THE IMPACT OF COMPANY BRANDING ON CONSUMER PURCHASING BEHAVIOR: A CASE STUDY ANALYSIS OF TOYOTA MOTORS


[bookmark: _Toc127120541]Abstract 
Company branding has been realized as one of the most effective ways through which companies can market their products. Toyota Motors Company is one company that has improved their branding in the market with the aim of marketing their products amid high levels of competition in the market. A research was therefore conducted to examine the impact of company branding on the purchasing behaviors of consumers in the case of Toyota Motors Company. a quantitative research was conducted where the customers of the company were sampled across The United Kingdom. The sampled number of customers were 50 customers. All the customers were sent survey questions containing 10 important questions regarding the branding of the company and their purchasing behaviors as well as decision making. 96% of the contacted customers responded to the survey questions and after analyzing the results collected through Excel Software, it was confirmed that branding of a company will always impact positively the decision making process of the customers as strong brands attract customers and increase brand loyalty.  

Table of Contents
Abstract	ii
1.0 CHAPTER ONE: INTRODUCTION	1
1.1 Introduction	1
1.2 Research Background	4
1.3 Rationale of the Study	6
1.4 Literature Gap	7
1.5 Research Aim	7
1.6 Research Objectives	8
1.7 Research Questions	8
1.8 Hypothesis	8
1.9 Dissertation Outline	9
2.0 CHAPTER TWO: LITERATURE REVIEW	11
2.1 Introduction	11
2.2 Understanding brands	11
2.2.1 The process of developing brand equity	13
2.2.2 Brand Characteristics	15
2.2.3 Brand Significance	16
2.3 Toyota Motors Company Brand	17
2.4 Consumer Behavior	18
2.4.1 Types and Category of consumers	20
2.4.2 The Behavioral Process	21
2.4.3 Factors Affecting Consumer Behavior	22
2.4.4 The Consumer Decision Making Process	24
2.5 Impacts of Brand on Consumer behavior	25
2.6 Model of Brand Equity	26
2.6.1 Understanding Keller’s Model of Brand Equity	27
2.6.2 Advantages and Disadvantages of Keller’s Model of Brand Equity	29
2.6.3 Comparison Between Keller’s and Aaker’s Model	30
3.0 CHAPTER THREE: RESEARCH METHODOLOGY	32
3.1 Introduction	32
3.2 The Research Onion Model	32
3.3 Research Philosophy	33
3.4 Approaches of the Research	34
3.5 Research Strategy	36
3.6 Investigation Types	37
3.7 Research Choices	37
3.8 Advantages and Disadvantages of Quantitative Research	38
3.8.1 Advantages of Quantitative Research Method	38
3.8.2 Disadvantages of Quantitative Research Method	39
3.9 Data Collection and Analysis	39
3.9.1	Data Sampling Type and Size	39
3.9.2 Data Collection Methods	41
3.10 Research Ethical Considerations	42
4.0 CHAPTER FOUR: RESEARCH DATA AND RESULTS ANALYSIS	43
4.1 Introduction	43
4.2 Demographic Data and Analysis	43
4.2.1 Response Rate	43
4.2.2 Gender	44
4.2.3 Level of Study	44
4.2.4 Age of Respondents	45
4.2.5 Work Status	46
4.3 The purpose of buying a car	47
4.4 Duration of Using Toyota Brand	49
4.5 Decision while making purchases	50
4.6 Attributes Considered Before Purchasing a Car	51
4.7 The Reputation of Toyota Brand Motors	53
4.8 Importance of Brand Reputation	53
4.9 Perception About Toyota Motors Brand Quality	54
4.10 Perception on Quality and Purchasing a car	55
4.11 Branding Factors Considered Before Purchasing a Car	56
5.0 CHAPTER FIVE: DISCUSSION OF RESEARCH RESULTS	57
5.1 Introduction	57
5.2 Demographic Data	57
5.3 Purpose for Purchasing a Car and Time Duration of Using Toyota Brand	58
5.4 Decision Making Process and Attributes Considered in the Purchase	59
5.5 Reputation of the Brand and Importance in Decision Making	60
5.6 Perception of Brand Quality and Purchasing Behavior	61
5.7 Factors on Company Branding	62
5.8 Discussion on the Objectives of the Research	63
6.0 CHAPTER SIX: CONCLUSION AND RECOMMENDATIONS	67
6.1 Introduction	67
6.2 Conclusion	67
6.3 Recommendations	70
6.3 Limitations	71
6.4 Directions on Future Research	72
7.0 References	73
8.0 Appendix	80
8.1 Appendix 1: Survey Questions	80



2


[bookmark: _Toc127120542]1.0 CHAPTER ONE: INTRODUCTION 
[bookmark: _Toc127120543]1.1 Introduction 
Different companies are employing different marketing strategies with the aim of making sure that they remain competitive in the market. It is also important to highlight that the available marketing strategies which has been used by different companies all over the world are changing because of the changes in the market dynamics. The consumers in the market today are living in a world where the process of purchasing different products has become enormous and continuous. In order for a company to survive in the market today, the extent of data that is gathered by the consumers in regard to habits of making purchases being displayed by consumers makes it possible (Muyenga, 2020). 
Among the several methods and strategies of marketing, branding is one method and strategy of marketing that has been used by different companies and organizations. Since branding marketing strategy has been adopted in implemented by different organizations, based on the fact that they have the idea of having a long term brand which helps in developing stronger relationships with their customers. This has been achieved and several companies has made sure that their brands are strong and successful by making sure that they inject several resources and time in studying the behavioral and sociological factors so that they can easily understand the terms and patterns employed by different consumers around the world while making purchases of different products (Ansari et al., 2023). It is therefore, important to note that one of the key assets that are represented in companies in the brands of the companies and organizations around the world. Hence, branding as a marketing strategy has emerged to be part and parcel of modern day marketing strategies and has been considered as a greater asset in different organizations. 
The evolution of marketing through the years has been reflected on the shift in organization in marketing where marketing in different companies and organizations around the world has been made from the product or market point of view to focus on the consumer. Huger resources and time has thus been injected into marketing as an implication in the paradigm shift and this is done with the aim of making sure that the companies can be able to understand their customers in relation to the 4P’s of marketing which include product, price, place and promotion and an additional 3P’s of marketing strategy which include people, process and physical evidence of the company in the local, regional and global market according to Usharani & Gopinath (2021). 
Organizations, have also gone as far as making sure that they underpin the relationship that is present between spending among consumers and some of the key variables which are majorly involved in the preferences of customers based on their attitudes, cognition, perception and learning. Organizations and companies always want to know their consumers well and what they think, feel and how they get involved in purchasing different kinds of brands of the same products in the same industry as compared to other brands (Haralayya, 2022). Leaders and managers managing the brand of companies and organizations have been employed with the aim of making sure that they manage and oversee the performance of the brand of the company in the market which has become very competitive. The brand managers are known as the people that serve as the link existing between the brand of the company and the customers and consumers of the company. 
In the today’s world, the market place has become very turbulent to the extent that almost all the consumers of a brand have several and series amount of information concerning a particular product and services. This kind of information is always available at the disposal of the consumers. Therefore, organizations have always strived to identify some of the ways through which a company can be recognized in the market and creating a strong and an outstanding brand that is always appealing to the consumers is one way through which the same can be achieved in the very and ever competitive market (Tahssili & Shahhoseini, 2022). 
Therefore, this study is objected towards understanding the impact of company branding on the purchasing behaviors of consumers using Toyota company as the case study of the research. The case study will consider all the countries under which the company is operational. It is important to note that the purchasing behaviors of different consumers around the world are impacted by different organizational and non-organizational factors and the company branding is one of the factors. Toyota being a company operating in the global market, it is thus very vital to find out how its brand might affect the purchasing behaviors of the consumers. 
The automotive industry is one of the industries in the world that is experiencing a high level of competition in the world market and thus different companies and organizations operating in the industry are formulating different strategies of marketing with the aim of making sure that they remain competitive and gain a competitive advantage in the market (Song et al., 2022). The different marketing strategies formulated, adopted and implemented by these companies are always aimed at making sure that they can easily convince the customers and consumers to handle business operations with them. There are series and several factors which are involved in decisions made and taken by companies while deciding on the method and marketing strategy to used. The bottom line is; the whole process should involve gaining a competitive advantage over other companies in the industry in the international market. 
Toyota Motors is one of the top companies in the world dealing in the automotive industry and it is operating in the global market. The company has its headquarters in Japan and thus known as a Japanese company. Being one of the top companies in the industry around the world, the subsidiary companies and its affiliates are always get involved in the process of production of automobiles, parts and commercial and industrial vehicles. This history of the company is one of the reasons why it is considered a top company. there are different marketing and operational strategies that have been used by the company to make sure that they gain the high level growth that they are experiencing now and one of the strategies that has been realized to be best used by the company is branding (Usharani & Gopinath, 2021). Every marketing strategy that is used by a company have impacts on how the consumers will behave while making purchases of products of a company.   
[bookmark: _Toc127120544]1.2 Research Background
The term brand is a term that is majorly used while describing a name, term, sign, symbol or design or even a combination of both. A brand is usually aimed at making sure that goods and services as offered by a company are easily identified by the consumers and prospective customers of the company and the products or services in general. Brand will always help in differentiating the goods and services which are being offered by a particular company from those of their competitors (Muyenga, 2020). 
Since brand has been realized to be more of a combination of name, symbol and design, it is known to represent the perceptions and opinion of the consumers and prospective customers on the performance of the same product. It is important to highlight that for a brand of a product or service as offered by a company to be strong in the market, the minds of consumers must provide a strong residence of the same. Different brands have different power and worth in the market place and all these are based on the perceptions of the customers. When customers have string perceptions about a particular brand, it will have strong power and it will be considered worthy by the customers (Thomas, 2019). At the same time, as much as there are brands which has strong power and are very worthy in the presence of customers, there are brands which are not even known by the customers in the market place. A brand that is known as very strong in the market is one that can be described as having high level of awareness among the consumers in the market place. It is vital to note that the level of acceptability of a brand among its consumers are largely dependent on the level of awareness that the brand has in the market place (Yusuf et al., 2022). This means that brands which has high level of awareness in the market will always have a high level of acceptability in the market place and the customers will not always refuse and shy away from purchasing such brands since they are sure of enjoying the performance of the brand. The level of brand loyalty is also a determinant of brand awareness where there are brands that are known to commend a high level of brand loyalty. 
The history of different brands of different products and services as offered by different companies around the world gives an insight on how different people and customers have used brands as a mark of identification. All brands are known to have different names, symbols and designs based on the product, service and company using the specified brand. Some of the symbols that are majorly used by different companies while handling branding is logo, trade mark, design and packing through which the products are recognized (Yusuf et al., 2022). These elements make it possible for one to easily identify and differentiate products and services from others. In other terms, brands are known as signals that protect the customers from similar brands and products, their names and also protect the producer from their competitors in the market. 
The purchasing behavior of a consumer is largely dependent on the on the brand of the product as there are consumers who prefer to make purchases of products that have brands by the belief that the development of the product has been done and achieved through maintaining the protocols that should be handled while developing the product. When developing products in order to improve the strength of their brand in the market, there are companies that will always prefer to obtain preferences from their customers and get their inputs about the product and its brand. The preference and the inputs of the customers are usually collected through market research. When developing products, there are companies that are known to be introducing new and latest technology which is done according to the demands and requirements of the customers. 
Bases on what company brands stands for and what customers need, it is important to note that the purchasing behavior of different consumers across the globe are determined by the brand of the company. There are different factors which are considered by different consumers while making purchases and most of these factors are considered based on the brand of the product. Several automotive companies around the globe have different brands and their brands impact the purchasing behavior of different consumers differently. Toyota as a company has a brand alongside other companies and their brands will always impact the purchasing behavior of consumers.    
[bookmark: _Toc127120545]1.3 Rationale of the Study
The study is conducted with the aim of helping three different parties involved in the automotive industry to identify some of the important information when it comes to branding of a company and how it impacts the purchasing behavior of different consumers around the globe. The first party that makes the main reason why the research is conducted is automotive companies. The study is important to not only Toyota Motors company but all automotive companies by providing them with all the important information when it comes to understanding the purchasing behaviors of their consumers. This will help in helping the company to have better strategic and marketing goals which will enable them gain competitive advantage in the market and mostly while handling the branding of the companies. 
The second party is the consumers who will also benefit from this study in that they will have the opportunity of gaining more knowledge about motor vehicle products and most specifically the vehicles produced by Toyota Motors company and learn on the importance of motor vehicles. The consumers will also have the opportunity of learning about some of the different factors which are affecting their decisions when it comes to purchasing cars and most specifically Toyota Motors products. 
[bookmark: _Toc127120546]1.4 Literature Gap
Several researches and studies have been conducted in examining some of the factors that are affecting the sales and purchases of motor vehicles from different companies across different countries in the world. The studies have also highlighted some of the factors that affect the purchasing behavior of different consumers across the world while handling issues to do with motor vehicle purchase. As much as several factors have been considered while analyzing and examining the factors that affect consumer purchasing power in the automobile industry. However, among these studies, how branding affect and impact the purchasing power of consumers have not been examined and to be specific in the Toyota company around the world. Therefore, the research is conducted to help in filling the literature and information gap by analyzing and examining the impact of company branding on consumer purchasing behavior while basing the study on Toyota Motors company. 
[bookmark: _Toc127120547]1.5 Research Aim
The main aim of the research study is to identify the impacts of company branding on consumer purchasing behavior in Toyota Motors company. 
[bookmark: _Toc127120548]1.6 Research Objectives 
In order to meet and realize the main aim of the research study, there are other objectives of the study. 
I. To analyze the branding strategies in the Toyota company. 
II. To determine the correlation that exists between the purchasing behavior of consumers and the brand of a company in Toyota Motors Company. 
III. To investigate the impact of branding strategies on the customer purchasing behavior. 
[bookmark: _Toc127120549]1.7 Research Questions 
The below questions will direct the research process. 
i. What are some of the branding strategies used by Toyota?
ii. What is the correlation that exists between the purchasing behavior of consumers and the brand of Toyota Motors Company?
iii. What is the impact of Toyota’s branding strategies on the customer purchasing behavior? 
[bookmark: _Toc127120550]1.8 Hypothesis 
I. Toyota Motors Company branding has impacts on the consumer decision making process. 
II. There is a positive correlation that exists between the purchasing behavior of consumers and the company brand at Toyota Motors. 
III. There are different ways through which company branding at Toyota Motors Company impact the purchasing behaviors of consumers. 
The hypotheses that have been listed above will be tested by analyzing the information that will be collected from the primary data sources. The analyzed collected data will further be reviewed against the secondary existing data on the research topic as presented in the literature review. This will be done to enable the study to highlight some of the differences which are existing between the secondary data and the primary data collected from the respondents. There are both dependent and the independent variables which will guide the whole research process. Consumer purchasing behavior is the dependent variable in the research study while company branding is the independent variable. 
[bookmark: _Toc127120551]1.9 Dissertation Outline 
Chapter One: Introduction 
This chapter introduces the topic of discussion highlighting and overview of the research study, the background of the research as well as the organization under study and their products. the rational of the study and literature gap within the secondary sources are also highlighted in the section and lastly the objectives and aim of the research as well as the hypothesis.  
Chapter Two: Literature Review 
The second chapter of the research is the literature review section where a review of the existing secondary data is analyzed based on both the independent and the dependent variables of the research topic. 
Chapter Three: Research Methodology 
This section of the study provides details and steps which are considered while conducting the research. The most important information provided include the design of the research, strategies involved in carrying out research investigation, the process of collecting the primary as well as methods of analyzing the collecting. The section also highlights the population sampling methods and procedure.  
Chapter Four: Research Results and Analysis
The data that is collected in chapter three of the research is analyzed in this chapter and the data was first presented and analysis provided in different forms including graphs and pie charts using the Excel software.
Chapter Five: Discussion of Research Results 
This section shows the discussion of the research results where the findings are highlighted and compared with the hypothesis that were formulated for the research. This is done while also comparing the data that has been collected and the secondary data that is existing. 
Chapter Six: Conclusion and Recommendation 
This chapter of the research study will provide a summary of the discussion of the whole project, the most important findings of the research and provide a conclusion based on the objectives, aim and the topic of the research. Recommendations which are made to further strengthen findings from the study are also provided at this section.  


[bookmark: _Toc127120552]2.0 CHAPTER TWO: LITERATURE REVIEW 
[bookmark: _Toc127120553]2.1 Introduction
This section of the research study will present the literature review where already published data on the research topic will be analyzed. The section will present ways through which consumers are able to understand different brands of companies, the process of developing a brand equity, Toyota Motors brands as a marketing strategy, some of the ways through which the different marketing strategies applied by different companies around the world are able to impact the decision making process of a consumer, understanding the characteristics of a brand and the significance of a brand to both the company and the consumer, the different company branding strategies used in different companies. The last section under the literature review will be understanding consumer behavior and the factors which affect the consumer purchasing behavior, the consumer decision making process, and impacts of consumer behavior on the performance of companies. 
[bookmark: _Toc127120554]2.2 Understanding brands 
The topic under study requires that one should be able to fully understand more about brands. It is therefore important to understand what brand is from the academic point of view. A brand is known as a representatives of the entire picture which is captured in the mind and soul of consumers. Therefore, brands are known as handled as very important assets for companies, individuals, and organizations. Thus, companies and organizations will always make sure that the brand developed are strong enough because the strength of brand of a company will always pose some pride in consumers (Dabirian et al., 2019). Brands and trademarks of companies is always the pride and strength of the companies which organizations do not wish to throw away. A company might prefer to bring down a building where they operate but never their brand and trademark. This shows that companies value their brands and hence illustrate how important it is to companies. 
Brands are thus known as valuable factors to companies and considered as being even heavier than the assets of the companies (Kordi Ghasrodashti, 2018). Therefore, every organization and company need to clearly come up with better strategies of managing their brands well. When understanding a brand, it is important to highlight that brand is known as an acronym, signal, mark or blueprint, or it can as well be a combination of these factors and are majorly used in identifying the producer or the seller of a product or services. It can also be noted that a brand is always a name or a symbol or any feature that identifies the goods or services of one seller as distinct from those of other sellers in the market. 
A brand of a company is what is known to be containing everything that makes a product more than just a product. Meaning that the brand of a company involves both the emotional and mental assumptions that consumers have about brands, which increases the perceived value of a product or service. Consumers will always view brands as essential elements of a product or service but dos not add value to services of a company. Customers have the tendency of attaching the meanings and interpretations to a brand due to the services or satisfaction which is always promised to be delivered by the company as explained by Mulyono & Pasaribu (2021). Company branding will always be associated with quality, prestige and expensiveness. These are some of the attributes that to some extent will always impact both the decision making process of the company as well as purchasing behavior of the consumers. When a company brand is seen as having high quality and expensive then the consumers will always be ready to handle and make decisions based on the brand. There are consumers who will always feel that they will be recognized when they are seen using some of these products and acquiring these services. It is important to note that the same can be said about Toyota Motors Company. Almost all companies in the automotive industry are trying to build string brands to attract more customers and Toyota Motors Company is also among the companies in that are trying hard to make sure that they build a strong brand (Yang et al., 2021). Therefore, from the above information presented, it is clear that brands in companies have immense role on how consumers associate themselves with specific product or service and thus affecting the purchasing decisions made by the consumers. 
It is therefore important to note that a brand of a company will always present six different dimensions which include attributes where certain brands are known to easily communicate certain attributes to the minds of customers of the company which might include prestige. The second dimension is benefits that consumers will always get while operating with the company. the third dimension is the values of the brand which highlights the systems and structure of the brand (Luo et al., 2019). Other dimensions include the culture of the brand and how it communicates to the consumers, the personality and the user where a company’s brand will always emulate the final user of the product or service as presented by the company.  
[bookmark: _Toc127120555]2.2.1 The process of developing brand equity 
Brands have different influence on consumers based on the area of coverage under which the brands are known. There are brands which are very strong and are easily recognized worldwide while at the same time there are other brands which are completely unknown to customers. While developing brands, there are a few issues that company managers need to understand about branding. The first issue to highlight is that brands should always go beyond names and symbols. Manager should understand that brands within a company is a central variable in the organizations relationship to the consumers and customers. The perceptions and feelings about a products or a service and their performance in the market are represented (Keller & Brexendorf, 2019). Brand equity is a term that has always been used while ascertaining specific brand. Brand equity can therefore be described as the differential effect that the name of a brand has on the response of the consumer to the product and marketing of the brands. 
It is also known as an added value that brands will always give the product in the marketplace. Brand equity can also be seen as an embodiment of resources and the financial obligations which are connected to the same brand. The brand name and equity will always either add or subtract from the value which are given to the company and customers as illustrated by Algharabat et al. (2020). Therefore, brand equity gives a company the financial obligation. Customer obligation and brand extension to make sure that both the consumers and the organization or the company is able to benefit from the company. 
The positivity or negativity of a brand is seen in the brand equity in that a brand will always have a positive brand equity when the reactions of the consumers to the brand itself is positive and very favorable to the companies as compared to brands which are generic or companies that does not have brands. At the same time, brands will have negative brand equity if the reactions of the customers on the brand is negative and not favorable to the company. Since positive brand equity makes the brand strong, there are high chances that a positive brand equity will also positively impact the profits of the company differently (Vogel et al., 2019). A positive brand equity is also important when it comes to connecting the brand with the customers and companies with strong brands are known to possess better strategies that makes it easy for them to connect their products and services to the customers. 
Therefore, companies with strong brands are able to remain strong in the market and attract a positive brand equity not because they are able to produce better and high quality products and provide high quality services but because such companies have the power to easily connect their products to the prospective consumers. Toyota Motors Company is one of such companies (Shariq, 2018). It is true that the company is striving through technology to make sure that they produce and manufacture high quality cars with several safety features as required by their customers but at the same time they know and use the best strategies to connect their motor vehicles to the consumers which also increases the brand equity of the company in the global market. 
In order to better and fully develop brand equity, organizations and companies are expected to fully understand and examine the sources of brand equity which has a greater impact in determining the strength of the brand. The sources of brand equity include brand awareness, brand associations, brand quality and brand loyalty. Brand awareness can be described as the extent of degree to which a brand is recognized by the consumers (Foroudi et al., 2018). Perceived quality of a brand can be seen as the mindset of the consumer on the quality of the product and brand association is known as a situation whereby consumers are able and always willing to associate themselves with the said brand and the last section is brand loyalty which helps in assessing to degree by which the consumers of the brand that had already been identified are loyal to the same brand. 
[bookmark: _Toc127120556]2.2.2 Brand Characteristics 
Every company would always wish to have strong brands which are able to attract to more customers. A strong brand is one which is able to have a string awareness covering a larger area. In order to know that a brand is strong enough to have positive impacts in the purchasing behaviors of different consumers, there are a few characteristics that should always be considered as these will always help in promoting positive brand equity (Wang et al., 2019). Some of the characteristics of strong brands are highlighted below: 
Brands are not made for everyone in the market, rather, they have a certain category of audience which it is designed for and this is the audience which is aimed. Toyota as a company is manufacturing several brands of vehicles and aiming specific audience in the market based on their requirements which might include safety, comfort and luxury. All these factors are put in place when manufacturing the different kinds of brands of cars. Having specific audience being targeted makes it easy for the brand to reach the intended market and develop a positive brand equity. 
The second characteristics of a brand is that a brand can be used as an asset or blueprint and will always be protected extensively by any company. as had been analyzed, the success of a company while using different marketing strategies is the company and thus all companies will make sure that they protect their brand as it is their identity separating them from other manufacturers in the market. 
The third characteristic is that brands can easily be used by their owners to act as collateral for financial obligations and at the same time can be traded as an asset. This is a characteristic which easily brings out as to why companies will always protect their brands in the market. It is the brands that makes profits for the owners of the different companies under which they operate. 
[bookmark: _Toc127120557]2.2.3 Brand Significance 
Branding is very important to both the companies, organizations and the consumers. When a company has a strong brand, there are high chances that more clients and consumers will be drawn to the strong brand and this will translate into profitability to the company. Therefore, there are a few significances that both companies and consumers will get from strong brands as opposed to weak brands. Consumers as well as organizations and companies will be encouraged through the significance of the same to make sure that they develop and maintain strong brands in their companies (Güven, 2023). 
The first significance is that strong brands will always help the seller of different products and services to segment their products based on the identified consumers and markets. Toyota Motors Company is known to be having series and several major brands which are manufactured based on the segmented markets which might represent safety, luxury and comfort according to the requirements of the customers. 
The second significance is that brands are able to make consumers to easily identify products or services which might be of high benefit to them. Consumers will always prefer to purchase products which will only pose benefits and thus it is clear that the branding of a company will impact the purchasing behavior of the consumers. 
The third and last significance of branding is that in helps in bringing value to the product or serve. Consumers have the tendency of attaching meanings to brands and develop brand relationships. Perceiving the quality of products and services is done through branding and hence through the price and benefit to the consumer, the best price for the product is achieved. 
[bookmark: _Toc127120558]2.3 Toyota Motors Company Brand 
Toyota Motors as a company has been in existence for several years and the management of the company has always adopted and implemented different marketing strategies with the aim of making sure that the company remains competitive in the automotive industry which has become very competitive. With the high level of development in technology that has been experienced in the world. Different companies in the automotive industry are making strides to make sure that they remain competitive (Soviar et al., 2019). One major marketing strategy that has been applied by several companies in the industry including Toyota Motors Company is company branding. Just as had been realized, company branding has impacts on the profitability of the company since it easily impacts the purchasing behavior of consumers. 
Toyota Motors as a company has adopted and implemented different brands of cars in the market and the same has impacted differently the customers of the company. there are different brands of cars that have been introduced by the company and the consumers views these brands differently and at the same time impact their purchasing behavior. Each and every brand of cars that have been manufactured by Toyota Motors Company, has been done with the aim of making sure that every customer and consumer is convinced in making purchases with the company. It is under this light where it is appropriate to highlight that company branding will always and majorly positively impact the purchasing behavior of consumers. 
There are consumers that are always convinced to make purchases of products from certain companies based on the brand name of the company (Özcan et al, 2019). Toyota Motors as a company has mastered the art of branding as a marketing strategy and will always make sure that their products are able to positively impact the purchasing power and behavior of their customers and that is why they are able to meet the demands of their customers while at the same time making sure that each brand attracts the market. As had been analyzed above, proper branding is based on connecting the products or services of the company to the consumers and Toyota Motors has been performing better on such.  
[bookmark: _Toc127120559]2.4 Consumer Behavior 
Consumer behavior is another section and the major issue in the research and therefore must be looked into deeply. The behavior of consumers will always determine the rate and level at which consumers are involved in purchasing products. Therefore, it is prudent for business organizations and companies in the automotive industry to fully understand the behavior of customers and some of the factors that can easily affect them while making purchases of different products (Trudel, 2019). When carrying out a study on the behavior of consumers, it is in order to focus the study on how individuals are able to make decisions on how they will always spend their resources on different products. 
Analysis of the consumer behavior will tend to look deep into why the consumers are purchasing the said item or paying for the service, what they want to but, where they should get the product or the service from and how often should they make purchases on the said good or service. Answers to the above questions will always provide the producers mostly in the automotive industry with the right and best knowledge on improvements to be made on their products since the bottom line is meeting the demands of the customers at all the times (Mothersbaugh et al., 2020). 
Before getting much involved in the analysis of consumer behavior, it is in order to first understand what consumer is all about and thus the definition of the term. Different researchers and scholars have developed different definitions (Batat, 2019). The main issues developed from the different definitions that can be generated shows that the behavior of consumers refer to the behavior that is exhibited by consumers and customer a like in planning, purchasing and using the economic goods and services which has been identified by the consumers themselves. It is prudent to include the fact that disposing of the products and services will always determine the behavior exhibited by the consumers at all times. 
It is important to note that as much as consumers have their behavior influenced by the factors that have been highlighted above, the most important thing to note is that many a times, most consumers are not even aware of what exactly influences their purchases and this is connected to the fact that the human mind cannot work in a linear way. From the above explanations, it is clear that consumer behavior is very complex and organizations does not find it an easy task as much as it is important for them to understand it since it will determine how to meet the demands and requirements of the consumers themselves. One reason why it is difficult for companies and organization from across all the industries dealing with both goods and services is the fact that the consumers themselves hail from different culture, exhibit different attitudes and thoughts in their mindsets are different all over the globe.  
[bookmark: _Toc127120560]2.4.1 Types and Category of consumers 
The process of understanding the behavior of different consumers requires one to first be able to understand the different categories of consumers that exists. Understanding the category under which a consumer belong will always make it easy for organizations and companies to know and analyze their behavior. The first category of consumers is the personal consumer who are known to be buying goods and services for their own use and for household use or presenting the same as a gift to their friends and loved ones (Hermina et al., 2020). The second category is the organizational consumer where we find both profit and non-profit organization and governmental institutions who are known to be purchasing products with the aim of making sure that the organization is run and handled properly (Peck & Shu, 2018). Understanding these categories will always make it easy for organizations and companies to easily understand the behavior of different consumers that they meet in their organizations. 
Studying the behavior of different customers across the globe has become paramount not only to scholars but also to different organizations around the world since it gives the organizations an opportunity to be able to understand and make predictions on the behavior of different consumers in the market place. The study is not only concerned with what consumers buy, but they also analyze and study why the consumers are purchasing the product which gives the category of consumers, where the consumers are able to make the purchase, how the purchase will be conducted, and how often the customers are able to purchase the product or require the services. 
[bookmark: _Toc127120561]2.4.2 The Behavioral Process 
The process of studying the behavior of consumers means that the researcher or scholar or the organization should be able to fully understand the three behavioral process which are involved in the decision making process. The first process is the pre-purchase behavior exhibited by the consumers. The second process is he purchase behavior which are behavior shown while making the real purchase and the last process is the post-purchase behavior which are the behaviors that will be shown by the customers after making the purchase of the products (Sima et al., 2020). These set of behaviors will be determined by if the product was able to meet the needs of the customers and other issues which they never expected but are connected to the use of the product bought or the services acquired. Every organization dealing with sales of products or service provision should always understand the three behavioral processes exhibited by consumers as it will always determine whether the product will be bought or the customers will come back for a repeat business activity with the mentioned organization.  
The behavior of every consumer will always determine the decision making process. The consumer decision making process is handled while putting some of the most important things in place and the first factor given priority is that fact that consumers have goals which include both desires and values which they need to accomplish, achieve and satisfy. When the desires and values which should be satisfied by the consumers are not met then the consumers themselves will perceive a problem with the product or the service rendered and this will impact their decision making process which has become an important factor while making purchases of different products or acquiring services (Sheth, 2021). The behavior indicated by a consumer in the three process of behavior is determined by the fact that every consumer will always want to achieve their desires and values as had been indicated earlier. This is aimed at solving the problem which had been identified by the consumer. Therefore, the main issue about the process of decision making is directly connected to problem solving process since every problem identified by a consumer should be solved and the decision made is directed towards solving the identified problem. 
[bookmark: _Toc127120562]2.4.3 Factors Affecting Consumer Behavior 
There are different factors that always affect the behavior exhibited by consumers while making purchases of different products and services from any organization and company across the world. These variables should also be understood well by organization so that they can easily understand how the behaviors of different consumers are affected and how the same can be made to benefit the company (Trudel, 2019). 
The first factor which has been identified to easily affect the behavior of different consumers across the world is the culture from which the consumer hails. Culture is known as a set of values, preferences, beliefs and tastes of a group of people at a period of time (Chaudhary & Bisai, 2018). Culture has often times proved how influential it is while structuring the behavior of different people and these include different consumers around the world. The setting of different cultures will cause people hailing from the said cultures to behave in certain manner with regard to purchasing decisions. There are cultures where when making decisions to purchase an item then the whole family is involved in the decision making process while in some other cultures, an individual is able to make decision while purchasing a product and the rest of the family will respect the decision. Organizations should thus understand the different cultures as they have greater influence on the behavior of consumers with regard to purchasing decision making process.  
The second factor which has been identified to affect the behavior of different consumers in the market place is perception of the consumers towards a certain product of service. Perception is known as the process through which a consumer will always interpret any stimuli into a picture which is coherent and meaningful in order to make the best decision as regarded by the consumers themselves (Lăzăroiu et al., 2020). There are companies and products that have provoke positive perception on consumers while other prove negative stimuli and thus negative perception. The bottom line is that perception is based on an individual and the same will always affect how decisions are made and thus the behavior of a consumer towards a product. 
The third factor which affect the behavior of different customers in the market place is the social class of the customers. There are three main social class grouping where a consumer must belong. They include the upper class, the middle class and the lower class. The behavior shown in the decision making process while purchasing a product will always be determined by the social class where one hails (Jain, 2019). The rankings of the different classes of people are done based on the income of individuals, their profession, education, family and their places of residence. Purchasing a product is based on the resources that an individual has. There are people with high level of resources and they belong to the upper and will always purchase expensive products and acquire expensive services while the same can easily be acquired at lower prices when dealing with substitutes. The reverse is true for those found in the lower classes but those at the moderate will always go for products and services and moderate prices. 
The last two factors which affect the behavior different consumers in the market place are motivation and the reference groups that one belongs to. When one is motivated towards achieving a certain goal, they will always work towards the goal and every decision made will influence their behavior towards achieving the desired goal or value. Motivation impacts the behavior of an individual and hence the purchasing decision making process (Fetscherin, 2019). The same happens with reference group where every purchase is done based on the perceptions of their reference group. Remaining within the social group is very important to individuals and thus any decision and behavior should always reflect the perceptions of the people within the group and this has always impacted the behavior of different consumer in the global market. 
[bookmark: _Toc127120563]2.4.4 The Consumer Decision Making Process 
There is a series of steps that consumers go through while making decisions involved in the purchase of a product or acquiring a service. It is prudent to also understand the decision making process so that the organizations and companies can easily understand how to handle the consumers at every stage, meeting their needs and desires in the process (Biresselioglu et al., 2018). 
The first step in the decision making process of a consumer is the problem recognition stage where the consumer identifies the problem that they feel should be solved. At this stage, the consumer will always be aware of a significant disparity in the desired situation and the apparent situation (Biresselioglu et al., 2018). It is at this stage that the consumer will always fee that there is a specific need that is absent in their lives. Recognizing the problem or what is lacking is the first step towards making the best decision. 
The second stage in the decision making process is the information search stage. The kind of information that is searched by the consumer is connected to the need that was earlier identified as lacking in their life. The third stage is evaluation of alternatives which is later followed by making a decision to make a purchase and the last step in the decision making process is the past-purchase act (Biresselioglu et al., 2018). It is important to note that the behavior shown by any consumer towards a product or service is determined largely by the steps that have been highlighted in the process and thus very crucial for companies and organizations to find a way of meeting the needs of the consumers at all the stages in the decision making process.  
[bookmark: _Toc127120564]2.5 Impacts of Brand on Consumer behavior 
Companies are working so hard to make sure that they build strong brands. When the brands of a company are strong enough, there are high chances that customers will prefer to conduct business with the company. therefore, it is important to understand how brands are able to impact the behavior of consumers in the global market. This section of the literature review is very important as it relates with the research aim. 
Brand as a marketing strategy that can be employed by different organizations and companies around the world is known as a strategy that can easily have a strong impact on the perception of products by customers and thus has a strong relationship with the behavior that are displayed and shown by consumers in the process of making purchases of a product (Mothersbaugh et al., 2020). It is through perception that consumers will easily handle the issues of selection, organization and interpretation of information that has been gathered in order to form meaningful pictures of the world as far as products and services are concerned. Therefore, the vital issue about brand and its impact on the behavior of different consumers across the world is perception on the consumers on the products and services that are offered. 
It is prudent to highlight that perception is one of the most vital issues when it comes to individual and group decision making. Therefore, while manufacturing and producing products and providing different services to consumers, companies and organizations will always make sure that they capture both the functional units of the products and services as well as the social aspects of the same (Stampa et al., 2020). The global market has become so much competitive to extent that capturing the perceptions of consumers will always give an organization a competitive advantage over their rivals in the market. 
Introducing a product to consumers through different marketing strategies such as advertising or through a word-of-mouth, there is always an increase in the brand awareness of the company. the growth of brand awareness increases to certain level, there are high chances that the purchase decisions to be made by a customer will change based on the perception that the brand will create on them (Azzari & Pelissari, 2021). Therefore, the main issue about brands and their impacts on the consumer behavior is based on the perception that the brands will create on the consumers. With strong brand awareness, the perceptions of consumers in a positive manner and thus will impact the purchasing behavior of the consumers. The main impact that can be generated here is that brand awareness impact the perception of consumers about a brand and hence impacts the purchasing behavior of consumers. 
[bookmark: _Toc127120565]2.6 Model of Brand Equity 
Every organization is always concerned about the strength of their brand in the market and thus will always try to make sure that the brand is string in the market. Knowing what is able to make brands strong is the need of every manager in most organizations. There are several factors which usually affect the strength of a brand or a product in the market and thus it is vital to understand these factors to help in launching new products in the market (Keller & Brexendorf, 2019). Keller’s Brand Equity Model is a tool that has been used and can be used by researchers to analyze the factors that will help in strengthening the brand and the marketability of the products.    
[bookmark: _Toc127120566]2.6.1 Understanding Keller’s Model of Brand Equity
Keller’s Model of Brand Equity is one of the brands that have been used by different managers and leaders in different companies and organizations just to make sure that they have a strong brand in the market that will easily attract a higher number of customers. The concept used in the model is very simple. It is built around customers’ feelings and thoughts about the product in the market. The best way to build a string brand, according to Keller’s model of brand equity, an organization is required to shape both the thoughts and feelings of the customers towards the said product (Stukalina & Pavlyuk, 2021). This requires the organizations to make sure that they built the right experiences around the brand so that customers can easily develop and have specific positive thoughts, feelings, beliefs and opinions about the product or brand in the market. With a string brand equity, there are high chances that customers will purchase the product and at the same time recommend the product to other people and this makes them loyal. When the customers are loyal to a particular brand, it’s difficult to lose such customers to competitors in the market. The figure below is an illustration of what companies and organizations need to do to make sure that they build a string brand equity.    
[image: Keller's Brand Equity Model — What It Is & How to Use It | by Keaton Hawker  | Medium]
The first step in building a strong brand as highlighted in the Keller’s model is salience which means awareness. In this first step, the management of the organization is expected to have a strong brand awareness which will help in creating a brand identity. There is one major thing that should be known to managers at this point, it is at this point that positive perceptions about the brand will be created in the minds of the customers (Honerkamp, 2020). The best way to create positive perceptions about the products in the minds of the customers is by first knowing who the customers are through an effective market research. 
The second step is performance and imagery of the brand. Under this stage, the management of the company or the organization should look into the meaning of the brand by knowing what they are instead of who. At this stage, identifying what the brand is and communicating the same to the customers is very vital (Honerkamp, 2020). The performance and imagery of the brand should be considered greatly at this second stage. Under performance, the management should make sure that they define how the product meets the need of the customers while imagery shows show the brand will meet both the social and psychological needs of the customers. 
The third step in the model is known as the brand response which highlights both the judgements and feelings of the customers towards the brand by looking into what about the brand. This is more of the responses of customers towards the brand where the customers will give their judgements and feelings about the brand (Honerkamp, 2020). While providing judgements and feelings, there are four issues that customers will base their arguments on and they include the quality, credibility, consideration and superiority of the brand as compared to other products in the market. 
The fourth step in the model is about resonance of the brand which strongly translates to the relationship between the brand and the market looking deep into what about me and you of the brand. It is important to note that organizations should be aware that building a relationship with customers is the most difficult yet the most important in any brand image (Honerkamp, 2020). Resonance can only be achieved if the customers feel a deep, psychological bond with the product. In order to easily achieve brand resonance in any organization, there are four categories that must be met and they include behavioral loyalty, attitudinal attachment, sense of community and active engagement.   
[bookmark: _Toc127120567]2.6.2 Advantages and Disadvantages of Keller’s Model of Brand Equity
Every management tool in in organizations to help make management easier and better for leaders and managers of different organizations possess both advantages and side effects which are also limitations. Every manager should always be aware of advantages as well as the limitations of using Keller’s Model of Brand Equity in developing their brands. Some of the advantages of Keller’s model of brand equity include the following: it is effective in helping develop brand differentiation and positioning strategies, brands easily enjoy higher loyalty and growth rates when the development stages are followed well and lastly, brand resonance which is achieved through this model is an effective way of tracking the impact of marketing communication of an organization. 
As much as there are advantages to be enjoyed, there are a few limitations that managements in every organization should be aware of. The disadvantages of Keller’s model of brand equity include the following: the model is more focused on the customer and thus not fit for industrial marketing context, human element is not always considered when building brand equity mostly in the B2B sector and thus resonance levels in such sectors will always need modification. 
[bookmark: _Toc127120568]2.6.3 Comparison Between Keller’s and Aaker’s Model
There are two different models that have been used by different organizations and companies in analyzing their brand equity. Keller’s model of brand equity has been discussed in the above section while the second strategy is Aaker’s model. There are similarities and differences which can be highlighted from the two models of brand equity strategies.
In general, both Keller and Aaker models of branding strategies have the same approach which handling brand equity with a few areas receiving more focus than others in the process. This means that using either of the two branding strategy models will always provide an organization or company with the best branding approach which will always remain helpful, holistic and valuable to the customers and the audience of the company (Steenkamp, 2020). 
On the other hand, there are a few differences which can be drawn from Keller’s and Aaker’s models of branding strategies as used in different companies and organizations. Some of the differences include Keller’s model dwells more and heavily on emotional response created with the customer while the Aaker’s model focuses on recognition which is how well the brand is known in the market (Yang et al., 2019). The second difference is that Keller’s model of brand equity strategy is suitable for B2B since it requires a fewer customer with strong relationships extending beyond a single purchase while Aaker’s model is suitable for a business that has a higher number of customers with a larger number of products being involved and high level of competition is experienced in the market.  

[bookmark: _Toc127120569]3.0 CHAPTER THREE: RESEARCH METHODOLOGY 
[bookmark: _Toc127120570]3.1 Introduction 
This section of the research study will present the methodological section where the methodology that was used in conducting the research was highlighted. There are different methodological approaches that can be used in conducting a research and the choice of one depends on the type of data that should be collected and how the analysis of the collected data should be done. Therefore, for this study, the methodology section of the research will include the following subsections: the research model to be applied, the philosophy of the research, the approaches, strategies that were used in the study, the choice of strategies and techniques and procedures which involve process of data collection which involve the populations and sampling as well as the data analysis method. The section further presented the ethical considerations that were used during the data collection process. All these sections are important for the success of the research. 
[bookmark: _Toc127120571]3.2 The Research Onion Model 
The research model that was used in this research study was the research onion model. As much as there are different research models that can be used, the onion model is always the best as it gives clear direction on what should be undertaken during the process. The onion model of research provides a clear description of all the strategic levels that are involved in the research process. While conducting a research, the onion model gives a clear direction on every section that should be covered while conducting a research mostly in the methodology section (Melnikovas, 2018). There are five main layers which makes up the model and are important to every researcher when developing a better strategy for the research. When using the onion model, a researcher is always given a better opportunity of identifying and understanding how best to answer all the research questions and choosing the best and appropriate methods of analyzing all the data that has been collected through the research. 
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[bookmark: _Toc127120572]3.3 Research Philosophy 
The first section of the research onion model is the research philosophy. Also known as the epistemology, is a section of research methodology which is majorly concerned about the overall important assumption that is made around the research and the views of the researcher and this is based on the surrounding environment (Hürlimann, 2019). The assumptions that are taken by the researcher are known to help in making a decision on the strategy that should be applied by the researcher in handling the study.
The onion model of research that has been presented above gives four different philosophies that can be used by researchers in conducting the research and the choice of a philosophy to be used in dependent on the questions to be answered by the researcher. The first research philosophy as presented in positivism which is an approach that provides a highly structured methodology which is always supported through quantifiable observations and statistical analysis. This is an approach that is mostly preferred by several researchers since it gives chance for real time observations and the researchers are always allowed to easily detach themselves from other parts of the research and concentrate on the results collected from the data to help in the analysis (Žukauskas et al., 2018). Other three approaches of research philosophies include realism, interpretivism and pragmatism as presented by the research onion model as seen in the above diagram.
Based on the nature of this research, among the four approaches of research philosophy, the best approach that will help in meeting the needs of the research as well as helping in achieving the objectives and aims of the research is positivism research philosophy approach. the research is more of being subjective since it involves collecting data from the respondents that will be sampled from the general population to help in making proper conclusions based on the research topic and answering the questions of the research. The positivism research philosophy approach was selected because the researcher was able to remain independent of the research process and concentrate fully on the data that was collected from the respondents and using the same to make proper conclusions and answering the questions of the research (Tamminen & Poucher, 2020).  
[bookmark: _Toc127120573]3.4 Approaches of the Research
The process of reaching a conclusion of the research is determined by the approach taken by a researcher while handling a research. It is also helpful while determining the overall outcome of the research. Meeting the main aim of the research is the duty of research approach applied while conducting a research and thus researchers should always make sure that they select the best approach that will serve the main purpose of the research study. 
There are two major approaches that can be used while conducting a research as highlighted by the onion research model. The two approaches include the inductive and deductive approaches of research. Of the two approaches, a researcher can only use one approach at a time based on the main purpose of the research that should be served. Inductive research approach is an approach where the researcher is expected to conduct the research on the basis of an entirely new theory and the information collected in the research are tested against the theories that have been developed before interpreting the results which are collected during the period of the research (HR & Aithal, 2022). 
In deductive research approach, the researcher using this approach is expected to develop hypothesis and theories for the research on the onset of the research process with the main aim of finding definitive conclusion through experiments or surveys which are conducted with the aim of collecting data which will be used in the analysis section. In this research study, deductive research approach will be used in developing the methodology of the research since it is more developed in positivism research philosophy which is the philosophy that was used in the research (Woiceshyn & Daellenbach, 2018). It is important to note that deductive research approach is based on scientific methods since the variables of the research can easily be measured against the environment. Since positivism is known for supporting extracted facts rather than basing all the arguments on feelings. It will best support deductive research approach since the intel of this approach is deduced from development of hypothesis from the theories of the research while expressing specific outcomes of the inquiries of the research while at the same time making sure that a relationship is developed between the different variables of the research and thus making it easy to test the developed hypothesis of the research. 
[bookmark: _Toc127120574]3.5 Research Strategy 
Different researchers and scholars always use different strategies while conducting their research. The choice of a research strategy to be used by a researcher or a scholar is dependent on the type of data that should be collected during the research. The onion research model also provides researchers with different options of research strategies which can be selected while developing their studies. Adopting a research strategy while conducting a study should be based on responding to the overall plan and how the research should be conducted making sure that all the questions of the research are well addressed. This therefore confirm that responding and answering all the research questions that have already been set to guide the whole process of the research. 
Among the different research strategies that can be used by researchers include survey method, experiment, case studies, action research, grounded theory, ethnography and archival research as highlighted in the onion research model. After considering all the strategies, this research was conducted based on survey research strategy. Survey method research strategy is majorly preferred in this research study since it used direct feedback from the respondents (Story & Tait, 2019). The questions of the survey to be responded to by the respondents of the research will be set in form of questionnaires. The research design that has been selected for the research will make it possible for the study to use the survey research strategy method. The questionnaires will be used in a quantitative manner since the information gathered from the survey can easily be analyzed in order to fully address the main aim of the research and help in meeting and achieving the objectives of the research. Therefore, the research strategy that has been selected for the research is survey strategy method as it easily aligns with the design of the research and will help in achieving the objectives of the research. 
[bookmark: _Toc127120575]3.6 Investigation Types 
There are different methods which can be used by researchers to conduct a meaningful research making it possible to achieve the aims of the research. The main types of research investigation that has been used by different researchers and scholars while conducting a study are mainly primary research and secondary research. Primary research is an investigation type where the researcher will fully be involved in direct collection of data from respondents that have been selected for the research (Mishra & Alok, 2022). Under this type of research investigation, one is expected to collect row and new data from sources and analyze the data to help in making a clear conclusion on the research topic. 
The second type of research investigation is the secondary research where data used in the research are collected from already existing data that had been collected by other researchers. There are different sources which usually present researchers and scholars with different data that they need to use. This type of research investigation has been found to be less expensive as compared to primary sources (Sileyew, 2019). Making a decision on the type of research investigation to use is based on the research strategy and research design that had been selected by the researcher. For this research study, primary research investigation will be used as raw and new data will be collected from the respondents and the collected will be analyzed through different means in order to have a clear conclusion on the research topic. As much as there are different advantages and disadvantages of both the types of research investigation, primary data will be used as the collected data will be based on the current situation of the market as well as the industry under study. 
[bookmark: _Toc127120576]3.7 Research Choices 
There are different research choice strategies that can be used by researchers and scholars to conduct their research. The most important thing to note is that the type of choice approach used in any research is dependent on the type of data that should be collected from the research. There are two main research which can be chosen to help in conducting the research and they include quantitative and qualitative research strategies. Quantitative research strategy is known to use data which are presented in form of numerical and thus making it easy for scholars and researchers to analyze the collected data for the research (Bloomfield & Fisher, 2019). On the other hand, qualitative research strategy is one that deals with descriptive details of data collected for the research. It is also prudent to highlight that quantitative data is usually associated with positivism and thus it is connected to the research philosophy that was selected for the research. Therefore, the research will be conducted based on quantitative research strategy choice meaning that numerical data will be collected. 
[bookmark: _Toc127120577]3.8 Advantages and Disadvantages of Quantitative Research 
When conducting research using the quantitative method, statistical analysis and hard numbers are often used and thus both will always present the researcher with both advantages and disadvantages. This section of the methodology section will present both the advantages and disadvantages of quantitative research method. 
[bookmark: _Toc127120578]3.8.1 Advantages of Quantitative Research Method 
Some of the advantages that researchers and scholars a like enjoy and experience while using quantitative research method include: the results obtained from the research can easily be tested and checked since the whole process involves careful experimental designs with the ability for anyone to replicate the tests and the results of the research. The second advantage is the fact that quantitative analysis is always straightforward since from the data collected, the results will always indicate the statistical tests which are appropriate to be used (Rahman, 2020). The third advantage of quantitative research method is the prestige that comes with the method due to the complexity of all the statistics involved and the process of data analysis which are considered valuable and impressive since most people will always fail to understand the mathematics involved in the process. 
[bookmark: _Toc127120579]3.8.2 Disadvantages of Quantitative Research Method
As much as there are advantages that researchers and scholars experience while using quantitative research methodology while conducting different studies, there are a few limitations connected to the same (Karolina et al., 2021). Some of the disadvantages include the following: there are high chances that the researcher can have false focus on numbers since there are chances that broader themes can be overlooked in the process of research since focus is solely on numbers which might lead to risking on the big picture. The second limitation is that quantitative research methodology process is always difficult while setting up a research model since developing hypothesis and setting up a model for collecting and analyzing data. The last disadvantage is that the method at times can be misleading due to the opinions and biases of the researcher which to some extent might impact the approaches of the research in gathering of information. 
[bookmark: _Toc127120580]3.9 Data Collection and Analysis
Data collection and analysis section in research methodology is aimed at highlighting the process of data collection. The section contains the sampling methods used by the researcher, data collection methods and the methods that were used in the analysis of the collected data. 
3.9.1 [bookmark: _Toc127120581]Data Sampling Type and Size
Conducting primary research using quantitative method means that the researcher should always have a population under which the research should be conducted. Since not all the population can be used for the study, sampling out the required number is prudent for any research. The sampling process should use the best method and have adequate size to represent the whole population under which the research is conducted. 
3.9.1.1 Sampling Size
The larger population which is the customers of Toyota Motors will be sampled. The main data for the research will be collected from customers in the United Kingdom. 50 customers from the Toyota Motors will be sampled. The number is selected for the research since it is always easy to reach 50 people and the response rate will always be great making the analysis better for proper conclusion of the matter.
3.9.1.2 Sampling Type
The sampling type that will be used for the research to help in collecting data is convenience sampling type. This sampling type is majorly adopted and used by researchers in collecting market research data from conveniently available pool of respondents. The method is prompt, uncomplicated and economical in most cases. It will help in the research since data need to be collected from Toyota Motors customers and thus getting them from the data base of the company will be the best way to sample out the population for the research. 
There are advantages and disadvantages of using convenience sampling. The advantages include; quick in the process of data collection, it is not expensive to create samples, it is very easy do research using the method and samples are always readily available for use. On the other hand, the disadvantages include; it is difficult to have the sample representing the whole population since it is not random, several respondents are left out since only those whose contacts are readily and easily available are contacted and lastly it lies of subjective judgement of the researcher and subjective motivation of the participants thus leading to bias by the observer. 
3.9.1.3 Sample Method  
The population under which the research is conducted is all the customers of Toyota Motors Company in the global market specifically in the United Kingdom.
There are several and different research sampling methods that can be used in sampling the larger population for effective data collection and analysis. The major categories are probability and non-probability sampling methods. Therefore, non-probability sampling method will be used (Adolfsson et al., 2019).
[bookmark: _Toc127120582]3.9.2 Data Collection Methods 
This section will include the method that will be used in collecting data from the respondents and the method that will be used in analyzing the collected data. There are different methods which can be used by researchers to help in the process of data collection. For this research study, survey questionnaires will be used in collecting data. The survey questionnaires will be sent to the sampled respondents through their emails and other available online platforms where they can easily be reached to help in the process of data collection (Gundry & Deterding, 2019). The survey questionnaire will have 10 structured questions having multiple choice answers for the customers and the respondents to respond based on what they think. The respondents are expected to take a maximum of 15 minutes responding to the questions. 
Collection of research data is only helpful when the data is analyzed well. There are different methods that can be used in the data analysis and all these are based on the type of data that will be collected from the respondents. Since the study is a quantitative research, the data collected will be in form of numerical. The numerically collected data will be analyzed through and Excel Software to help in making better conclusions regarding the research (Sheard, 2018). This will be done on the questions that have multiple choices.  
[bookmark: _Toc127120583]3.10 Research Ethical Considerations 
Being a primary research, there are ethical considerations that must be put into consideration in order to have the whole research remaining ethical in all aspects. Some of the ethical considerations that will be made include making sure that nobody is forced into taking part in the research process as involvement of the customers will be voluntary (Fleming & Zegwaard, 2018). The second ethical consideration that will be considered during the research is making sure that any private information provided by the respondents will remain confidential and will not be published in the public. Lastly, any information acquired by the researcher from the respondents will not hurt either physically or socially, the health of the respondents.


[bookmark: _Toc127120584]4.0 CHAPTER FOUR: RESEARCH DATA AND RESULTS ANALYSIS 
[bookmark: _Toc127120585]4.1 Introduction 
This section of the research will present the data that was collected from the respondents that were sampled for the research and the analysis of the same. It is important to note that all the respondents for the research are all customers of Toyota Motors Company and thus every data was collected from customers only. Customers from the United Kingdom were sampled for the research as highlighted in the data collection under the methodology section of the research. A total of 50 customers were sampled for the research and the survey questions sent to them through their emails to respond. 
[bookmark: _Toc127120586]4.2 Demographic Data and Analysis
This section of the data collection will present the demographic data that were collected from the respondents of the research.
[bookmark: _Toc127120587]4.2.1 Response Rate 
A total of 50 respondents who are customers from United Kingdom were approached for the research and the survey questions sent to them. The pie chart below shows that response rate of the respondents 
 
From the data presented in the above pie chart, it is clear that from the total of 50 customers who received the survey questions in their emails, 48 customers responded to the survey questions giving a response rate of 96% which is good for the research since the number of customers who provided the data will help in making better conclusions about the research topic. 
[bookmark: _Toc127120588]4.2.2 Gender
The first demographic data that was collected from the respondents is their gender. From the data collected, 30 of the respondents were male while 18 of them were females from United Kingdom where the data was collected. 
From the collected data presented, it is clear that 62% of the respondents were male while only 38% were females. This clearly indicate that the highest percentage of Toyota Motors customers from United Kingdom are males. 

[bookmark: _Toc127120589]4.2.3 Level of Study
The other demographic information that was collected from the respondents during the research is their level of study where the survey gave four different levels including Diploma level, Degree, Master’s Degree and PhD. The data collected shows that only 4 of the respondents have a Diploma level of study with 20 respondents having reached a degree level. 14 of the respondents have Master’s Degree with 10 having PhD. 

From the data presented above, it is clear that the highest number of respondents have Degrees and they stand at 42% of the total respondents. This response rate is almost a half of the customers who responded to the survey questions which were sent to them. This is followed by those who own Masters Degree who stand at 29% of the response rate. Those with PhD’s were found to be only 21% and lastly there are those whose level of studies is Diploma which had a response rate of 8% being the lowest. 
[bookmark: _Toc127120590]4.2.4 Age of Respondents 
Age of the respondents was another demographic information that was collected from the respondents. The ages were made to range from below 18 years to above 50 years. The data collected on age of the respondents is shown in the table below. 
	Age 
	Frequency 

	Below 18
	None

	19-35 
	14

	36-50
	19

	Above 50
	15



From the table above, it is clear that among the customers of Toyota Motors Company from United Kingdom that were surveyed, there are no customers with the age of 18 years and below. Customers between the ages of 19 years and 35 years were found to be 14 while those between the ages of 36 years and 50 years were 19 respondents. Respondents with ages above 50 years were found to be 15. The above data can be analyzed as below. 

The analyzed data above shows that the highest number of respondents are from the ages of 36 years to 50 years at 40% followed by those with years above 50 years which has a response rate of 31% with the lowest being those with the ages between 19 years and 35 years making up 29% of the respondents. From the data it can clearly be concluded that the highest number of customers making purchases from Toyota Motors Company are people having an age bracket of 36 years to 50 years followed by those with above 50 years. The least number of customers having an age range of 19 years to 35 years with those below 18 years does not own any Toyota Car from United Kingdom where the data was collected.  
[bookmark: _Toc127120591]4.2.5 Work Status 
	Work Status 
	Frequency 

	Employed 
	30

	Self-employed
	10

	Student
	2

	Prefer not to Say
	6


The last demographic question collected from the respondents was about their work status. The data collected showed that 30 respondents are employed while 10 are self-employed. Only 2 respondents were found to be students with 6 preferred not to tell their employment status. The analyzed data is shown below.
 
From the analyzed data above, 62% of the respondents are employed followed by 21% being self-employed. The percentage of respondents who preferred not to say something about their work status were 13% with only 4% of the respondents being students. The data shows that the highest number of Toyota Motors customers are either employed in different organizations both in governmental or non-governmental organizations or being self-employed. Only 4% of the customers are students with around 13% preferring not to say about their work status. This kind of data is very important to the company as they will easily their targeted market when positioning the brand. 
[bookmark: _Toc127120592]4.3 The purpose of buying a car 
The second question in the survey that was posted to the respondents away from the demographic question was their main reasons for purchasing a car. It is important to note that different people purchase different cars for different reasons. There are those who are known to purchase cars for personal use while other for business. The choice of a car also depends the kind of work that one needs it for. The respondents were given four choices based on the purpose and reason for purchasing a Toyota vehicle. The choices were for personal use, for family use, for official use for all the above uses. The data collected from the respondents are shown in the table below. 
	Purpose
	Frequency 

	Personal Use
	20

	Official Use
	15

	Family Use
	8

	All These 
	5


From the above table, it is clear that most respondents who doubles up as customers of Toyota Motors Company purchase the vehicles for personal use as 20 respondents agreed to that. This is followed by 15 respondents who purchase the products for family use with only 8 respondents purchasing the same for official use. Only 5 respondents purchase the vehicles to use under all these situations. The analysis of the above data is shown below. 

The data analyzed shows that the highest percentage of respondents which translates to the highest percentage of customers at Toyota Motors in United Kingdom shows purchase of the cars for personal use as they represent 42% of the total respondents indicating almost half of the total population surveyed. This is followed by purchasing a car for official use standing at 31% with family use coming third at 17%. Only 10% of the total respondents surveyed purchase the cars for all the indicated uses above. This kind of data is very important to the company as it will help in determining the type of cars that should be produced in large numbers by the company in regard to the purposes of the cars to the customers. 
[bookmark: _Toc127120593]4.4 Duration of Using Toyota Brand
In order to identify whether the customers have been using the Toyota Motors brands since when they started purchasing their own cars, the respondents were asked on how long they have been using the brand. 
	Column1
	Column2

	Less than 1 year
	10

	1-4 years 
	15

	Above 5 years
	23


The above shows that that the number of respondents who have used the Toyota motors brand for less than one year are only 10 with those who have used it between 1 and 4 years are 15 while the highest number of respondents vowed to have used the brand for more than 5 years with 23 of them responding on this. 

From the above chart, it is clear that 48% of the respondents, which is almost half the number of respondents have used the Toyota brand of cars for more than 5 years while only 21% of the respondents using the same for less than one year. 31% of the respondents have used the brand for between 1 and 4 years. This is a clear indication that once a respondent purchased a car, they became happy with it to the extent of staying with the same brand for over the years that have been mentioned. 
[bookmark: _Toc127120594]4.5 Decision while making purchases
The next issue that was considered in the survey was to ascertain the decision making process when an individual is interested in purchasing a Toyota brand car. 
	Decision
	Frequency
	
	
	
	
	

	Family Decision
	12
	
	
	
	
	

	Own Decision
	23
	
	
	
	
	

	Friend Decision 
	8
	
	
	
	
	

	Others 
	5
	
	
	
	
	

	
	
	
	
	
	
	


The table presented above shows data collected from the respondents based on how decisions are made when preparing to purchase their cars. The highest number of respondents which is 23 respondents responded that they always make their own decisions on the type and brand of car they purchase and this made 48% of the total population involved in the research process. This followed by 12 of the respondents agreeing to the fact that it is not their own decision but a family decision and this group makes up 25% of the respondents with 8 respondents which is only 17% of the total population interviewed agreeing with the fact that their friends are involved in the decision making process. The last group and those who said that they have other factors involved in the decision making process are 5 respondents making up 10% of the total population involved in the data collection. From the data, it is clear that several people make their own decisions while purchasing their cars while just a few people involve their families and others involving their friends in the decision making process.  
[bookmark: _Toc127120595]4.6 Attributes Considered Before Purchasing a Car
Before making a purchase of a car, customers always have factors that they consider and most of the customers will make them the bare minimum of which if not met then they will not purchase the said car. The respondents were asked some of the attributes that they consider before making any purchase and their responses are shown in the graph below. 
	
	



	
	
	
	



From the graphs presented above, the highest number of the respondents first consider the quality of the car they want to purchase with 20 of the respondents agreeing with the same which is 42% of the total population used in the research study. This is closely followed by 14 respondents making up 30% of the total population considering the attribute of brand name with the rest considering price and design at the same percentage of 14% to another. This is a clear indication that the quality of the car and the brand are most considered by customers while preparing to purchase their cars. It also means that most people do not consider both the price and design of the car. 
[bookmark: _Toc127120596]4.7 The Reputation of Toyota Brand Motors 
The next issue that the respondents were asked in the survey was the reputation of Toyota brands in the market. The table below shows that responses that was given by the respondents. 
	Reputation
	Frequency

	Very Good
	25

	Good 
	20

	Normal
	3

	Bad
	None 

	Worse
	None 


The table shows that the highest number of respondents standing at 25 representing 52% of the total population under which the research was conducted agree with the fact that the reputation of Toyota Motors Brand is very good with only 42% representing 20 of the respondents agree that the reputation of the company is good. Only 3 respondents thought that the reputation of the company is normal which is 6% of the total population used in the research with none agreeing that it is either bad or worse. The percentage of the respondents who agreed on the reputation being either normal, bad or worse makes no significant percentage and thus graded at 6%. This makes it clear that Toyota Motors have a reputable brand which might be the reason they are attracting a higher number of customers and that is why customers are always ready to stay with the company for a long time as had been seen earlier.
[bookmark: _Toc127120597]4.8 Importance of Brand Reputation 
The next issue that was considered in the survey was to the respondents was if the reputation of the brand in the market has any form of importance in the decision making process of the individual towards purchasing the car. 

A total of 43 respondents agreed with the fact that the reputation of Toyota Motors Brand in the market played an important role in the decision making process and this makes 90% of the total population under the study as opposed to the 5 respondents making up 10% of the population under study who did not agree with the fact that it is the reputation of the brand in the market that helped in the decision making process. 
[bookmark: _Toc127120598]4.9 Perception About Toyota Motors Brand Quality 
In order to ascertain the perception of customers of Toyota Brand on the quality of the brand, the respondents were asked to give their perceptions and their responses shows that 30 of the respondents perceive that Toyota Motors has a very good quality translating to 63% of the total population under research study with 15 respondents translating to 31% of the total population perceiving that the quality of the brand is good. It is only 3 of the respondents which makes up 6% of the total population who perceive that the quality of the brand is normal.  
  
[bookmark: _Toc127120599]4.10 Perception on Quality and Purchasing a car
The next question to the respondents was about the perception on the brand influenced the process of making a decision to purchase a product. The results collected showed that 45 of the respondents agreed to the fact that their perception on the quality of the products influence their decision to make the purchase of the said brand and this makes 96% of the total population under study. It is only 3 respondents, which makes up 4% of the total population who were not sure whether their decision to purchase the car from the Toyota Brands was influenced by their perception of the said brand. 

[bookmark: _Toc127120600]4.11 Branding Factors Considered Before Purchasing a Car
The last issue that the respondents were asked is about other branding factors that are usually considered before one can make a purchase for any car in any company. 
	Branding
	Frequency

	Name
	8

	Quality
	12

	Price
	4

	Logo
	4

	All of them
	20


The table above shows that 20 of the respondents standing at 42% which is almost half the number of respondents involved in the study showing that half the customers will always consider all the branding factors included in the survey questions which include the brand name, the quality of the brand, the price of the brand and the logo of the brand. This is followed by 12 respondents translating to 25% of the total population under the research study agreeing with the fact that they consider the quality of the brand before making a purchase. The third factor considered by the respondents is the name of the brand at 17% making 8 of the respondents with both logo and price being less considered by the respondents as they only attracted 4 respondents each which translates to 8% each. 

[bookmark: _Toc127120601]5.0 CHAPTER FIVE: DISCUSSION OF RESEARCH RESULTS
[bookmark: _Toc127120602]5.1 Introduction 
This section of the research study will present the discussion of the data that was collected from the survey and analyzed in the earlier section. The section will connect the research findings and the literature about the different topics which were under study in order to identify how the branding of a company can influence the purchasing behavior of any customer in any company and most specifically the customers at Toyota Motors Company. Some of the most important issues that will be discussed in connection to the data that was collected from the customers of the company include the demographic information about the customers, the purpose of purchasing cars and duration that one has taken with the brand they currently have, the decision making process and the attributes connected to it, reputation of the brand and its importance in the decision making process, the perception of brand quality and how it influences the purchasing behavior of the customers, and lastly factors which are considered in the branding of a company. The section will also analyze the findings in connection to the hypotheses of the research in order to test the hypotheses.  
[bookmark: _Toc127120603]5.2 Demographic Data
The first data gathered was about the response rate of the survey question which was sent to the respondents of the research. The analyzed data clearly shows that 96% of the sampled population responded to the questions which is okay with the research. According to Taherdoost (2019) while trying to understand the best response rate and scale for researchers realized with a rating rate of 60%, a researcher has the best and should continue with the research. Therefore, since the response rate of this study is more than 60%, it was a good response and thus the data collected is considered valid for the test of hypotheses to be based on them. 
It is clear from the data analyzed that the highest number of customers who owns the Toyota Motors Company cars are working class and they mostly use the cars for personal use as opposed to family use or official use. This kind of information is very important to the company as it gives them the opportunity to know how to attract their customers based on what they use the cars for. Cars for official use should always be comfortable enough. Most of the people or customers for the company does not use the cars for official use because in most cases, cars for official use are bought by companies in which they work for.
[bookmark: _Toc127120604]5.3 Purpose for Purchasing a Car and Time Duration of Using Toyota Brand
The purpose of purchasing a brand of a car and the duration one will take using the same brand is based on personal decisions. According to the analyzed data, most customer are purchasing the cars for personal use and most of them have taken more than five years with the same Toyota brand despite the availability of other brands in the market. This clearly indicate that most the customers of the company prefer to use these cars for themselves to some extent of not even allowing their families to use them. Since the highest number of customers use the cars personally, they also take with them the highest number of years meaning that most customers prefer to have the brand for personal use. This can be easily connected to the research that was conducted by Wang et al (2019) on the driver of brand community engagement where the research shows that the behavior of a consumer makes their characters and these are shown on how they engage with the brand under question. Most customers of the company have engaged well with the community of the Toyota brand and this has made it possible for them to have these brand for over years. Since it might be difficult for an individual to have one car for more than even 20 years, it means that once they want to purchase a car, they will still visit the same brand. 
[bookmark: _Toc127120605]5.4 Decision Making Process and Attributes Considered in the Purchase
The decision making process is always the toughest part while trying to make a purchase of any product for a consumer. The use of a product will determine the number of parties that will be involved in the decision making process. In the case of cars, when the car is to be used for personal use then the decision on which brand and type of car to buy is in the hands of the individual, if the car is to be used by the family then the family will make the decision. For official use, the company which is supposed to purchase the car will be involved in decision making. The data analyzed shows that the highest number of customers purchasing the cars from Toyota Motors are using them for personal use and thus it is expected to have personal decision making taking over followed by family use and lastly official use. The data clearly indicates that most customers make their own decisions on the brand of a car to buy followed by family decisions and lastly friends and others. To some extent friends can influence individual’s decision making process. 
According to research that was conducted by Dash et al (2021), the reason and purpose of purchasing a product will determine who makes the decision to purchase the product and this has been proved in the research. Since the highest number of customers at Toyota are purchasing the product for personal use, the process of making decisions is solely left with the individuals who want to use the product followed by family and then official use where other parties comes in. it is therefore clear that the process of making a decision on the brand of car to use is dependent on the reason why one wants to purchase the car as the research data analyzed agree with the previous research that had been conducted on the same note. 
Apart from the fact that the purpose of the product will determine the decision making process in purchasing a product, there are other contributes that have been found to be very helpful to customers. From the data analyzed, it is clear that a higher number of customers will always first consider the quality of the product which is then followed by the brand name of the product. A few people will first consider prices and design of the product before making the purchase. According to the research that was conducted by Bahari & Basalamah (2020), there are different attributes that brands will always need to attract a high level of motivation and brand loyalty among customers. According the customers who attended to the survey, quality and brand name are the most important attributes which coincides with the report given in the research that has been referred to. From this, it is important for companies and more specifically Toyota Motors to make sure that they have a string brand name which will easily be driven by the quality of the products. As much as it has been known through the research that most of the customers of Toyota will always consider the quality and brand name before making a purchase of cars, it is important for the company to also understand that price and design have some influencing to the customers and thus the same should not be dropped. The designs and the prices of the products are other attributes that the company should work on to make sure that all the customers are influenced by all the attributes considered by all the consumers across the globe.     
[bookmark: _Toc127120606]5.5 Reputation of the Brand and Importance in Decision Making 
The reputation of a brand is always very important to any company and every company would always wish to have a string brand reputation which can also be described as the perception of the brand to the customers and other stakeholders of the company. It is also important to note that the reputation of a brand in the market has much influence in the purchasing decision making process among customers of a product. When a product has a strong brand reputation in the market, there are higher chances that customers will always prefer to purchase such a product. According to the research that was conducted by Sheth (2021), one of the marketing strategies that has been applied by different companies across the globe is branding by making sure that the brand is strong enough to create a positive perception of the brand among the customers. This is an art that has been implemented by Toyota Motors Company as the respondents who doubles up as the customers have confirmed that the reputation of the brand in the market is very strong at 52% with the rest 48% saying that it is good. With almost all the respondents confirming the same, it is clear that the reputation of the brand among its customers as well as the global market is very strong enough to help create a positive reputation as perception among the consumers in the global market. 
From the research that was conducted, 90% of the respondents agree to the fact that the reputation of the brand shaped their decision of purchasing a car with the company. This is in line with the research that was conducted by Agmeka et al. (2019) which confirmed the fact that when companies have strong brand reputation creating a positive perception among the customers as well as other stakeholders, the reputation will always influence the purchase decision making of the customers and thus it is very important to the companies and organizations as well. Therefore, it is important for Toyota Motors Company to make sure that they continue strengthening their brand to ensure that the brand is very strong and the perception among the clients increases to be positive in order to increase their customer base across the globe.      
[bookmark: _Toc127120607]5.6 Perception of Brand Quality and Purchasing Behavior 
As had been assessed earlier in the research, quality is an attribute that every customer would wish to get in every product that they are purchasing. The value for money in every product bought is translated into the quality of the product itself. According to the data that has been analyzed, the perception of the respondents on the quality of the products at Toyota Motors Company was asked and their response was very clear, 63% of the respondents know that the quality is very strong with 31% confirming that it is strong. It is only 6% of the respondents who responded to the quality being normal. This is confirming the fact that Toyota Company has products which either have very strong or strong quality as compared to maybe other products from other companies in the automobile industry. With this in mind, 94% of the respondents agree to the fact that the perceived quality of the products from Toyota Motors is one of the influencers of purchasing decision making. According to the research that was conducted by Muyenga (2020), brand image which is always inclusive of quality of the brand have effects on the customer purchase intention. The research confirmed that with a string brand image which means the company has a high level of quality, the customers will always have a higher intention of purchasing from the company. The results obtained in the said research is confirmed by the results of this research as almost all the respondents agree to the fact that the perceived quality of the products at the company.  
[bookmark: _Toc127120608]5.7 Factors on Company Branding 
Branding in a company is very important and there are factors which makes branding effective. According to the research conducted, the respondents have different factors which they consider as being important in the process of building a brand. The highest percentage of the customers agree to the fact that the brand name, the brand quality, brand logo and brand price are all important factors of a brand and they are all considered when a consumer is making a decision to purchase a product. Quality and name of the brand are considered first by other consumers while price and logo are list considered by most consumers in the market. Since it had been confirmed that the company has high level quality and their brand name has a positive perception among the clients, they shaped the decision making process but logo and price were also factored by the almost half the number of respondents representing half the population that was sampled for the study. According to a research that was conducted by Keller (2020), there are different factors which makes up a brand equity which can be connected to factors that makes up branding in a company. These factors include the quality of the brand, the name of the brand, the logo and other important factors which include price and others. This is in line with this research where the respondents have confirmed that both the quality, price, name and logo of a brand are all considered by consumers while making purchases of a product in the company. Therefore, it is important for the company to make sure that all the factors which are associated with building a brand are considered while building their brand in the market.  
[bookmark: _Toc127120609]5.8 Discussion on the Objectives of the Research  
The collected and analyzed data can only be important if they help in achieving the objectives of the research through answering the questions of the research to help in testing the hypotheses that were formulated for the research. Therefore, this section of the chapter will help in conducting a discussion on the results that were analyzed earlier in their connection to the research objectives so that the research questions can be answered as well as testing the hypotheses for the research.  
The first objective of the research which made the first question of the research was to determine the impact of company branding in the decision making process of the consumer in Toyota Motors Company. From the results that have been analyzed and discussed above, it is clear that the branding of the company has impacts on the purchasing decision making of the company. The analysis and discussion has proved that both quality, price, name and logo of the company is very important while consumers are making decisions on purchasing a product. Consumers have a strong and very positive perception on the quality of the cars manufactured by Toyota Company and this has increased the reputation of the company to be very strong in the market. It is true that both the reputation and the perception of the customers towards the brand of the company is what made them to make purchases of the products or cars from the company. being served by one brand of car for more than five years means that the brand is reputable and is preferred by the customers well. It is in this regard that we find that the attributes of branding in a company will always influence the decision making process of the company. 
Therefore, in answering the first research question which was about identifying the impacts of company on consumer purchasing making decision on a company, the brand will always attract consumers and thus the major impact is gaining a customer loyalty since the customers had the same brand of car for more than five years and this will easily increase the market and customer share of the company as friends also have influence in the decision making process of the company. In the same way, the hypothesis has been tested to find that Toyota Motors Company branding has impacts on the consumer decision making process. Making it possible for customers to purchase their products because their perception on the quality of the cars and the reputation of the company is on another level. 
The second objective of the research which helped in generating the second research question which was used in formulating the second hypothesis for the research was about the correlation that exists between the purchasing decision making of consumers and the brand at Toyota Motors Company. This objective can easily be achieved by analyzing factors that influenced the customers to make purchases from the company. There are different factors which has been analyzed through the data collected from the research and it was confirmed that most of the customers of the company were influenced to make purchasing decisions based on the reputation of the brand and their perception on the quality of the brand. The data analyzed and discussed as provided by the respondents who couples up as the customers of Toyota Motors shows that the reputation of the company brand influenced them to purchase the products of the company. 
The company brand, according to the customers has a very good reputation both to the customers and the clients. On the other hand, the perception of the customers on the quality of the products of the company is very good and their decision to purchase these products was influenced by the positive perception they have on the quality of the products. Since the brand of a company is based on the reputation and the perception of the same on customers and other stakeholders, it is clear that the brand of the company impacts the purchasing behavior of the customers a great deal. Therefore, this result helps in achieving the second objective by showing that there is a correlation that exists between the Toyota Motors Company brand and the purchasing decision making made by customers and their decision to purchase the products are majorly influenced by the reputation of the brand in the market and the quality perception of the brand by the customers. 
By showing that a correlation exists between the brand and purchasing behavior of the customers, the data clearly helps in answering the second question of the research by ascertaining the same. The hypothesis that was formulated on this objective wanted to prove that there is a positive correlation between the brand of the company and the purchasing decisions made by the customers. For a positive correlation to exist, it means that when the brand of the company is strong enough and has a good reputation in the market, it influences the decision made by the customers and thus they end up purchasing the product. This is exactly what has been witnessed in the data and thus it is true that there is a positive correlation that exists between the brand of Toyota Motors Company and the purchasing behavior of the customers.
The third objective for the research that was supposed to be achieved was also used in making the third question of the research as well as formulating the third hypothesis which needed to be tested if either true or false was to examine how the brand of the company is able to influence and impact the purchasing behavior of the consumers. Based on the data that was collected from the customers, there are factors and attributes of a company brand which is always considered by the consumers before making any purchase. These are the factors which makes the brand strong or weak and thus influence the purchasing behavior of the consumers of the said brand. 
There are a few attributes that have been considered by the consumers of the company when it comes purchasing behavior and the decision making process and some of these attributes include the quality of the brand, the price of the brand, the logo, name and design of the brand. Making these objectives right influences positively the purchasing behavior of customers across the world. As seen in the data analyzed and discussed, quality and name of the brand and the first factors to be considered by clients when they want to purchase cars from Toyota Motors then the issue of design, logo and price comes later with price coming in at the third step. This clearly shows that the company has been able to use the attributes of brand like the quality, name and price to easily influence the purchasing behavior of the customers. Most of these customers trust the brand because the quality is strong enough, the brand name has a good reputation and the prices are fair considering the quality they are getting. 
It is thus clear that there are different ways through which the brand has aided in the decision making process of the consumers by making sure that all the attributes of the brand are meeting the needs of the consumers all the time. From the analyzed and discussed data, the third and last objective has been met by the research confirming that the company has been using the attributes of a brand as other factors to influence the purchasing behavior of the consumers. By meeting the last objective, it is clear that the last research question is answered and thus the last hypothesis is tested as being true. 


[bookmark: _Toc127120610]6.0 CHAPTER SIX: CONCLUSION AND RECOMMENDATIONS 
[bookmark: _Toc127120611]6.1 Introduction 
This section of the research study will highlight the conclusion of recommendations provided to the company based on the data that was collected, analyzed and discussed. The recommendations are aimed at improving some of the sectors and attributes in the company to make sure that the brand is very strong and reputable to both the existing customers and aspiring clients. The section will further provide some of the limitations that might have hindered the data collection and analysis of the data as well as give better directions for future research.  
[bookmark: _Toc127120612]6.2 Conclusion
The main aim why the research was conducted was to identify the impacts of company branding on consumer purchasing behavior in Toyota Motors company. In order to meet the needs of the main aim of the research, there are three different objectives that were formulated to help in conducting the research. Achieving the objectives of the research means that the main aim of the research is met. The objectives include determining the impact a company branding has on the decision making process of consumers in Toyota Motors Company, the correlation that exists between the branding of a company and the purchasing behaviors of the consumers at the company under study and how the brand is able to impact and influence the purchasing behaviors of the consumers.
There are different and several branding strategies that are used by the company in order to meet the expectations of their customers. The main strategies include the name of the company which has been attracting several customers. The name of the company, Toyota Motors, is connected to the quality of services which are being offered by the company making up the second branding strategy used by the company. other branding strategies used by the company include the design of the cars produced by the company and their prices which meets the quality of their products. Therefore, the first objective of the research was to analyze the branding strategies used by the company and the research data has analyzed that the strategies of branding used by the company include the name of the company, the quality of their products, the design and the prices of the commodities. 
The second objective for the research was to determine the correlation that exists between the purchasing behavior of the customers and the brand of the company. The data collected and analyzed from the customers clearly indicate that there is a positive correlation between company branding and the purchasing behavior of the customers since most of the customers consider quality, design and price before making a purchase and these are the branding strategies used by the company. 
The last objective was about investigating the impact that branding strategies have on the purchasing behavior of customers and it is clear that several customers will always consider some of the strategies that are used by the company before making a purchase. The customers would always consider the quality of the cars, the price and the design including the name of the company before making a purchase. This clearly indicate that the branding strategies used by the company impact the purchasing behavior of the customers.   
The major findings from the research highlighted some of the reasons why it is very important for companies and organizations to have a reputable brand which will always a positive perception among the minds of consumers in the market. Having a strong company branding is very important since it first help in influencing and impacting the decision making process of the consumers in the market. From the results, it is clear that when consumers have a strong and positive perception about a brand of a company, their purchasing decision making is easily influenced since the reputation of the company will be strong based on the brand. Since the decision making process of consumers are influenced and impacted by the brand reputation of a company, it is clear that there exists a positive correlation between company branding and the purchasing behaviors of the consumers. Through the research, the data revealed that there are different attributes of branding in a company that are majorly considered by consumers and making them strong leads to a string brand which will influence the purchasing behaviors of the consumers at the long run. Some of the attributes that have are mostly considered by consumers when looking into the brand of a company include the quality of the products produced by the company, the brand name itself, the prices of the products as customers would always wish to have values for their money, the logo should be attractive enough the design of the products should be okay and meeting the needs of the customers.   
Brand loyalty and brand equity has been found to be some of the most important aspects of branding in a company and achieving these two means that the brand is very strong enough to help the company improve and increase their customer and market share in the global market despite the high level of competition among different companies in different industries across the globe. Therefore, company branding is very important to both the company and the consumers as their decisions are shaped by the branding. Toyota as a company has a strong brand in the market as per the results obtained from the research and that is why some of the customers are loyal to the company using their products for more than five years. It is important the attributes of branding of Toyota Motors Company are very strong and these has shaped the brand of the company as well as the decision making process of the customers. Therefore, the branding at Toyota Company has impacted the purchasing behavior of customers as most of them have remained loyal to the company for many years.    
[bookmark: _Toc127120613]6.3 Recommendations
There are a few recommendations that Toyota Motors Company should take into consideration to increase the strength of their brand and consequently impact the purchasing behavior of consumers in the market amid the stiff competition in the motor vehicle industry which is fast improving and growing in all countries around the world. 
i. The quality of products being manufactured by any company is the first and the most important attribute of branding in the company. Since most customers prefer to consider the quality of a brand before making a purchase, Toyota Motors should make sure that their products always pass the tests of quality in meeting the demands of the customers. With high quality of the cars, the perception about the brand among the customers will be positive and this will help the company have a very strong reputation in the market which is important in achieving brand equity which leads to brand loyalty. 
ii. Another attribute that has been considered by different customers across the world when analyzing different brands is the prices of products as offered by the companies and organizations. It is clear that the highest percentage of the customers do not consider first the price of the products being offered but it is important for the company to analyze the same because after the first two attributes, the consumers will look into the prices of the products and compare with other brands available in the market. Making a strong brand means that the customers get value for their money and thus the prices should be in line with the quality of the products being produced. Therefore, building a strong brand with high level brand equity and brand loyalty should have better prices in the market. 
iii. Brand logo and name have to some extent been considered less by some companies and organizations but from the research it is clear that customers look into the logo and name of the brand. Branding cannot easily be achieved if the logo and the name of the brand are not well known. Toyota Motors has a brand name which is very reputable and this has drawn several consumers to purchase their products. The same should be done on the logo as it has been realized that even the logo is very important to customers when making purchasing decisions and thus shaping their purchasing behavior. Therefore, the company should improve to make sure that their logo is as reputable as their name to increase their branding in the market. 
iv. The last recommendation to the company is based on their designs. Customers will always consider the designs of cars and vehicles before making any purchase after looking into the above three issues that have been highlighted. It is clear that most of their customers have purchased the cars for individual use with a few using them for family and official use. Meeting the needs of the customers is the first step in building a string brand. Therefore, the company should make sure that they have different designs of cars meeting the needs of the different customers. The company should not concentrate on one or two designs for one single use. The designs should be used in different sectors as required by the customers. Doing all these will increase the strength of the brand and thus increasing brand equity and loyalty among customers hence influencing their purchasing behavior in future.  
[bookmark: _Toc127120614]6.3 Limitations 
There are a few issues that limited the present research that was conducted that should be taken into account when analyzing and discussing the findings of the research to help in making proper conclusions. The first limitation was the timeline that was given for the research. The timeline was very short that could not allow for proper and efficient data collection from the respondents. The second limitation is that the research covered just a small number of customers of the company across the world. Covering just only 50 customers is less in giving better data for analysis. 
[bookmark: _Toc127120615]6.4 Directions on Future Research 
In future while conducting such a research, a larger customer sample and population should be considered for the research. Sampling more customers from every country and increasing the number of countries in the research will help improve the effectiveness of the research. Increasing the sample for the research will help in shedding a clear picture of impacts of company branding in the purchasing behaviors of customers of Toyota Motors Company. 
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[bookmark: _Toc127120618]8.1 Appendix 1: Survey Questions 
Demographic survey  
Gender
Male 
Female
Country
United Kingdom
Level of study
Diploma
Degree
Master’s Degree
PhD
Age
Below 18
19-35
36- 50 
Above 50 
Work status 
Employed
Self-employed 
Student
Prefer not to say
2. The purpose of purchasing a car 
Personal Use
Family Use
Official Use
All These
3. How long have you been using Toyota Brand of cars?
Less than a year
1-4 years 
5 years and above 
4. Who helps in making the decision to purchase the car?
Family Decision
Own Decision
Friend Decision
Others 
5. What are the attributes you consider before purchasing a car
Price of the car
Quality of the car
Brand name of the car
Design of the car
6. How do you describe the reputation of Toyota Motors Brand
Very Good
Good
Normal
Bad 
Worse
7. Was the brand reputation important while making the decision
Yes
No
8. What is your perception about Toyota Motors Brand quality 
Very Good
Good
Normal
Bad
Worse
9. Has your perception about the quality of the brand influenced your purchasing behavior 
Yes
No
Not sure 
10.  What other branding factors did you consider before purchasing a Toyota Motors brand car? 
Brand Name
Quality 
Price 
Brand Logo
All of them




Response Rate


Responded	Not-Responded 	48	2	

Gender 


Male	Female 	30	18	
Level of Study 


PhD	Masters 	Degree	Diploma 	10	14	20	4	

Age 

None 	
19-35	36-50	Above 50	14	19	15	



Employed 	Self-employed	Student	Prefer not to Say	30	10	2	6	

Purpose of Buying Car


Personal Use	Official Use	Family Use	All These 	20	15	8	5	

Car Use Duration 


Less than 1 year	1-4 years 	Above 5 years	10	15	23	

Decision For Purchase

Frequency	
Family Decision	Own Decision	Friend Decision 	Others 	12	23	8	5	

Attributes 

Price	Quality	Brand Name	Design 	7	20	14	7	


Attributes 


Price	Quality	Brand Name	Design 	7	20	14	7	

Brand Reputation in Purchase


Yes 	No 	45	3	



Very Good	Good	Normal	Bad	Worse	30	15	3	0	0	

Perception on Quality and Making Purchase




Yes	No	Not Sure	1100	50	
Branding Factors 


Name	Quality	Price	Logo	All of them	8	12	4	4	20	
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