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Abstract

The objective of this research aimed at studying the influence
that traditional marketing communication and online marketing
communication have with respect to consumer-based brand equity in
factors of modern convenience store businesses in the Eastern region.
This research study utilized quantitative research, and the data was
collected from general client groups within the Eastern region by using
questionnaires. In total, 397 samples were collected. The following research
results were found: (1) the traditional marketing communication and the online
marketing communication had been partially affected by brand awareness
at the level of statistical significance of 0.05; (2) the traditional marketing
communication and online marketing communication had been affected

by brand association at the level of statistical significance of 0.05; (3) the
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traditional marketing communication and online marketing communication
had partially been affected by perceived brand quality at the level of
statistical significance of 0.05; and (4) the traditional marketing communication
and online marketing communication had been affected by brand loyalty at
the level of statistical significance of 0.05.

Regarding the results revealed above, the data showed that
the equity level of each brand could not be applied to the marketing
communication strategies at the same time. In order to make each brand
equity the most effective for the consumer, the communication strategies for
each channel need to be different. Therefore, entrepreneurs should consider
implementing the appropriate strategies so that both the results and the
costs can be optimized.

Keywords: Consumer-Based Brand Equity, Traditional Marketing

Communication, Online Marketing Commmunication
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Model b B t p Tolerance VIF
Constant 3.466 15205 000
Traditional Marketing 261 .272° 3421 001 374 2672
Online Marketing 021 -018 222 824 374 2672

R=.258 R? = .067

Adjusted R?* = .062

Durbin-Watson = 2.353
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