign brand popularity for males  

H5A: There is a difference between the mean level of perceived foreign brand popularity for females and the mean level of perceived 

foreign brand popularity for males 

R4: Is there an inverse relationship between local brand awareness and foreign brand popularity? 

H60: The correlation coefficient for local brand awareness with respect to foreign brand popularity is not both negative and 

statistically significant  

Perceived local 

brand popularity 
Foreign brand 

awareness 

Local brand 

awareness 

Perceived foreign 

brand popularity 
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H6A: The correlation coefficient for local brand awareness with respect to foreign brand popularity is both negative and statistically 

significant 

R5: Is there an inverse relationship between local brand popularity and foreign brand popularity? 

H70: The correlation coefficient for local brand popularity with respect to foreign brand popularity is not both negative and 

statistically significant 

H7A: The correlation coefficient for local brand popularity with respect to foreign brand popularity is both negative and statistically 

significant 

 

5. Population  

The population of Bukit Baru has been estimated to be currently 55, 656 (MBendi, 2016). 

 

6. Sampling Size 
The literature indicates that the larger the sample size, the higher is the rate of inclusion, and the greater the diversity of the research, 

clearly a very important aspect in this research (Kumar, 2011). This makes the research more representative of a bigger proportion of 

the population.  

Considering the z-score associated with the confidence levels of 90%, which is 1.645, along with the concepts of standard deviation 

and margin of error, one calculated a suitable sample size as follows:  

Sample Size = (Z-score) ² * StdDev*(1-StdDev) / (margin of error) ². 

Therefore, taking confidence level of 90%, 0.5 standard deviation and margin error of +/- 5%, Sample Size = (Z-score) ² * StdDev*(1-

StdDev) / (margin of error) ²  

= ((1.645)² x .5(.5)) / (.05)² 

= (2.7 x .25) / .0025 

= .675 / .0025 = 270 

 

7. Ethical Guidelines 

Prior to the collection of data, it is important to consider relevant ethical guidelines (Hunt et al., 1984; Hunt & Vitell, 1986; Patel et 

al., 2003).  

For this study, a central issue was therefore that of obtaining informed consent (Bradburn et al., 2004; Sin, 2005). The primary 

research involved face-to-face interviews in two popular and local shopping malls (Jusco Melaka Shopping Centre and Melaka Mall, 

both based in Bukit Baru).  

Firstly, potential participants were given sufficient information to allow them to decide whether or not they wanted to take part in a 

research study. In particular, inter alia, it was made clear to every participant what the nature of the study is, that every effort will be 

made to preserve anonymity and confidentiality (necessarily within the framework of relevant state and national legislation), and that 

they were under no obligation to take part in the study.  

Secondly, potential participants were asked to sign a suitably detailed consent form, which included the full title of the project and the 

researcher’s contact details. 

 

8. Data Collection 

Primary data in this research was collected from respondents through administering questionnaires to them (Cooper, Donald and 

Schindler, 2001). To begin with, the relevant views and opinions of a small number of respondents were collected using the 

convenience sampling method. A relatively simple yet structured questionnaire instrument was used for this purpose.  

Relative to other sampling methods, convenience sampling is relatively fast to conduct, relatively inexpensive and the subjects are 

readily available (Creswell, 2013). 

Clearly, however, one key criticism regarding convenience sampling is that of sampling bias and that the sample is not representative 

of the entire population. This suggests the increased risk of obtained skewed results (Farrokhi & Mahmoudi-Hamidabad, 2012).  

Another key criticism of convenience sampling is the implied limitation in generalisability and inference making about the entire 

population. Since the sample is not representative of the population, the results of the study cannot speak for the entire population. 

This will therefore lead to low external validity of the study (Ferber, 1977).  

Moreover, random sampling may not be that important or indeed possible (Lynch, 1982). Furthermore, it may also be possible to 

increase the external validity of a study based on convenience sampling, with reference to other studies (Winer, 1999). Having said 

this, probability sampling allows for the use of tests of hypothesis, which aids in the generalisability of the results, a most desirable 

feature.  

On balance, it was therefore felt eminently appropriate to conduct probability sampling for the main study, with convenience sampling 

being used to ensure the suitability and relevance of the questions used. Based on the review of results from the pilot study, which was 

deemed successful, two further questions were added to the relevant questionnaire as it then stood. Afterwards, the requisite number of 

finalised questionnaires were randomly distributed in the two relevant shopping malls (Jusco Melaka Shopping Mall and Melaka 

Mall).   

Secondary data has been used in order to provide theoretical support (Churchill and Iacobucci, 2005). In particular, it is helpful as a 

catalyst for generating research insights. Additionally, with regard to the relevant primary research, it serves to provide an objective 



The International Journal Of Business & Management   (ISSN 2321–8916)   www.theijbm.com 

 

188                                                                Vol 4  Issue 7                                                July, 2016 

 

 

lens through which to evaluate the resultant findings, in order to ascertain whether the research is successful or not (Rubin and 

Rubin, 2005).  

Last but not least, data was collected in accordance with generally accepted principles of “…beneficience, respect for human dignity 

and justice” (Pilot & Hungler, 1999). 

 

9. Instrument Description and Validation 

Closed-ended questionnaires were used in the research to collect quantitative data (Myers, 2009). The relevant design was in 

accordance with a 5-point Likert scale (Allen & Seaman, 2007).  

Table 1 below illustrates the nature of the relevant scale, with ‘N/A’ also being used if respondents did not know about a particular 

area.  

 

1 Not at all 

2 A little bit 

3 A moderate amount 

4 A great deal 

5 Very, very, much 

Table 1: Likert Scale Main Categories 

 

Both internal and external validation have been addressed in this study. Specifically, data was validated by ensuring that respondents 

are Malaysian and come from Bukit Baru. To ensure external validation, cross-checking of previous results in the field was also 

undertaken.  

Strong internal validity was upheld in the study by testing that the research had reliable measures of independent and dependent 

variables, and by seeking to ensure that there was reasonable theoretical justification for causally linking the independent variables to 

the dependent variables (Rubin and Rubin, 2005).  

 

10. Coding Details, Preliminary Results Tables and Initial Commentary 

Tables 2, 3, 4 and 5 below serve to operationalise aspects of the construct instrument (namely survey questionnaire) intended to 

address the relevant research questions and relevant hypotheses. 

 

Survey Questions Variables 

H, J,  Local brand awareness 

E, F, N, O Perceived local brand popularity 

I, K   Foreign brand awareness 

E, G, M, P Perceived foreign brand popularity 

Table 2: Survey Questions and Variables 

 

RQ Hypothesis Independent Variable Dependent Variable 

1 1 Foreign brand awareness Perceived foreign brand popularity 

1 2 Foreign brand awareness (females only) Perceived foreign brand popularity (females only)  

1 3 Foreign brand awareness (males only) Perceived foreign brand popularity (males only)  

2 4 N/A N/A 

3 5 N/A  N/A 

4 6 Local brand awareness Perceived foreign brand popularity 

5 7 Perceived local brand popularity Perceived foreign brand popularity 

Table 3: Research Questions (RQs), Hypothesis Numbers, Independent Variables and Dependent Variables 

 

It should be noted in Table 3 above that Hypotheses 4 and 5, respectively regarding research questions 2 and 3, concern the calculation 

of T-statistics. 

 

Survey Questions Independent Variables 

I, K Foreign brand awareness 

I, K Foreign brand awareness (females only) 

I, K Foreign brand awareness (males only) 

H, J Local brand awareness 

E, F, N, O Perceived local brand popularity 

Table 4: Survey Questions and Independent Variables 
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Survey Question Number Dependent Variables 

E, G, M, P Perceived foreign brand popularity 

E, G, M, P Perceived foreign brand popularity (females only) 

E, G, M, P Perceived foreign brand popularity (males only) 

Table 5: Survey Questions and Dependent Variables 

 

Questions A-D concerned audit issues, covering age, gender, nationality and place of residence, respectively. 51% of respondents 

(138) were male and 49% of respondents (132) were female. All respondents were over 18, Malaysian and from the Bukit Baru area. 

 

If the respondent ticked or circled ‘N/A’ for any question, this was assigned the value ‘O’, otherwise the value assigned to each 

question ranged from ‘1’ to ‘5’, matching the significance of the relevant number.   

Question E asked respondents: “How much do you generally like snack foods?”  

Question F asked respondents: “How much do you generally like locally branded snack food products?”  

Question G asked respondents: “How much do you generally like foreign branded snack food products?”  

Question H asked respondents: “To what extent do you like snack food products made by Malaysian companies because of the 

following features?” It considered taste, texture, shape, size, colour, ingredients, packaging and price, along with ‘other’ features 

(which the respondent needed to specify, if applicable). 

Question I asked respondents: “To what extent do you like snack food products made by non-Malaysian companies because of the 

following features?” It used the same features as in Question H. 

Question J asked respondents: “To what extent do you believe Malaysian snack food companies have an excellent public image?”  

Question K asked respondents: “To what extent do you believe non-Malaysian snack food companies have an excellent public 

image?” 

Question L asked respondents: “To what extent do you believe non-Malaysian snack food companies have an excellent public 

image?” Choc Chip Cookies (Mondelez), Oat Krunch Crackers (Munchy’s) and Cookies (Global Premium Resources) were the 

products chosen. 

Question M asked respondents: “How much do you like the following foreign branded biscuit products?” Oatmeal Cookies (Quaker), 

Oreo Cookies (Nabisco) and Digestive Cookies (McVities) were the products chosen. 

Question N asked respondents: “To what extent do you prefer similar locally made products to the following biscuit products?” It used 

the same products as in Question M. 

Question O asked respondents: “To what extent do you think that the following Malaysian companies have an excellent public 

image?” It used the same companies as in Question L. 

Question P asked respondents: “To what extent do you think that the following foreign companies have an excellent public image?” It 

used the same companies as in Question M. 

 

Figure 2 below shows the key features associated with snack food products as queried in Questions H and I. 

 

 
Figure 2: Key snack food product features 

 

Regarding the combined gender survey results (see Table 6 below), the second aspect of question (p), concerning the US transnational 

company Nabisco, had the highest mean response level at 3.84. Moreover, the ninth aspect of question (h), concerning ‘Other’, had the 

lowest mean response level at 0.12.  
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Furthermore, the third aspect of question (o), concerning the Malaysian company Global Premium Resources, had the highest 

variance, 3.22. Additionally, the ninth aspect of question (h), concerning ‘Other’, had the lowest variance, 0.14. 

 

Question Mean Variance 

(e) 2.63 0.71 

(f) 2.12 0.74 

(g) 2.70 0.72 

(h) (1) 2.92 2.13 

(h) (2) 2.71 2.02 

(h) (3) 1.73 0.94 

(h) (4) 2.22 1.53 

(h) (5) 2.14 1.62 

(h) (6) 2.33 2.41 

(h) (7) 2.12 1.41 

(h) (8) 3.54 2.72 

(h) (9) 0.12 0.14 

(i) (1) 3.41 2.73 

(i) (2) 3.10 2.33 

(i) (3) 2.01 1.62 

(i) (4) 2.53 1.81 

(i) (5) 2.74 2.54 

(i) (6) 2.73 3.12 

(i) (7) 2.72 2.24 

(i) (8) 2.31 1.61 

(i) (9) 0.64 2.51 

(j) 2.63 0.52 

(k) 3.53 0.52 

(l) (1) 2.90 2.51 

(l) (2) 2.92 2.52 

(l) (3) 2.84 3.13 

(m) (1) 2.81 2.63 

(m) (2) 2.44 2.52 

(m) (3) 2.43 2.71 

(n) (1) 2.32 3.14 

(n) (2) 1.80 2.43 

(n) (3) 2.13 2.82 

(o) (1) 2.41 2.23 

(o) (2) 2.74 2.21 

(o) (3) 2.51 3.22 

(p) (1) 3.42 0.71 

(p) (2) 3.84 0.81 

(p) (3) 2.90 1.43 

Table 6: Key Summary Statistics/Questionnaire Responses (Combined Gender) 

 

Regarding the masculine gender survey results (see Table 7 below), the first aspect of question (p), concerning the US transnational 

company Quaker, had the highest mean response level at 3.81. Moreover, the ninth aspect of question (h), concerning ‘Other’, had the 

lowest mean response level at 0.20.  

 

Furthermore, the first aspect of question (n), concerning Oatmeal Cookies (Quaker), had the highest variance, 5.51. Additionally, the 

first aspect of question (p), concerning the US transnational company Quaker, had the lowest variance, 0.20. 
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Question Mean Variance 

(e) 2.44 0.81 

(f) 2.02 1.02 

(g) 2.63 1.32 

(h) (1) 2.21 3.21 

(h) (2) 1.80 2.24 

(h) (3) 1.20 0.72 

(h) (4) 1.81 1.73 

(h) (5) 2.23 3.22 

(h) (6) 2.42 4.34 

(h) (7) 2.01 2.53 

(h) (8) 2.80 4.73 

(h) (9) 0.20 0.22 

(i) (1) 2.44 3.33 

(i) (2) 2.23 2.71 

(i) (3) 1.62 1.81 

(i) (4) 2.22 2.72 

(i) (5) 2.44 3.82 

(i) (6) 2.61 4.31 

(i) (7) 2.03 2.54 

(i) (8) 2.01 2.53 

(i) (9) 1.20 4.72 

(j) 2.43 0.31 

(k) 3.23 0.71 

(l) (1) 1.62 0.82 

(l) (2) 1.64 0.83 

(l) (3) 1.41 0.33 

(m) (1) 2.01 3.51 

(m) (2) 1.84 2.72 

(m) (3) 2.22 2.70 

(n) (1) 2.03 5.51 

(n) (2) 1.41 2.80 

(n) (3) 1.62 3.30 

(o) (1) 1.23 0.21 

(o) (2) 1.82 0.72 

(o) (3) 1.42 0.30 

(p) (1) 3.81 0.20 

(p) (2) 3.40 0.82 

(p) (3) 3.61 0.34 

Table 7: Key Summary Statistics/Questionnaire Responses (Masculine Gender) 

 

Regarding the feminine gender survey results (see Table 8 below), the first aspect of question (i), concerning ‘Taste’, had the highest 

mean response level at 4.41.  

 

Moreover, the ninth aspect of question (h), concerning ‘Other’, had the lowest mean response level at 0.02. Furthermore, the third 

aspect of question (o), concerning the Malaysian company Global Premium Resources, had the highest variance, 3.84.  

 

Additionally, the ninth aspect of question (h), concerning ‘Other’, had the lowest variance, 0.01. 
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Question Mean Variance 

(e) 2.80 0.71 

(f) 2.21 0.71 

(g) 2.81 0.23 

(h) (1) 3.62 0.34 

(h) (2) 3.63 0.30 

(h) (3) 2.21 0.72 

(h) (4) 2.61 1.33 

(h) (5) 2.00 0.50 

(h) (6) 2.21 1.21 

(h) (7) 2.24 0.71 

(h) (8) 4.24 0.24 

(h) (9) 0.02 0.02 

(i) (1) 4.41 0.31 

(i) (2) 4.01 0.53 

(i) (3) 2.43 1.31 

(i) (4) 2.82 1.23 

(i) (5) 3.01 1.52 

(i) (6) 2.84 2.74 

(i) (7) 3.40 1.34 

(i) (8) 2.61 0.81 

(i) (9) 0.02 0.01 

(j) 2.82 0.72 

(k) 3.83 0.23 

(l) (1) 4.23 0.71 

(l) (2) 4.22 0.73 

(l) (3) 4.24 1.71 

(m) (1) 3.61 0.82 

(m) (2) 3.00 2.04 

(m) (3) 2.61 3.33 

(n) (1) 2.61 1.30 

(n) (2) 2.24 2.20 

(n) (3) 2.64 2.31 

(o) (1) 3.63 1.31 

(o) (2) 3.63 2.32 

(o) (3) 3.61 3.84 

(p) (1) 3.00 1.03 

(p) (2) 4.22 0.73 

(p) (3) 2.21 1.72 

Table 8: Key Summary Statistics/Questionnaire Responses (Feminine Gender) 

 

11. Further Results Tables and Discussion 

 

Questions Crombach’s Alpha Coefficient Variable name 

H, J  0.90 LBA 

E, F, N, O 0.80 PLBP 

I, K,  0.89 FBA 

E, G, M, P 0.74 PFBP 

E-P (12 questions) 0.94 SUM 

LBA = Local Brand Awareness 

PLBL = Perceived Local Brand Popularity 

FBA = Foreign Brand Awareness 

PFBP = Perceived Local Brand Popularity 

SUM = all variables  

Table 9: Reliability Analysis 

 

According to Nunally (1978), if Cronbach’s alpha is greater than 0.7, the relevant construct is reliable and therefore internally valid.  
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Since in Table 9 above, Cronbach’s alpha for each variable, along with the sum of the variables, is greater than 0.7, this indicates that 

the variables are internally valid. In particular, given the Cronbach’s alpha of 0.94, the questionnaire instrument used for this research 

is also considered to be highly reliable and internally valid. 

 

Hypothesis 

Number 

Independent Variable 

Mean Level 

Dependent Variable 

Mean Level 

T-

statistic 

Pearson 

coefficient 

Critical T-

value 

Null Hypothesis 

Rejected? 

1 1.96 1.15 11.74 0.58 1.97 Yes 

2 2.25 1.21 15.06 0.79 1.98 Yes 

3 1.68 1.09 7.27 0.53 1.98 Yes 

6 1.71 1.15 8.28 0.45 1.97 Yes 

7 0.58 1.15 16.57 0.71 1.97 Yes 

Table 10: Hypothesis Testing (excluding nos. 4 and 5) 

 

It should be noted regarding Table 10 above that all the relevant p-values were less than 0.00001. 

 

Mean level of foreign brand 

awareness for males 

Mean level of foreign brand 

awareness for females 

T-

statistic 

Critical T-

value 

Null Hypothesis 

Rejected? 

1.68 2.25 -1.18 1.98 No 

Table 11: Hypothesis Testing (no. 4) 

 

Mean level of perceived foreign 

brand popularity for males 

Mean level of perceived foreign brand 

popularity for females 

T-

statistic 

Critical T-

value 

Null Hypothesis 

Rejected? 

1.09 1.21 -0.71 1.98 No 

Table 12: Hypothesis Testing (no. 5) 

 

It is found that the fitted model is: 

Y = 0.66 + (-0.33) X1 + (0.31) X2 + (0.75) X3 

R-Square: 0.61 F-Statistic: 3.10 

Mean: -0.01 Variance: 0.03 

Critical value of F-distribution (5% level): 3.03 

Y = Perceived level of foreign brand popularity 

X1 = Local Brand Awareness 

X2 = Foreign Brand Awareness 

X3 = Perceived Local Brand Popularity 

Table 13: Multiple Regression Analysis 

 

Table 13 above indicates that the joint contribution of local brand awareness, foreign brand awareness and perceived local brand 

popularity to the variance of perceived foreign brand popularity is statistically significant at the 5% level. This strongly suggests, as 

postulated, that perceived foreign brand popularity is in some sense dependent upon local brand awareness, foreign brand awareness 

and perceived local brand popularity. 

As expected, the fitted coefficient of local brand awareness is negative. Moreover, also as expected, the fitted coefficient of foreign 

brand awareness is positive. However, it is considered incongruous that the fitted coefficient of perceived local brand popularity is 

positive.  

This is because, other things being equal, it indicates that higher levels of perceived local brand popularity are associated with higher 

levels of perceived foreign brand popularity. 

Moreover, of the seven hypotheses considered (see Tables 10, 11 and 12), three alternative hypotheses were accepted, concerning 

hypotheses 1, 2 and 3.  

Regarding hypotheses 6 and 7 (see Table 10), it is noted with interest that the Pearson Coefficient is positive and statistically 

significant in both cases. This is because it might reasonably be expected in the first instance that if local brand awareness increases, 

this is likely to be associated with a decrease in perceived foreign brand popularity.  

Indeed, it might also be reasonably expected in the first instance that if local brand popularity increases, this is likely to be associated 

with a decrease in the level of perceived foreign brand popularity.  

Furthermore, regarding hypotheses 4 and 5 (see Tables 11 and 12), no statistically significant differences were found in the mean 

levels of both foreign brand awareness and perceived foreign brand popularity for the relevant sample of males and females. 

 

12. Limitations 

As with the work of Ozretic-Dosen et al. (2007), the sample in question only deals with one food product category. Therefore, the 

relevant research findings cannot be generalised across all food product categories in Bukit Baru. Moreover, for ethical reasons, it was 
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not felt appropriate to include children and young people in the questionnaire survey. This also limits the usefulness of the results, 

especially when bearing in mind how significant children’s consumption of snack foods such as biscuits might be (Jahns et al., 2001).  

Also, only two questions in the brand awareness and brand popularity survey at the heart of this study allowed for open responses. 

Although this was done in order to ensure that the time and effort expended in data collection was compatible with the highly 

circumscribed scope of the research, it remains a material and limiting factor. 

 

13. Conclusion                       
The results of this study suggest that there is a causal relationship between local brand awareness, foreign brand awareness, perceived 

local brand popularity, on the one hand, and perceived foreign brand popularity, on the other hand.  

In particular, evidence is found concerning the combined ability of local brand awareness, foreign brand awareness and perceived 

local brand popularity to both explain and influence perceived foreign brand popularity. In view of the lack of any supporting theory, 

there is a distinct possibility that the observed co-variation in question is incidental.  

Moreover, one wishes to stress that there is significant evidence of a causal relationship between foreign brand awareness and 

perceived foreign brand popularity, whether for both genders combined or for either gender. 

Additionally, the literature provides some evidence of external validity (Aghdaie & Honari, 2014; Ozretic-Dosen et al., 2007). In 

particular, both sets of researchers employed similar methodologies, partly or primarily reliant on 5-point Likert Scales. Moreover, 

both research pieces found that brand awareness is positively associated with brand popularity. 

However, a positive correlation was also found between local brand awareness and perceived foreign brand popularity, as well as 

between perceived local brand popularity and perceived foreign brand popularity.  Although these findings are ostensibly problematic, 

it is worth reminding oneself that correlation does not imply causation.  

Other factors may be driving local brand awareness and perceived local brand popularity, without respect to perceived foreign brand 

popularity. For example, it is likely that a major influence on both local brand awareness and perceived local brand popularity is 

income (Roper, 2009). 

It is also instructive to note that despite the relevant fitted multiple linear regression equation yielding a statistically significant F-

Value, this is not conclusive of an actual linear relationship. On this point, it is important to bear in mind that the F-Value in question 

(3.10) is not considerably greater than the relevant critical F-Value (3.03).  

Moreover, it has already been suggested earlier in this paper that purchasing power and government legislation, inter alia, may serve 

to influence perceived foreign brand popularity. Indeed, the literature also lends support to this possibility (Vateesatokit, 2003; Zhou 

& Hui, 2003). 

Nonetheless, the strong link found between foreign brand awareness and perceived foreign brand popularity lends further support to 

international marketing efforts to raise brand awareness in order to lay stronger and more durable foundations for increased present 

and future perceived levels of foreign brand popularity.  

 

14. Suggestions for future study  

It would be helpful for future research in this area, whether quantitative or qualitative, to focus more on the wider factors serving to 

explain the interrelationships between local brand awareness, foreign brand awareness, perceived local brand popularity and perceived 

foreign brand popularity.  

As already indicated, one specific area in which further relevant research might wish to focus concerns further discernment of the 

impact of purchasing power and government legislation on both brand awareness and brand popularity, whether local or foreign.  

Furthermore, a brand is both a mental construct (Burmann et al., 2009; Fitzsimmons et al., 2008; Stern et al., 2001) and a cultural 

phenomenon (Fournier & Avery, 2011; Moore, 2003; Tsai, 2005). 

Therefore, another specific area in which further exploratory work might usefully proceed involves exploring ways in which 

individual differences and cultural variations jointly serve to inform associations with products, and thereby inform the resultant 

branding process.  

 

15. References 

i. Aaker, D. A.  (1991). Managing brand equity. New York: The Free Press. 

ii. Aaker, D. A. (1996). Measuring brand equity across products and markets. California Management Review, 38(3), 102-121. 

iii. Aghdaie, S. F. A., & Honari, R. (2014). Investigating the role of brand in forming the consumer involvement. International 

Review of Management and Business Research, 3(1), 254. 

iv. Alden, D. L., Steenkamp, J. B. E., & Batra, R. (1999). Brand positioning through advertising in Asia, North America, and 

Europe: The role of global consumer culture. The Journal of Marketing, 75-87. 

v. Alden, D. L., Steenkamp, J. B. E., & Batra, R. (2006). Consumer attitudes toward marketplace globalization: Structure, 

antecedents and consequences. International Journal of Research in Marketing, 23(3), 227-239. 

vi. Allen, I. E., & Seaman, C. A. (2007). Likert scales and data analyses. Quality Progress, 40(7), 64. 

vii. Berthon, P., Pitt, L. F., & Campbell, C. (2009). Does brand meaning exist in similarity or singularity? Journal of Business 

Research, 62(3), 356-361. 

viii. Blomstermo, A., Deo Sharma, D., & Sallis, J. (2006). Choice of foreign market entry mode in service firms. International 

Marketing Review, 23(2), 211-229. 



The International Journal Of Business & Management   (ISSN 2321–8916)   www.theijbm.com 

 

195                                                                Vol 4  Issue 7                                                July, 2016 

 

 

ix. Bradburn, N. M., Sudman, S., & Wansink, B. (2004). Asking questions: the definitive guide to questionnaire design--for 

market research, political polls, and social and health questionnaires. John Wiley & Sons. 

x. Buckley, P. J., & Casson, M. C. (1998). Analyzing foreign market entry strategies: Extending the internalization 

approach. Journal of International Business Studies, 539-561. 

xi. Burmann, C., Hegner, S., & Riley, N. (2009). Towards an identity-based branding. Marketing Theory, 9(1), 113-118. 

xii. Chen, C. F., & Myagmarsuren, O. (2011). Brand equity, relationship quality, relationship value, and customer loyalty: 

Evidence from the telecommunications services. Total Quality Management & Business Excellence, 22(9), 957-974. 

xiii. Chi, H. K., Yeh, H. R., & Yang, Y. T. (2009). The impact of brand awareness on consumer purchase intention: The 

mediating effect of perceived quality and brand loyalty. Journal of International Management Studies, 4(1), 135-144. 

xiv. Churchill, G.A. and Iacobucci, D. (2005). Marketing Research: Methodological Foundations. (9th edition). USA: South-

Western. 

xv. Cleveland, M., & Laroche, M. (2007). Acculturaton to the global consumer culture: Scale development and research 

paradigm. Journal of Business Research, 60(3), 249-259. 

xvi. Cleveland, M., Papadopoulos, N., & Laroche, M. (2011). Identity, demographics, and consumer behaviors: International 

market segmentation across product categories. International Marketing Review, 28(3), 244-266. 

xvii. Cooper, D.R. and Schindler, P.S. (2006). Business Research Method. Boston: McGraw-Hill Irwin. 

xviii. Creswell, J. W. (2013). Research design: Qualitative, quantitative, and mixed methods approaches. Sage Publications. 

 

xix. Eckhardt, G. M., & Houston, M. J. (2002). Cultural paradoxes reflected in brand meaning: McDonald’s in Shanghai, 

China. Journal of International Marketing, 10(2), 68-82. 

xx. Farrokhi, F., & Mahmoudi-Hamidabad, A. (2012). Rethinking convenience sampling: Defining quality criteria. Theory and 

practice in language studies, 2(4), 784. 

xxi. Ferber, R. (1977). Research by convenience. Journal of Consumer Research, 4(1), 57-58. 

xxii. Fitzsimons, G. M., Chartrand, T. L., & Fitzsimons, G. J. (2008). Automatic effects of brand exposure on motivated behavior: 

how apple makes you “think different”. Journal of Consumer Research, 35(1), 21-35. 

xxiii. Fournier, S., & Avery, J. (2011). The uninvited brand. Business Horizons, 54(3), 193-207. 

xxiv. Giribaldi, V. (2003). “The Fundamentals of Branding”. Website Brandchannel.  Retrieved Sunday 15th February 2016: 

Http://www.brandchannel.com 

xxv. Han, C. M., & Terpstra, V. (1988). Country-of-origin effects for uni-national and bi-national products. Journal of 

international business studies, 235-255. 

xxvi. Hellofs, L. L., & Jacobson, R. (1999). Market share and customers' perceptions of quality: When can firms grow their way to 

higher versus lower quality?. The Journal of Marketing, 16-25. 

xxvii. Homburg, C., Klarmann, M., & Schmitt, J. (2010). Brand awareness in business markets: When is it related to firm 

performance?. International Journal of Research in Marketing, 27(3), 201-212. 

xxviii. Hoyer, W.D., & Brown, S. P. (1990). Effects of brand awareness on choice for a common, repeat-purchase product. Journal 

of Consumer Research, 17(2), 141-148. 

xxix. Huang, R., & Sarigöllü, E. (2012). How brand awareness relates to market outcome, brand equity, and the marketing 

mix. Journal of Business Research, 65(1), 92-99. 

xxx. Hunt, S. D., & Vitell, S. (1986). A general theory of marketing ethics. Journal of Macromarketing, 6(1), 5-16. 

xxxi. Hunt, S. D., Chonko, L. B., & Wilcox, J. B. (1984). Ethical problems of marketing researchers. Journal of Marketing 

Research, 309-324. 

xxxii. Insch, A., & Florek, M. (2009). Prevalence of country of origin associations on the supermarket shelf. International Journal 

of Retail & Distribution Management, 37(5), 453-471. 

xxxiii. Jahns, L., Siega-Riz, A. M., & Popkin, B. M. (2001). The increasing prevalence of snacking among US children from 1977 to 

1996. The Journal of pediatrics, 138(4), 493-498. 

xxxiv. Kapferer, J. N. (2012). The new strategic brand management: Advanced insights and strategic thinking. Kogan Page 

Publishers. 

xxxv. Kaplinsky, R. (1981). Inappropriate products and techniques in underdeveloped countries! The case of breakfast foods in 

Kenya. Methods for development planning: scenarios, models, and micro-studies, 227. 

xxxvi. Keller, K. L. (1998). Strategic Brand Management. Prentice Hall 

xxxvii. Keller, K.L. (2008). Strategic Brand Management: Building, Measuring, and Managing Brand Equity. Pearson Education. 

Upper Saddle River: NJ.  

xxxviii. Keller, K. L., Heckler, S. E., & Houston, M. J. (1998). The effects of brand name suggestiveness on advertising recall. The 

Journal of Marketing, 48-57. 

xxxix. Kim, C. K. (1995). Brand popularity and country image in global competition: managerial implications. Journal of Product & 

Brand Management, 4(5), 21-33. 

xl. Kim, C. K., & Chung, J. Y. (1997). Brand popularity, country image and market share: an empirical study. Journal of 

International Business Studies, 361-386. 

xli. Kinra, N. (2006). The effect of country-of-origin on foreign brand names in the Indian market. Marketing Intelligence & 

Planning, 24(1), 15-30. 



The International Journal Of Business & Management   (ISSN 2321–8916)   www.theijbm.com 

 

196                                                                Vol 4  Issue 7                                                July, 2016 

 

 

xlii. Knight, J., Gao, H., Garrett, T., & Deans, K. (2008). Quest for social safety in imported foods in China: Gatekeeper 

perceptions. Appetite, 50(1), 146-157. 

xliii. Kim, C. K. (1995). Brand popularity and country image in global competition: managerial implications. Journal of Product & 

Brand Management, 4(5), 21-33. 

xliv. Kumar, K., Bakhshi, A., and Rani, E. (2009). Linking the big five personality domains to organizational citizenship 

behavior. International Journal of Psychological studies, 1(2), 73-86. 

xlv. Kwon, Y. C., & Konopa, L. J. (1993). Impact of host country market characteristics on the choice of foreign market entry 

mode. International Marketing Review, 10(2). 

xlvi. Kumar, R. (2014). “Consumer’s Perceptions Towards Global Brands”-A Case Study Of Delhi NCR. Asian Journal of 

Multidisciplinary Studies, 2(4). 

xlvii. Laroche, M., Kim, C., & Zhou, I. (1996). Brand familiarity and confidence as determinants of purchase intention:  An 

empirical test in a multiple brand context. Journal of Business Research, 37(2), 115-120. 

xlviii. Lucy, T. (1996). Does image of country-of-origin matter to brand equity. Journal of Product and Brand Management, 4(1), 

48-68. 

xlix. Lynch Jr, J. G. (1982). On the external validity of experiments in consumer research. Journal of Consumer Research, 225-

239.  

l. Macdonald, E.K., & Sharp, B.M. (2000). Brand awareness effects on consumer decision making for a common, repeat 

purchase product: A replication. Journal of Business Research, 48(1), 5-15. 

li. Manley, D. (Ed.). (2011). Manley’s technology of biscuits, crackers and cookies. Elsevier. 

lii. MBendi (2016). Information Services. Kampong Bukit Baru. Retrieved Saturday 21st May 2016:  

https://www.mbendi.com/place/kampong-bukit-baru-melaka-malaysia-2883292 

liii. Moore, R. E. (2003). From genericide to viral marketing: on ‘brand’. Language & Communication, 23(3), 331-357. 

liv. Myers, M. (2009). Qualitative Research in Business and Management. London: Sage Publications Ltd. 

lv. Nielsen Global Snacking Report (2014). Snack Attack. Nielsen Group. Retrieved Sunday 15th May 2016: 

http://www.nielsen.com/content/dam/nielsenglobal/kr/docs/global 

report/2014/Nielsen%20Global%20Snacking%20Report%20September%202014.pdf 

lvi. Nunnally, J. C. (1978). Psychometric theory (2nd Ed.). New York: McGraw-Hill. 

lvii. Oh, H. (2000). The effect of brand class, brand awareness, and price on customer value and behavioral intentions. Journal of 

Hospitality & Tourism Research, 24(2), 136-162. 

lviii. Ozretic-Dosen, D., Skare, V., & Krupka, Z. (2007). Assessments of country of origin and brand cues in evaluating a 

Croatian, western and eastern European food product. Journal of Business Research, 60(2), 130-136. 

lix. Patel, M. X., Doku, V., & Tennakoon, L. (2003). Challenges in recruitment of research participants. Advances in Psychiatric 

Treatment, 9(3), 229-238. 

lx. Pilot, D. F., & Hungler, B. P. (1999). Nursing research: principles and methods. Phildelphia: JB Lippincott Company. 

lxi. Raj, S. P. (1985). Striking a balance between brand" popularity" and brand loyalty. The Journal of Marketing, 53-59. 

lxii. Rawwas, M. Y. (2001). Culture, personality and morality: A typology of international consumers' ethical 

beliefs. International Marketing Review, 18(2), 188-211. 

lxiii. Root, F. R. (1998). Entry strategies for international markets. San Francisco, CA: Jossey-Bass. 

lxiv. Roper, Stuart, and Caroline La Niece. "The importance of brands in the lunch‐box choices of low‐income British school 

children." Journal of Consumer Behaviour 8, no. 2‐3 (2009): 84-99. 

lxv. Rubin, H., and Rubin, I. (2005). Qualitative interviewing: The art of hearing data. Thousand Oaks, CA: Sage. 

lxvi. Sena, D. (2007). The Effect of Country of Origin on Foreign Brand Names in The Indonesian Market (Doctoral dissertation, 

BINUS University). Indonesia: Jakarta. 

lxvii. Sin, C. H. (2005). Seeking informed consent: Reflections on research practice. Sociology, 39(2), 277-294. 

lxviii. Singhapakdi, A., Rawwas, M. Y., Marta, J. K., & Ismail Ahmed, M. (1999). A cross-cultural study of consumer perceptions 

about marketing ethics. Journal of Consumer Marketing, 16(3), 257-272. 

lxix. Singleton Jr, R. A., Straits, B. C., & Straits, M. M. (1993). Approaches To Social Research. Oxford University Press. 

lxx. Society for Nutrition Education (2010). Danielle Dalheim, RD. Defining Snacking.   

lxxi. Retrieved Sunday 15th May 2016: http://www.sneb.org/conference/documents/Frito-Lay_Coffee_And.pdf 

lxxii. Stern, B., Zinkhan, G. M., & Jaju, A. (2001). Marketing images construct definition, measurement issues, and theory 

development. Marketing Theory,1(2), 201-224. 

lxxiii. Sternquist, B. (1998). International retailing. John Wiley & Sons, Ltd. 

lxxiv. Thanh, N. N. Đ. (2012). Relationship between brand awareness, perceived quality, trust, value, loyalty and brand equity: a 

case study. AU-GSB e-JOURNAL, 5(2). 

lxxv. Tsai, S. P. (2005). Utility, cultural symbolism and emotion: a comprehensive model of brand purchase value. International 

journal of Research in Marketing, 22(3), 277-291. 

lxxvi. Waller, D. S., & Fam, K. S. (2000). Cultural values and advertising in Malaysia: views from the industry. Asia Pacific 

Journal of Marketing and Logistics, 12(1), 3-16. 

lxxvii. Winer, R. S. (1999). Experimentation in the 21st century: The importance of external validity. Journal of the Academy of 

Marketing Science, 27(3), 349-358.  



The International Journal Of Business & Management   (ISSN 2321–8916)   www.theijbm.com 

 

197                                                                Vol 4  Issue 7                                                July, 2016 

 

 

lxxviii. Vateesatokit, P. (2003). Tailoring tobacco control efforts to the country: the example of Thailand. Tobacco control policy: 

strategies, successes and setbacks. Washington, DC: World Bank, 154-76. 

lxxix. Vida, I., & Fairhurst, A. (1999). Factors underlying the phenomenon of consumer ethnocentricity: evidence from four central 

European countries. The International Review of Retail, Distribution and Consumer Research, 9(4), 321-337. 

lxxx. Voss, K. E., & Tansuhaj, P. (1999). A consumer perspective on foreign market entry: building brands through brand 

alliances. Journal of International Consumer Marketing, 11(2), 39-58. 

lxxxi. Yasin, N. M., Noor, M. N., & Mohamad, O. (2007). Does image of country-of-origin matter to brand equity?  

Journal of Product & Brand Management, 16(1), 38-48. 

lxxxii. Yoo, B., & Donthu, N. (2002). Testing cross-cultural invariance of the brand equity creation process. Journal of Product & 

Brand Management, 11(6), 380-398.  

lxxxiii. Yuan, J. J., & Jang, S. S. (2007). The effects of quality and satisfaction on awareness and behavioral intentions: Exploring the 

role of a wine festival. Journal of Travel Research. 

lxxxiv. Zhou, L., & Hui, M. K. (2003). Symbolic value of foreign products in the People’s Republic of China. Journal of 

international marketing, 11(2), 36-58. 

 


