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ABSTRACT

This thesis reports a research study that offers a range of insights into the branding or
brand strategy of mobile phone services in Jordan, and its relationship with

consumer brand preference. This study interweaved this relationship through a
model. Within the context of this model the following objectives are addressed:

e To explore Jordanian mobile phone service providers’ brand strategies and
their role in building and/or influencing brand awareness, brand image, and
consumer attributes.

e To examine mobile phone services and their users and usage in Jordan.

e To determine the factors that influence consumer brand preference in the
telecommunications market.

The model, through these articulated objectives, represents the main contribution of
this research. It does so, in three ways: (a) providing evidence concerning the general
way whereby companies use branding, (b) providing evidence concerning branding
in a specific context (i.e. the mobile phone service industry), (c) providing evidence
concerning branding that may be specific to Jordan and the Middle East.

Equally if not more important, the present study may be of value to theory. Through
its focus on brand preference, it suggests a re-categorisation and integration of
existing branding models and bridges gaps in the previous models, and suggests a
better understanding of the processes that lead to brand preference. It does so
through focusing on three overarching antecedents brand awareness, brand image,
and consumer attributes, each of which comprises a number of variables. Brand
awareness comprises: controlled communication (advertising) and uncontrolled
communication (WOM and publicity); brand image comprises: brand personality,
price, quality, country of origin, service (location and employee), and corporate
status (corporate reputation and corporate image); consumer attributes comprises:
satisfaction, perceived risk, and reference group. The model provides, for the first
time, a holistic approach to the identify brand preference antecedents.

Satisfying the study’s objectives demanded the use of a two stage mixed method
approach. The first is a qualitative stage, which involved interviews with 12 senior
managers with responsibility for branding and marketing strategy in the mobile
phone service sector in Jordan. The qualitative phase uses a case study analysis
strategy, based on the four mobile phone service providers in Jordan, Orange, Zain,
Umniah, and XPress. A thematic analysis, within case analysis, and cross case

analysis is conducted to provide a profile of branding strategies within the
competitive context.

The second is a quantitative stage, and involved a questionnaire survey of users of
mobile phone services in Jordan. Respondents were university students; 648
responses were received. Descriptive data analysis was used in order to profile the
use and usage of mobile phone services, with specific reference to issues such as
brand awareness, brand image, and consumer attributes. Next, Principal Components
Analysis (PCA) and multiple regression were used to refine the proposed list of

antecedents to brand preference, and to investigate the relative significance of the
antecedents.
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The case study analysis of the branding strategies of the four mobile service
providers generated a rich picture of branding strategies in their competitive context.
There is strong evidence that branding strategy has a significant impact on both
market share and brand preference, although other factors such as being first in the
market intervene in direct relationships between brand strategy and its outcomes.
Specifically, Zain is the market leader, but Orange is seen to be more proactive and
to have a more coherent and consistent branding strategy; this has allowed Orange to
achieve second-place in the marketplace, but Zain’s longevity has denied it first

position. Similarly, XPress, whose brand strategy is almost non-existent, is
languishing in fourth place. Key findings are that brand strategy is a multi-
component concept, is typically determined top-down, involves added values, and
that strategies and tactics must be consistent and coherent.

The descriptive part of the quantitative analysis reveals that customers respond to

company brand strategy in the ways that the company marketers wish them to
respond. For instance, this is witnessed by the low levels of consumer perceptions of
XPress services, and the conversely high perceptions of those of Zain and Orange.
These differences in perception reflect the importance given to branding by the
companies.

The inferential part of quantitative analysis reveals that brand preference antecedents
could be simplified, from an original list of 14 to a working one of 11. All these
antecedents are important, but one service—location and employee—was not. All of
these significant antecedents individually accounted for only a small proportion of
the variance of brand preference, which suggests that there are a large number of
contributing factors impacting on the formation of brand preference. Amongst these
antecedents, controlled communication (i.e advertising) had the most significant
impact, and this supports the case for continued investment in advertising as a key
component of brand strategy. In addition, uncontrolled communication (publicity
and WOM) was also identified as important, and, brand managers might usefully
explore their strategies for influencing WOM.

1V



ACKNOWLEDGMENT

All praise is due to Allah the giver of all knowledge.

First, I am thankful and indebted to my parents for their continuous support and love

and for their prayers for me to succeed in my life.

Second, this research could not have commenced without the support and help from
many people. First, I am greatly indebted to my supervisor, Professor Jenny Rowley,

for her kindness and wisdom, as well as her keenness to guide and council me and
review my work throughout the period of this study. I am also indebted for her

encouragement and patience. In addition, she has helped me to shape appropriate
ideas into research, and this has had a great influence on me as a researcher. Also,
this study could not have been completed without her precious supervision, advice

and comments. I am therefore very grateful, honoured and proud to have had

Professor Jenny Rowley as the director of my study.

I would like to acknowledge Professor Leslie de Chernatony from University of
Birmingham and Mr Paul Reynolds form University of Huddersfield for their
evaluation the questionnaire of this study and their useful comments and their
guidelines for me to produce this research. I would also like to thank Professor Mark

Easterby-Smith from University of Lancaster and Professor Mark Saunders from

Oxford Brooks University for their comments and guidance on research

methodology.

My thanks also go to all Jordanian professors for their comments on translation of
the questionnaire survey from English into Arabic Language. Sincere thanks also go
to all senior managers from Jordanian mobile phone companies who participated in
the empirical stage of this thesis. Also, I extend my thanks and appreciation to all
researchers in Bangor University Business School who participated in the pilot stage
of this study. Further, I would like to thank all the administrative and academic staff

of the business school for their co-operation, insights and help, especially, Mrs

Bethan Hamilton-Hine.

Finally, a very special gratitude is due to my good friends: Taher Alkhatatneh, Dr.

Jamal Alnsour, Abdulla Zoubi, and Dr abdalkareem Awwad.



TABLE OF CONTENTS

Chapter 1: INtroduction ..vuieiieeeeeenennnneniirisninesammmeesens coeretsesranes TR
1.1, Area of StudY ccveveniiniieniincniiennissensnens Cteeeteesseensessessanstassrtntaranttatatetes cerreeresneecane ]
1.2. AIms and objJectiVes ...uvviiinnininenneennnens eesessaeseesssssaaasesessanaens saeeeseesssissananens 2
1.3. Methodology ....vieccinnnnnniinnne, cerrrersssseinnaranaaneses Cerereresessessanraanssessssesessernsnrnnares 3
1.4. Contribution and rationale of the study ..., .3
1.5. Structure of thesiS..iiiniiiiiiininninieteninnsiasensaann Ceeteeatesieentttanase cerertesenasatresaasssras 4
1.5, SUMMALY wiviiiiiiiiiiiiniiiineieerntiiniiiieisssssssssss fetteeeeessattatteesesstatarasaenes S

Chapter 2: Telecommunications and Jordan and the Middle East................... reseererens 6
2.1, INtrodUCHION ..iiciveiierieicnieeennenescieesesaneesssnsossanes veevsersreseesesnareses rersreveveesesratesess 6
2.2. Telecommunications ......... reeererrersesserranes seesessserensesessanes eereseeressssraaanes veoverraanes 6

2.2.1. History ...c.cueene. esnteeessrressnnessnnes cersreesereesserarres sesereseseneesrerennas erseresreessasssanes 6
2.2.1.1. Mobile phones..........ceeuuen. everenns veosrerntrene besesserresssssrasres voressraens verernneees 8
2.2.2. Telecommunications tOdAY «....cvrveerreirierrerreecrissaesensrsessassessnesssssnssnsnns reernes 9
2.2.3. Factors that have pushed the growth of world telecommunications......... 11
2.2.3.1. Privatization .....ccveeereneenneens erertererettereataterettttatereteniettteannierteseteenes venee 11
2.2.3.2. Competition......eerveerveeseasereces Creesnrerersetaanesesatasesaanas ceresnaeessanens veerenane 12
2.2.3.3. Mobility.....cceeeune ctesesessens eeessstsaranans trserresanssssessssnessssesesernrsnssasbbesTIseNeS 12
2.2.3.4. Digitalisation.....vssisisessnneenianessseessssssenes rerssesenns eerneerssessrsrarrrseasS 13
2.2.3.5. Globalisation ......ieceverseesssnnsnresinnsreressonees ceeversansss ceresreannns veereranaas e 13
2.2.3.6. The digital divide .....cverierrcrnerineiressenrnneessesnne, cerereessrnenss vesssereraneverne 13
2.2.3.7. Shift from engineering to finance and Marketing ......coveevveeresssesssens 14




2.3, 1, GEOLIAPNY rvveeiiiiitieiiiiirieiiareeciesneesssnseeiessnesssssnesssssnesssaasessntesssnstssosnnsss 15
2.3.2, TECHNOIOZY 1iviiiirinnireiiiinninsnninninssieseesssnsescssnnsesssserssssaessssarensssassssssnnnsessssness 16
2.4. The role of telecommunications companies in SOCIEtY.vueueviverrsrssissssrereersanens 17
2.5. State of telecommunications in JOrdan......cuceeemrnneereerserinreesnniessessseesssosses 17
2,510 JOTAAN iiiiiniiiniiiiieeeneniiesiieessreesnersusisssresssresssssssssesinesssssesnsssssassssnsoss 17
2.5.2. Jordanian telecommunications infrastruCture .......c.oeereeeeseeessererssssessorassens 19
2.5.3. Jordan’s telecommunication market in relation to Arab states region......20
2.5.4. Main players in Jordan’s telecommunications market ..........cceoeecssiencennees 22
2.6. SUMMArY and CONCIUSION vuueeeeerveeersssessorsasssesssesssssssssssrsssssssssossssssssssssssssansesss 22
Chapter 3. BrandINE ..ecueeiicineiinncoieeiisesissssssecssssssssssssssssssssesssssssssssssssstessssssssasssss 23
3.1, INtTOQUCLION vouvivirteiirienreniineniesiresreesressessssssssesaesseressesassssrsssssressasseseessssnesssanss 23
3.2, HiStOTY Of DIANAING uueeverercreeeeeieeierneeeeecseesisesessessessssssssessessossessassassessassasenssses 23
3.2. 1, Early NIStOTY uiceiiiriiiirienrriniecsrinseesseessnessnnessessessssassesssssossssssessrerssssssssssasns 23
3.2.2. Later NISEOTY uuvevuriiireeriirecsressesessersesssrosssossesessesssssssessssssesssessasensesssssnsssnsons 24
3.2.3. RECENE NISLOIY vuveisvierniesreisinrecsseoreressssessrsnessesasssssessssessssssssessssssssssrassssssssns 24
3.3. Brand definitioN...cnocennneeiimessssisssssssacsssssssssessens 25
3.4. The functions Of Brands.........ceeerirereesseeserensresssesessssssssssssnessessssssssssasassess 26
3.3 BIANAING c.vvveeiiiiieiiiisseieesneecsnsessssesssesseesssncsssssosssssnssesssesssessssessssssnessnsssssessses 28
3.6. The IMpOortance of Branding ........coeveeeriersrerssseressssssesesssessersensasssssenssasssssresess 29
3.7. Brand @QUILY ue..evvveererireerivessisssesssnesssassescsssssssstonsassssssssssssesessesesessssnsssssasessrsasens 30
3.7.1. CUSIOMET PEISPECLIVES vuverrrereererssermessssessrsssssesesesssssesesenssesssesessssnsssssrsssss 31




3.7.2. FINancial PerSPECtiVES . uivuivneiieeireessesrnissesresssssssestssssssnssanssnsssossosssssssossassoss 32

3.5. Brand management MOdElS ......covviivineeninercnnennesnenssnssenesnessssssssssseessensens 32
3.5.1. Kapferer’s MOdel ...u.iviinniiieinnennicnnsnsiersesssesmssnsssssesssssssesssmsasssssssssssesssases 33
3.5.2. Urde’s MOdel..uiuinuiiiiininnninrenninnnnenieinisnisnsissisesnmssissmsisssssisissnsss 34
3.5.3. Aaker and Joachimsthaler’s model........coviveeninnnnnnnnnnnnnnninesnene. 37
3.5.4. Davis’s MOAE] cuicirrerenrenrncinrearenseireniensesenessessessesssssssssssssssessasssssessessssnsses 39
3.3.5. Keller’s MOdel...uiviciniennircnnininnninniinnnnsnienisesssserssnsiesmsersisssssssssssssssssens 42
3.5.6. Others models and OVEIVIEW......cverernuieneisennesisesessnessnsessssnsossssssassseossans 44

3.6. Service and DIANAING ......cccvveeesreeessneicssnnossesssssensssasessseessssssssasesssasssnsessstssssnass 45
3.6.1. SErvICE CharaCteriStiCS. . ouvvierrurseererursessessassessessassessesnesosassssnessernsssssnssssses 46

3.0. 1.1, INtaNGIDIILY vcovccveveeerererrinerennerinnecnssnesesssnennsseresseseersssesseserssssssssssasons 46
3.6.1.2. INSEPAraDIlItY ..uvieerrurrereressecserseseesesssnessessesssessesessacssssnssssssnsosessnesasssens 46
3.6.1.3. HeterOGENEItY uueeueeverresrerreseeoserssessssassssesassnsessossossessossossasssssesserssasnsssnes 47
3.6.1.4. PEriShability ......ccoveeresrereeeruossesssessessseaseensesessesssasssssosssssassssenesnsnsases 47
3.0.2. SEIVICE DIandiNg ..ocvuceecrenrirrireesesveiesisesressessssssnssssssssssersesssssssssssssassnesessanes 48
3.6.2.1. de Chernatony and Segal-Horn’s model ........oceevvurevervensesssessossessens 48
3.6.2.2. BEITY’S MOEL...uciriirirreeenrersnesenssssnsserensesssenssssessesssensssesensassensassens 50
3.6.2.3. Grace and O’Cass’s MOUEL......ccvrerirerirnireerssenssesssssssassenessassssesssssess 51

3.6. SUMMAry and CONCIUSION .....ovcuivererrerereereeensesersssessssesesssssssssenesersensasssssesessens 53
Chapter 4: Brand Strategy and Brand Preference ...oueeeenuenisssesssssssesssssessssseessrssssss 54
4.1 INLOQUCHION w.cucrererrererirereiecsesssssssssssssssessssssssesnessssssnssssssesssssenssssssesssassosess >4
4.2. The concept of brand SIrAtERY .......vcevsesrererserssesseserensusrsssssesesssesessesessssssssssssess 54




4.2.1. Perspectives on brand Strate@y...eceeeeeersneinisnnmsssssisniissssissssiones 54

4.2.2. Summary of views and a new definition ........cceceevverenieennnnneenneenensene, 56
4.3. Components of brand Strategy ..o 57
4.3.1. Brand pOSItIONING......ucvurerneereresnineeresersesssaessseresssssrssnssossssssssssssensssssossrere 58
4.3.2. Brand personality ........ecueireineiisnnissisnneiinismeissionseeseinmeesssessssssssssssess 59
4.3.3. Brand IdENTILY .ciivviiiviniiineeissnisnescseisssnssssisssssessnsssasessssssssssssossssssssanssnans 60
4.3.4. Brand values ... 61
4.3.7. Brand architeCture.........covvveiniireeecnenninnniinesiesseesesssssssssssssssssssassssssasssssses 64
4.3.8. CommUuNICAtIONS SITALEZY ..covverrerrersunruersensassasssessesseerserseseesssssssrassasssssssssens 64
4.4. Brand awareness, brand image, and consumer attributes.......ocevernseerecnersases, 65
4.4.1. Brand GWATENESS cc.cucvuerurernrersesessrssensenssesmsessssosessssosessssssssssssssssesssssssssssess 66
4.4.1.1. Uncontrolled communication and advertising ..........ccoevvreruererserecsene 67
4.4.2. Brand IMaAge .ccuuveereesniireeceseresseessesssssesssssnsessessessnsssssssssssssessasnsessessessrsssesses 69
4.4.2.1. HOLIStIC @PPIOACHES ..cuvvrerviiirierieresresseseereesesssssssssessessssssessssssssssesseses 69
4.4.2.1. Functional cum emotional approaches.........cveeerssnveeseerssesassssssesasss 70
4.4.2.1.1. RatiONal c...uvcriveiinnrenninninennnisisresissessesssssssssssessssssssssssssassssssssssssss 70
F.4.2.1.2, SYMDOLIC vvevurueeririreseirnssnssessessseesereesssssssssenseserssssaessensosessossasasssses 70
4.4.2.2. A brand image MOAE]....c.uoueerveerreriereereesessesseesesssesesssessesassnsossssssssons 71
4.4.3. ConSUMET AtIIDULES .....ccvereruencrereirereisconsersssssenssssessssssssssssssnsasssesssssessosssss 73
4.5, Brand PIEfErENCE .uucuivuireivuisveereseesessssessessossesesssssesssesesnsessssssssssnnssnssssssssossessons .74
4.6. Branding in the context 0f the PreSent StUAY vceeueeeeiirieerereeeenensesssssessssssssssens 76




4.6.1. Branding in the Middle East.....eeineeiniiminensinenimmmemeneeisoess 76

4.6.2. The telecommunICations SECLOL vuvvuuiesrrrrnresiersssererssssmesrssssissssssessessessosess 76

4.7. SUMMATY ANd CONCIUSION 1eerererureeeseresssssssssssssssesssssssnssssssessessarsssssossssssnsnnsassassss 77
Chapter 5: Research Objectives, Conceptual Model, and Research hypotheses ...... 79
D L INtrOQUCHION cuviviititicriinecinreniesiinsinenesesaesnensesssrssesressessssesessssnsssssessonssssssassssssess 79
2.2. Objectives of the present StUdy ........coceeereerererserniessesnssessesnssnsessisssscssessesssssnes 79
5.3. Limitations 0f the HHEerature ......ccvvrererenierererennsnnnoneresrssssneesessesesnsssssssssssesees 79
D.3. 1. Brand PreferenCe. . uiiiniiiniinneeirsessencosesssessssessssssssssssessessssossassrasssassssassassseas 79
5.3.2. Components Of brand Strategy ......cceveeereerersueresereesesscsssserssssisssressessassesssns 81
5.3.3. Lack of empirical EVIAENCEe...ccoruveeeerrrerressrssseeessosssssssessesssessssessassssnssansnes 81

5.3.4. Lack of evidence as regards service industries in general, and of Middle

Eastern telecommunications services in partiCular.......veereseenseireineresssssesenes 82
5.3.5. Ambiguity 0f teChNICaAl tEIMS wevvevivvieeieierieeeresresnsrssressesessesssssessessseressess .82
5.4. Clarifying the resgarch MOUE] .uvreereiiirreieiiireeisiiieseesresesssrnnsessanssessanssssernassns 82
DB L LEVEL 1 ittt sessesesbessenesesssssosesssssassnesesnasssssess 84
DA 2. LEVEL 2 .icrirircrineniencnenteseresnesessessessssssosssesssssssssesessassssssrsensrssssssssonss 84
D3  LEVEL J et ssiessesessssssessssssassssisssstssassssssasassassesssssssssssss 835
3.5. Testing the MOdE] ...c.cvivvvrireriireneereriieiiiseseessssessssssssssssssssssssresssesesasssss 85
5.5.1. Brand QWAareness ...uuvuevuiereseuneeieesinssnsessissssssensssssssssssssssssssassssssesssstsnss 85
5.5.1.1. Advertising and brand PreferenCe .. nnerecessensesesssessscsessosssosss 85

3.5, 1.2, WOM uctiiiirernriiriieienrsssssessesesssenssssesssenssessssssssssssenssesesssssassossssastens 86

D:d. 1.3, PUDLICILY trevveetranrererereretirerenieienenesesesenssssssssnssssssssssensnsssnssssssensnssens 86

Vi




0.5.2, Brand IMage...c.uvevueeerrirensnnsressisnisessessnssnessesssssessssessssssssssssssssessesnosssssossons 86

0.3.2.1. SEIVICE AtIIDULES .vcvuvsseecrunersessarsracssnessossasssssssiessnsssnssssssrosssssssassassanss 87
D.4.2.1.1. PIICE covrrveeecrinnininnnsinsnsssssesnnsssssossissassssssssssssasssssnsssessessnessossasses 87

D42, 1.2, QUALILY coreviiiiireiiesssssnssnesseesrsssnsssnssiossssssessessassasssesssssanssssssassassssens 87

0.4.2.2. Provider’s attribULES ....ccucveiiinesnennnesiinieeeressssensisersesssseesessesseresseness 87
3.4.2.2.1. Brand personality .......uceereeinennennirenereesssssssssesssssssnsssssesessesnnes 88
3.4.2.2.2. Service l0CAtION.....ivuviinnrireirerisnrncnsresesisseressesesasnoresesssnessessrsssesens 88
0.4.2.2.3. EMPIOYEE DERAVIOUL....coovveerrererereeneesssscsssssseissssssesssseossssossassssens 88
5.4.2.2.4. Country of Origin......cevvvverresrererereeeeseene vessennteneesssnsatsssessnensesises 89
0.4.2.2.5. COTPOTate IMAGE .cvvvuiveerereerererereeessoreeresesssssresesessesessseressssensases 89
9.4.2.2.6. COrporate rePULALION .....eueueeererersserereresissassenessessassssssesssesssssesssss 89

0.4.2.3. CONSUMET AUIIDULES v.cviverreererersrsnserescsesiesesssesesssossnsssessassessesssessssssanss 89
3.4.2.3.1. Customer SatiSfACtION..cucrvuirerreeerirerisresssseresnsssssrsassssnsesseressssssnss 90
.4.2.3.2, PErCeIVEA IiSK ..cuevuirerirnrreennreresreiisissssnsessssessssssosessssssssssssssssses 90
5.4.2.3.3. REfEIENCE EIOUP wevverreereinieiriieeeeersveasssssesssessssaensssasssassssessseseses 90

0.9 SUMMATY ANd CONCIUSION veuvevererserreeeireesesssssesessssessssssessssssesssssssssessssesores 90
Chapter 6: MEthOOIOZY .....cceeveuevererereererersesssnsesssesesesssesessesssssssssssssssesesesssssssessssnes 02
6.1, INFOAUCLION wu.ceeeteerrrctctctcr e esnsesesessessssssasssensssessssasssssasesssssses 02
6.2. ReSCAICh PhilOSOPNY..vucuiiiisiverssieesiernesesreesesssssssessessssessesesssssssesssssssssssssasseres 92
6.2.1. Competing philosophies (PAradifImS) .e..ueeeeeveesoeossessssesesessssssssssssssssssanes 92
6.2.2. MiXed PAradigms c.cvueuiviveusesieerensensesssssssssesssesessssesessessssssssessasesesssssssssssssss 97
6.3. The rationale of the present study’s MethodolOZY .......ovvververrevsinnesressssssseseen .99

Vil



6.3.1. Research objectives, data, and data analyses....ceveinennnmnmenoioie, 99

0.3.1.1. ODJECHIVE 1 auiviiuiiiiiiieirrnerireineeessessssesseresssesrnnessssssssessarssssessssessrase 99
0.3.1.2. ODJECHIVE 2 tiuvrerereiirerienrersrsessssesssssssssssssessssessssssssssssssssssessaresssssssasssnass 99
0.3.1.3. ODJECLIVE 3 .rriivririiiinirerennerirerenniniesesnessressssssissssssserssssssssssssssssassens 100
6.3.2. Integrating the data .....cccecceeeerveeressreresssneeossnecossnessssesesssanssssnnessssssssssessnss 100
0.4. The specifics of the present study methodology .....ccevscsensesrnsesrssssnesrersane 101
6.4.1. Qualitative methodology (ObJECtiVe 1) ....couevvvueverrererenenrsneneneesessesessnnsee 101
6.4.1.1. Case study desigh.c.ccieerecrnerriieennirrnnenrenssesnesnssssssssssissmssssssssssne 101
60.4.1.1.1. Simple case study deSiZN ....cccvvveereernenressiminnsennsnesressssssesssienses 101
6.4.1.1.2. Multiple case study design......ccurvrrreererenrnrereressnresneneaessrssserssess 102
6.4.1.3. INItIal CONLACL....cvvueiririiieirieneirereirerirerereieessasisssesesnnssssassesssssssssess 103
0.4.1.4. INtETVIEWEE PIOSIIES . ceucvirrervereerresesseessesseseessessosessessessesssonsarsosssssssess 103
6.4.1.5. Interview content and StIUCIUTIE ......uevererireerreerersesssessssereressssssessasses 104
0.4.1.5.1. RAtIONAIE ...vcuuerereeerericrecesieicsceseesesissesessssassesessbessaessssess 104
0.4.1.5.2. SPECIfIC SIUCLUIC..cvueeuierirererecrerressssessessesnoressssssssessssssnssressessones 105
6.4.1.3.2.1. Closed questions in the INtEIVIEWS.......cceerereereersernseressessones 106
6.4.1.5.2.2, Open-ended questions in the INterVIEWS....cceuevrveeeresessrsens 108
0.4.1.6. INtEIVIEW LOISHICS vevrererereersreerereereseerernssessessoseseresnesesnesensossssesnsssseses 108
0.4.1.7. INtEIVIEW ANAlYSES .viereererereererererreserersorssosssnssssesessorenssessosssssensessssass 109
6.4.2. Quantitative methodology (Objectives 2 and 3)......cooeeeerererersersensesesess 111
0.4.2.1. RESPONACNLS tevenverereirierereerereesessessessesessessesssmessssssssssssssesssssssessensass 111
viil




0.4.2. 1.1, JUSHTICAtION cevveveeeeerrerersossosssesssssssassnssesssssssssssrsssnsnesssssssssessssasses 111

6.4.2.1.2, SAMPIING ceiveriiienrieinrennnesiesnnssinesmiossnnsommsonsssisessiisosssenses 112
6.4.2.1.2.1, Sampling method......c.ccevrrerirenrernsnnsnecrnnneenneienmiseine, 112
6.4.2.1.2.2. Resultant sSample ....occeveecennnnnnnnnnnnennimimen, 113

0.4.2.2. QUESLIONNAITE vuurereerrerrorereersreersessssssssssssrsssssessssssssssossssssssssssssssssosnsses 114
6.4.2.2.1. Personally administered questionnaires used at a distance......115
6.4.2.2.1.1. Electronic qQUEStiONNAIIES ...cvvererereersssssceresnssansessessesssrssnans 115
6.4.2.2.1.2. Mail QUESHIONNAITES ...evvvreeirricruerseeiranirennseaesnseseecsaessenessssnns 116

0.4.2.2.2. Questionnaire deSigN...ieeriviineerreneesesseessesessssssersesssssssessonss 116
0.4.2.2.2.1. General conSIdErations ....cvireeereeresrersesersessessersesessessesasssss 116
6.4.2.2.2.2. QUEStIONNAITE fOIMAL.....ccrvveerreeerreeerseeessseessessssssssasesssrsssans 117
6.4.2.2.2.3. Refinement and pre-teSting .......ccouveerervernsensesnsneessessonesens 120
0.4.2.2.2.3. COVEIING It ... veirrereneirreerersenereecresssessessessesssssssessessassases 120

6.4.2.2.3. Definitions of variables. ....uerimerieeresiersresrerssresssseseosessesesess 121

0.4.2.2. ANGLYSES sererirreesriorrnessessrsssasonrsossossesssasssesssesssessessesssessessssssassassssossenes 122

6.4.2.2.1. Descriptive statistics (ODJECIVE 2) .iveurreerrrersrssisrssesssssessssssens 122

6.4.2.2.2. Inferential statistics (ODJECHIVE 3). .vuuerevrrersreresesennensnssscsrsnsssnses 122
6.4.2.2.2.1. RAtIONAlC...cvrverirereerrrinrerirsrerennsssneseassesssessesssssassenssssessessess 122
6.4.2.2.2.2, Principal component analysiS...........oeerveeseseseseersesssssrescseses 123
6.4.2.2.2.3. MUltiple regression...iueuiveerseeesseresssssessssssssssssssssesesscses 123
6.4.2.2.2.4. Statistical SOMWAIE ..veveveirrreerirresrnensssrssosssesesssnssssssessrssssss 124

1X




6.5. Reliability and validity ..o 124

0.5.1. RelIabIlity..cciviniiniiiirnieniiiiniinininrernieesinisienmnesssisiiisssiessessissesssnses 124
0.5.2. ValIAILY coreieniiiiiniiiiiiineeriiereniiereressaseesssnnaisssssssssanssssinsassssaisssisssssesnnss 127
0.6. SUMMATY 1veevivneeiniereeerssinnsisesessesssssssnsessssasersssssesssssssrsnesessssssssusssssssssssnsssssssas 129
Chapter 7: Qualitative analysis of brand strategies of mobile phone service provic}grg
7.1 INtrOAUCTION wuviiiiiiiniiieinienieeniniceessneneessssaisesssssssesssessrsssassnessassrassassssesstssnsssnns 130
7.2. Within case analysis 0f Zain .....ccceevveeeeseeriirsneneeiessissssissosesssnnsssssssnssessssssssanes 130
7.2. 1. ComMPANY PrOfIl c.uviiuiiiiiiiiciirsiersesssesesesssesssssssssesssssererssssssrsssessssssssessasaans 130
7.2.2. Zain’s perspective on brand Strategy ....cceiceiinmiineniinienieiseissi 132
7.2.3. The process of brand strategy within Zain......ccoeninneinnenneniinenenis 134
7.2.3.1. Zain’s brand poSTIONING ....ccevvreererrereressersacrerssssessasssssssssssassassnesnes 135
1.2.3.2. Zain’s brand personality....coeecereeesserecseesensesssnsssrnssssssssnscsassssasssssne 138
7.2.3.3. Zain’s brand 1dentity ....ccceceecnreersernserecnnnenenesesssssssassnsssnessrsessnsssses 139
7.2.3.4. ZaIn’s brand VAIUES ...ceecrveicneressssnsisnonnnecnnesssemmsnsosessneissssssessssssss 140
7.2.3.5. Zain’s brand architeCtUre......coueivreerreeenenineeneenesssasosssssssssasssnsessesss 142
7.2.3.6. Zain’s communiCation StrAtELY ...eereeereerruernersacrassssssssessasssasssnessaosans 143
7.2.4. The status of brand Strateg@y N ZaiN......ceeerenniereereeseerneseesarssnsaessesssssasseses 146

7.2.5. The influence of Zain’s brand strategy on its brand awareness, brand

IMage, and CUSIOMETS AUEIDULES. ...uverieereirireiniinesssresssrsseresesrssssesesnsnersnssssssssses 148
7.2.6. SUIMMATY «.viviereieenrneeiseeessensssssesnsosssssssssssssessasesssnesssessssssstssssnssssssssstssssess 150
7.3. Within case analysis 0f OTANEE ..uuvecvvereesresssesssessnssssssssssssssessssssssssssssssesssssss 150
1.3.1. COMPANY PrOSIIE veeueeeirreereessassessesseesssssssssessessseessessesssssessssssessasassssrasessssss 150



7.3.2. Orange’s perspective on brand Strategy.........oeeveeeeereresosonssssessrsassersesene. 151

7.3.3. The process of brand strategy within Orange .....couvuerevsnesesnesersesssens 153
7.3.3.1. Orange’s brand positioning.......ceeeesereresirisesseessseesessesesesesessssens 153
7.3.3.2. Orange’s brand personality ....ceemseenserersmseserssssssesssssessessssssosens 157
7.3.3.3. Orange’s brand identity.......ueviriviresiisnscsesesnsssnsasmssnessessssesssssssens. 159
7.3.3.4. Orange’s brand ValUES.....ceceeereeesersersessessersessesssssssseseessessessenssesseasens 160
7.3.3.5. Orange’s brand architeCtUIE .......evverveeresreseeresseresssssessessessessssessessones 160
7.3.3.6. Orange’s CoMMUNICAtioN StFAtELY evvereverereereeesssserseresesessessnssosenssess 161

7.3.4. The status of brand strategy in OTange .........ccvevveesreeererersrseresssorsssssssrees 165

7.3.5. The influence of Orange’s brand strategy on its brand awareness, brand

1MAZE, ANA CUSIOMETS AHTIDULES. cuevevereereerseresesessesessessssssesssssssesssssessssssssessssssne 167
7.3.6. SUIMMATY c.vuviivisieiiiereinesinssnssessssessessssssssssssssssssssssssssssssessessassssssesasssssan 168
7.4, WIthin-Case analysis 0F XPIESS ....eceeereeeeeeeeroseerssmsessessssssssessssessssssssssssssssens 169
7.4.1. COMPANY PIOFILE cu.viriririreririnirersnenssenssssessssesssesesssssssssessssssessssssssssesnsssnssans 169
7.4.2. XPress’s perspective on brand Strategy .....eeueueerrerresersesesessssssssaes yoeeres 169
7.4.3. The process of brand strategy Within XPIEss.........eeeeerersrsesessssosessessenes 170
7.4.3.1. XPress’s brand POSItioning cu....veeverrerrereresssssssssesssssssessessesssssssessens 171
7.4.3.2. XPress’s brand Personality.....eceeceereresnssessesssssssssessessssssessessssseses 172
7.4.3.3. XPress’s Brand Identity cucceeeceeeeeeeresesemsooeoseooe s eeses e ssssseses 174
7.4.3.4. XPress’s Brand VAlUES uuuuu.eeveevscvecneeresesssesssssessesssssessesssssssssssssseess 174
7.4.3.5. XPress’s brand architeCture .....uuuvemmeeserssrsessssosessessosseessesssssessossens 175
7.4.3.6. XPress’s communication SUACEY titietteecrarsrnnmnnninnnsrstiresreressrrnsasesses 176

X1



7.4.4. The status of brand strategy in XPress....uueieieninmsmmemeosesosnne: 178

1.4.5. The influence of XPress’s brand strategy on its brand awareness, brand

Image, and CONSUMET ALHTDULES 1vvevvuivrerereresseresssssserssesssssresssnsssrassesssesssrssessasenens 180
7.4.6. SUMMATY c..ootiiiiiniriiseeinesenseesssssessssssssssssesssssessesesssssssorssssssessssasssssasenees 182
71.5. Within case analysis 0f Umniah .....cceeerssisessoseesssrssrsssesssssssssesssessssessessssees 182
7.5.1. COMPANY PIOfILE cuvirrrseiiieriieieiessesossessessesssessesssessessessssnssnssssessessesssenses 182
7.5.2. Umniah’s perspective on brand Strategy.....cveeesrerssesserssessesssessssessaeses .182
7.6.3. The process of brand strategy within Umniah.........oocuiivrersvneesreseenns 183
7.6.3.1. Umniah’s brand positioning........cc.cceverevsreresesseseessesesnssssssssssasssseses .184
7.6.3.2. Umniah’s brand personality .........cvererevsssserererssesssssssssssssssssesessees 185
7.6.3.3. Umniah’s brand Identity.......cueveerersireeeecesssssesesseseessessssessssssssesses 186
7.4.3.4. Umniah’s brand values.......c.uiveeeiniresesnensnessssessessssssesssssescsssesessosns 187
7.6.3.5. Umniah’s brand architeCture ......vuseueveeeesceerensssesssessnsnssssssssseressassens 189
7.6.3.6. Umniah’s cOMMUNICAtiON SLIALEEY veveveverererrsrereenseenssensssasessssnesessess 190
7.6.4. The status of brand strategy in Umniah...........o.oeceeeeeeeeereneressessensessocses 193
7.0.0. SUMMATY ....cvouiriivinreicrerereeseeseessesesssesssssessssssssesssssssssesssssssesssssssssssssaseses 194
7.7, CTOSS-CaSE ANALYSIS.1uerrrereareirersenssererssssssssssesnssessenssssssasesesssssssssssssesonsensasssees 194
7.7.1. Brand strategy definition within telecommunications companies. ......... 195

7.7.2. The process of brand strategy within telecommunications companies... 198

7.7.2.1. Brand positioning within telecommunications companies ............ 198
7.7.2.2. Brand personality within telecommunications COMPANICS.veerserrnssse 199
7.7.2.3. Brand identity of telecommunications COMPANIES tovverreerersssessasssases 201

X1l



7.7.2.4. Brand values of telecommunications COMPanies «.....eeeveeereereresereens 202

7.7.2.5. Brand architecture of telecommunications COMPAnies ....overeerenenes 205
7.7.2.6. Communication strategy of telecommunications companies.......... 206
7.7.3. Brand status of telecommunications COMPANIes.......eersresrsrersessrorsssanes 207

1.8. The influence of brand strategy on brand awareness, brand image, and

CONSUIMET AITDULES...eviititiriererenreninsessesnsressssesssssssssessssssessonssssensssensssssesessssensescssases 208
7.9. Corroborations of theory and the IHtEeratlre .......ouvoeeeeseresnsresesesessssesessens 209
7.9.1. Brand strategy is a multi COmpPoONents CONCEPL ....cvorurereererserersrererserenees 210
7.9.2. Brand strategy is determined tOP-dOWN ......cveeeereereeeereseessersserssesesesaenes 210
7.9.3. Brand strategy involves added VAIUES......veveeoeeeeeeeeeeeeeeeeesessesesesssssssessnens 210
7.9.4. Strategies and tactiCs MUSE GEl..uverrererrerrerseresssessesssessssssssssessssesssseses 211

7.9.5. Brand strategy must ensure positive brand awareness, brand image, and

INTUENCES CONSUMET AUITDULES....vuvnvenreersesrensiesesseessessssssessesssesssessensssssessesesses 211

7. 10. Summary and CONCIUSION vuvucucuceeeeeeecerneeeceeesersse e eseesessessns e sssesssesssaen 212
Chapter 8: DESCrIPtiVE StAtISHICS cuuuuivrueessressmsseserersesessessessessesessessessssessesenesessesessen 215
8. L. INtTOAUCHION ..ottt eeessese s eseesessssesessnsesessssesessenes 215
8.2. Response rates and reSpondent Profile v.u..e.ve v eeimomsoeseeseesesssssesseseessesone 215
8.2.1. RESPONSE TALES.....urrueruucreisrssssssersenssssesseessssssssnsenssesseesssesesmss s esesssoses 215
8.2.2 ReESPONAENt PrOfIle....uuiveveruereenersreeneesessesensessesesssossesesesesesesseseseeseesesessses 216
8.2.2.1. GENACT.uuceurereurerecreeerniseseneseesseeseses e s ssse e e s sessesas 216

82220 AZE coririinnietinnnsssissssessssss e sttt e s ea s 217

8.2.2.3. EdUCAtION IEVEL...uivverusieieerreennenensessssenssensensessessessessenssossssssesssans 218

X1i1



B.2. 2.8, INCOIMIC . veuevrenevereerreneessenssensssessesasssnssssssssssssessssssssnsssesssssssssnnnsesnnen 219

8.2.2.5. Respondents’ emplOymENnt ........cceeevvieeriennrerecsinreeeissssessesessssseesns 221
8.2.2.6. Respondents’ domicCile.........ceeuveveeiereeeicierinivnnnncicesseeccssseeenns 221

8.3. Use of and Attitudes towards mobile phone services in Jordan.................... 225
8.3.1. Attitudes to mobile phones and mobile service providers........ceveee... 225
8.3.2. Use and usage of mobile phones...........ccccveererinrerereniciinninneeeeessssensnerens 230
8.3.2.1. The intensity of using mobile phones ........ccccevrveerereerrrrrercrneecsens 230
8.3.2.2. The time of use 0f Mobile PhONES ....ccovvivveeerieitriceecrrierreseneeerens 231
8.3.2.3 The time of having a mobile phone ........cocveevrivvvvrriceecreececenennen. 232

8.4. Brand preference, brand awareness, brand image, and consumer attributes.233

8.4.1. Dependent vanable: Brand preference

8.4.2. Independent variables: brand awareness, brand image, and consumer

AEITDULES. ..1etiiernieeeesineireserteessineeeierineessissnenessseessssesesssssassessessosssseessnsassssnasssssens 236
8.4.2.1 Brand aWarCness......ccccoeeevvrrerrevrinvereeiinsiineeesssseeeesssssseereessssesassssasane 236
8.4.2.1.1. Controlled commuNICAtION...c..ccouveerirrinrererrrenvrecssssensrerersnnsesess 236
8.4.2.1.2. Uncontrolled communication........ccceeveveeecesrnneressinnreessrvesecenns 239
8.4.2.2 Brand IMage ....cccceveriiiiiniieiiinirenineireinisneesesssesesesssesssessessesosssssessens 241
8.4.2.2.1 SEIVICE AMIIDULES...cuvvieeiiieeiiiereceerreerreccrresssseesesaeeesnsaneesnns 241
LI 00 U BR 3 o o7 U 241
8.4.2.2.1.2. QUalILY ccueiiiiiiiiiiieee et esase e ss s s aanns 244
8.4.2.2.2 Provider’s attrIDULES ........ccevveeenieernnerincniencnereeseeesseeceseeesssneenns 247
8.4.2.2.2.1 Brand Personality .....ccovveuriieemeeriieereeiireeeeeeeeeseeseseerneens 247

X1V



8.4.2.2.2.2., Service (location and employee) ...ccvveriresnnisnsnsnseeseessenns 249

8.4.2.2.2.3 Country 0f OFigiN ..cccccrreeeeiinieniereseniesnnseiniesssesiseerssesssssnens 252
8.4.2.2.2.4, COIPOTALE StALUS.cvevuesresrersessesrosssssesrossossessesssssessessesssesassnns 254

8.4.2.3. CONSUMET QUITDULES 1uverersssvrersreresesrersorsrorsesrssssossassressssesssssssssnserssens 257
8.4.2.3. 1. SatiSfactioN uucvuicirinriresnininnnsiinensnsssnssssensensssssssessessssssessessons, 257
8.4.2.3.2. PEICEIVEA TiSK .uievuirresrerrireesrerssnessssesssossssssssssosssssonsssesssssssassesens 259
8.4.2.3.3. RefErence Group ..cvieriiinnineresireninsssssisssessiossmsssssssosssesenssonees 261

8.5. Corroborations of theory and the lHErature ....cveesvererireresssrerersssesssrsssesssnes 264
8.5.1. First mover advantage does not always secure good market share ........ 264

8.5.2. Timing of actions affects mobile phone service branding (proactiveness)

.......................................................................................................................... 2635
8.5.3. Long-term War NEEdS @ VISION uevveeeveeeieeeeerssisesssssseseorssssessesesssssssessonses 265
8.5.4. Being technically good in your industry is not enough .........ceeeuserereeens 265

8.0 CONCIUSION.....corrrrerrirereretnts et esssesssssssssssssssasssssessssessessessesessesessssaees 266
Chapter 9: INfEerential StatiStICS iuuuuiuiirerererererserssseseseressesesersesseseseasessseesssorsesesessenes 269
D1 INtLOAUCHION w..uivctiecreceenncseresineesssessesassessssssssssensssesesssesssesssesssessssessasssssens 269
9.2. Principal component analysiS..cccneeeerseesersssesssesssessssssessssesssesessesesssssens 269
9.2.1. Assessment of the suitability 0f the data ...u.uveeieieeesreeseeesesesssessssersens 270

0.2, 1.1, SAMPIE SIZC..verereerereirrerereseressessseseseesessmemssseseseeseeeeeeeseseeemesessssssenes 270
9.2.1.2. Reliability Qnalysis....ceceerssseeessseresserserersosnsessesesessssemnssssssssssssssens 270
9.2.1.2.1. Cronbach’s alpha.....cccsieeecesnseeersssessessesessnsesossessnsessnsesssesssans 270
9.2.1.2.2. The KMO iNAEX ucvuveereririeserceeirsnseeesenssssssssssesessessessssessssesssenseses 271

XV



0212, 3, Bartlett'S 1St ueeererueereereernesessessessreseessessessessesssssssnssesesssnssmesnsn. 272

9.2.2. Factor EXIIACHION cuvvusevureinseensnissssesesssesssssssssssssessessissssresssssssssessssasserenes 272
9.2.2.1, KaISEI’S CIItEriON vusisererrerirrnisercessssssssessssisessssnsssssassesssnsassensnes 272
D.2.2.2, SCTEE PlOt.uuisirrririsieriresresesnesssessssesessssressosssessssssssssssesssssesesessssessssens 273
9.2.2.3. Paralle] analysis......uiiiiisiinieccersmensssssesssssnsnsssssssssssesssessssssenes 273
D.2.3. FaCLOr TOtAtION..c1etirvrrrreresirerinerereesiesessssressssessssssessssssssnssesssssssesesassssssssens 273
9.2.4, FaCtOr INtEIPIEtatiOn...iureucsiesseressissossenesssssssessesssssesssssesesssssssssssesessssssens 273
9.3. Factor analysis for reSearch VariableS.....ueeemeemneemeeeeeeeeeeseeseeseseesesseesssssesen. 275
9.3.1. Factor analysis for brand Preference....cmmreresersenssessesesessesssssssssssses 275
9.3.2. Factor analysis for the independent variables...........oooevereererversssssenen. 279
9.3.2.1 The entire factor analysis uieeeecreeeessenresessssessessssessessessssesssnssesees 279
9.3.2.2. Factor analysis for the independent variables groups ...........eoveeesees 280
9.3.2.2.]1. Brand QWareness ..........eecveereereesssseeressssessssssssssessssossossonesssssenns 281
9.3.2.2.2. Brand iMAgE .....ceverererverersnereresesesssssessessssssssssesessssssssesssesssssssones 284
9.3.2.2.2.1 Brand image/Service attribUutes.......vvveeveverevsosessseesesesssons 284
9.3.2.2.2.2. Brand image/provider’s attributes.......coereesesssesssrsesessenes 287

9.3.4. CONSUMET QUITDULES 1.vuvrvecivscrscreecssecesesssesesssesssssssessssssssssssssssesessssssnens 293

9.4. Main finding of factor ANAIYSIS ..v.euevereeeereeeeeere oo e es e seesessessessenes 297
9.5. Descriptive statistics for research variables wow v 298
9.6. Dealing With MiSSINE data cuuueeeveereevreseseserserssesssssenessessessssssesseseseesessnssenes 301
9.7. Multiple regression analysiS........eeerressessorssseessmmsessmsesssssssossesseeeeenssmseso. 301

XVl



9.8. Findings from the overall research hypotheses ....occeeininneniiiisienininnineniennen, 311

9.8.1. Brand awareness dimensionsS.....eeeersecsseereeessecsisssesssssnnnessssessiesssesessans 311
9.8.2: Brand image diMeNSIOoNs ...eevviveernenensnneersesisesssssnisssnessnsssssrssssassssssssssons 313
9.8.2.1. Service attribULes.....ccuueiivencinienennininneninnniinisosssnssesssoe 313
0.8.2.2. Provider’s attributes......ccevvereenenineninensnnsrensissssnssssssniesssssesssessassness 315
9.8.3. CoNSUMET QUIIDULES ..cevvereerreecrereersenrenseesseneeresssissnsssssisssssasssessesssossosasssns 318
9.9. Corroborations of theory and the literature .......ccccovrvenressensicrensnsessensneiniiens 320
9.9.1. No single factor explains brand preference .......ccovenvinininiesccensacsenane. 320

9.9.2. Service (location and employee) in the mobile phone industry has

GITCTENE PIIOTILIES veevreerrnririraeierssssssssssssssssssesssensosesssrrsesssssssassssesssnessssornasssrasssns 322
9.8.3. Brand strategy must be pivotal to brand preference .....ococuveveeisesuereraenens 322
0. 10, SUMMATY «.ueiiviiiniiiieenieiineeeisesissssesseesssessssssssssesssesssssssssssessssssssosssssssssssssssssss 323
Chapter 10: Overall Discussion and CONCIUSION coveeeerrsreresressssesersessssssesssssssssnsessnses 325
LO. 1, INtrOQUCLION wiuiiiiviiierneneirenneessnnesnsseresessssessssesisseressersssressessssssssersssssssssssssssans 325
10.2. OVErall TeSUILS....ccerererenierrennnresenreneseisesesessessessessssissessessessssnssesasssssssssones 325
JO.2.1. ODJECHIVE 1 uuveievirerieircreereerenseressssssssssssessessesossssnsssssssssssnsosssssssssrssesssnsesss 325
L0.2.2. ODJECHIVE 2.uverieerrrireresssieriversnnsesnsnssssessassessssssssrsssrssssssssssssasessressassssasssns 327
TO.2.3 ODJECHIVE 3urrieireerrressrnnesssnessrsessesessosssesessessssssssssssassssesssessanssssessssssssssnss 329
10.2.4. Integration Of ODJECHIVES u.c.veeverueeerrerrseeeresusssessesssssesssnssessssssesasssessssssses 330
10.2.5. The results of the present study and the Iterature .ooveereeerssesssssersessesess 331
10.2.5.1. Corroboration 0f the lIterature ......evcueersrsseseerersesssesssssonsressssssassse 331
10.2.5.2. Disagreement With the JHErature vueeueeueveeresvsesnerseressessessssesssssssesss 332

X Vil



10.3. Originality/ value of the present study ..o, 333

10.4. Limitations and future research agenda..........ccccevvinninnininisnnnneinienniini 335
10.4.1. Further future research based on research findings ...coccevveiniiiiiiieennns 338
10.4.1.1. Implication for academicS....cvueerrecisreresansisissessessissssrsssssssaessesnnes 338
10.4.1.1.1. Corroboration StUIES....ecrureicersrsrersssnnesssnsesssserssssnerssannecessanes 338

10.4.1.2. Clarification StUdIEs .....civeeiervecrenisneereessnisiesssnsssissiessnessninnessssans 339

10.4.2. Implications fOr MArketers.......cccuiierieniueieerenseeeessssnsssessssssssssessaessesnenns 340
10.5. CONCIUSION . citiviieiitticneiiirercrnissreesiseeeseessnsessssesssesessasssssossssssstossassssasssssssnns 341
REJETENCES cuvieuiiiiiiiiiiieiiicinenienine e asssessessessssssesnesassssstessorsestssssssssnesnessersessss 342
ADPDPENAICES evritisinntisrisrenirenssnesnnssnsressnssssossasssessssnessesesnesserssssersassssssnssrsssssnsessssersens 367
Appendix A: Research qUeStioNNAIre ...vveveeeieeiensnninenneesessensssesssesesssmsioseesessssnsnns 367
AppendiX B: CoOVErING LEtEr ....vuvvvvevreirerrinenressesenssesressnssersssssssesnsssssssssssssssnsssens 372
AppendiX C: ArabiC QUESIONNAITE ...vvivieieviessirenesennssnsesisnssessssorssserssassssssssnssesss 373
Appendix D: Semi-Structured INTEIVIEW....ceveeiveeesereereisessesseressssesaessersssessssessess 379
Appendixi E: POt STUAY [EUET o.uvviiiirieriiinnesscresreseisssreesssanssssssesssasesssanssssnssssassssns 383
Appendix F: Questionnaire first reminder IEEr .ovuivevivevcceereresersressesaereensssssessens 384
Appendix G: Questionnaire second reminder 1eHEr .uuuiveireerenreressesernrsesssssssesess 385
AppendiX H: Interview CONtact IEHEr ...cvuveerinnirerieressssrisesoreereresssseessneresssssssssasns 386

Xviil



LIST OF FIGURES

Chapter 2

Figure 2. 1. Timeline of developments in telecommunications ...ueesiesssssissssennenss 7
Figure 2. 2. World telecommunications use 2005-2009....c.cccveecsiiiininiinicniinsniaininne, 9
Figure 2. 3. Telecommunications world wide (2008). .c.cceeeverniiiiiennninnniininniiniiiies 10
Figure 2. 4. Factors that have pushed the growth in telecommunications. ............... 11
Figure 2. 5. Mobile phone penetration (2008) in Arab countries....ccesmesensesuresnanss 20
Figure 2. 6. Mobile phone and internet penetration in Jordan, 1995-2006. ............. 21
Chapter 3

Figure 3. 1. Marlborough man. ......ccceiennnininnniinnenicniniinieees 31
Figure 3. 2. Kapferer’s model of how brand assets translate to brand value. ............ 33
Figure 3. 3. Brand HeXagomn ....cuuiivivvnniineerennerssssnneneninnesesssenissssninssssessisosssssssssnnsssasosss 36
Figure 3. 4. Brand leadership challenges. «...cccceeciimmenieniinnnninicnsineiinnennnninonieiiics 38

Figure 3.5. The shift from traditional brand management to brand assct

MANAZEITNIENL tieieiiiereerrerrerrerreereersreesstessrnersrsssseettessriesssrssntoresrsssstsssissssssssssssssssssssssrssssnss 40
Figure 3. 6. Brand asset management PrOCESS cueeiirirrereeecrssnmssssssasosssssessssnssesssssasssess 41
Figure 3. 7. Keller’s four steps in building a strategic brand......ccoveeenveeiieessssnsseninee 42
Figure 3.8. Keller’s CBBE. ......iiiiiciiniimeiieinimmiememsiniseemmmssmsssasssise 44
Figure 3. 9. de Chernatony and Segal-Horn’s model..........ccccceiricinniiinninnnensssessnce 49
Figure 3. 10. Berry’s MOAEL ...uciiiiiiiiririeesrinniessnneiiissnessossssessssssssessanesessssssssssassssnass 51
Figure 3. 11. Grace and O’Cass’s (2005 2) MOdel...ceinvicnrierrecsnnrnnenecsensssessassssessasss 52

X1X



Chapter 4

Figure 4. 1. Components of brand Strategy ....oenmmminmssnanonineninimsiimiisii, 58
Figure 4. 2. Brand personality framework: dimensions and sub-dimensions........... 60
Figure 4. 3. Determinants of the successful brand. ..o, 63
Figure 4.4. Aaker’s awareness pyramid. ......cccccceiinirisnnneireinnsnneeccsninniiiesnieiii 66
Figure 4. 5.Components of brand image. ....ccceennneisisinininnnncsnneeesnnniiinnniisnieesiniins 71
Figure 4. 6. Components of consumer attributes. ...ccvieeimmmnniinniinnime. 73
Chapter 5

Figure 5. 1. Research model......c.ciiviiiiiirinneennicreninenmemiinmmmeiseesieiieiiisssises 83
Chapter 6

Figure 6. 1. Within case and cross case analysiS......ceeiemesessrsssnnssnisesinensssssssnosaens 102
Chapter 7

Figure 7. 1. Zain’s 080 ..ccerervreeeericicrineisessssnneersssssseesessssssneseesssessssssssasasssssssssssssssonss 140
Figure 7. 2. Orange’s 100 cvereeninrensinnninninnnniessnieinesneecessansesssisssisnsssssssesssassssssnss 164
F1gUIe 7. 3. XPreSS’S J0Z0. ceeveeiriericrnrrerereeeeeresssescssrsserseassesessssssssonsssssnsssssssssnsnsassass 176
Figure 7. 4. Umniah’s J0Z0. ..cccccivniiineeinneenisrencsseressesssassessssssnsssssssssssssonsssssossassssss 187
Figure 7. 5. Umniah’s 1ogo With SIogan. ...cueeeinieeinneenenennensnesssisnesssenssensssssssssssns 187
Figure 7. 6. Umniah advertiSEment, .....cccceieeirensenirnennensnessnnesssssossssssosassansasssssssnssses 192
Figure 7. 7. Stages of BraNGINg. cc.vcveeeeecrneseressessenssseessessnsernsessssssssssossnssssessasssssssosss 214
Chapter 8

Figure 8. 1. Respondents’ gender distribution in relation to mobile phone service
PIOVIACTS cueeueeruiraiisesensensessssnnssesssesasssesssssessessessessessessassnessessasssssssnssasstsssssnssnerassbsssssnss 216



Figure 8. 2. Respondents’ age distribution....ueiieeeeimiiiiiiiiiiiimiiie 217

Figure 8. 3. Respondent’s age distribution in relation to mobile phone service

DIOVIAETS. cevuveeennreisteneeinnirentiossanessnnesserssessnenssssssssssesssessstssssssasssssssssssssssssessssssesstssesssss 217

Figure 8. 4. Respondent’s education level. ..., 218

Figure 8.5. Respondent’s education level in relation to mobile phone service

DIOVIACTS. tieteerreetnneinenenneenerennetieeaseesesesssrsssssssssssssssssssssssssssosssststssssssiessiosssssssssssassssssss. 218
Figure 8.6. Respondent’s INCOME.....cccveerrrerinsmssnsssneesnessaninssssssssnssssssssesssesssssonanes 219

Figure 8.7. Respondent’s income in relation to mobile phone service providers...220

Figure 8.8. Respondent’s employment in relation to mobile phone service

PIOVILETS  ittiiieiinnniesssisinnessesssssnnmisssssssnessssssssssesasssssansssessssassnsssssssasesssnssssssssnsssssssnnasse 221
Figure 8. 9. Jordan’s population by governorate......uiiiienuemnsisnimniesiiissssns 222
Figure 8.10. Respondent’s domicile by gOVENOrate ......ccceuumieesssnnnisscssnnnsssssnassssnss 222
Figure 8. 11. Jordan’s population by region. ...ceeeereneriinnnninisnrecsinneesssssnssnassssnnnnss 223
Figure 8. 12. Respondent’s domicile by region ......cccvviiinnneiisineennnneeeieninssnieisnes 224
Figure 8. 13. Respondent’s mobile phone service providers by region.....ceeveeceess 224
Figure 8. 14. Mobile phone service providers’ USQge. .....cccceceisrrarecsisnneressranasssssassnss 225
Figure 8. 15. Mobile phone service providers’ churn rate. ....ueeeeennecnneeninssssessans 227
Figure 8. 16. Respondents’ switching among mobile phone service providers......228
Figure 8. 17. The intensity of use of mobile phone Service. ....ccuvinneennneisssisesansnes 230

Figure 8. 18. Mobile phone providers’ usage intensity in relation to mobile phone

SEIVICE PIOVIAETS. .vureerueerseeseersansssensssessassssessasessacssesssnasssnassssssssessssssssssassnssssasssisssanss 231
Figure 8. 19. Mobile phone service providers’ respondents time of usage.......eeeess 232
Figure 8. 20. Respondent’s time of having mobile phones......ccceeviecrcnaisssnsessssesens 233

XXl



Figure 8. 21. Brand preference. i 235
Figure 8. 22. Brand preference for the four service providers. .....ccovisinisnvnsinnnnnans 235

Figure 8. 23. Controlled COMMUNICAtION. veiiviveesssneeecssniessersenssssnississnsssssseesssssassns 237

Figﬁre 8. 24. Controlled communication (advertising) for the four service

DIOVIAETS  teveeiererrrrrreneerereessesssessasnennseessssssersssnsssessssrsssssnsasessssssssssssessssssssssssssssnssssssssss 238
Figure 8. 25. Uncontrolled COMmMUNICAtION. tivvererererrererserersssensessssssersrssssssnsrassorsssses 240
Figure 8. 26. Uncontrolled communication for the four service providers.............. 240
FI1ZUIE 8. 27. SEIVICE PIICE tiererrrrererrreeeeereeereesessersseerseersssessssssssssssessssrantssssssssanssnssssess 242
Figure 8. 28. Service price for the four Service providers.....ccceenseniersssnneressssssesssens 243
Figure 8. 29, Service qQUALILY. c.cccccveivereririnnnennsieecirnteeinesnessssneessssssssanesssrsnsssssssssasssens 245
Figure 8. 30. Service quality for the four Service providers.....coveererseersneecsssssesesees 246
Figure 8. 31. Brand personality......ccceceriecsrnnssresisssnnnessessssseesssnesessessssssssssasssssasssons 248
Figure 8. 32. Brand personality for the four service providers.....ccoeenreeseerssaessaesans 249
Figure 8. 33. Service (location and employee). .....cccvevivveceeernnrersvenssecssesssecsssssesssnss 251
Figure 8.34. Service (location and employee) for the four service providers.......... 251
Figure 8. 35. COoUNIIY Of OTIHIN. uuviiiirriecierrssessssrsesssssnossssnsssesssssssssssssssnnesssnssssssnsssssss 253
Figure 8. 36. Country of origin for the four service providers.....ocveevvserervesssssasssess 253
F1gure 8. 37. COrporate StatUS. ....icvveerecrensnensessnersessessessossecssessessessosseseosesssossosssatsssss 255
Figure 8. 38. Corporate status for the four Service providers......oeecrnnesssseeresssssssses 256
F1gure 8. 39. SatiSTACtION vivuiiiiveninirierinenesenseerssesssssesessssnessessssesssssosssssssensesssssstsss 258
Figure 8. 40. Satisfaction for the four service providers. ......coersseersesessessssessresassesse 258
FIgure 8. 41. Perceived MsKuuiianinirininennneneninnseoisieesonsssesssssssssessessossersssssss 260



Figure 8. 42, Perceived risk for the four service providers. ....oeemsneensnnesierens, 260

Figure 8. 43. Reference groUp. ...iiiiveeeenrereinineeiesesssssesssnssesssessssssssssssessresenes 263
Figure 8.44. Reference group for the four service providers. wcneeneressensnnne 263

Figure 8.45. Brand preference and its indicators (brand awareness, brand image

and consumer attributes) for mobile phone service providers ...ooevvenmeeisesseesennes 267
Chapter 9

Figure 9. 1. Scree plot: brand Preference .uininiisssmsmesssssssssssssessssssssenes 277
Figure 9. 2. Scree plot for the entire independent variables.......oovernreresrsesrerernrenens 280
Figure 9. 3. Scree plot: Drand QWAIENESS ueeeeerseveesressrsssssssesssssesessssssssessssssssssssssses 281
Figure 9. 4. Scree plot: brand image: service attribueS .oveeereseersrsresssresessesssrereseses 285
Figure 9. 5. Scree plot: brand image: provider’s attributes..........coevevereneerseersesnnes 288
Figure 9. 6. Scree plot: CONSUMET QtIiDULES....eoeveeireereisseseesessesssesessssssssssssssesssssans 293
Figure 9. 7. Histogram of normal distribution of brand preference ......c.eeeessssserees 300
Figure 9. 8. Normal plots/(multiple regression)....eeeeeesseessessessssssssssssnsassessssssssesess 300

Figure 9. 9. Relative sizes of standardized slopes of the predictor variables of

brand preference in the regression MOGEL .uueuereeereesssseessesessessssssssesessssssessssensanes 323

XX1i1



LIST OF MAPS

Chapter 2
Map 2. 1. JOrdan...cccicieieiieinireinieeneenreensissesisssnessnsessesitesnsessssissssisssisssssasssssones 18
Chapter 7
Map 7. 1. Countries in Middle East and Africa using Zain. ..o 131
Map 7. 2. Countries in which Orange provides Services...cuummeeisneissicsuissnesinnsnens 151

XX1V



LIST OF TABLES

Chapter 2

Table 2. 1. World regions as classified by different authorities.....coceeerreresesirnnsennnee. 15
Table 2. 2. Arab countries as defined by the ITU ....cccoiencinnnninnnnsinnsin. 16
Table 2. 3. Major world telecommunications technology.....cceverrnrerenreerererseresnenns 16
Chapter 3

Table 3. 1. The functions of brands for CONSUMETS. ......cverererneissensesersessesnrensessssssnns 27
Table 3. 2. The functions of branding. .........ceeevveierneerierensneesressennsssensssssessssnss 29
Chapter 6

Table 6. 1. Alternative terms for the research paradigms. .....ceceeverereenirereserereessassenss 94
Table 6. 2. Features of the tWo paradigms. ......ccveeerensnesesessseessssessesesssessrensresessasnss 94

Table 6. 3. Strengths and weaknesses of positivistic and phenomenological

PATAAIZINS. c.vovevicriienirincrssnessessesnessseseressnssessorosssesssssasssesssssssssenssossssssssessssassassssssssssssss 06
Table 6. 4. Profile Of INTEIVIEWEES. .....cvvevireererssirissssssesseessersessssssssessssssssesssssssssssees 103
Table 6. 5. Closed questions regarding the meaning of brand strategy. w......ooeveeene 106

Table 6. 6. Closed questions regarding the importance of brand strategy within

LhE COMPANY. cueiiitiiiiiiiniiiieneenrsesnereesssessesssessssssssssessssssessssssesssessssssessesssssnssssesssensess 107
Table 6. 7. Breakdown of student numbers for the three Universities.........ereeseess. 113
Table 6. 8. Stratification 0f QUESIONNAILES SENtuevurvreveeiieiesiesesssessesesesesesesesseans 114
Table 6.9. Example Likert scales used in the qUESLIONNAITE. . ...vovveeeveserssmsersrseseses 118
Table 6. 10. Number of Likert scale qUEStioNnS PEr tOPIC. vunurveererseseesssessesessserssesens 118




Chapter 7

Table 7. 1. Zain managers’ choices of definition of brand strategy.........ccceivcennrsnns 132

Table 7. 2. The relationship between Zain’s brand strategy and brand awareness,
brand image, and consumer attributes: managers’ attitudes (1 = very weak; 5 =

VETY SLTOIE). ceeererereereesssessssssssssrnnsesssnsessassosssnrsssssssssssssassssssssssssnssssssssssssansssessssssssnnssns 149

Table 7. 3. Orange managers’ choices of definition of brand strategy .....cecceeeeuunes 151

Table 7. 4. The relationship between Orange’s brand strategy and brand

awareness, brand image, and consumer attributes: managers’ attitudes (1 = very

WEAK; 5 = VEIY SIFTONE). tieruriiirieeeierrernenresnersssssssssssnsssentsieiessssssssssssssssnssssessssessssssssassns 167
Table 7. 5. XPress managers’ choices of definition of brand strategy.........cceeueeene 170

Table 7. 6. The relationship between XPress’s brand strategy and brand

awareness, brand image, and consumer attributes: managers’ attitudes (1 = very

WEAKS S = VETY SITONE). 1errererrrirrrivriissisiisssssessssessssssnsesesnrenssssessessssssssesssrsssssansaresssssss 180
Table 7. 7. Umniah managers’ definitions of brand strategy........ccvvivreniceenianaens 182
Table 7. 8. Preferred definitions of brand strate@y.....cccevinimnirnnnennieinnennisssseinnes 195

Table 7. 9. Similarities and differences between branding in the four companies. 196

Table 7. 10. The four companies’ brand poSitiONINg. .......c.cceerurrsnisinnisnreraessnesans 198
Table 7. 11. The four companies’ brand personality. ......ccccoceevinrreniiniiiniersssscennes 200
Table 7. 12. The four companies’ core and extended identities......cccvneiieerieessesenens 201
Table 7. 13. The four companies’ brand values. .....cceevveerruecrvenssienssccsinnsseesssessaeees 202
Table 7. 14. The four companies’ brand architeCture. ........ccceeeesrvveresrvncssessssnssssseess 205
Table 7. 15. The four companies’ communications Strategies. ....cocuverreessecsesenssnssess 206
Table 7. 16. Status of branding within each of the four companies........c.ccereereseenes 207

XXVl



Chapter 8

Table 8. 1. Responses to questionnaire mailshot. ....ccauieinisnneeennniiii, 215
Table 8. 2. Brand preference items in qUEStIONNAILC. wuiverriissmssssssisisincinssiaiissiennens 234
Table 8.3. Descending means: controlled communication .....eeiensennanisssessiiee 236
Table 8. 4 Descending means: uncontrolled communication ......ceienicisnesreessannans 239
Table 8. 5 Descending Means: PriCe ..cueueiiecesssnnssiscsssnrsesssssnsasesssstanisssssnssssssssnasssns 242
Table 8. 6 Descending means: QUAlILY ....cvcevereneereccseenessessssssisesssssnsresssssssssssssssssnes 244
Table 8. 7 Descending means: brand personality....c.cceceiviuercninnissninnnnnceccsssninienees 247
Table 8. 8 Descending means: service (location and employee) ..c.oveeiveiesunrssniannens 249
Table 8. 9 Descending means: country of OTigIN c...ccieiniiiniininisnennnennnennissecssissns 252
Table 8. 10 Descending means: cOrporate status ..cvveiiiiissmessecssnssnsnsiiseisissneenensens 254
Table 8. 11 Descending means: satiSfACtION ...cccvvvvvrueererieneeererisssosssnnesasiessisssssssssssans 257
Table 8. 12 Descending means: perceived TiSK...vieeiimniieinnenmmmieiinieeraineisseenns 259
Table 8. 13 Descending means: reference Sroup .uiceeieeerernnissssiseesseenienisssssssssess 261
Chapter 9

Table 9. 1. Internal reliability scores (Cronbach’s alpha) for research variables ....271

Table 9. 2. KMO index for the variables in the present study. «..ocoveeenernvnsassssiee 272
Table 9. 3 correlation matrix: brand preference......cccuvinneenecsneccnnnieensensieses 275
Table 9. 4 Total variance explained: brand preference ........coveeeereinerenssseeesnessassanes 276
Table 9. 5 Monte Carlo PCA for parallel analysis: brand preference........coveeuevenses 277

Table 9. 6 Comparison of eigenvalues from PCA and criterion from PCA and

criterion from parallel analysis: brand preference ......ieivenieereecsenreenersesssssssesiss 278

XX Vil



Table 9. 7 Component matrix: brand preference. ... 278
Table 9. 8. Eigenvalues of first threc components: brand awareness ......ccoeereirennas 282
Table 9. 9. Rotated component matrix: brand awareness .....coueeneninisnnisinnnecninnne, 282
Table 9. 10. Factor loadings of items that measured controlled communication. ..283

Table 9. 11. Factor loadings of items that measured uncontrolled communication.283

Table 9. 12. Eigenvalues of first three components: brand image: service

ALETTDULES. tueiuiiiiiisiiinisiiisnioeeinreseessesssaessessessesssnssnsssssssssassssstessssesssssssssesssssesssans 285
Table 9. 13. Rotated component matrix: brand image: service attributes......cccceue. 285
Table 9. 14. Factor loading of items that measured service price......cuminmerresesssane 286
Table 9. 15. Factor loading of items that measured service quality......c.ocveviuerienne 287

Table 9. 16. Eigenvalues of four components: brand image: provider’s attributes .288
Table 9. 17. Rotated component matrix: brand image: provider’s attributes........... 289

Table 9. 18. Factor loading of the items that measured service (location and

CITIPIOYEE) teereerrrrererrnnriecsnrriiesssenessonsesessassssessnsesssrsssessssssssessnsesssssssssssssssssnsssssnnassssassss 291
Table 9. 19, Factor loading of the items that measured corporate status..........ceuenes 291
Table 9. 20. Factor loading of the items that measured country of origin........c.c.... 292
Table 9. 21. Factor loading of the items that measured brand personality ........c..... 292
Table 9. 22. Eigenvalues of first four components: consumer attributes......ccecesese. 293
Table 9. 23. Rotated component matrix: CONSUMET AttriDULES vuveereerrereeeseesassresnsensns 294
Table 9. 24. Factor loading of the items that measured satisfaction..........coeesesreenes 295
Table 9. 25. Factor loading of the items that measured perceived risk.......oereeseseee: 296
Table 9. 26. Factor loading of the items that measured reference group........oeeeesee: 296

XXVIii



Table 9. 27. The determinants of brand prefercnce ..o, 297
Table 9. 28.Descriptive statistics of the research variables ....cveiinnireninnieennnens 299

Table 9. 29. Correlation matrix: brand preference ..mesciienmenesssssineene, 303

Table 9. 30. Regression analysis of the independent variables influencing brand

PICICICIICE ouviiiirieiteeneniinitennesnesesesssessesasssesssssssossensesssesssessasssestssssenssssssntossosstsssessans 306
Table 9. 31. Partial correlations and effect sizes of predictor variables. .......cccveue. 309
Chapter 10

Table 10. 1. Specific cONCIUSIONS Of TESEATCH. vivierriereereeereeseerserssssssssssssssasssssssossessass 330
Table 10. 2. General conclusions from the present StUdY ......ocouevereruireinreesneesarseresns 331

XX1X



Introduction

CHAPTER 1: INTRODUCTION

1.1. AREA OF STUDY

The concept of branding—loosely defined as the way companies seek to give their
goods or services qualities that distinguish them from rival products and services in
the market—appears central to marketing theory. Companies that brand well tend to
sell more goods and services than companies that brand poorly. The literature on
marketing is in broad agreement on this point. So is everyday experience. Casual
inspection of television, newspaper, magazine, or other media advertisements
suggests that the advertisers do not always provide “information”; instead, they

provide “something else”. Advertisements tend to entertain and delight. This is part

of branding.

The literature is unclear, however, on several issues. These include the manner in
which companies should brand, the manner in which companies actually do brand
(as opposed to how they should brand), whether branding strategies differ (or should
differ) between industry or sector, and what exact terminology should be adopted
when speaking of “branding”. In other words, the broad picture of branding is
clear—it works—but the details of the picture are fuzzy. The present study removes

some of the fuzz, and points to future research that may remove still more.

The present study focuses on branding in the context of Jordanian mobile phone
service providers. This choice is justified on two grounds. First, competition between
mobile phone providers—Jordanian or otherwise—is intensely fierce, and change
within the industry is especially rapid. One should therefore expect, if branding is of
paramount importance, for branding to be especially salient in mobile phone service
provision. Thus the mobile phone service provision industry may be viewed as a
microcosm in which the realities of branding are played out in relatively pure form.
Second, not much is known about branding in the Middle East, much less Jordan. At
a purely empirical level, it would be useful to know how Middle Eastern economies
operate, and Jordan provides a convenient starting point. In addition, as is explained

in the thesis, Jordan has a well developed telecommunications industry, at least by

Arab nation standards.
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Thus the present study investigates the theory and practice of branding. It uses
mobile phone service provision as an illustrative example (a casc study), and it

provides the “sub-case” of mobile phone service provision in Jordan.

1.2. AIMS AND OBJECTIVES

The aims of the present study comprise identifying the salient factors in effective
branding, determining how, in practice, companies brand, and developing and
empirically testing a model of branding. In each of these, it highlights the
importance of so-called brand preference. This may be loosely defined as the degree

to which consumers favour one brand over another.

This focus on brand preference is at variance with the focus of much of the literature
on branding. Much such literature portrays brand preference as being of peripheral
significance. The present study thus investigates a minority view, supported by some
of the literature, that suggests that brand preference, rather than being of peripheral
consequence, is (or should be) central to branding theory, and that promoting it is (or

should be) central to effective branding practice.
In realising its aims, the study has three specific objectives, namely:

e Objective I: to explore Jordanian mobile phone service providers’ brand
strategies (loosely defined as how companies set about branding) and their
role in building and/or influencing brand awareness (loosely defined as

consumers’ familiarity with brands), brand image (loosely defined as

consumers’ perceptions of brands), and consumer attributes (loosely defined

as the features of consumers).

o Objective 2: to examine mobile phone services and their users and usage in

Jordan,

e Objective 3: to determine the factors that influence consumer brand

preference in the telecommunications market.

More precise definition of technical terms used in the above definitions are provided

in later chapters.
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1.3. METHODOLOGY

The present study is empirical, and uses a mixed methodology. The methodology 1s
in three parts. The first comprises qualitative analysis of the senior management
views among Jordanian mobile phone service providers. The second comprises a
quantitative description of Jordanian consumers’ views concerning Jordanian mobile

phone service providers. The third comprises a quantitative analysis of how
consumers’ views concerning Jordanian mobile phone service providers relate to the

consumers’ brand preferences. This part uses inferential statistics. These three
aspects of the methodology are then integrated so as to meet the three study

objectives as described above.

1.4. CONTRIBUTION AND RATIONALE OF THE STUDY

Authorities point to a general “empirical gap” in the literature on branding (see
Chapter 5), not just to branding in the Middle East. Thus a major contribution of the
present study is to help fill this gap. It does so in three ways: (a) it provides evidence
concerning the general way in which companies may use branding, (b) it provides
evidence concerning branding that may be specific to mobile phone service

providers, and (c) it provides evidence concerning branding that may be specific to
Jordan or the Middle East.

Equally 1f not more important, the present study may be of value to theory. Through
its focus on brand preference, it suggests a recategorisation and integration of
existing branding models (see Chapter 3). The model suggested by the present study
bridges gaps in the previous models, and suggests a better understanding of the
processes that lead to brand preference. However, an important part of the model is
that it suggests three antecedents of brand preference: fostering brand awareness,
enhancing brand image, and understanding consumer attributes., The suggested
model accords with Popper’s philosophy (see Braun, 2003). Good models are always

accepted provisionally, and good models are those that promote understanding.

Brand preference, however, is (or should be) the goal of brand strategy, because it
helps ensure the long-term life of a company (e.g., Nilson, 2000, Lin, 2001; Knox

and Bickerton, 2003). Thus, fostering brand preference should be the central activity
of branding. In this context, Knox and Bickerton (2003) states that “the goal of
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branding [brand strategy] as it evolved over this period [40 years] has been to
explore ways to add value to the basic product and service and thus create brand

preference [emphasis added] and brand value” (p.1001).

1.5. STRUCTURE OF THESIS
The thesis is structured as follows:

Chapter 2: Telecommunications and Jordan and the Middle East. This chapter
provides background to the telecommunications industry, especially as regards
mobile phones. It then describes the situation as regards Jordan and the Middle East.
It defines Jordan as an Arab country, and briefly compares Jordan’s

telecommunications industry with that of other Arab countries.

Chapter 3: Branding. This chapter provides history, technical definition of, and

discussion on branding. It describes models of branding. In doing so, it provides a

review of the literature on branding.

Chapter 4: Brand strategy and brand preference. This chapter provides discussion
of the components of branding as described by the literature. The chapter also
provides discussion of the antecedents of brand preference, to be investigated in the
present study, and points to ambiguities/gaps in the literature. The chapter provides

further technical definition, and completes the review of the literature on branding.

Chapter 5: Research objectives, conceptual model, and research hypotheses. This
chapter points to ambiguities/gaps in the literature. It then presents a model by which
the three research objectives described above were investigated. The chapter also

provides 14 specific hypotheses related to certain objectives.

Chapter 6: Methodology. This chapter provides a brief discussion of the philosophy
of science, comparing the two main paradigms (defined as positivist and
phenomenological). It then explains how the two paradigms may be combined, and
how they are combined in the present study. It then provides detailed description of

the procedures employed in the present study, both as regards how data were

collected and how data were analysed and hypotheses were tested.
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Chapter 7: Qualitative analysis. This chapter provides description and discussion of
each of the mobile phone service providers in Jordan, and qualitative analysis of
interview data from senior managers working within each of Jordan’s mobile phone

service providers.

Chapter 8: Descriptive statistics. This chapter provides descriptive statistics and
discussion of consumers’ features (e.g., gender) as regards mobile phone service

provider use, and descriptive statistics as regards the consumers’ brand preferences

and their perceptions of the different Jordanian brand service providers.

Chapter 9: Inferential statistics. This chapter provides results of and discussion on

data reduction techniques (principal component analysis) and inferential statistics, as

used to test the specific hypotheses identified in Chapter 5.

Chapter 10: Overall discussion and conclusion. This chapter integrates the three

previous chapters as regards how their diverse results relate to the three research
objectives, as outlined above. It presents specific and general conclusions. It then
presents the contribution of the study, then points to limitations of the present study,
and areas for future research, and how the results of the present study may help
practising marketers, especially those in the mobile phone service industry. It
concludes that the fostering of brand preference is an important component of brand
strategy—one that is often neglected in the literature—and highlights three means by

which companies may facilitate brand preference among customers, and thereby gain

market share.

1.5. SUMMARY

This thesis investigates branding, using the Jordanian mobile phone service provider
Industry as a context. It provides insights into branding strategies in a dynamic and
Increasing competitive marketplace. In addition, it developed and test a model of the
relationship between brand strategies and brand preference in the context of mobile

telecommunications service providers. Overall this study demonstrates the

importance of brand preference to brand strategy.
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CHAPTER 2: TELECOMMUNICATIONS AND JORDAN AND TIE
MIDDLE EAST

2.1. INTRODUCTION

The present chapter first discusses telecommunications in general. In doing so, it
covers the history of telecommunications, the development of telecommunications,

factors that have pushed the growth of world telecommunications, submarkets, and

the role of telecommunications companies in society. It then discusses

telecommunications within Jordan.

2.2. TELECOMMUNICATIONS

2.2.1. History

The word telecommunication derives from two words; tele and communications.
Tele means distance, and was coined by Edouard Estaunié (1862-1942)—a French
novelist, scientist, and engineer—in his book Traité Pratique de Télécommunication
Electrique (télégraphic-téléphonie). Communications is derived from the Latin word
communicatio, meaning social exchange of information. Communication pertains to
direct contact and mutual understanding (Huurdeman, 2003). Huurdeman (2003)
describes telecommunication as “a technology that eliminates distances between

continents, between countries, between persons” (p.3).

Telecommunications are of many types. Huurdeman (2003) presents them in

chronological order. Figure 2.1 lists them.
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Figure 2. 1. Timeline of developments in telecommunications

Source: Adapted from Huurdeman (2003, p. 11)

Huurdmean (2003) argues that telecommunications have passed through five stages.
The first was before 1792, before the invention of the telegraph. During this stage

people used to telecommunicate, if at all, via relatively primitive means—lighting

fires, banging drums, using carrier pigeons, and so forth.

The second stage, between 1800 and 1850, was the era of the optical telegraph. The
third stage, between 1850 and 1900, was the era of the electronic telegraph, and open
wire and copper cable. The fourth stage, between 1900 and 1950, was the era of the
teleprinter, telephone, radio, and land mobile. The fifth stage, between 1950 and
2000, was the era of telex, telefax, internet, and mobile phones. Of these, arguably

the most important are mobile phones.
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2.2.1.1. Mobile phones

The international telecommunication union ITU (2010) says of mobile phones that
they involve “the use of portable telephones subscribing to a public mobile telephone
service and provide access to switched telephone network (PSTN) using cellular
technology”. Gao and Rafiq (2009) define mobile phone telecommunication as “a
socio-technical system composed of two sorts of elements: mobile standards and
services in the technological domain, and market players in the social domain that
determine their usage” (p. 311). This definition reflects the positive influence of
mobile phone telecommunication in the economy. Social elements work together to

encourage the adoption of new standards and provision of new services, and as a
result transform the market (Tuomi, 2002). This makes the mobile phone sector a

critical indicator of economic development (Kenny and Keremane, 2007).
Telecommunications availability influences living standards and economic growth,

especially in poorer and middle income countries (Thompson and Garbacz, 2007).

Surprisingly, mobile phones per se are not new. Their history dates from 1908, when
Nathan Stubblefield was granted US Patent 887,357 for a wireless (cave-operated)
telephone. Shortly after, in 1910, the Swede Lars Magnus Ericsson placed a
telephone in his car such that he could hook it to telephone lines he encountered
when travelling (Agar, 2003). Although not “mobile” in the sense that the phone did
not rely on a radio network, it was mobile in the sense that Ericsson could use it in
diverse places. Such developments evolved to the use of two-way radios, some of
them portable (“walkie-talkies”) in the 1940s and after. These two-way radios were
used extensively by taxi companies, ambulances, and the military. However, they

were not mobile phones in the true sense because they were not linked to the

telephone network.

True mobile phones emerged in the 1950s. These, however, were bulky, and were
fitted only in vehicles. These “car-phones”, although produced commercially, were
also expensive. The problem of expense and bulk continued through the 1980s, by
which time truly portable phones were available, at a price, and were used by those
people, often company executives who could afford them (Agar, 2003). Mobile

phones in the sense of easily portable (i.e., small and light) phones with access to
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nationwide (and, later, international) telephone networks emerged in the 1990s. The

1990s may be remembered as “the decade of the mobile phone™.
2.2.2. Telecommunications today

Telecommunications today are dominated by mobile phones and, to a lesser extent,
the internet. Today, almost 70% of the world’s population subscribes to a mobile

phone, and over 26% use the internet. Less than 18% of the world’s population has a

fixed telephone line (landline) at home (ITU, 2010).

This rise has been rapid. In 1998, only about 5% of the world’s population

subscribed to mobile phones, and only about 3% used the internet; at the same time,

about 14% had landlines at home, and broadband had yet to be developed, so nobody
used 1t (ITU, 2010).

The growth in mobile phone use has far outstripped that of internet use. The growth
of both has coincided with a relative fall in landline use. as has increased use of

broadband. Figure 2.2 shows the trends for the period 2005-2009.
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Figure 2. 2. World telecommunications use 2005-2009.

Source: Constructed from (ITU, 2010)

The figure shows that mobile phone use is greater than that of landline and internet

use combined, and that, fast as internet use may have grown, its growth has been

much less than that of mobile phone use.
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The rapid growth of use of telecommunications is reflected in financial statistics.
Data show that the total telecommunications market revenue at current prices and
exchange rate increased from US$1.440 billion in 2009 to US$1.482 (estimated)
billion in 2010 (IDATE, 2009). Mobile services account for more than half of this
revenue US$785 (IDATE, 2009). The importance of mobile phones to such wealth 1s
reflected in the world’s superrich. The world’s richest individual-—Carlos Slim Helu

(net worth US$53.5 billion)—is the major shareholder of Latin America’s largest
mobile phone service (Movil) (Forbes Magazine, 2010), and mobile phone services

represent the major part of his income.

The ITU (2010) observes that the mobile phone is the most rapidly adapted

technology in the history, and that it is the most popular and widespread personal
technology on the earth. Figure 2.3 illustrates this. Mobile phones are the dominant

form of telecommunications in every major world region.
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Figure 2. 3. Telecommunications world wide (2008).

Source: Constructed from (ITU, 2010)
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