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Brand equity in the Portuguese vinho verde “green wine”

market Brand Equity

Ana Brochado, Fernando Oliveira Analise multivariada (Smart-PLS)
International Journal of Wine Business Research POWNLOADS
ISSN: 1751-1062 o

Article publication date: 12 March 2018

Brand
Awareness
Brand
Association
Brand Loyalty

Permissions [

VINHO VERDE 2%

oo Ad ovelr o assum

Table 3: Model estimates

Hypotheses Coefficient |P-value | Conclusion
H1 Awareness —> Brand Equity (+) -0.090 0.453 Not supported
H2 Brand Associations —> Brand Equity (+) 0.183 0.013 Supported
H3 Loyalty — Brand Equity (+) 0.580 0.000 Supported
H4 Perceived Quality — Brand Equity (+) 0.260 0.000 Supported

Figure 1: Conceptual model
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Figure 2 National team-sponsor image congruence maps by item
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Table Il National team image and sponsors image — descriptive statistics and one-way analysis of variance results

National team Gender Age group Schooling years Sponsor 1 Sponsor 2 Sponsor 3 Sponsor 4

Item Mean F F F Mean Mean Mean Mean
National symbol 8.30 7.39%** 1.69 25.84*** 7.37 7.38 6.46 71.55
Strength 7.62 7.93*** 0.91 18.97*** 8.16 8.15 1.24 8.22
Emotions 8.40 1.58 1.26 4.66** 6.06 6.40 5.58 6.72
Happiness 7.43 0.00 5.59%** 22.73%** 5.80 7.14 6.35 1.06
Optimism 7.63 12.36%** 1.81 11.81*** 7.11 7.74 6.20 7.90
Connection 8.44 13.01%** 1.52 5.01*** 6.98 6.65 5.66 6.76
Positive feelings 8.08 5.07** 0.50 9.43*** 6.38 6.59 5.11 6.67
Notes: ***; ** and * = statistically significant at the 1, 5 and 10% level, respectively

Brand Image

Analise bi-variada, Teste de
hipoteses, amostras
independentes

Brochado, A., Dionisio, P., & Leal, M. C. (2018). Sponsoring the football national team. Journal of Business & Industrial Marketing, 33(5), 625—-637. https://doi.org/10.1108/JBIM-03-
gme= 2017-0076
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P2

Involvement with sponsee
(national team)

Table VI Comprehensive model (all variables)

Variables Sponsor 1 Sponsor 2 Sponsor 3 Sponsor 4
B Standard error B Standard error B Standard error B Standard error

Independent 4.50 0.55%** 3.99 0.43*** 3.56 0.41*** 4.31 0.44***

Involvement with sponsee 0.53 0.06 *** 0.53 0.05*** 0.65 0.05*** 0.56 0.05***

Sponsor client (1 = yes) 0.04 0.42 0.97 0.26*** 0.66 0.34** 0.36 0.16**

Sponsee-sponsor image congruence (ABS)  —0.56 0.17 *** —0.27 0.14** —0.51 0.12*** —0.50 0.15%**

Sponsor client x sponsee-sponsor

congruence (ABS) —0.15 0.14 —0.01 0.09 —0.09 0.12 —0.07 0.09

Involvement with sponsee x sponsee-

sponsor image congruence (ABS) —0.06 0.02*** —0.07 0.02*** —0.05 0.02** —0.05 0.02***
F=12850*** F=229.38*** F=183.73**%, F=256.03***
Adj R? = 0.443 Adj R = 0.528 Adj R? = 0.533 Adj R? = 0.489

Notes: ***; **: and *= statistically significant at the 1, 5 and 10% level, respectively; Adj R? = adjusted coefficient of determination

Brochado, A., Dionisio, P., & Leal, M. C. (2018). Sponsoring the football national team. Journal of Business & Industrial Marketing, 33(5), 625-637.
https://doi.org/10.1108/JBIM-03-2017-0076
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Rodrigues, P., Brochado, A., Sousa, A., Pinto Borges, A., & Barbosa, I. (2023). What’s on the menu? How celebrity chef brands
create happiness. European Journal of Marketing, 57(9), 2513-2543. https://doi.org/10.1108/EJM-12-2021-0988
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Figure 2. Product categories and stimulus material
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Wahlberg, T. A., Ramalho, N., & Brochado, A. (2017). Quality of working life and engagement in
hostels. Tourism Review, 72(4), 411-428. https://doi.org/10.1108/TR-03-2017-0050
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Analise multivariada, Analise Componentes Principais

Items M SD F1 F2 F3 F4 F5 Fé6
This hostel has the right environment to meet

new people 631 095 085

I generally liked the people I met here during

my stay 638 095 060

I had fun at this hostel 600 1.02 064

There is a large communal room/space 632 090 072

This hostel is to attractions, bars and

restaurants 6.05 1.15 0.77

This hostel is close to transportation: metro,

bus, tram 6.30 095 0.69

This hostel is close to the city center 6.09 1.04 0.74

This hostel promotes group activities

(pub-crawl, city tours) 5.73 1.06 0.75

The staff was friendly and polite 6.50 0.70 0.62

The staff knows Lisbon well and are helpful 6.53 0.66 0.64

The staff made my stay a better experience here 6.39 0.83 0.83

The staff provides an efficient service 6.45 0.76 0.89

The rooms/dorms are clean 6.27 0.86 0.89

The bathrooms are clean 618 094 0.64

The kitchen is clean 6.18 092 0.74

The social area/communal room is clean 6.18 0.88 0.87

The hostel is located in a safe neighborhood 579 112 0.90
There is a 24-hour front desk 6.63 0.92 0.69

I felt safe in the hostel 624 086 0.79

The hostel has private showers and toilets 586 141 0.59

The hostel provides good Internet and computer

facilities 6.31 1.05 0.70
The hostel provides a comfortable ambiance 641 0.81 0.65
The kitchen is well equipped for cooking 629 093 0.69
The hostel has an appealing decorative design 647 091 0.89
The interior design of the rooms is good 6.38 094 0.86
Eigenvalues 922 259 168 152 144 137
Varnance explained (%) 2635 741 479 435 412 392

Notes: M = mean; SD = standard deviation; F1 = atmosphere; F2 = location and city connection;

F3 = staff; F4 = cleanliness; F5 = security; F6 = facilities

Brochado, A, Rita, P., & Gameiro, C. (2015). Exploring
backpackers’ perceptions of the hostel service quality.
International Journal of Contemporary Hospitality
Management, 27(8), 1839-1855.
https://doi.org/10.1108/1JCHM-03-2014-0145
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Service Quality and Service Experience [Social Media Marketing Research] > stars
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Service Quality and Service Experience
[Social Media Marketing Research]

Brochado, A., Duarte, M., & Mengyuan, Z. (2022). Passengers’ Perceptions of Chinese Airlines’ Service Quality: A Mixed
Methods Analysis of User-generated Content. Journal of China Tourism Research, 193), 677-699.
https://doi.org/10.1080/19388160.2022.2122647
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Table 2. Descriptive statistics.

Type of Traveler

Variable Descrip-tive Statistics All  Solo Couple Family Business ANOVA (F) Chi-squared (X?)

Overall rating M 686 6.99 6.17 693 7.08 F=547 bl
SD 307 299 329 3.10 2.97

Seat comfort M 369 370 346 375 3.81 F=10.74 bl
SD 127 125 137 1.26 1.22

Cabin staff service M 402 412 363 403 4.09 F=453 e
SD 143 136 1.56 1.40 1.43

Food and beverages M 350 355 325 354 3.55 F=5230 e
SD 139 135 146 1.35 1.41

Inflight entertainment M 337 345 313 344 333 F=11.22 e
SD 132 127 142 1.31 1.35

Ground service M 358 3.69 3.16 3.57 3.66 F =483 fa
SD 151 148 1.60 1.53 1.43

Value for money M 394 4.02 371 3.87 3.99 F=727 o
SD 137 130 1.51 1.41 1.35

Recommend (a) N 1,498 719 218 231 330 X =22.00 e
% 7360 7570 63.60 7450 76.40

AAssessed on a binary scale (1 = ‘Recommended’; 0 = ‘Not recommended’); F = F statistic; X° = Chi-squared statistic; *, **,
and *** statistically significant at the 5%, 1%, and 0.1% level, respectively.

Analise bivariada, teste de hipoteses, amostras independentes

LbonSoec Brochado, A., Duarte, M., & Mengyuan, Z. (2022). Passengers’ Perceptions of Chinese Airlines’ Service Quality: A Mixed Methods Analysis of User-generated Content. Journal of China Tourism Research, 1943), 677-699.
Dl https://doi.org/10.1080/19388160.2022.2122647



Table 3. Multiple linear regression.

Overall Solo Couple Family Business
B B B B B
(1) (1) (1) (1) (1)
(Constant) -0.190 ¥ -0210 *** 0178 *** 0178 ***  _0.169  **¥
(=25.857) (—19.046) (—10.458) (—9.561) (—10.374)
Seat comfort 0.028 el 0.020 HE 0.043 *E 0032 0.021 **
(9.158) (4.673) (5.638) (3.876) (3.144)
Cabin staff service 0.048 bl 0.045 o 0.036 * 0.052  *** 0.060 bl
(15.497) (10.322) (4.527) (6.511) (8.639)
Food and beverages 0.024 bl 0.027 o 0.032 e 0.016 * 0.016 *
(7.975) (6.362) (4.107) (2.289) (2.361)
Inflight entertainment 0.016 bl 0.022 x 0.014 ¥ 0.015 * 0.012
(5.597) (5.363) (2.167) (2.354) (1.93)
Ground service 0.043 el 0.045 *HE 0.051 e 0048 *F 0.029 wER
(16.594) (11.914) (7.784) (6.793) (5.145)
Value for money 0.073 e 0.077 o 0.056 #0073 o 0.088 el
(23.965) (17.492) (7.597) (8.398) (12.766)
ANOVA F 2871490 *™*  1365.15  *** 47288  ***  468.166 *** 570998 = *¥¥
R-squared 89% 90% 89% 90% 89%

B = beta coefficient; t = test statistic; *, **, and *** statistically significant at the 5%, 1%, and 0.1% level.

Analise multivariada, regressao logistica

Analise multivariada, regressao multipla

Table 4. Logistic regression coefficients.

Overall Solo Couple Family Business
exp(B) exp(B) exp(B) exp(B) exp(B)
(Wald) (Wald) (Wald) (Wald) (Wald)
Constant 0.000 i 0.000 e 0.000 *xR 0.000 o 0.000 Fax
(212.002) (97.583) (36.208) (27.726) (36.592)
Seat comfort 1.678 Fa 1412 2.839 e 2110 1.142
(10.96) (1.934) (7.598) (2.168) (0.122)
Cabin staff service 2.189 Frx 2.190 e 1.486 2.304 * 2.815 o
(32.468) (14.732) (1.537) (3.77) (10.536)
Food and beverages 1.831 FHE 2.120 i 1.755 1.760 1.603
(14.707) (9.41) (2.108) (1.821) (1.929)
Inflight entertainment 0.736 0.750 0.827 0.996 0.679
(3.818) (1.442) (0.244) (0.001) (1.108)
Ground service 2.506 il 2.794 e 2.920 **® 1.894 xrx PAVA Fax
(50.05) (27.662) (9.891) (2.992) (7.227)
Value for money 5.663 b 5.690 *rx 5.626 *ER 5.309 7.371 Fax
(84.202) (39.319) (15.257) (9.938) (16.006)
% correct classifications 97% 96.7% 96% 98% 97%
Nagelkerke R-squared 91% 91% 93% 92% 91%

Exp(B) = odds ratio; Wald = Wald chi-squared test.
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