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. Introduction

In every country the Small and Medium Size Enterprises (SMESs) sector is the backbone for economic
development. In many parts of the world SMEs become main contributor to country’s Gross Domestic Product
(GDP). However, nine of every ten new businesses failed within the first two years and SMEs is a big portion of
that frightening indicator. Low survival rate and lack of distinctive products amplify the chance of failure. The
need for product differentiation to improve customer recognition through branding is one of the key success
factors for SMEs.

By definition “Brand is a name, term, symbol, characteristic and or special design that is intended to
identify the goods or services of one seller or group of sellers” and “Branding is the key to differentiate product
among competitors”

From Thailand Ministry of Industry classify Small and Medium Size enterprise by mainly number of
employees with less than 50 employees consider being Small enterprise and less than 200 to be Medium size
enterprise. They also use other criteria such as asset value not more than 200 million Thai Baht. This research
we are using number of employees because of its simplicity.

Many SMEs believed that branding is an important factor to their business success. Thai SMEs now
immerging from an era of being cheap manufacturing source of International companies. The operating cost has
steadily risen throughout the past 3 decades. Thai SMEs now more than ever need to develop their own brand to
compete effectively in the wider market. SMEs are characterized by non-conscious brand building efforts
related to the core strategy including low cost differentiation. The most successful are more proactive (Vidic &
Vadrjal, 2013). According to Centeno et al (2013) Typical SME brand building is trial and error, risk taking,
involving creativity and learning? SMEs believed that branding is important factor to their success. The purpose
of this study is to demonstrate relationship between branding and the impact of branding on SME impact on
sales performance.

1. Review of literatures

There is a considerable amount of small-to-medium sized enterprises (SME) it marketing literature
(Gilmore, 1999) but little of it reflects much on subject of branding in this particular field.

Sales performance is one of the measures of performance. A key reason for the focus on corporate
branding in more recent years has been its documented link to improved sales performance (Madden, Fehle and
Fournier, 2006). In the context of brand building in SMEs and linkage to the sales performance is not yet been
explored.

Although a relationship between a strong brand identity and sales performance has yet to be
established, it makes logical sense that a strong brand identity would have performance pay-offs. (Aaker, 1996)
asserts that strong brands are ones which make a unique and valuable proposition which is synchronized with
consumer needs. In marketing context brand is the key to differentiate product between sellers in the market.
Brand can create perception of uniqueness in that product. Uniqueness of the product is displayed in several
aspects such as functionality, design, value for money.

This small yet powerful concept it is very important to businesses to invest heavily on brand building

activities aiming for increasing product differentiation. As a result of differentiate the product will then help
increase possibility for purchase. Purchasing decision process from customer generally made by matching
certain attributes of the product they intend to buy with customer’s needs and experiences. The final result
should be an obvious increase in SMEs sales performance compare to the competitors.
SMEs need to be more proactive and also have to express and embed their brand value propositions within their
identity and reputation in their interaction with customers. Brand, reputation and brand identity need to play
more active roles in offering ways of conceptualizing and documenting the realities of the contemporary
business environment in which firms operates (Abimbola and Vallaster, 2007).

An earliest explicit study on SME branding is (Abimbola, 2001) who explores the role of branding as a
competitive strategy. The research argues that new brands are like new products and brand extensions in
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particular need to draw on inventiveness, innovation and creative flair. Making use of the entrepreneur in public
relations was also advocated (Merrilees, 2007). The paper by (Wong and Merrilees, 2005) have provided a
useful typology of branding among small businesses

(Neely, 1999) confirms the importance of business performance measurement as a management
imperative, he also recognizes the multitude of problems associated with the over-use of historical financial data
as a single measure of performance. In today’s increasingly competitive environment and with the proliferation
of service based businesses, a multi-dimensional measure of performance is advocated (Neely, 1999;
Venkatraman and Ramanukam, 1986). Three key dimensions are suggested: financial performance, marketing
effectiveness and strategic performance (Venkatraman and Ramanukam, 1986). Financial performance relates to
more objective measures of performance such as sales or profit, whilst marketing effectiveness and strategic
performance are both subjective measures.

A key factor for the brand is the Founders values, identity beliefs; core competencies transmitted
trough brand identity. (Spense & Essoussi, 2010). “A brand that captures your mind gains behavior “A brand
that captures your heart gains commitment” (Aker, Talgo. 2001). Brand as symbol provides cohesion and
structure to an identity. Ideally, the developed characteristics are remembered each time the target sees the
symbol. Brand’s value proposition defines as, a statement of the functional, emotional and self-expressive
benefits delivered by the brand that provide value to the customer.

Ogilvy suggests an approach called Express Brand Identity. This is an easy step-by-step development:
1. Leverage strengths through core value
2. Innovation
3. Using the Brand for competitive advantage (Ward, 2012).

However, most SMEs do not focus on Brand identity. They do not formally develop Brand Building
activities including CRM and emphasizing Brand Identity. For those that do, higher annual turnover is the most
important factor in brand building (Hirvonen & LaukKanen, 2011).

Searching for brand identity is a starting point of brand building activity. Most effective way to search
for brand identity for an entrepreneur is to allies brand identity of the company to their own believes. By
conveying message about SME owner personal values and translate them into corporate value. For SME there is
an important role of brand management with an internal passion for the brand and an active role of entrepreneur
(Krake, 2005).

Brand identity is the unique set of brand associations that establishes a relationship with the target
audiences. (Aker, 2001) These associations generate value via functional, emotional or self-expressive benefits.
The brand is more than the tangible product itself; it also is a collection of these other important relational
variables. There is also little research on the relationship of Brand Building and SME performance. A recent
study found size and age dominate performance. (Blackburn et al, 2013).

Impact on organizational performance will have a positive relationship with brand identity representing
by the norms and beliefs of the owners (Deshpande and Webster, 1989). However, still very limited research has
examined the link between corporate culture and brand identity. Brand identity will have a positive relationship
with organizational performance. The importance of branding as a point of differentiation and a source of
positional advantage is well recognized by product oriented organizations. However cultural and recreational
services also face increasing competition and their inherent intangibility, variability and perish ability suggest
that a strong brand would be even more important than for product based firms.

Il. Methodology and data collection

Starting from an effort to try to explain relationships between phenomena by focusing on certain set of
variables and identify whether one is dependent variable or independent from the rest. For each variables
researcher also need to define unit of measures to be able to quantify the strength and direction of a relationship.
This direction and strength of a relationship will help us come to the conclusion and answer previously set
research questions.

In the research will use survey by questionnaire as primary data collection tool. The survey will
consisted of three main sections and comprised of several questions related to branding and impact on branding.
Survey questions will be answer by SME owners, managers and representative.

During the process of formulating questions on the survey the researcher went through many literatures
and list out several variables. At the beginning research interviewed 6 SMEs owners in various industries to
define which questions relevant to their brand building. The interview answers then use in the smaller analysis
to test for the reliability and validity of the questions asked. In total the researcher has 33 variables that
identified as significant to the SMEs brand building and converted them into survey questions. In addition to the
answers given the research also gain insight information from the interview on how they see their respective
company compare with their competitors. How brand building activities can be effectively improve their sales
performance.
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The 6 SMEs are
- Raming Tea Company (Foods and Agriculture) 150 employees
- Cotton Farm (Handy Craft) 45 employees
- Exza Celam (Dental Supplies and Dental Equipment) 164 employees
- Pacific Biotech (Foods and Food Supplements) 146 employees
- Bangkok RIA (Medical Laboratory Service) 200 employees
- Raja Cycle (Bicycle manufacture with 2 separate bike brands) 180 employees

The survey questions from the initial review of literature, interview and testing then distributed to wide
variety of SMEs owners and managers here in Thailand as primary data collection process. The research
targeted 240 samples from 3 SMEs categories, which are production, service and technology, agriculture and
foods. There are 177 actual questionnaires returned to the researcher and 126 can be use with completed data ready for
secondary data collection. From database of Thai SME from Thailand local bank, the researcher takes advantage of the
periodic gathering of SME customers at the local bank headquarter for networking activity and seminar. This gather will
include SMEs from all industry from all region of Thailand at around 30-40 participants each time.

Secondary data collection will come from the company register name that the surveyors given. The use of
accessing sale data from year 2009-2011 from an audited financial statement submitted to “The Department of Business
Development Thai Ministry of Commerce” is free and open to public. Once the sale performance information has been
collected the researcher will use figures from 2009-2011 to find the average sales performance.

Research then make a comparative analysis with in the selected samples and separate them into two
groups. By selecting SMEs with good performance and compare the survey results with the rest (average
performance). Then establish relationship from their answers regarding branding activity. Research expecting
the result to be positive correlation with better performs SMEs put more effort and priority into their brand and
brand management.

V. Analysis and results

After data secondary data collection the research began to analyze the data set of 126 surveys. In the
analyzing process will include reliability analysis, factor analysis and the researcher using regression analysis to
explain the relationship between the dependent variable “sales performance” and factors related to the branding
answered by SMEs. The first item is reliability testing result by calculating Crombach’s alpha from sample set
and expect result to be higher than 0.7. As a result the reliability for (Brand building activities is .890, CRM is
.825 and Brand identity .845 and .884). From this result we can concluded that the survey questions are reliable.
Reliability Test (Cronbach’s Alpha)

Brand Building Activities
Reliability Statistics

Cronbach's Alpha Based on
Cronbach's Alpha Standardized ltems N of Items

.889 .890 15

CRM
Reliability Statistics

Cronbach's Alpha Based on
Cronbach's Alpha Standardized ltems N of Items

812 .825 8

Brand Identity Functional
Reliability Statistics

Cronbach's Alpha Based on
Cronbach's Alpha Standardized ltems N of Items

873 875 5
Brand Identity Symbolic
Reliability Statistics

Cronbach's Alpha Based on
Cronbach's Alpha Standardized Items N of Items

877 .884 5

In the case of testing for validity with two main tests the First one is face validity. Focus of this
research on Thai SME in all 3 types of SME Manufacturing, Trading and Service. Due to geographic limitation
of sample size only for Thailand and all SMEs selected within the criteria classified by Ministry of Industry. The
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local bank database covers all aspects of SMEs whom already passed the start up period and entering the phase
of expansion. This provides the face validity of 126 samples selected in this research.

For construct validity will be tested by calculating Eigen’s value to be higher than 0.5 from the factor
analysis process. This will ensure new factors generated from 33 variables (questions on the survey) are indeed
valid. From the factory analysis and the extraction for Eigen’s value 7 new factors are formed from 33
questions. Band Building Activities have 3 new factors, CRM have 2 new factors and Brand identity have 2 new
factors one for Functional Identity and one for Symbolic Identity.

Eigen Values higher than 0.5. Three new factors generated
1. F1BBA : Documented, Logo, Team involvement, Planning, Budgeting and Decision Making
2. F2BBA : Brand Portfolio, Brand Extension, Advertising, PR and Trade Show
3. F3BBA : Online Marketing, Uniform and Internal communication

Rotated Component Matrix?

Component

1 2 3
Documented 745 119 .002
Logo 743 142 248
team involvement 759 .087 .038
Brands portfolio .168 .672 -.047
brand Extension .382 717 .044
communication channels .158 .249 .398
Advertising .060 .636 495
Public relations .054 .656 .550
Tradeshow .163 .587 421
Online marketing .085 .358 .640
Uniforms .108 -.132 776
internal communication 547 .130 .592
Planning 440 .369 467
Budgeting .582 373 .390
Decision .568 .382 .351

Extraction Method: Principal Component Analysis.
Rotation Method: Varimax with Kaiser Normalization.

a. Rotation converged in 6 iterations.
CRM
Eigen Values higher than 0.5. Two new factors generated
4. F4 CRM : 7 variables included in this factor
5. F5CRM : Brand Ambassador

Component Matrix®

Component
1 2
customer information .634 -.437
Organize .663 -.502
Newsletter 577 .395
Jbrand ambassadors 543 .702
Training .736 .254
customer knowledge and experience.805 .066
information exchange 791 -.081
extent customer .607 -.289

Extraction Method: Principal Component Analysis.
a. 2 components extracted.
Brand Identity (Functional)
Eigen Values higher than 0.5. One new factor generated which included all variables
6. F6 BIF: 5 variables included in this factor

Component Matrix?
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Component
1
served the functional purpose 761
Provided .860
Efficiency .879
Innovative 773
Expertise .809

Extraction Method: Principal Component Analysis.
a. 1 components extracted.
Brand Identity (Symbolic)

Eigen Values higher than 0.5. One new factor generated which included all variables
7. F7 BIS: 5 variables included in this factor

Component Matrix®

Component
1
origin prestige 770
suitable with lifestyle .861
Uniqueness 877
Credibility .853
SMEs CSR .768
Extraction Method:  Principal Component

Analysis.
a. 1 components extracted.

After testing result shows that the 126 samples collected are valid and reliable the research continues
with the data analysis. The method used in this research is regression analysis which is a statistical process for
estimating the relationships among variables. It includes many techniques for analyzing several variables when
the focus is on the relationship between a dependent variable and one or more independent variables. The
researcher tries 3 different models. First two models are using percentage of sale growth from year 2009-2011
and third model is using the average 3 years sale figure.

After reviewing the Regression Summary, the first two models relate to Sales Growth. Model |
considers the Brand Building Actions, CRM and Brand ldentity. These variables explain 10.5 % of Sales
Growth but does not achieve the level of significance of .05 Model 2 adds the Background Characteristics,
position, type of business 15 years of operation and Number of Employees. Over 5 years of operation indicates
survival. The number of employees relates to size. This combination of variables explains 17% of the sales
growth. It is significant.

Two variables have significant betas but they are negative. Brand Ambassadors (CRM2) has a beta of -
.212 and survival has a beta of -.219.

The implications of these results are as the SME emphasizes more personalized customer relationships,
it has lower Sales Growth. As the SME achieves longer duration sales growth goes down.
Regression Summary

Model 1 Model 2

Model 3

D.V. % Growth

D.V. % Growth

D.V. Average Sales

R? 10.5% (.06)

R’ 16.6% (.02)

R’ 39.9% (.01)

Betas

Betas

CRM2 -.212 (.04)

BBAL -.278 (.008)

5™ year -.219 (.02)

BBA2 -.270 (.01)

CRM2 -.153 (.09)

5™ year .252(.002)

# Employees .393 (.001)

Model 3 examines average sales over 3 years as the dependent variable. In this model the Brand
Building Activities, CRM and Brand Identity are included with the Background Characteristics. This
combination significantly explains 40 % of the Average Sales.

Four variables have significant betas. Two are related to Brand Building. These are Brand process (-
.278) which is negative and Brand portfolio (.270) which is positive. The more an SME emphasizes the process,
the lower are the Average Sales, but if the activities concentrate on a brand portfolio the higher than Average
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Sales will be. The remaining variables are Background Characteristics. The longer an SME survives and the
larger it is increases Sales Performance.

From the total of 126 samples the researcher also come up with another observation from basic
descriptive statistic of the data. By using mean performance from percentage of sale growth with ranking of the
answers given in the survey to indicate the effort in certain area of brand building. The researcher found that top
ten best brand building activities that out perform the mean sales growths of 19.75% are

Ranking Description %
1 Team Involvement 11.79
2 Providing needs 11.41
3 Serve Functional Purpose 9.90
4 Efficiency 9.69
5 Documentation 9.57
6 Creditability 9.15
7 Organize Info 8.23
8 Logo 8.18
9 Public Relation 7.07
10 Internal Communication 6.96
V. Conclusion and Discussion

From the beginning the goal of this research always been to find evidence to support the relationships
and measures the impact of branding in Thai SME context. The research result shows that branding is an
important aspect of SME business operation. Branding directly effect SME sale performance but different items
from the list of variables related to branding have different degree of impact.

This research provided first empirical evidence to support the conclusion that identifies relationship
between branding and sales performance of SME. The relationship is 39.9% of sales performance can be
explained by branding and SMEs basic background characteristics. The research clearly quantify each variables
with and their impact despite some beliefs that predate this research the result clearly link more internal brand
building better that external activities.

This research has originality in two main areas, 1. The research included all sectors of SMEs and 2.
The research has evidence to support the measurement of impact on SMEs branding. There is a shortage of
empirical evidence that branding can impact sales performance. With this new evidence from the research result
we can now concluded that branding surely will have positive impact on the SMEs sales performance in
Thailand.

As a result, the contribution to the Branding field of study is enhancing the understanding of Brand
impact on smaller companies in SME environment such as Thailand. How it differs from the branding impact in
the context of large corporation that often measure brand using brand equity value. In SMEs context brand
equity still doesn’t exist, this research shows branding still have positive impact and explain a lot of sales
performance in smaller company that do not have brand equity. The most important contribution is the ability to
quantify for the first time the branding impact on SMEs.

More than 80% of business in Thailand is SME and their survival is important to overall economic
livelihood of the country. | started planning to embark on this research the research fully aware of its
significance in helping Thai SME. SME limited resource more effectively in branding process. Research finding
can immediately help SME owners and managements to make decision referring to the impact percentage that
each activity (variable) can produce above the Thai SMEs average performance. They can get the most value by
selecting appropriate variables that suit them well in their own business operation.

This careful selection will help enhance utilizing their resource to the maximum with little waste.
SMEs in Thailand are bombarded by fancy marketing terms and from this point onward they will know the
benchmark on what branding result will be in their business when they decided to invest in such activity.

Limits and future research

The research only done in Thailand based on Thai SMEs and the result cannot explain the same
phenomenon in other countries until similar research has been done. Secondly as many researches related to
SMEs one major problem facing primary data collection is SMEs data is one of the hardest things to find. They
are operating in all sorts of locations. They are difficult to reach and they also did not have a lot of historical
data kept in such an organized manner.
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Tables for regression analysis
Variables Entered/Removed®
Model Variables Entered Variables Removed [Method

1 F7BIS, F5CRM,
FACRM,  F2BBA,

F6BIF,  FIBBA,| Enter

F3BBA®
a. All requested variables entered.
b. Dependent Variable: Performance
Model Summary

Std. Error of the

Model R R Square Adjusted R Square  |Estimate
1 .325° .105 .052 41.84994

a. Predictors: (Constant), F7BIS, FSCRM, FACRM, F2BBA, F6BIF, FIBBA, F3BBA

ANOVA®
Model Sum of Squares Df Mean Square F Sig.
1 Regression 24352.601 7 3478.943 1.986 .063°
Residual 206667.268 118 1751.418
Total 231019.869 125

a. Predictors: (Constant), F7BIS, FSCRM, FACRM, F2BBA, F6BIF, FIBBA, F3BBA
b. Dependent Variable: Performance

Coefficients®
Model Unstandardized Standardized | T Sig. 95% Confidence Interval for B
Coefficients Coefficients
B Std. Error | Beta Lower Bound Upper
Bound
1| (Constant) -63.419 29.796 -2.128 .035 -122.423 -4.414
F1BBA 2.206 7.462 .036 .296 768 -12.571 16.983
F2BBA 5.601 6.751 .103 .830 408 -7.768 18.970
F3BBA 8.314 6.305 .160 1.319 .190 -4.171 20.799
FACRM 9.057 8.964 119 1.010 314 -8.694 26.809
F5CRM -7.505 3.960 -.203 -1.895 .060 -15.346 .336
F6BIF 8.210 6.708 141 1.224 .223 -5.075 21.494
F7BIS -6.084 4.808 -.136 -1.265 .208 -15.605 3.437
a. Dependent Variable: Performance

Variables Entered/Removed®
Model Variables Entered Variables Removed |[Method

1 Q6employees,
FACRM,
Q4TBusiness,
Q3Position, Q5Year,|. Enter
F7BIS, F5CRM,
F2BBA, F6BIF,
F1BBA, F3BBA®

a. All requested variables entered.
b. Dependent Variable: Performance

Model Summary

Std. Error of the
Model R R Square Adjusted R Square  |Estimate

1 .408° .166 .086 41.10841
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Model Summary

Std. Error of the
Model R R Square Adjusted R Square  |Estimate
1 .408% .166 .086 41.10841

a. Predictors: (Constant), Q6employees, FACRM, Q4TBusiness, Q3Position, Q5Year,
F7BIS, F5SCRM, F2BBA, F6BIF, FIBBA, F3BBA

ANOVA®
Model Sum of Squares Df Mean Square F Sig.
1 Regression 38371.126 11 3488.284 2.064 .029°
Residual 192648.743 114 1689.901
Total 231019.869 125

a. Predictors: (Constant), Q6employees, FACRM, Q4TBusiness, Q3Position, Q5Year, F7BIS, FSCRM, F2BBA, F6BIF,

F1BBA, F3BBA

b. Dependent Variable: Performance

Coefficients?

Standardized
Unstandardized Coefficients |Coefficients 95% Confidence Interval for B
Model B Std. Error Beta T Sig. Lower Bound |Upper Bound
1 (Constant) -50.371 32.907 -1.531 129 -115.560 14.819
F1BBA 5.513 7.442 .090 741 460 -9.231 20.256
F2BBA 3.777 6.736 .069 561 576 -9.567 17.121
F3BBA 8.856 6.295 170 1.407 162 -3.613 21.326
FACRM 6.290 9.385 .083 .670 .504 -12.302 24.882
F5CRM -7.820 3.925 -.212 -1.992 .049 -15.596 -.043
F6BIF 6.372 6.737 .109 .946 .346 -6.974 19.718
F7BIS -7.359 4.796 -.164 -1.534 128 -16.860 2.142
Q3Position 2.817 4.670 .055 .603 548 -6.434 12.068
Q4TBusiness 3.670 2.439 135 1.505 135 -1.162 8.502
Q5Year -.820 .362 -.219 -2.264 .025 -1.538 -.103
Q6employees  |-7.846E-5 .014 .000 -.006 .996 -.028 .028
a. Dependent Variable: Performance
Variables Entered Removed
W ariables Variables
MModel |Entered Femoved Method
1 Qfemployess,
FACEM,
Q4TBusmess,
(J3Position,
Q5Year, FTEIS, Enter
FICEM,
F2EEA, FGOEIF,
FI1EEA,
F3BEAx
2. All requested varizbles entered.
b. Dependent Varizble: Average 3 vears sales
Modsl Summary
Adjusted B Std. Error of the
Model |E F Square |Square Estimate
1 632a 300 341 8.67388E7
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2 Predictors: (Constant), Qéemplovess, FACRM, Q4TBusmess,
Q3Position, Q3 Year, FYBIS, FICEM, F2EEBA, FGEIF F1EEA,

F3BBA
ANOVAs
hiodsl Sum of Squares af hizan Squars F Sig.
1 Regression |00 008.625.006275200 |11 J1.300.784.099. 1o 00y | 0002
661384
Residual o e s o _ 75270811336
$58,087.240.240,031,740 114 i1
Total 1427.895.874336,306940  |125

2 Predictors: (Constant), Qfemployees, FACEM, Q4TBusiness, Q3Position, 3V ear FTEIS, F3CEM, F2EBEA,
FG6BIF, FIBEA F3EEA

b. Dependent Variable: Average 3 years sales

Coefhicients
Standardized
Unstandardized Coefficients Cosfficients 93% Confidence Interval for B
hdodel B Std. Error Beta t Sig. LowerBound |UpperBound
1 (Constant) 68,361,336 69,450,520 -084 327 -2.039E8 6.022E7
FIBEA -4 248E7 13,706,967 -278 2704 1008 -71.339E7 -1.136E7
F2EEBA 3.664E7 14216256 270 2377 011 8470305.297 6.480E7
F3BEA 713321.199 13,285,034 006 034 57 -2.560E7 2.703E7
FACEM 3260835.246 18,807,351 017 163 870 -3.308E7 4250E7
FiCEM -1.400E7 8284628 =153 -1.701 092 -3.030E7 2319612 648
F6BIF 2.080E7 14 218,095 206 2.102 038 1727304.115 3.306E7
FIBIS 8350669.048 10,122,151 073 825 Al -1L1T0ET 2.840E7
Q3Position 2167183.358 9,836,060 064 320 A9 -1.136E7 2.769E7
Q4TBusiness -3010431.659 5,147 498 -0d3 -.383 560 -1321E7 7186722064
QiYear 2346863 940 764 544 252 3.070 003 832307 496 3861420401
(Gemployees 147438 238 20673 393 4969 000 33636246 206220269

2 Dependent Varizble: Average 3 years sales
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