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EXECUTIVE SUMMARY

The goals of this chapter are to examine the application of a customer-based brand equity model based
on Aaker’s brand equity framework from the viewpoint of consumer behaviour in the coffee machine
market in Penang, Malaysia. The theoretical framework of this study is derived from Aaker, namely brand
equity model. Brand equity includes four dimensions: brand loyalty, perceived quality, brand awareness,
and brand association. Customers or users who possess a coffee machine for home or business usage
and are 21 or older are sought as respondents in this research. The chapter uses a structured online
questionnaire containing a series of statements based on a 5-point Likert scale. Using convenience
sampling, data were successfully collected from a total of 438 respondents. Brand loyalty, perceived
quality, brand awareness, and brand association were shown to have a positive and significant influence
on brand equity for coffee machine brands in Penang, Malaysia.

INTRODUCTION

In recent years, espresso makers that are intended solely for use in the home have evolved in order to
meet the needs of individuals who consume coffee in their homes. Coffee has become ingrained in the
routines of many people in the morning. Home brewing coffee, whether it be espresso, filter coffee,
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or mocha, is something that a lot of people like doing on a regular basis. Automatic coffee machines
are able to produce a wide range of flavours and brew a diverse selection of coffees, making them ex-
tremely versatile. (Adhi & Yunus, 2021) An increasing number of consumers are interested in purchas-
ing a device that can reproduce the high-quality beverages served in cafes at their own residences. This
is because there has been a growth in the popularity of the “home barista.” According to Zoe (2021),
the vast majority of the big corporations that compete in the international market for automatic coffee
machines place a high importance on market expansion, product diversity and quality, as well as the
development of ecologically friendly products. In response to the growing demand from customers for
customised products that are adapted to the specific needs of consumers in various nations (Danya, 2021),
manufacturers offer a broad assortment of coffee manufacturing equipment and solutions. This is done
in order to meet the growing demand for such products. According to Mordor Intelligence (2022), the
market for coffee machines was predicted to be worth 5.11 billion US dollars in 2020 and would climb
to 6.36 billion US dollars by 2027, indicating a CAGR of roughly 4.5%. This growth would be driven by
an increase in the number of people purchasing coffee machines. Although COVID-19 has caused some
damage to the industry as a consequence of manufacturing and supply chain constraints, manufacture
of coffee machines has been halted in the United States, Europe, and Asia as a result of a lockdown in
China (Wang & Majerison, 2019). This is despite the fact that COVID-19 has caused some of the mar-
ket’s problems in the first place. This is due to the fact that firms in these areas are being pressured to
temporarily ship out a significant quantity of their input materials. In spite of the pandemic, investment
of commercial infrastructure and office space has ensured continued growth, particularly in Southeast
Asia (Adhi & Yunus, 2021). According to Pappu, Quester, and Cooksey (2007), the subject is fascinat-
ing to research because to the increased exposure and awareness of consumers. This makes the topic
particularly interesting. Given that Malaysia has to do research on the connection between brand equity
and customer loyalty, this concept needs to be examined. We will use Aaker’s model of brand equity
to disentangle the interconnected parts (brand loyalty, perceived quality, brand awareness, and brand
association) and analyse the effect that these factors have on coffee machines in Penang, Malaysia from
the perspective of the end-user in order to fill the knowledge gap that has been created as a result of the
absence of this knowledge. This knowledge gap was created as a result of the absence of this knowledge.
This study will not only help us better understand brand equity by completing some of the gaps in our
knowledge, but it will also increase our knowledge in areas where other studies have fallen short. Both
professionals in the business world and academics might find value in the findings of this study. On
the other hand, there was a dearth of study on the subject of how customer-based brand equity (CBBE)
effects coffee machine brands, in particular in the city of Penang in Malaysia. For this reason, it is es-
sential that marketers lay a strong emphasis on the branding of individual stores. There has been a lot
of study done on brand equity, including its drivers, models, measurement, and definition (Burt, 2000),
however there hasn’t been any research done on coffee machines as brands. As a result, the purpose of
this research is to deconstruct the components of the well-known customer-based brand equity model
that was provided by Aaker (1991) and explore the model’s effect and influence on the brand equity of
coffee machines in Penang, Malaysia. Aaker’s model was proposed because Aaker believed that custom-
ers were the most important factor in determining a company’s brand equity. The purpose of this study
is to provide an answer to the question, “Does brand loyalty, perceived quality, brand association, and
brand awareness significantly effect the brand equity of coffee machines in Penang, Malaysia?” This
will be accomplished by analysing these factors in relation to sales of coffee machines in the region. The
results of this study ought to assist in providing an answer to this question.
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