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The Antecedents and Consequences of
Effective Brand Positioning
Changju Kim*
Eunji Seo**
Junghwa Hong***
Sangmin Kang****
Stephen J. Newell*****

This study investigates which variables most effectively influence the positioning strategy of a
brand. In addition, we test the connection between the positioning strategy of the brand and loyalty.
Finally, we explore how brand experience effects the relationship between brand position and brand
loyalty. To this end, this study employs the street-intercept method to collect data on consumers’
perception of home appliances in Japan and conducts structural equation modeling analysis to test our
hypotheses. Specifically, we find that assessments of product, service, and image have a significant
impact on a brand’s position which, in turn, drives brand loyalty. In addition, brand experience seems
to moderate the relationship between service and brand positioning effectiveness. We also find that
price promotions negatively affect brand loyalty. The research provides a consumer-centered, experiential
view of how firms can develop strategies to more effectively position brands and increase loyalty
among their customers. These results help both academics and practitioners to better understand how
consumers assess a brand’s position in the marketplace.
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Ⅰ. Introduction

(feelings or perceptions) or they can be based
on tangible features or functions (Park, Jaworski,
and Maclnnis 1986). Overall, understanding the

Researchers have long established the importance

specific issues that determine effective consumer

of creating competitive advantages through brand

brand positioning and help to establish loyalty

loyalty (Aaker 1996; Keller 1998; Kapferer 2008).

is extremely valuable to companies (Schiffman

Finding ways to develop stronger brand loyalty

and Kanuk 2007).

has become even more essential as firms develop

In response, the objective of this study is to

strategies to remain profitable in the current

examine antecedents and consequences of ef-

competitive global marketplace. One of the

fective brand positioning. Specifically, this study

ways in which to develop loyalty is through

first investigates which specific consumer ben-

effective positioning of the brand. Positioning

efits drive effective brand positioning strategy.

strategy has been investigated from both stra-

Second, we test the relationship between posi-

tegic and operational viewpoints (Ellson 2004)

tioning strategy and brand loyalty. Next, we

and has been investigated in the context of

examine whether brand experience moderates

firm-consumer relationships (Darling 2001), inter-

the relationship between positioning strategy

firm transactions (Kalafatis, Tsogas, and Blankson

and loyalty. Finally, we discuss the results and

2000), and inter-firm competition (Porter 1980).

present practical implications for marketing

Early research on positioning focused on creat-

managers for their brands.

ing differentiation through the traditional marketing mix variables (product, price, place and/
or promotion) (Hooley and Saunders 1993).

Ⅱ. Conceptual background

Many studies have framed positioning from a
firm perspective (Fournier 1998; Keller, Sternthal,
and Tybout 2002; Kotler and Keller 2007; Ries

Developing a positioning strategy consists of

and Trout 1986). Other studies have suggested

creating an image of company, product or brand

that consumer brand experiences play a role in

to occupy a distinctive place in the minds of

developing perceptions of brand loyalty (Brakus,

the target market (Darling 2001; Ellson 2004;

Schmitt, and Zarantonello 2009; Sheinin 2000;

Fuchs and Diamantopoulos 2010; Kalafatis,

Vӧlckner and Sattler 2006) and have focused

Tsogas, and Blankson 2000). This strategy is

on positioning from the standpoint of benefits

often discussed in two specific formats: strategic

derived from satisfying the needs and wants of

positioning and brand (operational) positioning

consumers. These benefits can be intangible

(Ellson 2004). Strategic positioning focuses on
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firms’ competitive stance in comparison to ri-

ture provides specific actions that managers

valries in the industry, while brand positioning

can take at each stage of the process and insights

focuses on how a product distinguishes itself

into the significance of brand image manage-

against other similar competitive brands. It is

ment from a long-term perspective.

important for firms first, to establish the posi-

Given the number of products that compete

tion of their company in the marketplace and

in the increasingly competitive global market,

then second, to develop appropriate brand strat-

is it possible for companies to find a unique

egies in order to create a consistent positioning

and effective place to position their products?

message that is consistent for all their products

To create effective brand positioning strategies,

and services.

companies need to accomplish two objectives.

Consumers assess value based on the brand

First, a firm needs to establish benefits and

positioning perceptions in the market versus

advantages that are important to their target

other alternative substitutes (Aaker and Shansby

market (Aaker 1996). Next, a company needs

1982). Brand positioning is a well-established

to clearly communicate the benefits to these

strategic tool which enables firms to develop a

consumers (Krishnan 1996). When firms effec-

unique impression of their products and service

tively execute these actions, perceived value is

in the consumer’s minds (Keller 1998). Specifically,

created, loyalty is established and ultimately,

brand positioning theory is the ability to differ-

brand equity increases.

entiate their products from the competition (Ries

Recently, Fuchs and Diamantopoulos (2010)

and Trout 1986). Fuchs and Diamantopoulos

investigated whether the type of strategy af-

(2010) defined positioning effectiveness as the

fects the positioning effectiveness of a brand.

extent to which consumers perceive a brand as

Specifically, they empirically compared four dif-

favorable, differentiated and credible. Keller,

ferent positioning strategies: feature positioning,

Sternthal, and Tybout (2002) also suggest that

direct (function) benefit positioning, indirect

in order to develop an effective brand position-

(experiential/symbolic) benefit positioning, and

ing strategy, a company needs to properly con-

user positioning. The study measured position-

sider point of parity as well as the point of dif-

ing effectiveness as an outcome of consumer’s

ferentiation from the products and service of

perception of favorability, differentiation and

the competition. Park, Jaworski, and Maclnnis

credibility of the brand. The results indicate

(1986) introduced a brand concept management

that both benefit-based (advantages) positioning

model in which they divide the process into

and surrogate-based (consumer associations)

three stages: 1) introduction, 2) concept elabo-

positioning are more effective than feature-

ration, and 3) concept fortification. This struc-

based positioning in creating effective positioning
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strategies. However, the study fails to determine
which specific benefits drive effective position-

Ⅲ. Hypotheses and Research
Model

ing strategies. In response, Kotler and Keller
(2007) propose five distinct benefits that affect
differentiation. These are product, service, staff,
channel, and image.

3.1 The Effect of Differentiation on
Positioning Effectiveness

Though much research has been undertaken
to understand how to develop positioning strat-

Products are often differentiated by specific

egy through mass media advertising, little re-

tangible features and benefits that are easily

search has been done to determine if consum-

explained or demonstrated such as ease of use,

ers perceptions of a brand’s position is affected

quality perceptions or general reliability (Barroso

by activities within the store where the prod-

and Giarratana 2013; Storey and Easingwood

uct is purchased. Pan and Zinkhan (2006) ar-

1999). When consumers need to satisfy their needs,

gue that consumers are highly influenced by

they choose the best solution among several

retail variables such as store environment, cus-

substitutes. Common benefits that drive con-

tomer service, staff, and price promotions. In

sumer product choice vary by product category

Japanese supermarkets, it is reported that 74%

(Gwin and Gwin 2003). For example, in case

of consumers make brand choices in a store

of home appliances, ease of use and reliability

whereas only 26% of consumers decide which

would be important benefits to most consumers

brand they get outside of a store (Kim 2012).

who are in the market for products within this

Consequently, it would be important for com-

category (Koshkaki 2014). Overall, evaluations

panies to better understand the role that varia-

of a product’s overall quality, ease of use and

bles within the retail setting play in affecting

reliability will impact perceptions of the posi-

positioning effectiveness. Kotler and Keller (2007)

tioning of a brand. Hence, we posit:

suggest that there are five factors that are important in differentiating product offerings and

H 1a: Evaluations of a product significantly

contribute to positioning effectiveness. They

influence brand positioning effectiveness.

are product, service, staff, channel, and image.
Interestingly, the outcomes of these factors are

Service is a typical intangible benefit of many

significantly affected by consumers’ past expe-

products. As intangible benefits are unseen, it

riences with the brand (Brakus, Schmitt, and

is often difficult to identify and evaluate these

Zarantonello 2009).

factors (Vargo and Lusch 2008). However,
considering the fact that intangible benefits are
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hard to imitate, differentiating a product in

tings that sell shopping goods are expected to

terms of its service components may be an im-

be well trained in merchandising, sales assis-

portant way to gain competitive leverage. Such

tance, and product knowledge (Amato and

service facilitates the use of the core product

Amato 2009). Therefore, the staff’s ability pro-

by improving and adding additional value (Frow,

vides excellent customer support will help to

Ngo, and Payne 2014). For example, when

establish positive brand positioning. In light of

consumers purchase an air conditioner, quick,

this reasoning, we suppose:

delivery and competent installation services will
enhance the value of core product. Also serv-

H 1c: Evaluations of staff support significantly

ices, like a well-established warranty and repair

influence brand positioning effectiveness.

policy can reduce perceived risk and help to
persuade consumers to purchase (Goyal 2008).

Consumers expect retailers to have a number

Service plays a significant role in developing a

of convenient locations and product choices when

distinctive brand positioning especially when most

shopping (Levy and Weitz 2004). Most retailers

tangible product features are common among

try to create an optimal channel for their cus-

all competitive brands. Overall, favorable serv-

tomers (Coughlan et al. 2006). The channel can

ice promotes brand positioning effectiveness.

be differentiated in both coverage and expertise

Accordingly, we predict:

(Kotler and Keller 2007). For the purposes of
this paper, coverage indicates the number and

H 1b: Evaluations of product-related services

location of retail stores in which consumers can

significantly influence brand position-

purchase the specific brand. Expertise refers to

ing effectiveness.

the number of product choices within a category
that the store offers. Superior channel coverage

The attitude and expertise of the staff, of

and expertise enables firms to enhance image

both the store and the company manufacturing

and increase satisfaction of their customers

the product, may have a direct effect on brand

(Aghekyan-Simonian et al. 2012; Schramm-

choice (Grewal, Levy, and Kumar 2009; Mitchell

Klein et al. 2011). Overall, satisfaction gained

2001). The staff play a key role for purchase

from the well-managed channel will enhance

decisions in store, particularly for products that

perceptions of brand positioning effectiveness.

are complex (Anderson and Claxton 1982). In

Consequently, we propose:

these situations, specific product benefits can
be presented and questions answered by skill-

H 1d: Evaluations of channel significantly

ful and experienced staff. Staff in retail set-

influence brand positioning effectiveness.
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Based on previous studies, developing a pos-

and eventually create brand loyalty (Jung 2015;

itive brand image is vitally important to overall

Schiffman and Kanuk 2007). Brands that are

brand positioning (Liljander, Polsa, and van

effectively positioned in the marketplace drive

Riel 2009; Park, Jaworski, and Maclnnis 1986).

enhanced perceptions of corporate credibility and

Image is formed by past direct or indirect ex-

improved evaluations of even quite dissimilar

periences of the product (Semeijn, van Riel,

brand extensions (Harris and de Chernatony

and Ambrosini 2004). Perceptions of image are

2001; Keller and Lehmann 2006; Park 2015).

often developed through experiential, symbolic,

Consumers who are loyal to a brand purchase the

and emotional interactions with the product

brand more frequently and are less likely to

(Aghekyan-Simonian et al. 2012; Fuchs and

switch to other competitors (Ailawadi, Neslin,

Diamantopoulos 2010). Positive images can be

and Gedenk 2001; Pan and Zinkhan 2006).

initiated or reinforced by advertising and other

Overall, effective brand positioning leads to in-

promotions that convey tangible and intangible

creased consumer loyalty. Consequently, we propose:

benefits of the product. Overall, research suggests that a positive image of a product and/or
brand is important to enhancing its positioning

H 2: Effective brand positioning significantly
and positively affects brand loyalty.

effectiveness (Fuchs and Diamantopoulos 2010).
Thus, we propose:

3.3 The Moderating Effect of
Consumer Experience

H 1e: Evaluations of the image of a brand
significantly influence brand positioning
effectiveness.

Consumer experiences occur when individuals
search for information, buy a product, receive
service, and ultimately consume the product and

3.2 The Effect of Positioning
Effectiveness on Brand Loyalty

services (Brakus, Schmitt, and Zarantonello
2009). Past research has been undertaken to
determine how to strategically manage con-

In practice, firms often manipulate their brand

sumers’ interaction with the company, product,

positioning through differentiation. Effectively

and service throughout the entire purchasing

implementing such strategy can lead to creat-

process (Koshkaki 2014; Puccinelli et al. 2009;

ing a positive and distinct place among com-

Schmitt 2003). Overall, this research suggests

petitors in the marketplace (Wei 2008). An ef-

that these interactions play a key role in de-

fective positioning strategy enables firms to cre-

veloping the feelings the customer has for the

ate positive brand associations, drive purchase,

brand. Positive brand experience has been shown
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to lead to more pleasurable sensory memory of

tion as a control variable. Consumers’ price

the product (Osajima, Sternquist, and Manjeshwar

perceptions are present and salient in almost all

2010) and an increase in product satisfaction

purchase situations (Alford and Biswas 2002;

and loyalty (Iglesias, Singh, and Batista-Foguet

Lichtenstein, Ridgway, and Netemeyer 1993;

2011). Overall, positive experiences with product,

Jiang and Rosenbloom 2005). Price often influ-

service, staff, channel, and image create more

ence a brand positioning strategy and may ul-

favorable brand experience and effectiveness of

timately affect brand loyalty (Allender and

brand positioning as a consequence of consumers

Richards 2012). Studies have suggested that in

having more favorable brand memories. Therefore,

general, consumers who are more price con-

we posit:

scious are less loyal to the brand (Manzur et
al. 2011). Consequently, price-focused promo-

H 3: The positive relationship between H3a)

tions will negatively affect both brand position-

product, H3b) service, H3c) staff, H3d)

ing effectiveness and brand loyalty (see Figure 1).

channel, H3e) image and brand positioning effectiveness is greater for those
who consider brand experience relatively

Ⅳ. Methodology

important than for those who consider
brand experience relatively less important
in situation where they choose a brand.

4.1 Research Context and Data Collection
To confirm the proposed research model Figure

3.4 Control Variables

1, we surveyed consumers’ perception of home
In addition, this study examines price promo-

appliances in Japan. The street-intercept method

<Figure 1> Proposed Research Model
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was employed to produce more representative

differences, we need to address the historical

distributions of age, gender, and income (Miller

trend of the Japanese economy. The financial

et al. 1997). We collected 367 responses in the

situation in Japan has been weak since the col-

area of Kansai, Japan. The brief description of

lapse of economic bubble in 1991. The new breeds

sample profile is shown in Table 1.

were born into an economy that provided for

In the context of Japanese market, home ap-

many an affluent life with much personal dis-

pliance manufacturers have struggled to find

posal income. Many of the second baby-boom-

feasible solutions with regards to managing

ers, on the other hand, have lived under more

brand positioning strategy because their brand

austerity and limited financial opportunities. These

power has been steadily weakened in two spe-

different environments have led the younger

cific aspects: consumer demographics and power

generation to emphasize price in driving their

shift to retailers from manufacturers.

product buying decisions.

Consumer perceptions and attitudes toward a

A power shift from manufactures to retailers

brand seem to vary based on age and generation.

has been occurred in many western countries

For example, those individuals considered the

(Amato and Amato 2009). This has occurred,

“new breed” (i.e., people born in the first half

in part, because of the large influx of new prod-

of the 1960s) are sensitive to prestige and are

ucts by an increasing number of manufacturers.

potentially more brand loyal, whereas secondary

Consequently, retailers have a significant num-

baby-boomers (a temporary increase in the

ber of product and brand choices to fill limited

birthrate in 1975-79) are more value conscious

shelf and store space. This creates competition

and less brand loyal (Osajima, Sternquist, and

among manufacturers and retailers can thus,

Manjeshwar 2010). To better understand these

are able to negotiate favorable terms and con-

<Table 1> The Summary of Sample Profile
Agea
Gender

Under 39

Over 40

175 (48.6%)

186 (49.5%)

7 (1.9%)

Male

Female

Missing data

174 (48.2%)

7 (1.9%)

186 (51.5%)
c

Annual
incomeb
d

Frequency
Note:

Missing data

Under $51,000

$51,000~$89,000

Over $89,000

Missing data

123 (36.8%)

151 (45.2%)

60 (16.4%)

33 (9.0%)

Under once

1~2 times

Over 3 times

Missing data

53 (14.4%)

222 (60.5%)

86 (23.4%)

6 (1.6%)

a

the data were divided into two groups on the basis of secondary baby-boomers (a temporary increase in the
birthrate in 1975-79); b the average of annual income at the time of survey was US$51.9 thousand; c US$;
d
Frequency of visiting appliance retailers per month
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ditions of trade. This environment increases the

4.2 Measurements

need for greater emphasis on sales promotions
(both trade- and consumer-oriented) versus

The measures used in quantifying these con-

traditional advertising (Kim, Xu, and Hyde 2011).

structs are displayed in Table 2. With the ex-

<Table 2> Constructs and Measurement Assessment
Constructs and scale items

Product
Easy to use
high quality
Reliability for the intended functions

.79

.77
.58
.81
.86
.90
.73
.88
.90
.78

Channel
Store’s expertise in dealing with home appliances
Store’s broad and depth assortment
Number of stores which you can buy specific brand
Image
Product colors
Brand slogans
Image associated with atmosphere
Image associated with media
Brand positioning effectiveness
I understand the value offered by the brand
I can easily tell the differences among brands
The brand’s benefits are well-positioned in the minds
I know the differences in the brand benefits when comparing competing brands
Brand loyalty
I always try to buy this brand as far as possible
This brand is the only one I want to use
I’d try to use this brand despite of much efforts to find
Price promotion
Low price
Frequent special sales
Additional service available for free
Brand experience
I consider past brand experience as important when making buying decisions
a

CR

.64
.85
.54

Service
Relevant warranty and repair policy
Good delivery service after purchasing
Good installation service
Staff
Excellent knowledge on product
Polite customer service
Speedy customer support for inquiry
Excellent customer consulting

Note:

Estimatea

.69
.64
.69
.62
.77
.50
.64
.85
.73
.86
.69
.81
.84
.73
.86
.78
.86
.89
.74
.61
.80
.77
n/a
n/a

Standardized coefficients
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ception of brand experience, other measures

bias using Harman’s single-factor test (Podsakoff

were reflective and had multiple items. These

et al. 2003). It appears that the fit of the single-

were defined as follows. For the five constructs

factor model is significantly worse than that of

of differentiation, we measured each contrast

the full-factor model (△χ2(54) = 2653.57,

based on the Kotler and Keller (2007) guidelines.

p < .001). Additionally, exploratory factor anal-

To achieve consistency, we modified them to

ysis using an unrotated component matrix re-

better assess the construct of interest. The con-

vealed that the items did not load on a single

structs of product, service, and channel each

construct. The first factor, staff, explains only

contained three-items, while staff and image were

11.31% of the total variance of 68.13%. Thus,

four-item measures. We asked respondents to

common method bias is not a problem for our

what extent each item influenced their decision

data.

to buy using a five-point scale (anchored by
“1 = very weak” and “5 = very strong”). We
also used a four-item measure for brand posi-

Ⅴ. Analysis and Results

tioning effectiveness (Fuchs and Diamantopoulos
2010; Kalafatis, Tsogas, and Blankson 2000).
We measured brand loyalty with a three-item

5.1 Construct Validity

scale (Osajima, Sternquist, and Manjeshwar 2010).
As a control variable, price promotion was meas-

This article examined the proposed research

ured using a three-item scale based on research

model in Figure 1 using structural equation

by Allender and Richards (2012). Finally, as a

modelling procedures. We confirmed construct

moderating variable, we measured brand expe-

validity through confirmatory factor analysis

rience with a single-item scale based (Brakus,

(CFA). The measurement model exhibits a

Schmitt, and Zarantonello 2009). For loyalty,

satisfactory fit to the data (χ2(296) = 549.17,

brand positioning effectiveness, price promotion

p < .05, GFI = .90, RMSEA = .05, CFI =

and brand experience, we utilized a five-point

.94, IFI = .94). We assessed convergent val-

scales anchored by “1 = completely disagree”

idity with construct reliability (CR). As in-

and “5 = totally agree”.

dicated in Table 2, CR values range from .74
to .90, which exceeds the threshold of .7 (Hair

4.3 Common Method Bias

et al. 2010). The standardized coefficients for
all items are above .5 and p-value for each is

Because the data was collected with a single

significant at a significance level of .01. We

survey instrument, we tested for common method

then checked for discriminant validity by com-
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paring the fit of the one-construct model

(γ = .19, p < .01), service (γ = .17, p < .05),

(correlation between factors constrained to unity)

and image (γ = .27, p < .001) are positively

with the original two-construct model (correlation

associated with brand positioning effectiveness.

between factors free) (Bagozzi and Yi 1988).

These findings are consistent with our pre-

The results revealed that the fit of the any

diction, and consequently H1a, H1b, and H1e

two-construct model was significantly different

are accepted. Staff and channel are not significantly

from that of the one-construct model. For ex-

linked to brand positioning effectiveness. Thus,

ample, looking at the result of service and staff

we reject H1c and H1d. The results though

indicating the highest correlation in Table 3,

suggest that the impact of brand positioning

the fit of the original two-construct model is

effectiveness on brand loyalty is significant and

2

significantly different (△χ (1) = 88.96, p <

positive (β = .47, p < .001), in support of H2. As

.001).

for control variables, price promotion is negatively
associated with brand loyalty as predicted, but
is not significantly linked to brand positioning

5.2 Results of Hypothesis Testing

effectiveness.
The results of hypothesis testing indicate

Next, we tested the moderating roles of brand

evidence of satisfactory fit for the structural

experience by applying multi-group analysis.

2

model (χ (300) = 552.38, p < .05, GFI =

To this end, the data were divided into two

.90, RMSEA = .05, CFI = .94, IFI = .94).

groups (high and low) of brand experience on

We examined the main effects of hypothesized

the basis of mean value (3.60). High group (n

direct effects. As summarized in Table 4, product

= 222) above the mean value refers to con-

<Table 3> Descriptive Statistics and Correlation Matrix
Mean

SD

X1 Product

4.35

.66

X1

X2

X3

X2 Service

3.60

.93

.22b

X3 Staff

3.89

.85

.24b

.57b

X4 Channel

3.48

.78

.18b

.32b

.40b

b

X4

X5

X6

X7

X5 Image

3.02

.80

.05

.12

.11b

.28b

X6 BPEa

3.10

.79

.17b

.13b

.04

.14b

.23b

X7 Brand loyalty

2.55

1.01

.12b

.15b

.14b

.14b

.22b

.39b

X8 Price promotion

3.43

.91

.11b

.20b

.15b

.13b

.07

.06

-.12b

X9 Brand experience

3.60

.98

.25b

.14b

.12b

.19b

.43b

.20b

.21b

Notes:

a

BPE = Brand positioning effectiveness;

b

X8

.04

p < .05
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<TABLE 4> Path Analysis Results for Main Effects
Hypothesized path

Direction

Estimatea

+
+
+
+
+
+

.19**
.17*
-.13
.01
.27***
.47***

-

-.01
-.13*

Main effects
H1a. Product → Brand positioning effectiveness
H1b. Service → Brand positioning effectiveness
H1c. Staff → Brand positioning effectiveness
H1d. Channel → Brand positioning effectiveness
H1e. Image → Brand positioning effectiveness
H2. Brand positioning effectiveness → Brand loyalty
Control variables
Price promotion → Brand positioning effectiveness
Price promotion → Brand loyalty
Notes:

a

Standardized coefficients; *p < .05; **p < .01; ***p < .001

sumers who consider brand experience relatively

H3b is supported. The other four paths are not

important compared with low group (n = 145)

significant and, accordingly, H3a, H3c, H3d,

below the mean value when buying appliances.

and H3e are not supported.

We then performed a series of χ2 difference
tests. The results presented in Table 5 suggest

Ⅵ. Discussion and implications

that the path from differentiation to brand positioning effectiveness differ somewhat across
the type of brand experience. The χ2 difference
test between the constrained and freely esti-

6.1 Theoretical Implications

mated models reveals significant different for
This study investigated how firms’ efforts into

the path of service → brand positioning effec2

tiveness (△χ (1) = 5.02, p < .05). Consequently,

differentiation strategy affect the effectiveness

<Table 5> Results for Moderating Effects of Brand Experience
Hypothesized path

H3a.
H3b.
H3c.
H3d.
H3e.
Notes:

a

Product → BPE
Service → BPE
Staff → BPE
Channel → BPE
Image → BPE

Standardized coefficients
High group Low group
†

.16
.32**
-.16
-.01
.33***

a

.14
-.05
-.16
.18
.11

Chi-square
difference testb
df(1)
df(1)
df(1)
df(1)
df(1)

=
=
=
=
=

.02
5.02
.01
.61
.77

Result
Rejected
Accepted
Rejected
Rejected
Rejected

Brand positioning effectiveness; b Values greater than 3.84 are significant at a .5 level (△χ2(1) = 3.84, p <
.05); †p < .10; **p < .01; ***p < .001
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of brand positioning and the impact this has on

Chicksand, and Walker 2014). In response,

brand loyalty. We confirmed that product, service,

manufacturers started to send their own sales-

and image all have a positive impact on brand

people to the retail stores. Originally, the role

positioning effectiveness, which, in turn, sig-

of the salesperson in a retail setting was to help

nificantly affects brand loyalty. Further, we

the retailers help customers to find products

explored the moderating role of brand experi-

that best fit their needs.

ence on a company’s differentiation activities.

However, in reality, once in the store, many

Our findings reveal that brand experience does

of these manufacturer’s representatives focused

indeed moderate the relationship between serv-

their energies on promoting only their own com-

ice and brand positioning effectiveness and that

pany’s products and service, sometimes irre-

price promotions negatively impact brand loyalty.

spective of consumers’ interests. Consequently,

Specifically, the results indicate that product

when consumers visit appliance retail stores, they

(H1a), service (H1b), and image (H1e) pos-

may receive biased information and may not

itively influence brand positioning effectiveness,

be provided information on all of the available

and this effectiveness improves consumers’ brand

product options. In addition, perceptions of cus-

loyalty (H2). Consequently, drawing on the ef-

tomer service may be linked to whether the sales

fectiveness perspective on brand positioning theory

person has a personal stake in the purchased

(Fuchs and Diamantopoulos, 2010), we argue

product. Sales reps may also be more apt to

that companies should applying differentiation

provide higher quality service for those prod-

to develop brand positioning strategies in order

ucts that come from their own companies, and

to create brand loyalty.

spend less time and energy providing services

To provide an insight into reasons why, staff

to the competitor’s offerings. For these reasons,

and channel do not significantly impact posi-

staff and channel may not be significantly as-

tioning effectiveness as hypothesized, we need

sociated with brand positioning effectiveness.

to better understand the home appliance market

In addition, we have added to emerging re-

in Japan. As mentioned earlier, the emergence

search of brand experience (Brakus, Schmitt,

of powerful retailers have taken negotiation

and Zarantonello 2009) as it relates to brand

leverage away from manufacturers. Under this

positioning theory. The results suggest that the

circumstance, retailers utilize their buying power

positive relationship between brand experience

against manufacturers by handling a broad and

and brand positioning effectiveness is greater

deep merchandise assortment. In addition, they

for those who consider brand experience more

often promote a variety of products using sig-

important than for those who consider it rela-

nificant price concessions to drive sales (Touboulic,

tively less important (H3b). Consequently, brand
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experience plays a moderating role between

ential on brand positioning effectiveness for con-

firms’ differentiation activities and brand posi-

sumers who consider past brand experiences as

tioning effectiveness.

important in buying decision-making process.

Another notable result of the research is that

Thus, service has to become a much more in-

service seems to perform a salient function in

tegral part of brand positioning strategy for

developing brand positioning effectiveness. In

companies. Specifically, companies should develop

relation to home appliances, we speculate that

promotional campaigns that revolving around

manufacturers’ and their policies regarding war-

service. For example, companies could offer free

ranty and repair policy, delivery, and installation

service agreements for certain high-priced prod-

services improves the effectiveness of the brand

ucts or improve the quality of the services that

positioning by adding additional value to the

are provided and emphasize this fact in their

core product (Frow, Ngo, and Payne 2014) while,

advertising and promotions. These efforts, when

at the same time, reducing perceived risks to

done correctly, help to drive consumer percep-

consumers (Goyal 2008). Overall, though the

tions of quality and value at a relatively low

impact of product and image on brand posi-

cost to the manufacturer and retailer.

tioning theory has been well established in the

Consumers who buy appliances care about

extant research, relatively little research has

speedy delivery and competent installation of

empirically investigated the relationship between

the product. It should be noted that delivery and

service, brand positioning, and brand experience.

installation have become essential for many prod-

The results from this study confirm that serv-

ucts in the Japanese market which is charac-

ice, as well as product and image, positively

terized by an aging society. Approximately 26%

affect brand positioning effectiveness and that

in Japanese population are over 65 years old

perceptions of service becomes the main crite-

(12.5% over 75 years old) in 2014 where aging

rion when consumers are highly conscious of past

population over 65 years old were only 12.1%

brand experiences.

in 1990. The individuals tend to need help all
aspects of the decision-making process from

6.2 Practical Implications

point-of-purchase to delivery and installation.
Thus, having a helpful staff to competently

On the basis of the findings, we suggest three

answer questions about product choices as well

practical implications for developing and man-

as hiring capable technicians to deliver and in-

aging effective brand positioning. First, manu-

stall the products, may present possible avenues

facturers should pay more attentions to service.

for developing a differential positioning strategy.

The results suggest that service is more influ-

It should be noted that manufacturers pursu-

46 ASIA MARKETING JOURNAL

Vol. 17 No. 03 October 2015

ing and managing brand loyalty should be cau-

retailers. Contrary to past research, we found

tious when implementing price-focused promo-

no impact of channel and staff on brand posi-

tional strategies. Though price is a key element

tioning effectiveness. Consequently, future re-

which helps to facilitate purchase decisions, the

searchers need to re-examine these results to

results of study suggest a significant and negative

confirm their validity.

impact of price promotion on brand loyalty.

<Received October 6. 2015>

Instead of a employing a short-term price re-

<Revised October 27. 2015>

duction strategy to increase sales, manufacturers

<Accepted October 27. 2015>

should turn their attention to less price-focused
differentiation of their product. Non-price, positioning-related benefits such as developing a
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