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By 
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The purpose of this study is to examine the influence of product quality and service quality on brand 

leadership. Hence, this study is to fill the gap to demonstrate the relationship between product quality, 

service quality and brand leadership. Brand leadership refers to a technique and strategies that 

organizations use to market a product and services. Current researchers focus on brand equity dimension 

and yet less examine on relationship between product quality, service quality and brand leadership 

especially in petroleum industries. Therefore, a petrol station outlet user is selected to conduct this case 

study due to its importance in driving the economy status and to fill the gap to demonstrate the 

relationship of product quality, service quality and brand leadership. Suggested a survey questionnaire 

shall administer personally to petrol users in Kuala Lumpur, Shah Alam and Putrajaya. A convenience 

sampling survey technique was used in this study and 390 questionnaires were successfully collected 

from petrol users.  In this research study, all data collection from questionnaire summarizes using SPSS 

(Statistic Package for Social Sciences) and AMOS (Analysis of Moment Structure) software and used 

structural equation modelling (SEM) to validate the measurement model and test hypothesis. Results 

indicated that product quality and service quality have significant positive relationship with brand 

leadership. Hence shows that quality is important aspect for brand to success.  
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CHAPTER 1 

INTRODUCTION 

 

The importance of brand strategy as a key business asset has develop in the 20
th
 century, (Shariq M. 

2018). Aaker, D.A., (1991) has introduce the concept of brand equity by creating value and develop 

brand strategies. Generally, the brand equity concepts reviewed the evidence that brands do creating 

value and discussed how the value is created through perceived quality either product or services. 

Following the success concept of brand equity, Aaker, D.A. & Joachimsthaler, E. (2000) introduce 

another new brand strategy model which known as brand leadership model. Brand leadership was a new 

imperative brand management approach which emphasizes strategy as well as tactics, its scope is 

broader, and it is driven by brand quality, identity, association, and loyalty. 

The purpose of this study is to examine the relationship and the impact of product quality and service 

quality on brand leadership, (Hanaysha J, et. al 2013). 

This chapter provides the research study background and rationale for the topic of this study by 

understanding the problem, identify research questions and define the research objectives. In addition, the 

significance of this research is also discussed. The last section concludes with overview of the research to 

be organized. 

1.1 Background of the Study 

Today with diversity in the market and high business competition, it has become extremely important for 

firms or companies to create and sustain brand awareness and identity. Therefore, managing brands and 

understanding how branding success becomes a significant concept to establish customers’ good 

perception and loyalty. According to Murphy, J (1992), branding is a strategic process by the marketer to 

lead the brand with quality value, satisfying service, generate consumers’ loyalty and the reliability of the 

product brand. In other words, consumers shall generate loyalty towards the brand if the promised 
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quality, value, and reliability are fulfilled. Through this idea of brand concept, Aaker & Joachimsthaler 

(2000) has developed a brand leadership model that guides companies to architect and build a strong 

brand for sustainability of their products and services.  

Every firm and company should structure their branding management that will lead their product to be a 

strong brand in the marketplace and become competitive. As mentioned by Aaker (1996), leading brands 

are the assets of organizations that they must preserve, enhance, and leverage for the benefit of the 

organizations. Further, mentioned by Keller (2008) a powerful brand could be expressed and 

communicated by its personality, quality perceptions and by positioning itself positively in the minds of 

the customers with satisfactory image. In this way, marketing and strategic brand management in 

organizations is crucial to business sustainability, which is basically targeted to meet customers 

satisfaction, perceptions and influence their purchasing decisions. 

Mentioned by Reizebos (2003), to create such added value to customers’ perception on the brand, the 

brand must be meaningful to customers. Customers require good perception of certain products and 

services to develop customers’ trust. Quality is the main factor to develop consumers’ perspective, as 

stated by Aaker (1991), “consumer’s perception of the overall quality or superiority of a product or 

services with respect to its intended purpose, relative to alternative.”  

Quality in the customer’s context is not very technical, instead it is based on perceptions of the product or 

services whether it is tangible or intangible – the customers’ feeling about the specific product brand. 

Therefore, brand management must understand about the influence of product quality and service quality 

on brand leadership as a strategy to remain competitive. As such, product quality and service quality are 

both important concepts that drive the success and image of a brand. Despite the importance of product 

quality and service quality, there are very few research about the significant role of product quality and 

service quality in developing brand leadership, particularly in the petroleum industry. 
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There are about 3,700 petrol station services outlets in Malaysia as stated by Statista.com based on 2017 

statistic records. These petrol station outlets are operated by dealers who are appointed by petroleum 

company like Petronas, Shell, Petron, BHP, and others as shown in Figure 1. It is important for the petrol 

station dealers to have quality awareness to sustain good perception among customers and build the brand 

leadership. Furthermore, according to Statista.com, in 2017 it was estimated that about 16 billion liters 

gasoline-powered vehicles most sold in Malaysia. This numbers include from several types of petroleum 

brand (Petronas, Shell, Petron, BHP, and Caltex).  

 

Figure 1: Number of Petroleum Station Brand in Malaysia in 2017, (Statista.com) 
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1.2 Research Problem 

There has been limited empirical research on measuring the influence of product quality and service 

quality on brand leadership (Jahanshahi 2011) for petroleum industries. Product quality and service 

quality play significant impact to company brand and business sustainability. As stated by Christensen & 

Askegaard (2001), it is important to have strong brands, because they can provide business benefits both 

externally and internally. For instance, it can generate consumer confidence, loyalty, long-term 

engagement and even develop employee motivation, attracting new employee and on top of that, it 

stimulates investment. 

One of the issues leading to problems in the literature research is the lack of study on the importance of 

brand leadership in developing strong brands and what dimension influences on brand leadership. Current 

literature emphasis about brand equity and its dimension related, yet less study to demonstrate the 

relationship between product quality, service quality and brand leadership especially for petroleum 

industries.  Kotler, Keller, Ang et. al., (2018) argues that developing strong brand requires careful 

planning, a deep long-term commitment and innovatively designed marketing strategies. This is a part of 

the techniques and strategies to build up brand leadership. One of the significant techniques is perceived 

quality. Quality of product and quality of service has significant impacts for strong brand and leads 

consumer loyalty. Hence, this leads to the research problem question: 

Does product quality and service quality influence brand leadership? 

Does product quality and service quality have positive relationship on brand leadership? 
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1.3 Research Question 

According to White (2017) developing research question is essential as to guide the research paper, 

giving clear focus and idea of the study. Establishing research question will help to structure the process 

of collecting information, analyzing data, evaluate results, and assist the purpose of this research study. 

Therefore, research question to be analyzed are as follow: 

1. Is product quality and service quality has influence on brand leadership? 

2. Is there a positive relationship between product quality and service quality on brand leadership? 

Based on these research questions, this study reviewed relevant theories and developed context of 

hypothesis, which details are discussed in Chapter 2. 

1.4 Objective of the Study 

The objectives of this research are: 

1. To examine the influence of product quality and service quality on brand leadership. 

2. To demonstrate the positive relationship between product quality, service quality and brand 

leadership. 

 

1.5 Significance of the Study 

This research study was conducted to extend the scope of limitations in the literature on brand leadership 

by Hanasyha et.al (2013). Although the relationship of product quality and service quality on brand 

leadership have been discussed in enormous amounts of theoretical research, however empirical study the 

influence of product quality and service quality on brand leadership is limited especially in petroleum 

industries. Many researchers performed product quality, service quality and brand leadership study 

focusing on tangible product such as automobile, home appliance equipment and electronic devices. 
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Therefore, this study has selected the petroleum industry as a medium to conduct the research as to 

strengthen the results the influence of product quality and service quality on brand leadership.   

Stated by Fill (1999), a company should create trust towards its brand in minds of consumers by 

providing better quality, satisfactory and reliability either through its products or services. This study 

enhances the understanding and importance of product quality and service quality that influences 

customers purchasing behavior. Hence, this study shall lead researchers and marketing practitioners to 

develop their knowledge and positioning strategic on brand leadership directions. 

1.6 Research Outline 

This research is structured into five chapters. Following the introduction chapter are the chapters as per 

below: 

Chapter 2, Literature Review: provides a theoretical concept of product quality, service quality and brand 

leadership. Preceding literature is reviewed to gain understanding of previous studies on the concept of 

product quality and service quality influence on brand leadership. In addition, the conceptual hypothesis 

model framework is developed and the relationships between product quality and service quality on 

brand leadership are hypothesized. 

In Chapter 3, Research Methodology: the present research approach and design of the study. It begins by 

explaining the research design, research selection procedure, research experiment approach and followed 

by discussions on how the data is collected, analyzed, and integrated. In addition, it also states the 

measures applied to establish research data quality and validity. 

In Chapter 4, Data Analysis and Results: reports the results of data collection of the quantitative analysis. 

This chapter present the results of examining the hypotheses by statistical analysis and the results from 

quantitative data analysis aligned with the research themes. 



7 

 

Finally, in Chapter 5, Conclusion and Recommendations: discussing the key findings, and the relative 

conceptual model of the hypothesis. It also discusses academic findings and theoretical contributions of 

the study, followed by evidence that product quality and service quality influence brand leadership. 

Additionally, the limitations of the study are acknowledged and areas for future research are suggested.  
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CHAPTER 2 

LITERATURE REVIEW  

 

The purpose of this study is to examine the influence of product quality and service quality on brand 

leadership, thus would strengthen the finding to demonstrate the positive relationship between product 

quality, service quality and brand leadership (Hanaysha et al 2013) for petroleum industries. Therefore, 

this chapter reviews the researcher’s literature regarding the impact of product quality and service quality 

on brand leadership.  

In the first part, it discusses the theoretical concept of brand equity dimension and the important of brand 

leadership as the new imperative.  Presented next, is a review of studies on the subject from customer 

satisfaction, impact on petroleum industries and examine the relationship between product quality, 

service quality and brand leadership.  

The next section introduces the conceptual model based on literature review, outline the relationship of 

product quality and service quality on brand leadership and identify hypotheses to be tested.  

2.1 Theoretical Foundation and Theoretical Framework   

This is the section to review the background material to related topic. The topic for this study emerged 

from brand equity dimension and evolved to brand leadership when brand management raise to the level 

of leadership (Aaker & Joachimsthaler 2000). It is significant to review and critique below existing 

material as basement of this study. They are: 

1. Brand Equity Dimensions 

2. Brand Leadership 
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2.1.1 Brand Equity Dimension  

According to American Marketing Association, a brand has defined as “name, term, sign, symbol, or 

design, or combination of them from those of competition”. Park et al. (1986), has defined brand as a 

mark of distinction that differentiates from one another based on level of quality and image associations. 

Brands need to be managed, because the importance of a brand as a key asset to business sustainability. 

Many researchers have worked on conceptualizing brand equity and how to develop brands such as 

Farquhar (1989) introduce the elements for building a strong brand; Doyle (1990) added quality as brand 

association; Aaker, D.A., (1991) grouping brand equity by four dimensions; Keller, et al (1993) 

strengthening brand equity dimension with brand image awareness; and Kapferer (1994) suggested brand 

assets and brand values. Literature has provided empirical support that brand equity play a crucial role in 

creating brand model and the way to evaluate brand value. However, in this section shall describe two 

brand equity dimension model as literature support for this study objective. 

Aaker model (Aaker, D.A., 1991) 

Aaker, D.A., (1991) has defined brand equity as a group of assets and liabilities that can be directly 

associated with the brand and adds value to the product or services. Figure 2 shows the brand equity 

dimension model develop by Aaker, D.A., (1991). This model was developed based on gap between 

brand value and customer expectation. It is intended to help customer’s perception of choice for example 

customer willing to associate on certain product or services with a brand that offers higher quality and 

satisfaction. 

This model divided by four dimensions, these four dimensions guide brand development, management, 

and measurement: 

1. Brand Awareness: is which the brand is popular in the market and familiar to customers. It is 

typical that people like the familiar and are prepared to ascribe all sort of good attitudes to items 

that familiar to them. 
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2. Perceive Quality: is a special type of association of product or service image and its quality in 

customer’s perception. This shall affect profitability or ROI in business organization. 

3. Brand Associations: is related to level of recognition from customer to product or services brand. 

It is including in the context of image, product attributes, brand personality and symbols 

associates.  

4. Brand Loyalty: is the center of brand value proposition. A brand with a small but intensely loyal 

customer base can have significant equity. 

Figure 2: Brand Equity Dimension Aaker Model. 

 

Source: Aaker, D.A., (1991). Managing Brand Equity. New York, NY: The Free Press. 

 

Keller’s model (Keller, et al., 1993) 

Keller’s brand equity model (Figure 3) is also known as Customer-based brand equity (CBBE). The 

concept behind the model is to create a strong and right brand image, by constructing ideal brand 

encounters or experiences. These must shape positive customer’s perception of the brand. There are 4 

important dimension Keller has discussed. 

1. Brand Identity: is to create a brand that difference than others and easy to recognize and are 

aware of. It is important to ensure that the brand’s perception is aligns with perceive brand 

quality. In the others words it is to create brand awareness. 
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2. Brand Meanings: is related to communication to the customer in how the product or services 

satisfy customer needs. There are two building blocks in this part, which are “performance” and 

“imagery”. Performance refers to the quality and sustainability of the product or services whether 

meets the customer’s expectation or not. The categories in performance building blocks include 

(1) characteristics and features of product or services; (2) product reliability, durability, and 

serviceability; (3) service effectiveness and efficiency; (4) design and style; (5) price 

competitiveness. 

3. Brand Response: involves customer’s responses to the product or services judgment and feelings. 

Judgment made by customer’s based on four categories: 

 Quality – the perceived quality of the product and services. 

 Credibility – durability, performance and serviceable of the product or services. 

 Superiority – level of standard of product or services brand compared to others. 

4. Brand Resonance: is to develop customer’s relationship. This is hard to achieved if above 

building blocks is not complied. 

Figure 3: Brand Equity Dimension Keller Model. 

 

Source: Keller, Kevin L., 1993. Conceptualizing, Measuring, Managing Customer-Based Brand Equity. 

Journal of Marketing. Jan93, Vol. 57 Issue 1, p1-22, 22p. 
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Critiques on Brand Equity Dimension 

Concept and the important of brand equity have been widely discussed among both researcher and 

practitioners. Brand equity is generally accepted as a critical success factor to differentiate company from 

its competitors.  

Aaker has combines customer’s behavioral and perceptual approach to evaluate brand equity. Aaker’s 

model of brand equity derives from four significant source which can be summarized as generated by 

customer perception. In fact, it is focused on customer satisfaction and build a strong brand for the 

company to deliver product quality and service quality at higher level. These creates a brand value to the 

company and the willingness customer to pay premium price (Yoo et al. 2000).  

In addition, brand equity dimension by Keller focuses on how to develop customer relationship. The 

relationship based on customer response on the quality of the product or services This shows both 

scholars have common perspective on quality as a dimension of brand equity (Janiszewski and van 

Osselelaer, 2000). Indeed Keller, et al., (1993) suggested that brand equity derives from two sources: (1) 

brand awareness and (2) brand image. Both sources influence by quality, favorability, strength and 

uniqueness of product or services.  

Generally, both researchers sharing same common important aspect for brand to success which is quality. 

Customer perceptions on specific product or services rely on the quality. This shows that quality have a 

serious impact in brand equity in order brand to success in competitive market. 

To summarize for both models, shows that Aaker and Keller evaluate brand equity from financial 

perspective, customer perspective and employee perspective (Baalbaki 2012), and required specific 

organization team to manage in company. Thus, pointing in the direction that brand need to be lead and 

manage. As Aaker further his research on managing brand equity, in year 1996 Aaker proposed brand 

leadership as to replacing the classic brand management system. Indeed, product quality and service 

quality does relate directly with brand leadership. This leading to this study to examine the influence of 
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product quality and service quality on brand leadership and demonstrate the relationship between product 

quality, service quality and brand leadership (Hanaysha J, et. al 2013). 

2.1.2 Brand Leadership – The New Imperative 

The brand leadership concept was introduced by Aaker to enhance the brand management process with 

the ability of the brand to continually achieve excellence and competitive in the market. Suggested by 

Aaker & Joachimsthaler (2000) to build strong brands there are four challengers that need to be addressed 

as summarized in Figure 4.  

Figure 4: Brand Leadership Tasks. 

 

Source: Aaker, D.A. & Joachimsthaler, E. (2000). Brand Leadership. New York: The Free Press. 

 

The first challenge is to create an organization structure and process that shall lead to strong brands. A 

team needs to be responded, so brands are decisions made by people interested in the brand development. 

When the brand has multiple products and services the organization process needs to provide a common 

set of inputs, outputs, and communication that all members of the team will apply. Thus, the organization 

must establish a brand-nurturing structure and culture, (Aaker, D.A. & Joachimsthaler, E. 2000). 
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The second challenge is the brand architecture that involves identifying the brand and sub brands that are 

to be supported, motivated, modifying and critically their relationship to each other. This effectively lead 

to clarify customer offerings, create synergies in the brands and the ability to leverage brand assets. 

Aaker, D.A. & Joachimsthaler, E. (2000) suggested a key in creating an effective brand architecture is 

deciding when to evaluate an existing brand, when to position a new brand, when to use an endorsed 

brand and when to use a sub brand.  

The third challenge is the brand identity and brand position. This is related to a vision of how that brand 

should perceived by positioning targeted audience. By positioning brand would help prioritize and focus 

the brand identity and build communication to targeted customer effectively. 

The fourth challenge is the brand building program. This is the execution part activities whereby with the 

correct communication tools and specific segmentation target will lead the brand identity reached the 

audience effectively. It is important the team to understand and use interactive media, direct response, 

promotions, and other devices that building relationship experience to targeted customers. This is where 

the quality of the product or services of the brand to be highlighted. 

Miller and Mills (2011) agree the brand leadership concept task develop by Aaker would help to 

understand a market dynamic and develop a brand strategic perspective by offering a comprehensive 

landscape of competitive relationship among leading brands in a specific industry segment. 

Critiques on brand leadership – The new imperative 

Aaker, D.A. & Joachimsthaler, E. (2000) proposed a strategic brand management system by using brand 

leadership model task to explain a market dynamic. In the model the authors discussed methods of 

developing and maintaining competitive position of a brand in a highly competitive market environment. 

In addition, many researchers make contribution to brand leadership literature in several way. First, the 

researchers offer concreate operational definition of brand leadership by relate to brand equity dimension 

for example the element of brand evaluation and the important of brand recognition strategic to the 
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product or services and in organization branding context (Cheng et al. 2007). Second, researchers offer a 

reliable and valid measurement tool with brand leadership can be systematically measured from 

consumers’ perspective. This allows researchers explore theoretical relationship between brand 

leadership and others brand equity construct, (Miller and Mills 2011) for example brand quality. 

Based on the extensive literature review, Yonghwan, C., and Yong, J. K., (2013) has developed a 

conceptual framework of brand leadership factors that define by four leading dimensions as shown in 

Figure 5. Perceived quality is defined as the consumer’s judgment about a products or services overall 

excellence performance (Zeithaml, 1988). Johnson & Grayson (2005) argued from marketing 

perspective, the quality of a product or service depends on how well it fits patterns of consumers 

preferences. Thus, technical aspect of product quality and service quality should be direct antecedent of a 

provider’s competence and reliability, which ultimately influencing customer’s trust toward the provider 

and the intention to purchase on the products or services. 

The concept of innovativeness regarding marketing and management literature is interchangeably used 

with innovation (Workman & Im, 2004). However, innovativeness accesses the firm to create new ideas 

and work on new solutions while innovation is the outcome of firm activity. Kunz et al (2011) stated 

innovativeness has more conceptually corresponding with brand leadership in terms of sustainable 

success. 

Perceived value is consumers’ evaluation of a product or service value according to their perceptions 

about what they give and, in return. Roa & Monroe (1989) suggested customer value is the ratio between 

quality and price. Thus, there is a positive relationship between perceived product quality (service 

quality) and value for money. Based on these understandings, perceived value as an outcome of monetary 

exchange. In other words, a positive result of perceived value serves as a key indicator of higher market 

share, thus maintain their leadership positions. 
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Brand popularity can be viewed as increased levels of brand awareness and brand recognition. According 

to Zhu and Zhang (2010), any firms to increase market share of their product brands they must enhanced 

the positive image of the brands which would help in creating and maintaining brand popularity of the 

products within the market. 

Figure 5: Brand Leadership Factors Loadings Framework. 

 

 

Source: Yonghwan, C., and Yong, J. K., (2013). 
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2.2 Review of the Prior Empirical Research 

This study aims to examine the effect of product quality and service quality on brand leadership. 

Therefore, in this section review four empirical research related to study. First part, reviewed on customer 

satisfaction and discuss the important of evaluation from customer regarding quality of product or 

services. The next section discussed about petroleum industry and what makes its important for this 

study. Follow by discussion on product quality and service quality. This shall lead to final part discussion 

about the influence of product quality and service quality on brand leadership examine by Hanaysha J, et. 

al. (2013). 

2.2.1 Customer Satisfaction  

According to Ladhari (2009), satisfaction can be divided into two components: (1) the cognitive 

component and (2) the emotional component. Cognitive component as relate to product quality and 

service quality means customer’s evaluation regarding the specific products or services that is provided 

by provider. While emotional component comprises of such emotions like happiness, anger, 

disappointment, pleasure, and others. 

In product and service context, customer satisfaction can be defined as the level of contentment felt by 

customer when the product or services exceed customer’s expectations or desires (Philip et al., 2003). 

Customer satisfaction usually related with the quality of product or services that provided by firm (Ingrid, 

2004). In other words, customer will satisfy and loyal when the quality of product and services meet their 

expectation. For example, Jahanshahi, A,A et al. (2011) examined the relationship between product 

quality on customer satisfaction in automotive industry and the results showed that product quality had 

positive relationship on customer satisfaction in automotive industry. 
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2.2.2 Petroleum Industries – Petrol Station 

The petroleum industry is one of the main industries that contributes to the economy and gross domestic 

product (GDP) of the country, as in the case of Malaysia. Generally, petroleum industry divided into 

three major sectors (Figure 6), which are: (1) Upstream, (2) Midstream and (3) Downstream.  

Upstream refer to activities of exploration, field excavation development and production operation. 

Midstream sectors involve in activities such as transportation, processing, and distribution. Downstream 

refer to activities such as manufacturing, refining, research development on petrol-chemical and 

wholesale and marketing (petrol station). This study shall focus on downstream activities more specific 

on wholesale and marketing (petrol station) as a medium to examine the relationship between product 

quality, service quality and brand leadership. 

Figure 6: Petroleum Industry Sectors. 

 

Source: Pitatzis A., Energy Routes (2016). 
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Petrol stations are operated by dealers who are appointed by petroleum company such as Petronas, Shell, 

Petron, BHP and Chevron (Caltex). Petrol station operating by dealers offering variety of services for 

example fix petroleum product (usually provide by provider), retail shop (operated by dealers), ATM 

services, car wash, fast food, and others. This types of product and services represent around 3,700 petrol 

station outlets nationwide (Statista.com, 2017).  

The petrol station service in the country faces several challenges from foreign brands penetrating its 

market. The local petroleum company brand such as Petronas have been trying to respond to such 

competition by updating their product and services with differentiated features and maintaining their 

market share against competitors. To remain competitive, product quality and service quality are 

important concepts that could drive the success and power of a brand. 

2.2.3 Product Quality 

According to Shaharudin, M.R., et. al., (2011) contemporary researchers and practitioners has considered 

product quality as one of the strategy positioning tools that significantly influence customers’ buying 

decisions. Supported by Hilman, H. (2015), and Eze et. al., (2012) has expressed product quality is one of 

the brand strategic techniques that can be utilized for building sustainability competitive advantage and 

improving in managing brand leadership. Thus, to achieve that practically by offering a quality product 

with meaningful characteristic and improving customer requirements. 

The typical definition for product quality was introduce by Zeithaml (1998), as “the perceived superiority 

in a product as compared with competing alternatives forms the customer’s perspective product quality, 

product value, consumer trust, consumer relationship value and commitment as representing important 

aspects of business relationships”. Whilst Insch and McBride (2004) has stated there are three elements 

represent product quality: (1) design quality, (2) manufacturing quality and (3) overall quality. Further 

Kotler, P. and Armstrong, G., (2010) has defined a product quality as the ability to demonstrate a product 

in its function, it includes the overall reliability, durability, featuring, performance and with acceptable 
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cost. Thus, product quality is one of the critical brand success factors in any industry. In fact, Otubanjo 

(2013), believed product quality as one of the significant factors to enhance brand leadership. Therefore, 

product quality plays an important role to develop leading brand in competitive market.  

2.2.4 Service Quality 

Providing superior quality in services is important for any service providers including petrol station and it 

is a fundamental strategy for long-term brand success in competitive market. According to Gronroos, 

(1984), service quality is the outcome of an evaluation process where the customer will compare between 

what they expect regarding a service and their perception about the service that they have received or 

experience. By offering a good service quality shall impact customer justification for selecting a certain 

brand over another. Indeed Hilman, H., (2009) strongly stated any firms to obtain in competitive market 

should focus on differentiating their services from other competitors by providing quality of services to 

its respected customers, thus in return in long run shall builds a positive brand image and brand 

perceptions. 

Modern literature has defined service quality in many different perspectives. Classic definition on service 

quality made by Meffert and Bruhn (1996), “the service quality is the capability of a provider to shape the 

character of a primarily intangible service requiring participation of the customer to meet specific 

standards based on customer expectations”. According to Haywood-Farmer, (1998) service quality means 

when a service organization meets customer preferences and expectation consistently. 

However, contemporary studies on service quality have focused on pure services context for example 

education, hospital service, automotive service, and banking sectors. Also, the relationship between 

service quality and brand leadership has received less attention. Therefore, this study is to fill the gap by 

examining the relationship between service quality and brand leadership. Supported by Varghese (2010) 

has given a strong evidence on relationship between service quality and brand leadership. Further that by 

offering quality of service to customer represent the key driver for building brand leadership. 
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2.2.5 Relationship Between Product Quality, Service Quality and Brand Leadership  

Previous studies on product quality and service quality have focused on customer satisfaction and less 

attention to relate with brand leadership (Hilman, H. 2015). Evidence shows that by offering quality of 

product or services is the main factors to enhance brand leadership (Varghese, 2010 & Otubanjo 2013). 

Thompson (2013) and Beverland et al. (2007) further demonstrated that product quality and excellent 

services would promote favorable brand image and plays an important role differentiating a brand from 

its competitors. 

Among of all marketing related resources for example (product, pricing, people, brand equity, brand 

image) brand has been acknowledged as important intangible assets that need to be secured and managed 

strategically (Hilman, H., 2015). Some brand management researchers refer to brand as a firm’s 

reputational resources. This is because the holistic brand management that focuses on building corporate 

image, internal relationship, brand trust, brand reputation, customer perception and brand leadership can 

facilitate firms to improve their brand performance and move forward during unstable economic 

conditions. The concept of holistic branding mainly involves building and strengthening the relationship 

between business owners of the brand and the customers and even the stakeholders. Thus, this research 

study shall demonstrate the positive relationship between the product quality, service quality and brand 

leadership. 

Jahanshahi, A. A et. al., (2011) highlight that brand leadership management is important to both internal 

and external customers, Shaharudin, M. R., et. al (2011) further argue that good brand leadership 

management will not benefit multinational companies but also small and medium enterprise (SMEs). 

Hence, generally firms need to think of branding and brand leadership as a tool to sustain competitive 

brand advantage.  Hanaysha J, et. al. (2013) highlights that factor contribute to brand leadership such as 

loyalty, brand image, product quality, and service quality. Researchers propose to examine the influence 

of product quality and service quality on brand leadership. Thus, by demonstrate the positive relationship 

between product quality, service quality and brand leadership are believed to be able to strengthen the 
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literature finding on relationship of the variables and help the firm to understand the important factor to 

retain their brand (product / services) competitive advantage. 

2.3 Proposed Conceptual Framework 

Based on the literature review, a conceptual framework for this study was developed as per Figure 7. This 

conceptual framework was adapted from Hanasyha J. et al. (2013). There are two quality that were 

measured in this study: Product Quality and Service Quality. Then these two qualities were linked to 

brand leadership to measure positive or negative relationship of product quality and service quality on 

brand leadership.  

Figure 7: Proposed conceptual framework. References Hanasyha J. et al. (2013). 
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2.4 Hypothesis Development 

The focus of this study is to examine the influence of product quality and service quality on brand 

leadership thus would improve the result performed by Hanasyha J. et al. (2013) by selected petrol station 

outlet user to conduct this study. 

In this study, there are two hypotheses were developed from the proposed conceptual framework. 

Based on literature review, the following hypothesis is proposed: 

H1: Product quality has significant relationship with brand leadership. 

And the following hypothesis is proposed: 

H2: Service quality has significant relationship with brand leadership. 

2.5 Chapter Summary 

The empirical findings reviewed in this chapter provide some interesting evidence of relationship 

between product quality, service quality, customer perception, brand equity and brand leadership. 

Previous literature has focused on product quality and service quality, such as automotive, 

telecommunication, education, and banking to conduct as study medium (Hanasyha J. et al. 2013; 

Hilman, H. 2015; Jakpar, et al 2012; Jahanshahi et al. 2011). Therefore, this study attempts to bridge the 

gap and added value by examine the effect of product quality and service quality on brand leadership by 

conducting petrol station user as a medium for this study. 
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CHAPTER 3 

RESEARCH METHODOLOGY 

 

This chapter covers the research methodology and data collection procedures employed to test the 

conceptual model proposed in Chapter 2. The chapter begin with survey design and defines the 

independent and dependent variables in this study. The procedures adopted for sampling selection and 

data collection are also discussed. Followed by a description of the analytical techniques used for testing 

the hypotheses and answering the research questions. 

3.1 Research Design 

Research design stated by Berndt & Petzer, (2011) is defined as “a plan that will be put into place to 

reach the set research objectives and answer the research problem”. According to Ravitch and Carl 

(2016), it is important for the main constructs the research design as to be clear and relevant methods that 

will be utilized to be based on the literature that was found, this will ensure that the process of collecting 

and analysing data is carefully thought through, systematic and answer the research questions.   

This study is to examine the effect of product quality and service quality on brand leadership. The retail 

petrol station outlet users were selected to conduct this study. A survey questionnaire was administrated 

to automobile and motorbike user who use petrol station service to either buying petrol to fuel their 

vehicle or uses other services such as Banking (ATM), grocery or car wash services. 

This study is a quantitative research using statistical techniques to analyze the data. This research can be 

categorized as a non-experimental research and it is hypothetical study, which means there are 

hypotheses will be tested. The aim of this study is to examine the effect of product quality and service 

quality on brand leadership, hence shall demonstrate the relationship between product quality, service 

quality and brand leadership and enhance the finding performed by Hanasyha, et al. 2013. This study 

concern establishing a relationship between three variable which are product quality, service quality and 



25 

 

brand leadership. Therefore, the quantitative approach is well-suited to addressing this study activity 

(Jahanshahi, A,A et al. 2011). 

3.2 Population, Sample and Sampling Method 

According to Keyton, (2010) the population refers to the total number of people within the group that is 

being researched, and that have similar attributes or characteristics compulsory for the study. Berndt & 

Petzer (2011) suggested it is important to consider that population and sample should be realistic and 

achievable, as well as easily accessible. Therefore, this study taking consideration to choose petrol station 

user as a medium of the study due to population fuel usage for vehicles in Malaysia increase every year 

according to Statista.com.  

The population for this study was taken randomly from petrol user (automobile and motorbike) user in 

Kuala Lumpur, Shah Alam and Putrajaya region. Sample was selected from government agency Institut 

Kanser Negara Putrajaya, Jabatan Perkhidmatan Awam Malaysia Putrajaya, Proton Manufacturer Shah 

Alam and few private companies in Kuala Lumpur. Nonprobability convenience sampling method was 

used in this study to select sample. This method was used because the respondents were selected based on 

their willingness and availability to answer the questionnaire (McCombes, S. 2019). 

3.3 Data Collection Method 

The data was collected by distributing questionnaire to the office workers, relative and friends using pen 

and paper method. Online survey method was not performed because it may be difficult to obtain data 

(Case & Yang 2009). A set of questionnaires were distributed (Appendix A) to the office workers and 

request to submit into the box provided within a week. This had been arranged with cooperation of head 

of department, senior management, and secretaries. The respondents were advised that their participation 

in the survey would be completely voluntary and anonymous. The design of questionnaires should take 

less than 10 minutes time allocated to answer. 
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A total of 390 questionnaires were collected from 500 questionnaires distributed. A comprehensive 

record was kept and each of the questionnaire answers has been numbered. All responses were coded in 

SPSS program for analysis.  

3.4 Survey Method 

In this study, a questionnaire was developed based on the previous questionnaire study that relevant and 

related to this study with minor modification to suit with objective of this study (Hansyha et al. 2013) and 

(Garvin D. A. 1998). The questionnaires consist of 5 sections. Section A, concentrated on the 

demographic profile of the respondents. Section B, focus on respondent selection brand and buying 

behaviour. Section C focus on product quality, Section D related to service quality and Section E related 

to brand leadership. The five-point Likert scale suggested by Munshi, J. (1990) was used (1-strongly 

disagree, 2-disagree, 3-neutral, 4-Agree, 5-strongly agree).   

3.5 Variable and Measurement 

The independent variable for this study was product quality and service quality. While dependent variable 

or outcome was brand leadership. Table 1 shown constructs and items included in the questionnaire. 

Product quality is adapted from Garvin D. A. (1998). As briefly by Garvin D. A. (1998) product quality 

must matched with eight dimensions namely, performance features, conformance, reliability, durability, 

serviceability, aesthetic, and customer-perceive quality and this is lead to questionnaire development by 

focusing on customer-perceive quality. A total number of 5 items was measured for product quality base 

on Garvin D. A (1998) with minor modification for suitable with this study and 1 item refer to Hansyha 

et al. (2013).  

For service quality there were 6 items adapted from Garvin D. A. (1998) with minor modification for suit 

with this study. Whilst for brand leadership 6 items adapted from Hansyha et al. (2013) with minor 

modification for purpose of this study. All items were measured by using five-point Likert scale that 

ranged from strongly disagree and strongly agree. 
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Table 1: Constructs and items included in the questionnaire. 

 
 

Construct Items Items Measurement References Notes

Product Quality PQ1 This petrol brand has good quality Hanasyha et al. (2013) Modify question

PQ2 This petrol brand offered better engine protection Garvin D. A. (1998) 8 Dimension of Product 

Quality; Features

PQ3 I feel more power behind the wheel after filled with this petrol brand Garvin D. A. (1998) 8 Dimension of Product 

Quality; Performance

PQ4 I feel fuel consumption value to price Garvin D. A. (1998) 8 Dimension of Product 

Quality; Aesthetics

PQ5 Engine oil of this brand has good quality for engine Garvin D. A. (1998) 8 Dimension of Product 

Quality; Performance

PQ6 I use this petrol brand because its recommended by engine 

specialist/workshop technician

Garvin D. A. (1998) 8 Dimension of Product 

Quality; Conformance

Service Quality SQ1 I choose this petrol station brand because the payment method is easy 

(credit card, e-wallet etc. – no que required)

Garvin D. A. (1998) 5 Dimension of Service 

Quality; Assurance

SQ2 I choose this petrol station because its nationwide (more scattered 

number of petrol station across Malaysia)

Garvin D. A. (1998) 5 Dimension of Service 

Quality; Tangibles

SQ3 The petrol station and the retails shop available is clean and well 

stoked. 

Garvin D. A. (1998) 5 Dimension of Service 

Quality; Responsiveness

SQ4 The loyalty card gives reasonable accumulative points amount to 

redeem compare to others brand.

Garvin D. A. (1998) 5 Dimension of Service 

Quality; Assurance

SQ5 The use of specific credit card / e-wallet card gives me value either 

rebate or off price (% discount)

Garvin D. A. (1998) 5 Dimension of Service 

Quality; Assurance

SQ6 Provided variety service in petrol station shop. (food and drinks, 

ATM, joint brand (McDonald’s, Starbuck, etc), daily needs product 

etc)

Garvin D. A. (1998) 5 Dimension of Service 

Quality; Empathy

Brand Leadership BL1 I believe this petrol brand is one of the leading brands in its category Hanasyha et al. (2013) Modify question

BL2 Advertisement influence my purchasing decision Hanasyha et al. (2013) Modify question

BL3 The petrol brand is growing in popularity Hanasyha et al. (2013) Modify question

BL4 The brand names lead with advance in product Hanasyha et al. (2013) Modify question

BL5 The brand names lead with advance in services Hanasyha et al. (2013) Modify question

BL6 I am loyal to one petrol station brand because of its reputation Hanasyha et al. (2013) Modify question
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3.6 Reliability and Validity of the Data 

According to Altheide & Johnson (1994), reliability refer to as the stability of findings, whereas validity 

is represented as the truthfulness of findings. Gaus (2017) suggested the reliability of the research refers 

to the ability of other researchers to apply the same research process and get similar results or it refers as 

to ensuring that the research findings remain consistent throughout data analysis activities. To investigate 

the reliability (internal consistency) of the variable instruments, Cronbach’s Alpha was employed. When 

the result is more than 0.7 (α > 0.7) it indicates the higher level of internal consistency (Hair et al. 2018). 

In the next step, reliability and validity of the measures were tested by calculating the composite 

reliability (CR) of the constructs and follow by the Average Variance Extracted (AVE) (Fornell & 

Larcker, 1981).  

Generally, the cut off value for composite reliability should be greater than 0.7 and the cut off value for 

AVE is 0.5 (Hair et al. 2018), however suggested by Suprapto, W. and Stefany, S. (2020), the value of 

0.6 is also acceptable for composite reliability (CR) and 0.4 still accepted for AVE.  

3.7 Data Analysis Method 

There are two types of analysis method involved in this study. The first method is descriptive analysis. 

The descriptive analysis is used to describe a large amount of data to meaningful information. It is used to 

analyze demographic profile of respondent for example mean, frequency and standard deviation. The 

second method is inferential analysis. This method is used to test the hypothesis. Prior the hypothesis was 

tested, Confirmation Factor Analysis (CFA) was run to validate the data instruments and to ensure all the 

data was reliable for hypothesis test. 

3.7.1 Confirmatory Factor Analysis (CFA) 

Confirmatory Factor Analysis (CFA) is a confirmatory method that is theory driven and employed to 

validate the items, explicitly measuring the individual latent variables (Schreiber et. al. 2006). According 

to Hernandez, R. (2010), CFA plays the role of validating and finding the reliability of any measurement 
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in most social science studies. Regression weight was calculated to determine the covariance and 

correlation using AMOS (Analysis of Moment Structure) version 23.0 program for example standard 

estimation (Std. Estimation, β), standard error (S.E), capability ration (C.R) and probability value (p). 

When (p) value is less than 0.05, it means items variables meet the test of construct validity, thus the 

hypothesis is accepted. 

3.7.2 Structural Equation Modelling (SEM) 

Structural Equation Modelling (SEM) is a multivariate statistical analysis method that able to analyze 

structural relationship. Suggested by Chua Y. P. (2020) the application of SEM is when the study 

involves multiple relationships among variables, and especially when each variable in the model has 

multiple measurement items. In this study SEM analysis step, the method follows model specifications, 

data collection interpretation and model framework modification. However, argue by Garn & Webster 

(2018), the validity of the index value must be obtained to assure the acceptance and rejection of the 

model. Therefore, this argument is applied in this study activities to examine the relationship of product 

quality and service quality on brand leadership.   
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CHAPTER 4 

 DATA ANALYSIS AND RESULTS 

 

4.1 Introduction 

This chapter focuses on the analysis of questionnaires that were collected from the respondents. In the 

first section presented is the demographic results of respondents, followed by the result on the petroleum 

brands that respondents preferred. Next, in the quantitative aspect, it presents the validity and reliability 

of the measures tested prior to reporting the results upon examining the hypotheses. Following that, is the 

measurement model as to show positive relationship within the variable in relation to the research 

objective. At the end of this chapter is the chapter summary. 

4.2 Respondents Demographics Analysis  

In this study, 500 questionnaires were distributed to random automobile and motorbike users in the Kuala 

Lumpur, Shah Alam and Putrajaya region of Malaysia. However, only 390 questionnaires were returned 

representing 78% response rate of the overall study. Stated by DeMaio (1980), it is not expected to obtain 

a maximum response in studies where participation in survey is voluntary. Whilst, Baruch & Holton 

(2008), claim that the average aggregate response rate to be a benchmark must be settled at about 50%.  

Before analyzing the data provided by the samples, it is important to obtain some insight into the 

characteristics of respondents who took part in this study, with respect to their demographic and 

socioeconomic profiles. This is a standard practice that provides a background for the analysis that 

follows. The characteristics that are discussed here include the gender, the age of the respondents, the 

religion, the education background, and the ethnic group. Table 2 shows the interpretations of the 

demographics results. 

The respondents’ profile has indicated that 192 participants were males represented with 49.2%, whereas 

females consisted of 198 participants with 50.8% response rate. Regarding age, the results indicated that 
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only 2 respondents are below 20 years old, whereas the majority which has 196 respondents with 50.3% 

fall in the age category of 31 – 40 years old. Those whose age between 20 – 30 years old has gained a 

total number of 78 response represented with 20.0%, while for age between 41 – 50 years old has gained 

a total number of 86 response represented with 22.1%. Finally, for the last age group, which is 51 years 

old and above, the study has 28 respondents represented with 7.2% only. 

Moreover, the results of this study indicated that 370 respondents were Muslims who represented 94.9%, 

4 respondents were Christian representing 1%, 14 respondents were Hindu representing 3.6%, while 2 

respondents were from other religions representing 0.5%. 

Educational statistics showed that 78 respondents were Secondary School educated representing 20%, 

156 or 40.0% respondents were Diploma holders, and 118 (30.3%) respondents were Bachelor’s Degree 

holders. There were 24 (6.2%) respondents with Master’s Degrees and 14 (3.6%) respondents had others 

qualifications. 

For ethnic group, a total number of 366 respondents were Malay representing 93.8%, follow by 14 

(3.6%) respondents who are Indians, 2 (0.5%) respondents were Chinese, and 8 (2.1%) respondents 

represented other ethnic groups. 
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Table 2: Demographic Profile (n=390) 

 

  

Variable Frequency Percentage Chart

Gender

   Male 192 49.2

   Female 198 50.8

Age

   Below 20 years old 2 0.5

   20 - 30 years old 78 20

   31 - 40 years old 196 50.3

   41 - 50 years old 86 22.1

   51 years old and above 28 7.2

Religion

   Islam 370 94.9

   Christian 4 1

   Hindu 14 3.6

   Others 2 0.5

Education

   Secondary School 78 20

   Diploma 156 40

   Bachelor's Degree 118 30.3

   Master's Degree 24 6.2

   Others 14 3.6

Ethnic Group

   Malay 366 93.8

   Chinese 2 0.5

   Indian 14 3.6

   Others 8 2.1
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The analysis of petroleum company branding preferred choices is shown in Table 3, revealed that 160 

(41.0%) respondents’ preferred choice was Petronas. Closely follow by Shell with 158 (40.5%) 

respondents. There were 48 (12.3%) respondents whose preferred brand was Petron, 18 (4.6%) 

respondents chose BHP, and 6 (1.6%) respondents chose Caltex as their preferred petroleum brand. 

Similarly, the engine oil brand preferred choice showed that 106 (27.2%) respondents chose Petronas 

Syntium engine oil, 122 (31.3%) respondents were choosing Shell Helix engine oil, while BHP Syn 

Guard and Caltex Haraline engine oil both have 2 (0.5%) respondents each. Majority of respondents 

preferred to use other specific engine oil brands with represent 158 (40.5%). 

Table 3: Frequency and Percentage Petrol Brand 

 

 

 

Petrol Brand Frequency Percentage Chart

Petrol Station Brand

   Petronas 160 41

   Shell 158 40.5

   Petron 48 12.3

   BHP 18 4.6

   Caltex 6 1.6

Engine Oil Brand

   Petronas Syntium 106 27.2

   Shell Helix 122 31.3

   BHP Syn Guard 2 0.5

   Caltex Haraline 2 0.5

   Others 158 40.5

Reason to Drive in

   The brand name 22 5.6

   Availability of other services at the petrol station 142 36.4

   Traffic condition at the petrol station 62 15.9

   Nearness to home or route 144 36.9

   Loyalty card 20 5.2



34 

 

The responses to the survey revealed that the availability of other services and location nearer to home or 

route is an important aspect in consumers’ decision to drive into a petrol station. Proximity to home or 

route shows 36.9% of customers drive into petrol stations and followed closely by availability of other 

services at petrol stations which is 36.4%. Aside to that, about 15.9% of respondents make up decisions 

based on a factor such as to avoid traffic conditions at petrol stations. The product brand and the loyalty 

card show very low decision making to drive into a petrol station. Statistically, it shows that consumers’ 

decision to drive into the petrol stations is due to proximity to home location or route during travelling. 

4.3 Confirmation Factor Analysis  

A confirmation factor analysis (CFA) was conducted to measure validity and reliability of hypothesise 

measurement model before evaluating the theoretical model as suggested by Arbuckle, J.L (2010). The 

CFA allows to test the hypothesis that a relationship between observed variables and its underlying latent 

constructs exists (Suhr, 1999). According to Capmouteres and Anand (2016) that defined the CFA as a 

tool that is used to approve or discard the measurement theory. In this study, factor analysis was 

performed on 18 items in order to know whether each item correlated with each other, and the number of 

components involved. For statistical analysis, Statistical Package of the Social Science (SPSS) version 21 

was used to run the CFA for the validity of sampling. 

4.3.1 Factor Analysis Validity 

Table 4 represents measure sampling for each variable, which are product quality, service quality and 

brand leadership. The results show the Kaiser-Meyer-Olkin (KMO) measure of sampling adequacy is 

equal to .845 for product quality, .797 for service quality and .852 for brand leadership.  According to 

Hair et al (2018), it is suggested that if the Kaiser-Meyer-Olkin (KMO) is greater than 0.6, the sampling 

is adequate to proceed with factor analysis. 

For the Bartlett’s Test of Sphericity (BTS) for all sampling that was found to be significant (P=.000), 

which confirm that the inter correlation matrix contains sufficient variance to make all the factor analysis 
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valid. As a summary, the KMO test and BTS results have shown that the sampling was adequate to 

proceed with factor analysis.  

Table 4: KMO and Bartlett’s Test for items group 

 Product Quality Service Quality Brand Leadership 

Kaiser-Meyer-Olkin of Sampling Adequacy. .845 .797 .852 

                                      Approx. Chi-Square 1152.714 613.622 1063.049 

Bartlett’s Test of Sphericity          df 15 15 15 

                                                       Sig. .000 .000 .000 

 

Moreover, to support the sampling validity, Table 5 shows the factor loadings and commonalities based 

on principle components analysis with varimax for 18 items. The 18 items were grouped into 3 factors 

equally, namely product quality, service quality and brand leadership. Below are the details of the 18 

items: 

 

There are six items under Product Quality. They are: 

1. This petrol brand has good quality. 

2. This petrol brand offered better engine protection. 

3. I feel more power behind the wheel after filled with this petrol brand. 

4. I feel fuel consumption value to price. 

5. Engine oil of this brand has good quality for engine. 

6. I use this petrol brand because it’s recommended by engine specialist/workshop technician. 

 

For Service Quality, there are six items fall in this construct. They are: 

1. I choose this petrol station brand because the payment method is easy. 

2. I choose this petrol station brand because its nationwide. 
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3. The petrol station brand and the retails shop available is clean and well stoked. 

4. The loyalty card gives reasonable cumulative points amount to redeem compared to others brand. 

5. The use of specific credit card/e-wallet card gives me value either rebate or off price. 

6. Provided variety of services in petrol station retails shop. 

Lastly, under Brand Leadership, there are six items were group together. They are: 

1. I believe this petrol brand is one of the leading brands in its category. 

2. Advertisement influences my purchasing decisions. 

3. The petrol brand is growing in popularity. 

4. The brand lead with advance in product. 

5. The brand lead with advance in services 

6. I am loyal to one petrol station brand because of its reputation. 

 

The correspondence index for factor loading analysis validity is shown in Table 5. In this factor analysis, 

the commonalities for all items are ranging from 0.534 to 0.868 which can be interpreted as the 

proportion of variance of each item that was explained by three factors which are Product Quality, 

Service Quality and Brand Leadership. Principle components analysis was used to identify and compute 

all items into specific factors or components that should be 0.5 (50%) or better as suggested by Garson 

(2012) and Azrul et. al. (2020).  
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Table 5: Factor loading and communalities based on principle components analysis with varimax rotation for 18 items construct. 

Construct 
Product Quality Service Quality 

Brand 

Leadership 

This petrol brand has good quality. 0.804 
 

 This petrol brand offered better engine protection. 0.843 
 

 I feel more power behind the wheel after filled with this petrol. 0.828 
 

 I feel fuel consumption value to price. 0.735 
 

 Engine oil of this brand has good quality for engine. 0.815 
 

 I use this petrol brand because it’s recommended by engine specialist/workshop technician. 0.666     

I choose this petrol station brand because the payment method is easy.  
0.745 

 I choose this petrol station brand because its nationwide.  
0.687 

 The petrol station brand and the retails shop available is clean and well stoked.  
0.732 

 The loyalty card gives reasonable cumulative points amount to redeem compared to others brand.  
0.727 

 The use of specific credit card/e-wallet card gives me value either rebate or off price.  
0.729 

 Provided variety of services in petrol station retail shop.   0.637   

I believe this petrol brand is one of the leading brands in its category.   0.742 

Advertisement influences my purchasing decision.   0.534 

The petrol brand is growing in popularity.   0.829 

The brand lead with advance in product   0.868 

The brand lead with advance in services.   0.851 

I am loyal to one petrol station brand because of its reputation.   0.731 

        

Note: Factor loading ≥ 0.5 (50%) 
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4.3.2 Reliability Analysis 

Cronbach’s alpha reliability co-efficient was calculated to test the reliability analysis of measures across 

all construct items. According to Hair et al. (2018), when the co-efficient alpha is greater than 0.70, it 

indicates that high internal consistency of all instruments, hence convergent validity is supported. 

 

Table 6 shows the Cronbach’s alpha co-efficient for all variables. The results revealed that all the 

variables have acceptable reliability (internal consistency). From Table 6, Cronbach’s alpha value for 

product quality is 0.865, follow by service quality which is 0.786 and brand leadership is 0.836. In 

summary, all instruments had high internal consistency (>0.70). 

 

Additionally, composite reliability was also calculated to determine the consistency of construct validity 

of sampling measure. The value of composite reliability in this study should be greater than 0.7 although 

in many cases suggested by Suprapto, W and Stefany, S, (2020), the value of 0.6 is also acceptable. In 

Table 7, the composite reliability value for product quality variable is 0.865, service quality variable is 

0.786 and the brand leadership shows a value of 0.836. Therefore, all variables are reliable as a 

measurement tool in this study because the composite reliability value are above the provisions of 0.6 

(Suprapto, W and Stefany, S, 2020).  

 

Furthermore, Average Variance Extracted (AVE) was also measured which can support and better reflect 

the characteristics of each research variable in the model as suggested by Arbuckle, J.L., (2010). As 

suggested by Suprapto, W and Stefany, S, (2020), the minimum recommended Average Variance 

Extracted (AVE) value is 0.5, however the value of 0.4 is still acceptable. Table 8 shows the results of 

AVE. In Table 8, it indicates that the AVE value for product quality is 0.832, service quality is 0.875 and 

brand leadership shows the result of 0.860. Thus, the overall indicators for each variable are declared 

reliable as they have an AVE value greater than the minimum score of 0.5 (Suprapto, W and Stefany, S, 

2020). 
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Table 6: Reliability Cronbach’s Alpha, α. Cutt-off Value (>0.70). 

Items Constructs and Measurement 
Cronbach's 

Alpha, α 

Product Quality 0.865 

PQC1 This petrol brand has good quality   
PQC2 This petrol brand offered better engine protection  
PQC3 I feel more power behind the wheel after filled with this petrol brand  
PQC4 I feel fuel consumption value to price  
PQC5 Engine oil of this brand has good quality for engine  

PQC6 I use this petrol brand because it’s recommended by engine 

specialist/workshop technician  

Service Quality 0.786 

SQD1 I choose this petrol station brand because the payment method is easy  
SQD2 I choose this petrol station brand because its nationwide.  

SQD3 The petrol station brand and the retails shop available is clean and well 

stoked.  

SQD4 The loyalty card gives reasonable cumulative points amount to redeem 

compared to others brand.  

SQD5 The use of specific credit card / e-wallet card gives me value either rebate or 

off price.  

SQD6 Provided variety of services in petrol station retails shop   

Brand Leadership 0.836 

BLE1 I believe this petrol brand is one of the leading brands in its category  
BLE2 Advertisement influences my purchasing decision  
BLE3 The petrol brand is growing in popularity  
BLE4 The brand lead with advance in product  
BLE5 the brand lead with advance in service  
BLE6 I am loyal to one petrol station brand because of its reputation   
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Table 7: Composite Reliability. Cutt-off Value (>0.60). 

Items Constructs and Measurement 
Composite 

Reliability 

Product Quality 0.693 

PQC1 This petrol brand has good quality   
PQC2 This petrol brand offered better engine protection  
PQC3 I feel more power behind the wheel after filled with this petrol brand  
PQC4 I feel fuel consumption value to price  
PQC5 Engine oil of this brand has good quality for engine  

PQC6 I use this petrol brand because it’s recommended by engine 

specialist/workshop technician  

Service Quality 0.766 

SQD1 I choose this petrol station brand because the payment method is easy  
SQD2 I choose this petrol station brand because its nationwide.  

SQD3 The petrol station brand and the retails shop available is clean and well 

stoked.  

SQD4 The loyalty card gives reasonable cumulative points amount to redeem 

compared to others brand.  

SQD5 The use of specific credit card / e-wallet card gives me value either rebate or 

off price.  

SQD6 Provided variety of services in petrol station retails shop   

Brand Leadership 0.739 

BLE1 I believe this petrol brand is one of the leading brands in its category  
BLE2 Advertisement influences my purchasing decision  
BLE3 The petrol brand is growing in popularity  
BLE4 The brand lead with advance in product  
BLE5 the brand lead with advance in service  
BLE6 I am loyal to one petrol station brand because of its reputation   
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Table 8: Average Variance Extracted (AVE). Cutt-off Value (>0.50). 

Items Constructs and Measurement AVE 

Product Quality 0.832 

PQC1 This petrol brand has good quality   
PQC2 This petrol brand offered better engine protection  
PQC3 I feel more power behind the wheel after filled with this petrol brand  
PQC4 I feel fuel consumption value to price  
PQC5 Engine oil of this brand has good quality for engine  

PQC6 I use this petrol brand because it’s recommended by engine 

specialist/workshop technician  

Service Quality 0.875 

SQD1 I choose this petrol station brand because the payment method is easy  
SQD2 I choose this petrol station brand because its nationwide.  

SQD3 The petrol station brand and the retails shop available is clean and well 

stoked.  

SQD4 The loyalty card gives reasonable cumulative points amount to redeem 

compared to others brand.  

SQD5 The use of specific credit card / e-wallet card gives me value either rebate or 

off price.  

SQD6 Provided variety of services in petrol station retails shop   

Brand Leadership 0.860 

BLE1 I believe this petrol brand is one of the leading brands in its category  
BLE2 Advertisement influences my purchasing decision  
BLE3 The petrol brand is growing in popularity  
BLE4 The brand lead with advance in product  
BLE5 the brand lead with advance in service  
BLE6 I am loyal to one petrol station brand because of its reputation   
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4.4 Measurement Model 

Structural equation modeling (SEM) is applied to identify the data relationships between variables. Stated 

by Lachowicz et al., (2018), SEM techniques use quantitative combinations and correlation or 

fundamental assumption between variables into the model. This section is to explain the research 

hypothesis proposal findings between the variables if there is a significant positive influence or not. 

Thus, when the findings show relationship results positively between product quality and service quality 

on brand leadership, shall indicate that product quality and service quality is the key factor of brand 

leadership success.  To test the proposal hypothesis, the covariance and correlation tables were taken 

from the output of measurement model which was done on AMOS.  

4.4.1 Hypothesis Testing 

From Table 9, the results indicated that product quality has significant positive influence on brand 

leadership where (β = 0.450, CR = 7.196, p = < 0.05). Thus, this means that H1 is supported. 

 

H1 Product quality has a positive relationship on brand leadership. 

 

Table 9: Research hypothesis test finding for Product quality. 

 

***: p<0.001; **: p<0.01; *: p<0.05 

 

 

 

 

Hypothesized Effect
Std. 

Estimate (β)
S.E C.R P Support

H1
Product quality has significant relationship 

with brand leadership
0.450 0.062 7.196 *** Yes
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While from Table 10, the results indicated that service quality also has significant positive influence on 

brand leadership where (β = 0.251, CR = 0.545, p = < 0.05), therefore that H2 is accepted. 

 

H2 Service quality has a positive relationship on brand leadership. 

 

Table 10: Research hypothesis test finding for service quality. 

 

***: p<0.001; **: p<0.01; *: p<0.05 

 

As a summary, all the research finding in this study are consistent with Hanasyha, J. et al (2013), that 

shows, the product quality and service quality have a positive significant relationship on brand 

leadership. 

 

4.4.2 Structural Equation Modelling (SEM) 

Structural Equation Modelling (SEM) is concerned with the model of which comprises all variables 

together. However, several indices were used to determine the goodness of fit of the model. As shown in 

Figure 8 in the next page, the modified structural model has yielded an expected significant chi-square 

which is (557.299, p<0.05) given the large sample size employed in this research study. Other fit indices 

were also used to support chi-square and measure the goodness of fit for example (TLI = 0.839, CFI = 

0.863 and RMSEA = 0.099). From this result, it can be concluded that the model achieved well for the 

data, and it is consistent with Hanasyha, J. et al (2013) and Hair et al (2018). 

 

Hypothesized Effect
Std. 

Estimate (β)
S.E C.R P Support

H2
Service quality has significant relationship 

with brand leadership
0.251 0.055 0.545 *** Yes
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Figure 8: Structural Model. 
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4.5 Chapter Summary  

This chapter outlines the survey response analysis, confirmatory factor analysis (CFA), establishes 

measurement validity and reliability and demonstrate AMOS analysis and hypotheses testing. As a result, 

all the hypotheses are accepted as significant, showing that it has significant influence of product quality 

and service quality on brand leadership. This finding is in line with Hanasyha, J et al (2013). The 

important finding is that this study strengthens the research done by Hanasyha J et al (2013) and to 

demonstrate the relationship between product quality, service quality and brand leadership. 
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CHAPTER 5 

CONCLUSION AND RECOMMENDATIONS 

 

The focus of this study is to determine the effect of product quality and service quality on brand 

leadership in Malaysia petrol station user, hence adding value from empirical study by Hanasyha J. et al. 

(2013). In this context, the study tested using a questionnaire survey on petrol station user in Putrajaya, 

Shah Alam and Kuala Lumpur. Data was collected and were analysed using structure equation modelling 

(SEM).  

This chapter discusses further about the results from the previous chapter. Then both theoretical and 

managerial implication of the study will be discussed. Next, recommendations for future research will 

proposed and lastly, conclusion will be stated.   

5.1 Discussion of Research Finding 

In this research there are two main objectives (1) to examine the influence of product quality and service 

quality on brand leadership, (2) to demonstrate the relationship between product quality, service quality 

and brand leadership. 

5.1.1 The Influence of Product Quality on Brand Leadership 

In this study analysis, the results indicate that product quality has significant relationship with brand 

leadership. This result is expected because customer perception depending on the petrol company brands 

that emphasize on product quality and value of purchasing. Generally, vehicle user (car, motorbike, van 

etc.) seeking for petrol brands with the potential fuel saving consumption (value extra kilometers), 

performance and safety. To demonstrate this, Table 11 shows respondent concern about product quality 

by choose to agree for all related questionnaires.  
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Table 11: Frequency table for product quality questionnaire survey 

 

*Details items refer to Table 8. (SD=Strongly disagree; D=Disagree; N=Neutral; A=Agree; SA=Strongly 

agree) 

In this finding, customers agree to purchase on the brand due to its product quality provide by provider.  

Indeed Keller (2008) indicated that giant brands aim to project the image of product quality status to their 

customers mainly to strengthen their leadership position in highly competitive market. For example, Shell 

company introduce Shell FuelSave 95 commercially tag line “Extra kilometers goes a long way”. 

Customer would believe by using Shell brand petrol should result fuel saving consumption. Further, 

Beverland et.al (2007) claimed that leading brands are looking upon as powerful and influential in 

gaining customers’ attention by improving product quality. 

Based on the above discussion, it shows the importance of product quality in developing brand 

leadership. Thus, it is suggested that petroleum manufacturers should utilize maximum efforts towards 

improving their product quality.   

5.1.2 The Influence of Service Quality on Brand Leadership 

In this study service quality was evaluate based on payment method, numbers of petrol stations and 

physical environment. From the results, service quality had a significant positive relationship on brand 

leadership. Though past study (Hanasyha J. et al. 2013) on service quality have focused on automotive 

Items SD D N A SA

PQC1 4 2 32 240 112

PQC2 4 0 46 238 102

PQC3 2 8 88 214 78

PQC4 4 8 90 202 86

PQC5 2 2 60 226 100

PQC6 8 28 128 164 62
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industry, yet the finding is consistent with past studies in which the most powerful leading brand towards 

customer satisfaction by providing service quality. 

Table 12, demonstrate the respondents’ satisfaction on service quality on related questionnaire. Highest 

reason that respondent prefer is the retail shop service provided by petrol station and other services 

facilities available in petrol station such as ATM, fast food, online payment, and grocery. These two 

items have strong influence on customer satisfaction.  

Table 12: Frequency table for service quality questionnaire survey 

 

*Details items refer to Table 8. (SD=Strongly disagree; D=Disagree; N=Neutral; A=Agree; SA=Strongly 

agree) 

5.1.3 Relationship Between Product Quality, Service Quality and Brand Leadership 

Quality is important aspect to consider for brand to success (Aaker, D.A., 1991). In order to building a 

strong brand awareness, the main strategies are to differentiate a product from competitors by adding 

value in its quality. Any brands able to manage its quality perceptions would becoming a market leader in 

particular product category. Thus, quality of the product or services are a durable assets and value for 

firms to enable them to gain sustainable competitive advantage. This study demonstrates the importance 

of product quality and service quality in building brand success and validate the relationship between 

product quality, service quality and brand leadership. The results are aligned with past study (Hanasyha J. 

et al. 2013) that shows positive relationship between product quality, service quality and brand 

leadership.  

Items SD D N A SA

SQD1 0 16 60 214 100

SQD2 0 4 40 210 136

SQD3 0 4 38 224 124

SQD4 2 14 98 194 82

SQD5 2 26 108 178 76

SQD6 0 8 34 226 122
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5.2 Implication of the Research 

5.2.1 Theoretical Implication 

In terms of theoretical implication, this study confirmed that there is a positive relationship between 

product quality, service quality and brand leadership. Thus, this study supported the existing theory and 

past study about the influence of product quality and service quality on brand leadership. 

5.2.2 Brand Leadership Implication 

The finding of this study has important implication for business marketing to enhance their brand 

strategy, particularly on brand leadership. Product quality and service quality have strong relevance in 

any business context such as petroleum industry, automotive industry, telecommunication industry, 

banking and are considered among the most important factors for purchase decision. Customer perception 

on quality of product or services impact their buying decisions.  

In addition, in highly competitive markets, with the increasing numbers of brands, providing products 

with high quality and offering excellent services to customers not only can improve brand image, but also 

would enable such product or services brands to sustain competitive advantage in long run and become 

the leading brand. 

Furthermore, this study can used as guidelines in any business context to develop strategies on brand 

leadership to retain customer and enable them to build strong brand through quality. By understanding 

customer preferences and requirements, petrol station services or any business environment should 

enhance their product and service quality. This study application shows that product quality and service 

quality have positive relationship with brand leadership. In conclusion, product quality and service 

quality to be crucial element for building brand leader in competitive market, good brand image and 

customer loyalty. 
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5.3 Limitations of the Research 

In this study there are several limitations that can be improved and open opportunities for future research. 

The first limitation of this study is that the sample size is limited due to the time constraint, the 

respondents are only from Putrajaya, Shah Alam and Kuala Lumpur region. Hence, the results cannot be 

generalized for the whole population of petrol station users in Malaysia. 

The next limitation is the research only measure on quality factor as a key success of brand leadership, 

yet other factors such as innovativeness, value, popularity, loyalty, awareness, brand association and 

others also should take consideration to improve the findings. 

Another limitation of this study is the inclusion of only one industry example petrol station (petroleum 

industry). Different products or industries may elicit a different response from the user (consumers). 

As summary, future research should include above factors that can enrich the analysis results and 

demonstrate others key factors for the success of brand leadership strategies. 

5.4 Recommendation for Future Research 

In the future suggested that researchers to conduct similar studies in wider area coverage. Moreover, this 

study focuses only petrol station outlet user, it would be beneficial to conduct others industrial area with 

others key factors as well. By doing so, it would strengthen the results and help industries or firms to 

employ the possible strategies for building brand leadership and gaining competitive advantage. 

 As this study used quantitative approach to test the influence of product quality and service quality on 

brand leadership, it is valuable to implement other qualitative techniques to gain better insights and 

suggestion on the factors that essential role in creating brand leadership strategy. 
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5.5 Conclusion 

Recent brand leadership and consumers perception studies emphasize the important of perceived quality 

as an instructive construct in building brand awareness and brand image to obtain competitive advantage. 

In this study has reached aligning conclusion and strengthen the past research of the influence of product 

quality and service quality on brand leadership. Also, has demonstrate the consistency with prior 

literature that has shown that product quality and service quality have a positive and significant 

relationship with brand leadership. 

This study exercise has confirmed that there was a positive significant relationship among product 

quality, service quality and brand leadership. Hence, it is important to industrial or business firm to 

ensure that consumers are satisfied with the product or services they provided. When consumers are 

satisfied with the product or services, they will trust and recommended to others. Indeed, this positive 

influence able to develop brand sustainability in competitive market. Finally, the industries or business 

firm able to focus on brand leadership strategies to build their brand awareness and recognition. 
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APPENDIX A: QUESTIONNAIRE 

 

Dear Respondent, 

My name is Khairul Anuar Bin Abdul Shukor (Student No.: M19311021), a final year of Master 

Business Administration (Leadership) student with University Tun Abdul Razak (UNIRAZAK), 

Kuala Lumpur. Currently I am doing a research project as part of the fulfilment in completing 

my MBA degree. The research project entitled, “The Influence of Product Quality and 

Service Quality on Brand Leadership: An Empirical Study of Petrol Station Outlet Users”. 

This survey is to examine the effect of product quality and service quality on brand leadership. 

As such I would request your kind participation in this survey of which all information will be 

solely for academic purposes. 

Thank you very much. 

 

 

Your sincerely, 

 

____________________________ 

(Khairul Anuar Bin Abdul Shukor) 
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QUESTIONNAIRE / SOAL SELIDIK 

Instruction: Please tick (√) your answer. 

Arahan: Sila tandakan (√) jawapan anda. 

 

SECTION A: DEMOGRAPHIC PROFILE / BAHAGIAN A – PROFIL DEMOGRAFI 

1. Gender / Jantina: 

 Male / Lelaki 

 Female / Perempuan 

 

2. Age / Umur: 

 Below 20 years / Bawah 20 tahun 

 20 – 30 years old / 20 – 30 tahun 

 31 – 40 years old / 31 – 40 tahun 

 41 – 50 years old / 41 – 50 tahun 

 51 years old and above / 51 tahun dan ke atas 

 

3. Religion / Agama: 

 Islam / Islam 

 Christian / Kristian 

 Hindu / Hindu 

 Buddhists / Budha 

 Others / Lain-lain 

Please specify……………………  

Sila nyatakan …………………… 
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4. Education / Pendidikan: 

 Secondary School / Sekolah Menengah 

 Diploma / Diploma 

 Bachelor’s Degree / Ijazah Sarjana Muda 

 Master’s Degree / Ijazah Sarjana 

 Doctorate Degree / Ijazah Doktor 

 Others / Lain-lain 

Please specify…………………… 

Sila nyatakan …………………… 

 

5. Ethnic Group / Kumpulan Etnik: 

 Malay / Melayu 

 Chinese / Cina 

 Indian / India 

 Others / Lain-lain 

Please specify…………………… 

Sila nyatakan …………………… 

 

SECTION B: GENERAL PERSPECTIVE / PERSPEKTIF UMUM 

1. Which brand do you filling petrol: 

Jenama mana yang anda gunakan untuk isi petrol: 

 

 Petronas 

 SHELL 

 Petron 

 BHP 

 Caltex 

 Others / Lain-lain 

Please specify…………………… 

Sila nyatakan …………………… 
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2. Which engine oil brand do you use: 

Jenama minyak enjin mana yang anda gunakan: 

 Petronas Syntium 

 SHELL Helix 

 Petron Blaze Racing 

 BHP SynGuard 

 Caltex Haraline 

 Others / Lain-lain 

Please specify…………………… 

Sila nyatakan …………………… 

 

3. Which of the following aspects is most likely to influence your decision to drive into one petrol 

station over another? Please select one (√): 

Manakah antara aspek berikut yang paling mungkin mempengaruhi keputusan anda untuk 

memandu ke satu stesen minyak berbanding stesen minyak yang lain? Sila pilih satu (√): 

 The brand name / Nama jenama 

 Availability of other services at the petrol station (e.g. Retail store, ATM, Fast food service, 

etc.) 

Ketersediaan perkhidmatan lain di stesen petrol (cth. Kedai runcit, ATM, perkhidmatan 

makanan segera, dll.) 

 Traffic condition at the petrol station 

Keadaan kesibukan kenderaan di stesen minyak 

 Nearness to home or route 

Berdekatan dengan rumah kediaman atau laluan 

 Loyalty card 

Kad loyalti 
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Instruction: Please tick (√) your answers according to the scale below. 

Arahan: Sila tandakan (√) jawapan anda mengikut skala di bawah. 

 

1 Strongly Disagree / Sangat Tidak Setuju 

2 Disagree / Tidak Setuju 

3 Neutral / Berkecuali 

4 Agree / Setuju 

5 Strongly Agree / Sangat Setuju 

 

SECTION C: PRODUCT QUALITY / BAHAGIAN C: KUALITI PRODUK 

No. Statement / Penyataan 1 2 3 4 5 

1. This petrol brand has good quality. 

Jenama petrol ini mempunyai kualiti yang baik. 

     

2. This petrol brand offered better engine protection. 

Jenama petrol ini menawarkan perlindungan enjin yang lebih baik. 

     

3. I feel more power behind the wheel after filled with this petrol brand. 

Saya merasa kenderaan saya lebih berkuasa selepas diisi dengan 

jenama petrol ini. 

     

4. I feel fuel consumption value to price. 

Saya merasakan penjimatan minyak dengan harga 

     

5. Engine oil of this brand has good quality for engine. 

Jenama minyak enjin ini mempunyai kualiti yang baik untuk enjin 

kenderaan 

     

6. I use this petrol brand because its recommended by engine 

specialist/workshop technician. 

Saya menggunakan jenama petrol ini kerana disyorkan oleh pakar 

enjin / juruteknik kenderaan 
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SECTION D: SERVICE QUALITY / BAHAGIAN D: KUALITI PERKHIDMATAN 

No. Statement / Penyataan 1 2 3 4 5 

1. I choose this petrol station brand because the payment method is easy 

(credit card, e-wallet etc. – no que required) 

Saya memilih jenama stesen minyak ini kerana kaedah pembayaran 

yang mudah (kredit /debit kad, e-wallet, dll. – tidak perlu beratur) 

     

2. I choose this petrol station brand because its nationwide (more 

scattered number of petrol station across Malaysia) 

Saya memilih jenama stesen minyak ini kerana terdapat banyak di 

seluruh tempat (bilangan stesen minyak yang banyak di seluruh 

Malaysia) 

     

3. The petrol station brand and the retails shop available is clean and 

well stoked.  

Keadaan jenama stesen minyak dan kedai runcit yang bersih, kemas 

dan pilihan barangan yang pelbagai. 

     

4. The loyalty card gives reasonable cumulative points amount to 

redeem compare to others brand. 

Jaminan kad loyalty dengan jumlah mata terkumpul yang munasabah 

untuk ditebus berbanding dengan jenama yang lain. 

     

5. The use of specific credit card / e-wallet card gives me value either 

rebate or off price (% discount / rebate) 

Penggunaan kad kredit / kad e-wallet tertentu yang memberi saya 

nilai rebat yang berpatutan atau potongan harga (% diskaun / rebat) 

     

6. Provided variety of services in petrol station retail shop. (food and 

drinks, ATM, joint brand (McDonald’s, Starbuck, etc), daily needs 

product etc) 

Menyediakan pelbagai perkhidmatan di kedai runcit stesen minyak. 

(makanan dan minuman, ATM, jenama bersama (McDonald’s, 

Starbuck, dll), barangan keperluan harian dll) 
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SECTION E: BRAND LEADERSHIP / KEPIMPINAN JENAMA 

No. Statement / Penyataan 1 2 3 4 5 

1. I believe this petrol brand is one of the leading brands in its category. 

Saya percaya jenama petrol ini adalah salah satu jenama terkemuka 

dalam ketegorinya. 

     

2. Advertisement influence my purchasing decision 

Iklan mempengaruhi keputusan pembelian saya 

     

3. The petrol brand is growing in popularity 

Jenama petrol ini semakin popular 

     

4. The brand lead with advance in product 

Jenama ini diterajui dengan kemajuan produk 

     

5. The brand lead with advance in services 

Jenama ini diterajui dengan kemajuan perkhidmatan 

     

6. I am loyal to one petrol station brand because of its reputation.  

Saya setia pada satu jenama stesen minyak kerana reputasinya 

     

 

………. End of Questionnaire / Soal Selidik Tamat………. 
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