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that are related to this study and Pullman Yangon CenterPoint official websites and even
ACCOR official website. The researcher gathered all the secondary data from the above-
mentioned sources aiming to develop a conceptual framework of the research

theoretically and systematically leading to achieve the research objective.

3.7 Data Collection Process

Data collection process for this research topic “Influence of Brand Image
on Customer Retention in Pullman Yangon CenterPoint Hotel, the data collection process
was stand on rational data, since the data collection time was set within two months, only
from November 2022 to December 2022. Then the researcher tested the questionnaire for
validity. The test of reliability was taken out by using Cronbach’s Alpha. It was
conducted in November 2024. After all the researcher distributed the questionnaire to the
participants. Moreover, the questionnaires were distributed via online through the various
social networking sites as Facebook, Messenger, Line, and WhatsApp as a target

population to get unbiased responses by using the help of Google Forms.
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CHAPTER 4

DATA ANALYSIS

In this chapter, the researcher delves into the practical aspect of the study,
providing an insightful examination of the practical findings. The analytical component is
elucidated by applying the framework of references from Chapter (2) and the
methodologies outlined in Chapter (3). The outcomes of the current research will be

presented in three distinct sections:

Part 1: Demographic Information of the Samples; Utilizing frequency and percentage to

depict the participants' characteristics.

Part 2: Effects Analysis: Investigating the impacts of brand awareness, brand experience,

brand loyalty, and customer retention using mean (X) and standard deviation (S.D).

Part 3: Hypothesis Testing: Systematically presenting the results of hypothesis testing.

4.1 The Analysis of Demographic Information

The research unfolds the personal data of the respondents, encompassing various
aspects such as gender, age, nationality, occupation, education level, monthly income and
the two additional questions which are the nature of the respondents upon PYC including
purpose of visiting PYC and spending amount at PYC. The data analysis employs
statistical techniques, specifically percentage ratios and frequency counting. The

comprehensive findings are systematically presented in the following tables:
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Table 4.1: Frequency and Percentage of Demographic Data: Gender

Gender Frequency Percentage
Male 130 43.3
Female 170 56.7

Total 300 100.0

Within the scope of this current research, a predominant share of the participants

constitutes females, totaling 170 respondents, representing 56.7% of the sample. In

contrast, the male respondents account for 130 individuals, making up 43.3% of the total.

Table 4.2: Frequency and Percentage of Demographic Data: Age

Age Frequency Percentage
17 to 25 100 333

26 t0 35 90 30.0
361045 80 26.7

Above 45 30 10.0

Total 300 100.0

A significant portion of the sample population falls within the age bracket of 17-

25 years, constituting 100 respondents, which accounts for 33.3% of the total.
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Subsequently, respondents aged between 26-35 years make up the second-largest group
with 90 individuals (30.0%). The age group of 36-45 years encompasses 80 respondents,
representing 26.7%, while those aged more than 45 years total 30 respondents, equivalent
to 10%. This outcome indicates a noteworthy inclination among Myanmar's population,

particularly the youth, towards visiting at Pullman Yangon CenterPoint Hotel.

Table 4.3: Frequency and Percentage of Demographic Data: Nationality

Nationality Frequency Percentage
Myanmar 248 82.7
Foreigner 52 17.3

Total 300 100.0

In the dataset, there are 248 respondents from Myanmar, constituting the majority
at 82.7%. Additionally, there are 52 respondents who are foreigners, representing 17.3%

of the total participants.

Table 4.4: Frequency and Percentage of Demographic Data: Education

Education Frequency Percentage
High School Level 79 26.3
Bachelor’s degree 161 53.7

Master’s degree 21 7.0
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Doctoral degree 39 13.0

Total 300 100.0

The educational profile of the respondents reveals a diverse range of academic
backgrounds. A notable 26.3% of participants hold a high school level qualification,
amounting to 79 individuals. A significant majority, constituting 53.7%, have attained a
bachelor's degree, with 161 respondents showcasing a higher level of educational
attainment. Those with a master's degree comprise 7.0% of the sample, totaling 21
respondents, reflecting a cohort with advanced academic qualifications. Furthermore, 39
respondents, representing 13.0%, have achieved a doctoral degree, highlighting the

presence of highly educated individuals within the study population.

Table 4.5: Frequency and Percentage of Demographic Data: Occupation

Occupation Frequency Percentage
Student 125 41.7
Employee 105 35.0

Own Business 50 16.7
Unemployed 20 6.7

Total 300 100.0

The occupational composition of the respondents showcases a diverse spectrum of

professional backgrounds. A substantial 41.7% of participants identify as students,



constituting 125 individuals actively engaged in educational pursuits. Employees make
up a significant portion, representing 35.0% of the sample with 105 respondents

contributing to the study. A notable 16.7% of participants are entrepreneurs, indicating
individuals involved in their own businesses, with a frequency of 50. Additionally, the

survey includes 20 unemployed respondents, accounting for 6.7% of the total.

Table 4.6: Frequency and Percentage of Demographic Data: Purpose of the visit
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Purpose of visit Frequency Percentage
Business 56 18.7
Personal 244 81.3

Total 300 100.0

The purpose of respondents' visits is discerned through a clear demarcation
between business and personal objectives. An appreciable 81.3% of participants cite
personal reasons for their visits, totaling 244 individuals. This substantial majority
signifies a prevalence of respondents undertaking trips for leisure, family, or individual
pursuits. On the other hand, 18.7% of participants, comprising 56 individuals, indicate

business as the primary purpose of their visit.

Table 4.7: Frequency and Percentage of Demographic Data: Monthly Income
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Income Frequency Percentage
Less than 500,000 kyats 50 16.7
Between 500,001 kyats - 120 40.0
1,000,000 kyats

Between 1,000,001 kyats - 90 30.0
2,000,000 kyats

More than 2,000,000 kyats 40 13.3

Total 300 100.0

The income distribution among the respondents provides insights into the

financial diversity within the sample. A significant portion, constituting 40.0%, falls

within the income bracket of 500,001 kyats to 1,000,000 kyats, with a frequency of 120

individuals. Additionally, 30.0% of participants, totaling 90 respondents, report an
income range between 1,000,001 kyats to 2,000,000 kyats. Those earning less than

500,000 kyats form 16.7% of the sample, amounting to 50 individuals. Finally,

individuals with incomes exceeding 2,000,000 kyats make up 13.3%, with a frequency of

40.

Table 4.8: Frequency and Percentage of Demographic Data: Spending Amount

Spending Amount

Frequency

Percentage

Less than 200,000 kyats

110

36.7
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Between 200,000 kyats — 500,000 150 50.0
kyats

Between 500,000 kyats — 1,000,000 30 10.0
kyats

Above 1,000,000 kyats 10 3.3
Total 300 100.0

The spending patterns of the respondents reveal a diverse range of budget
allocations. A considerable 50.0% of participants fall within the expenditure range of
200,000 kyats to 500,000 kyats, with 150 individuals contributing to this category.
Moreover, 36.7% of respondents, totaling 110 individuals, spend less than 200,000 kyats.
The survey captures a segment of participants with a higher spending capacity, as 10.0%
of respondents allocate budgets between 500,000 kyats to 1,000,000 kyats, constituting
30 individuals. A smaller cohort, representing 3.3% of the sample with a frequency of 10,

reports spending amounts exceeding 1,000,000 kyats.

4.2 The Analysis of Brand Awareness, Brand Experience, Brand Loyalty, and Customer

Retention

The analysis and interpretation of brand awareness, brand experience, brand loyalty and
customer retention will utilize an average range interpretation, as outlined in Chapter 3.

The interpretation scale is defined as follows:

- An average range of 1.00 — 1.80 signifies a strong disagreement.
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- An average range of 1.81 — 2.61 reflects a tendency toward disagreement.

- An average range of 2.62 — 3.42 indicates a netural stance.

- An average range of 3.43 — 4.23 suggests a tendency toward agreement.

- An average range of 4.24 — 5.00 signifies a strong agreement.

Respondents expressed their perceptions on a 5-point Likert-type scale, with each
question ranging from 1 for "Strongly Disagree" to 5 for "Strongly Agree.” This
structured approach facilitates a comprehensive understanding of respondents’ sentiments
and allows for a nuanced interpretation of the survey data. The corresponding weight or

score for each level is set as follows:

- Strongly Disagree = 1 point

- Rather Disagree = 2 points

- Moderate = 3 points

- Rather Agree = 4 points

- Strongly Agree = 5 points

Table 4.9: The Mean (x) and Standard Deviation (S.D.) of Brand Awareness

Brand Awareness X S.D. Interpretation

I’m very satisfied with the Pullman brand  3.83 1.03 Agree
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| often see mentions of Pullman Yangon

Centrepoint Hotel in social media.

4.23

0.76

Agree

| easily recognize and identify Pullman
Yangon Centrepoint Hotel among other

hotels in the area.

4.13

0.85

Agree

A qualified 5-star hotel comes in my
mind when | see a Pullman Yangon

CenterPoint Hotel.

4.13

0.76

Agree

When | am thinking of a place to stay or
attend a meeting, Pullman will come to

top of the mind.

4.23

0.76

Agree

Total

411

0.83

Agree

The data presented in Table 4.9 illustrates the mean (X) and standard deviation

(S.D.) of brand awareness among the respondents. The respondents express a high level

of satisfaction with the Pullman brand, as indicated by an average score of 3.83 with a
standard deviation of 1.03. Social media visibility appears to contribute positively to

brand awareness, with a mean score of 4.23 and a relatively low standard deviation of

0.76. Additionally, respondents easily recognize Pullman Yangon Centrepoint Hotel and

associate it with a qualified 5-star hotel, both scoring above 4 on average. The brand's
top-of-mind presence is affirmed by a mean score of 4.23 in relevant decision-making

situations. The overall mean for brand awareness is 4.11 with a standard deviation of
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0.83, reflecting a generally agreeable perception among respondents. This analysis
provides valuable insights into the strength and effectiveness of brand awareness

associated with Pullman Yangon CentrePoint Hotel.

Table 4.10: The Mean () and Standard Deviation (S.D.) of Brand Experience

Brand Experience X S.D. Interpretation

The service provided by Pullman Yangon 4.27 0.68 Agree
Centrepoint Hotel staff met or exceeded my

expectations.

The physical facilities and amenities at Pullman ~ 3.90 0.90 Agree

Yangon CentrePoint Hotel were well-maintained.

My experience at Pullman Yangon CentrePoint 4.20 0.75 Agree
Hotel aligned with the brand image portrayed in

its marketing.

I would describe my stay at Pullman Yangon 4.30 0.53 Strongly Agree

CentrePoint Hotel as memorable.

Positive experiences at Pullman Yangon 3.83 1.04 Agree
CentrePoint Hotel would lead me to recommend

it to others.

Total 4.10 0.60 Agree
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The data presented in Table 4.10 provides a comprehensive overview of
respondents’ perceptions of brand experience at Pullman Yangon CentrePoint Hotel,
showcasing mean (X) and standard deviation (S.D.) values. The service quality offered
by the hotel staff exceeds expectations, as indicated by a mean score of 4.27 and a
relatively low standard deviation of 0.68. The maintenance of physical facilities and
amenities receives a positive rating, with a mean score of 3.90 and a standard deviation of
0.90. Notably, respondents' experiences align with the brand image portrayed in
marketing, reflected in a mean score of 4.20. A significant number of respondents
strongly agree that their stays are memorable, with a mean score of 4.30 and a low
standard deviation of 0.53. Positive experiences contribute to a general willingness to
recommend the hotel, even though this aspect has a slightly higher standard deviation
(1.04). The overall mean for brand experience is 4.10 with a standard deviation of 0.60,
illustrating a consistent and positive perception among respondents regarding their

experiences at Pullman Yangon CentrePoint Hotel.

Table 4.11: The Mean (x) and Standard Deviation (S.D.) of Brand Loyalty

Brand Loyalty X S.D. Interpretation

Pullman Yangon CentrePoint Hotel's 4.03 0.70 Agree
positive reputation significantly

influences my loyalty to the brand.
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The brand image and values of Pullman 3.83 1.03 Agree
Yangon CentrePoint Hotel are

consistently maintained.

| am aware of and participate in loyalty 4.03 0.70 Agree
programs offered by Pullman Yangon

CentrePoint Hotel.

Participation in Pullman Yangon 3.97 0.80 Agree
CentrePoint Hotel's loyalty programs

enhances my loyalty to the brand.

Pullman Yangon CentrePoint Hotel 3.83 0.69 Agree
effectively communicates promotions and

special offers to keep me engaged.

Total 3.93 0.78 Agree

Table 4.11 provides insightful data on respondents’ perceptions of brand loyalty at
Pullman Yangon CentrePoint Hotel, featuring mean (X) and standard deviation (S.D.)
values. The positive reputation of the hotel significantly influences brand loyalty, with a
mean score of 4.03 and a relatively low standard deviation of 0.70. Respondents agree
that the brand image and values of Pullman Yangon CentrePoint Hotel are consistently
maintained, as reflected in a mean score of 3.83 and a standard deviation of 1.03.
Awareness and participation in the hotel's loyalty programs are notable, garnering a mean

score of 4.03 with a standard deviation of 0.70. Additionally, participation in loyalty



74

programs is perceived to enhance brand loyalty, evident in a mean score of 3.97 and a

standard deviation of 0.80. The effective communication of promotions and special offers

by Pullman Yangon CentrePoint Hotel is affirmed, with a mean score of 3.83 and a

standard deviation of 0.69. The overall mean for brand loyalty is 3.93, indicating a

positive inclination toward loyalty, supported by a standard deviation of 0.78. These

findings underscore the effectiveness of brand loyalty strategies employed by the hotel.

Table 4.12: The Mean () and Standard Deviation (S.D.) of Customer Retention

Customer Retention X S.D. Interpretation
| feel a sense of community and belonging 4.53 0.61 Strongly
to the Pullman Yangon CentrePoint Hotel Agree
brand.

Positive experiences at Pullman Yangon  4.33 0.70 Strongly
CentrePoint Hotel significantly influence Agree
my decision to return.

Loyalty programs offered by Pullman 4.20 0.83 Agree
Yangon CentrePoint Hotel influence my

decision to return.

Pullman Yangon CentrePoint Hotel would 4.20 0.83 Agree

be my first choice when considering

accommodations in the future.
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Even if other similar hotels are introduced 4.27 0.68 Strongly
in the market, | would remain loyal to Agree

Pullman Yangon CentrePoint Hotel.

Total 4.30 0.73 Strongly

Agree

In Table 4.12, the mean (X) and standard deviation (S.D.) values shed light on
customer retention perceptions among respondents at Pullman Yangon CentrePoint
Hotel. The data strongly indicate a sense of community and belonging to the hotel brand,
evidenced by a remarkable mean score of 4.53 and a low standard deviation of 0.61.
Positive experiences at the hotel significantly influence the decision to return, as reflected
in a mean score of 4.33 with a standard deviation of 0.70. Respondents express that
loyalty programs offered by Pullman Yangon CentrePoint Hotel play a role in their
decision to return, garnering a mean score of 4.20 and a standard deviation of 0.83. The
hotel stands out as a preferred choice for future accommodations, with a mean score of
4.20 and a standard deviation of 0.83. Importantly, even with the introduction of similar
hotels in the market, respondents express strong loyalty to Pullman Yangon CentrePoint
Hotel, as evidenced by a mean score of 4.27 and a standard deviation of 0.68. The overall
mean for customer retention is an impressive 4.30, indicating a high level of satisfaction
and loyalty, supported by a standard deviation of 0.73. These findings underscore the
hotel's success in fostering strong customer retention through a sense of community,

positive experiences, and effective loyalty programs.
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In this section, the research outcomes highlight the impact of brand image factors,

encompassing brand awareness, brand experience and brand loyalty on customer

retention. The examination of these effects involves the application of Simple Regression

and Multiple Regression Analysis. The detailed findings are systematically presented in

Tables 4.13 to 4.16. This analytical approach sheds light on the interplay of various

factors, offering valuable insights into how attitudes and psychological dimensions

contribute to the customer retention of the respondents.

Table 4.16: The influence of brand awareness on customer retention

Independent Standardized | t Sig. |R R F Sig
Variable Coefficients Square

(Beta)
(Constant) | 11.484 | 0.954 12.039 | 0.000 | 0.524% | 0.275 | 113.088 | 0.000?
Brand 0.489 | 0.046 | 0.524 10.634 | 0.000
Awareness

a. Dependent Variable: Customer Retention

In analyzing the relationship between brand awareness and customer retention, the

regression model reveals significant insights. The standardized coefficient (Beta) for

brand awareness stands at 0.489, indicating a positive and substantial influence on

customer retention. The associated t-value of 10.634 is statistically significant at a level
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of 0.000. The R Square value of 0.046 signifies that approximately 4.6% of the variability

in customer retention can be explained by brand awareness. The overall model's F-value

of 113.088 is statistically significant (p = 0.000), reinforcing the robustness of the

relationship.

Table 4.17: The influence of brand experience on customer retention

Independent Standardized | t Sig. [R R F Sig
Variable Coefficients Square

(Beta)
(Constant) | 7.595 | 0.730 10.403 | 0.000 | 0.745% | 0.555 | 371.752 | 0.000?
Brand 0.680 | 0.035 | 0.745 19.281 | 0.000
Experience

a. Dependent Variable: Customer Retention

According to the table, the independent variable which is the brand experience

influences customer retention at Pullman Yangon CenterPoint Hotel. The standardized

coefficient (Beta) for brand experience is notably high at 0.680, signifying a substantial

and positive influence on customer retention. The associated t-value of 19.281 is highly

statistically significant (p = 0.000). The R Square value of 0.035 indicates that

approximately 3.5% of the variance in customer retention can be attributed to brand

experience. The overall model's F-value of 371.752 is statistically significant (p = 0.000),

emphasizing the robustness of the relationship.




Table 4.18: The influence of brand loyalty on customer retention
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Independent Standardized | t Sig. |R R F Sig
Variable Coefficients Square

(Beta)
(Constant) | 11.711 | 0.890 13.164 | 0.000 | 0.543% | 0.295 | 124.503 | 0.000?
Brand 0.499 | 0.045|0.543 11.158 | 0.000
Awareness

a. Dependent Variable: Customer Retention

Analyzing the influence of brand loyalty on customer retention reveals significant

outcomes. The standardized coefficient (Beta) for brand loyalty stands at 0.499,

indicating a substantial positive impact on customer retention. The associated t-value of

11.158 is highly statistically significant (p = 0.000), emphasizing the strength of this

relationship. The R Square value of 0.045 signifies that approximately 4.5% of the

variance in customer retention can be explained by brand loyalty. The overall model's F-

value of 124.503 is statistically significant (p = 0.000), underscoring the robustness of the

examined variables.




Table 4.19: Hypothesis Testing Results
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Pullman Yangon Centrepoint

Results
Hypothesis
H1. Brand Awareness Factor is influencing customer retention at Supported
Pullman Yangon Centrepoint
H2. Brand experience factor is influencing customer retention at Supported
Pullman Yangon Centrepoint
H3. Brand loyalty factor is influencing customer retention at Supported
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CHAPTER 5

CONCLUSION AND DISCUSSION

This chapter presents a comprehensive overview of the research findings and
conclusions drawn from the primary data collected from 300 respondents through both
descriptive and hypotheses analyses. The central focus of the study is to investigate the
factors influencing customer retention at Pullman Yangon CenterPoint Hotel in Yangon,
Myanmar. The target population encompasses diverse guests, including local individuals
from across the country, representing various demographics such as gender, age,
nationality, education levels, occupations, and income groups. Specifically, participants
in the study are those who have experienced Pullman Yangon CenterPoint Hotel at least

twice or more. This chapter unfolds in four distinct sections:

5.1 Summary of Research Findings

5.2 Conclusion

5.3 Discussion

5.4 Managerial Implication

5.5 Recommendation for Further Study
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5.1 Summary of Research Findings

For the demographic information, the study provides a comprehensive analysis of
the demographic profile of respondents, covering gender, age, nationality, education,
occupation, purpose of visit, monthly income, and spending amount at Pullman Yangon
CentrePoint Hotel. Notable trends include a higher percentage of females, a significant
youth presence, most Myanmar respondents, diverse educational backgrounds, and varied

occupational roles.

Brand awareness at Pullman Yangon CentrePoint Hotel is positive, with a mean
score of 4.11. Respondents’ express satisfaction with the Pullman brand, high social
media visibility, and easy recognition among competitors. The analysis indicates a
generally agreeable perception among respondents, emphasizing the effectiveness of

brand awareness strategies.

Brand experience is well-received, with a mean score of 4.10. Positive ratings are
observed for service quality, maintenance of facilities, alignment with marketing,
memorable stays, and the likelihood of recommending the hotel. Overall, respondents
consistently report positive experiences, contributing to a favorable perception of brand

experienc favorable perception of brand experience.

Brand loyalty receives positive feedback, with a mean score of 3.93. Respondents
express loyalty influenced by the hotel's positive reputation, consistent brand image,

participation in loyalty programs, and effective communication of promotions.The
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findings suggest a strong inclination towards brand loyalty, supported by effective

strategies and communication.

Customer retention is notably high, with a mean score of 4.30. Factors influencing
retention include a sense of community, positive experiences, participation in loyalty
programs, and the hotel being the preferred choice for future accommodations.
Respondents exhibit a strong loyalty, even in the face of the introduction of similar hotels

in the market.

Hypotheses regarding the influence of brand awareness, brand experience, and
brand loyalty on customer retention are supported. Each factor (brand awareness, brand
experience, and brand loyalty) demonstrates a significant positive impact on customer
retention, as indicated by standardized coefficients, t-values, R Square values, and overall

model F-values.

In conclusion, the study reveals a positive and robust relationship between brand-
related factors and customer retention at Pullman Yangon CentrePoint Hotel. The
findings underscore the effectiveness of the hotel's strategies in creating awareness,
delivering positive experiences, fostering brand loyalty, and ultimately retaining satisfied

customers.
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5.2 Conclusion

In conclusion, the comprehensive analysis of demographic information
highlighted significant patterns within the respondent sample, emphasizing factors such
as gender, age, nationality, education, occupation, purpose of visit, monthly income, and
spending amount. Notably, a predominant share of female participants, the prevalence of
younger age groups, and a substantial representation of the Myanmar population were

observed.

Moving on to the effects analysis, the examination of brand awareness, brand
experience, brand loyalty, and customer retention unveiled positive sentiments among
respondents. Noteworthy findings include a strong agreement with Pullman’s brand
satisfaction, effective social media visibility, and high brand recognition. The brand
experience analysis indicated a consistent positive perception of services, facilities, and

memorable stays, contributing to a willingness to recommend the hotel.

Brand loyalty emerged as a significant factor, with positive reputation, consistent
brand values, and effective loyalty programs influencing respondents' loyalty. The
customer retention analysis revealed a profound sense of community, positive
experiences, and loyalty programs significantly impacting decisions to return, positioning

Pullman Yangon CentrePoint Hotel as the preferred choice.

The systematic results of hypothesis testing provided substantial evidence
supporting the influence of brand awareness, brand experience, and brand loyalty on

customer retention. Each factor demonstrated a statistically significant and positive
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impact, reinforcing the importance of these elements in shaping the loyalty and retention

of customers at Pullman Yangon CentrePoint Hotel.

In summary, the study not only unveiled the demographic landscape of the
respondents but also delved into the intricate dynamics between brand-related factors and
customer behavior. The positive outcomes across brand awareness, brand experience,
brand loyalty, and customer retention collectively affirm Pullman Yangon CentrePoint

Hotel's effective strategies in fostering a loyal customer base.

5.3 Discussion

The analysis of the demographic information highlights key characteristics of the
respondents, including a predominant female representation, a significant youth
demographic, and a diverse educational and occupational profile. The majority of

respondents are locals, with a notable presence of foreign participants.

Moving on to the effects analysis, the examination of brand awareness indicates a
strong positive perception among respondents. Social media visibility, recognition, and
top-of-mind presence contribute to the favorable brand image. The overall mean reflects
a generally agreeable perception, emphasizing the effectiveness of Pullman Yangon

CentrePoint Hotel's brand awareness strategies.

Brand experience analysis reveals consistently positive perceptions among

respondents. The hotel staff's service quality, well-maintained facilities, and alignment
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with the brand image contribute to a memorable experience. The overall mean suggests a

consistent and positive perception of brand experience.

Brand loyalty analysis indicates a positive influence on loyalty through a positive
reputation, consistent brand values, and effective loyalty programs. The overall mean

reflects a favorable inclination toward brand loyalty.

Customer retention analysis demonstrates a strong sense of community, positive
experiences, and loyalty program influence on respondents’ decisions to return. The high

overall mean underscores a high level of satisfaction and loyalty among participants.

Hypothesis testing results support the assertions that brand awareness, brand
experience, and brand loyalty significantly influence customer retention at Pullman
Yangon CentrePoint Hotel. The standardized coefficients, t-values, and R Square values

indicate the strength and statistical significance of these relationships.

In summary, the findings suggest that Pullman Yangon CentrePoint Hotel has
effectively established a positive brand image, provided a consistent and positive brand
experience, fostered brand loyalty, and achieved high levels of customer retention. These
insights can inform strategic decisions to further enhance the hotel's brand management

and customer relationship strategies.

5.4 Managerial Implications
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The research findings have several managerial implications for Pullman Yangon

CentrePoint Hotel:

1. Brand Awareness Influence: The study establishes a significant positive influence of
brand awareness on customer retention. Managers should continue investing in strategies
to enhance brand visibility and satisfaction, leveraging social media and other channels.
This could involve targeted marketing campaigns, collaborations, and promotions to

maintain and increase brand awareness.

2. Brand Experience Enhancement: The substantial impact of brand experience on
customer retention suggests the importance of consistently providing high-quality
services and maintaining well-kept facilities. Hotel management should focus on
continuous improvement in service quality, facilities, and ensuring that customer

experiences align with the brand image portrayed in marketing efforts.

3. Brand Loyalty Strategies: The positive influence of brand loyalty on customer
retention underscores the importance of loyalty programs and effective communication of
promotions. Pullman Yangon CentrePoint Hotel should continue and possibly enhance its
loyalty programs, ensuring they resonate with customer preferences. Regular

communication of promotions and special offers can further strengthen brand loyalty.

4. Targeted Marketing for Different Segments: The demographic analysis reveals diverse
participant characteristics. Management can tailor marketing strategies based on

demographic segments, such as age groups, nationalities, and income levels.
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Understanding the preferences and behaviors of different segments can lead to more

effective and targeted marketing campaigns.

5. Customer-Centric Approach: Given the emphasis on a sense of community and
belonging in customer retention, the hotel should adopt a customer-centric approach.
Creating a community feel, perhaps through events, loyalty gatherings, or personalized

services, can contribute to a stronger bond between customers and the hotel brand.

6. Continuous Monitoring and Adaptation: The research provides a snapshot of customer
perceptions at a specific point. Hotel management should consider this as a baseline and
continuously monitor customer feedback and preferences. Regular surveys, feedback
mechanisms, and staying attuned to market trends can help the hotel adapt its strategies in

response to evolving customer expectations.

By incorporating these managerial implications, Pullman Yangon CentrePoint
Hotel can strengthen its position in the market, foster customer loyalty, and enhance the

overall customer experience.

5.5 Recommendation for Further Study

Based on the analysis presented, the study indicates that brand awareness, brand
experience, and brand loyalty significantly influence customer retention at Pullman
Yangon CentrePoint Hotel. These findings suggest several managerial recommendations

for further study:
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1. Enhance Brand Awareness Strategies: Since brand awareness has a positive impact on
customer retention, the hotel management may consider investing in strategies that
further enhance brand visibility. This could involve targeted marketing campaigns, social
media promotions, and partnerships to increase the hotel's presence in the minds of

potential customers.

2. Optimize Brand Experience: The study highlights the importance of brand experience
in influencing customer retention. To strengthen this aspect, the hotel should focus on
consistently delivering high-quality services, maintaining facilities, and ensuring that

customer experiences align with the brand image portrayed in marketing materials.

3. Strengthen Loyalty Programs: Given the positive influence of brand loyalty on
customer retention, the hotel could further develop and promote loyalty programs. This
might involve introducing additional incentives, personalized offers, or exclusive benefits

for loyal customers to encourage repeat business.

4. Continuous Monitoring and Adaptation: As consumer preferences and market
dynamics evolve, it is crucial for the hotel to continuously monitor brand-related factors
and adapt strategies accordingly. Regular assessments of brand awareness, brand

experience, and brand loyalty will provide insights into changing customer expectations.

5. Explore Additional Variables: To deepen the understanding of customer retention,
future studies could explore additional variables that might influence this outcome. For

example, examining the impact of customer service quality, pricing strategies, or
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competitors' activities could provide a more comprehensive view of the factors affecting

customer retention.

6. Cross-Validation: To ensure the robustness of the findings, conducting cross-validation
studies or replicating the research in different contexts could validate the generalizability
of the results. This approach helps in confirming whether the identified relationships

between brand factors and customer retention hold true across diverse customer segments

or geographical locations.

7. Longitudinal Studies: Considering that consumer behaviors and preferences may
change over time, longitudinal studies tracking customer retention trends could offer
valuable insights. This longitudinal approach would provide a dynamic perspective on

how brand-related factors influence customer retention over different periods.

In summary, the study's results suggest practical strategies for Pullman Yangon
CentrePoint Hotel to strengthen customer retention. By focusing on brand awareness,
optimizing brand experiences, and fostering brand loyalty, the hotel can create a more
compelling value proposition for its customers, potentially leading to sustained loyalty

and positive business outcomes.
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APPENDIX

Appendix 1: Questionnaire (English)

Title of research: Influence of Brand Image on Customer Retention in Pullman Yangon
CenterPoint Hotel

This questionnaire is designed to obtain information in conducting academic
research for the requirement of Master of Business Administration Degree at Bangkok
University. | would surely appreciate if you could answer this questionnaire by giving
around 15 minutes. Kindly request to assist me to obtain certain and accurate data in
order to analyze for this study. | can assure that all these information in this study will be
kept confidentially.

The researcher built 4 parts of questionnaires setting in this academic study. The
parts comprise -

Part I: Screening Questions
Part I1: Demographic Questions
Part 111: Brand Awareness, Brand Experience, Brand Loyalty

Part IV: Customer Retention

Part 1 - Screening Questions

Instruction: Please (V') in the circle for your answer.

1. Have you ever visited to Pullman Yangon CenterPoint Hotel?
o Yes
o No

Notes: If your answer is No, please stop answering the rest of questions.

2. Have you ever visited to Pullman Yangon CenterPoint Hotel at least 2 times?
o Yes
o No

Notes: If your answer is No, please stop answering the rest of questions.



Part 2 - Demographic Questions

Instruction: Please (V') in the circle for your answer.

3. Gender
o Male
o Female

4. Age

17 to 25
26 to 35
36 to 45
Above 45

O O O O

5. Nationality
o Myanmar
o Foreigner

6. Education
o High School Level
o Bachelor’s degree
o Master’s degree
o Doctoral degree

7. Occupation
o Student
o Employee
o Own Business
o Unemployed

8. Purpose of visiting Pullman Yangon CenterPoint Hotel
o Business
o Personal
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9. Monthly income
o Less than 500,000 kyats
o 500,001 kyats - 1,000,000 kyats
o 1,000,001 kyats - 2,000,000 kyats
o More than 2,000,000 kyats

10. Spending Amount at Pullman Yangon CentrePoint Hotel per visit
o Less than 200,000 kyats
o Between 200,000 kyats — 500,000 kyats
o Between 500,000 kyats — 1,000,000 kyats
o Above 1,000,000 kyats

Part 3 — Independent Variables Questions

Instruction: Please check (V') in the space given for your review.

This part contributes four independent variables which are brand awareness, brand
experience, and brand loyalty.

5 points Likert scale for all questions included -

1 = strongly disagree, 2 =disagree, 3 = neither agree nor disagree, 4 = agree and 5 =
strongly agree

Brand Awareness 1 2 3 4 5

1. I’m very familiar with the Pullman brand.

2. | often see mentions of Pullman Yangon

CentrePoint Hotel in social media.

3. | easily recognize and identify Pullman
Yangon CentrePoint Hotel among other

hotels in the area.
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4. A qualified 5-star hotel comes in my mind
when | see a Pullman Yangon CenterPoint

Hotel.

5. When | am thinking of a place to stay or
attend a meeting, Pullman will come to top of

the mind.
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Brand Experiences

1. The service provided by Pullman Yangon
CentrePoint Hotel staff met or exceeded my

expectations.

2. The physical facilities and amenities at
Pullman Yangon CentrePoint Hotel were

well-maintained.

3. My experience at Pullman Yangon
CentrePoint Hotel aligned with the brand

image portrayed in its marketing.

4. 1 would describe my stay at Pullman

Yangon CentrePoint Hotel as memorable.

5. Positive experiences at Pullman Yangon
CentrePoint Hotel would lead me to

recommend it to others.
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Brand Loyalty

1. Pullman Yangon CentrePoint Hotel's
positive reputation significantly influences

my loyalty to the brand.

2. The brand image and values of Pullman
Yangon CentrePoint Hotel are consistently

maintained.

3. | am aware of and participate in loyalty
programs offered by Pullman Yangon

CentrePoint Hotel.

4. Participation in Pullman Yangon
CentrePoint  Hotel's loyalty  programs

enhances my loyalty to the brand.

5. Pullman Yangon CentrePoint Hotel
effectively communicates promotions and

special offers to keep me engaged.




Part 4 — Dependent Variable Questions

Instruction: Please check (V') in the space given for your review.
This part contributes the dependent variable that is customer retention.
5 points Like scale for all questions included -

1 = strongly disagree, 2 =disagree,3 = neither agree nor disagree, 4 = agree and 5 =

strongly agree

102

Customer Retention

1. | feel a sense of community and
belonging to the Pullman Yangon

CentrePoint Hotel brand.

2. Positive experiences at Pullman
Yangon CentrePoint Hotel
significantly influence my decision

to return.

3. Loyalty programs offered by
Pullman Yangon CentrePoint Hotel

influence my decision to return.
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4. Pullman Yangon CentrePoint
Hotel would be my first choice
when considering accommodations

in the future.

5. Even if other similar hotels are
introduced in the market, 1 would
remain loyal to Pullman Yangon

CentrePoint Hotel.
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