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Abstract 

NPO has shown to be increasing gradually in the recent years in 

Malaysia. Due to the advert of social media, there are more NPOs from 

other countries with different kind of causes. Those NPO that are 

established locally in Malaysia, not only have to compete among them 

but also now have to compete with the global NPO for the scarce 

resources such as donations and human powers. Therefore, the 

competition of the non-profit sector in Malaysia is getting more 

intensive. Hence, many NPO started to realize the importance of having 

positive perceived brand equity to differentiate from the others of the 

same nature, while able to receive continuous support from the donors or 

supporters. Hence, this study intend to examine the relationship between 

four independent variables which are social media’s brand messages, 

brand identity, brand knowledge and event marketing and the dependent 

variable namely brand equity of NPO. The data for this study were 

analysed based on the questionnaires answered by 300 respondents. The 

gathered data were analysed for normality test and followed by 

correlation analysis. Due to the data were not distributed normally, the 

correlation analysis were done using Spearman’s Rank Correlation 

Coefficient. The results from this correlation revealed that all the 

independent variables (social media’s brand messages, brand identity, 

brand knowledge and event marketing) have a positive influence towards 

brand equity. Therefore, NPOs should focus on these factors as well in 

promoting their respective organizations. 

 

Keywords: Brand equity, non-profit organizations, consumers, funds, 

correlation, brand knowledge, brand identity, social media, event 
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1. Introduction 

Non-profit organizations (NPO) are organizations that 

help individuals in needs and can be mutual benefit 

organizations like social clubs, labour union or trade 

associations [1]. NPO has grown in number because NPO 

contributed benefits to the society ranged from legal, 

political and economic and narrowed to individual like 

entertainment and healthcare [2].. According to the 

statistics of Registry of Societies Malaysia, NPO in 

Malaysia is increasing yearly [3]. The total registration of 

NPO in Malaysia for 2014 was 8,259 while in 2016, the 

total registration of NPO in Malaysia has increased to 

10,532 (Registration of Societies, 2017). The increase in  

 

numbers of NPO benefits the society but concurrently has 

increased the competition among NPOs for similar 

resources from the public [4].As the competition getting 

intense, the organizations require positive brand equity to 

attract individuals because positive brand equity has 

positive consumer brand behaviour[5]. 

From the perspective of NPO, brand equity contract 

developed by Faircloth [6] adapted from Keller’s 

customer-based brand equity approach helps to identify 

factors that will help NPO to get continuous support from 

the public in term of volunteering time and donations. 

Keller [7] conceptualizes that a strong brand equity of 

firms will not only help firms bring in profits but also 

increased brand loyalty, willing to pay premium prices, 
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positive brand attitudes etc. Moreover, the customers-

based brand equity is built from organization’s brand 

marketing and branding efforts [7]. There are few factors 

which impact the brand equity.  

According to Schivinski and Dabrowski[8], social 

media has introduced a new channel of brand 

communication. Neti[9] and Hutter et al., [10] pointed out 

that social media brand communication is a strategic and 

systematic process that can help to increase company’s 

reputation and brand awareness among consumers. This 

eventually will lead to positive brand image in 

consumers’ memory and lead to high brand equity [11]. 

Seimiene[12] stated that brand identity shapes the 

perception of brand personality. Brand personality or also 

known as visual identity is built by the manipulation of 

brand name and other features such as symbols, signs, 

logos and imagery [13]. Moreover, brand identity can be 

chosen to both enhance brand awareness and facilitate the 

formation of strong, favourable, and unique brand 

associations [14]. Often, a brand name is perceived as the 

most seen information by consumers [15] and is the 

foundation for brand awareness and communication [16] 

as brand name helps to increase awareness and create 

desired image for the particular brand. On the other hand, 

Miller and Washington [17] argued that events can create 

more meaningful experiences with the consumer 

compared to broadcast mass media to build brand equity. 

Consumers that have interaction with the events 

organized by firms may result in memorable brand 

experiences and the event organizers began to refer event 

marketing to experiential marketing [18].Besides, 

consumers select a brand based on the levels of sufficient 

knowledge towards the brand in order to reduce the risk 

of dissatisfaction [19].This proved that brand knowledge 

has influences towards the customer’s intention to 

purchase [20].Based on past researches, it is clearly 

shown that if NPO manages marketing and branding 

efforts well, NPO will have a higher chance to compete 

for scarce resources in terms of volunteers and donations. 

Aaker and Keller [5] have demonstrated that brand equity 

is important for NPO to compete in public. Thus, this 

research aimed to investigate the factors affecting the 

brand equity of NPO which comprised of brand 

awareness, brand image and brand personality, adapted 

from both Aaker [21]and Keller [7] models.  

 

2. Methodology 

2.1 Research Type 

To understand how the consumers in the market respond 

to the factors affecting the brand equity of NPO, this 

research collected the data by using quantitative method 

through questionnaires distribution. The reason for using 

quantitative method is because the quantitative method 

can generate credibility and reliability numerical result 

from large sample size [22]. Moreover, quantitative 

method with large data amount can easily be managed 

using computer software and the data can analyse the 

relationship between independent variable and dependent 

or outcome variable within a population.  

 

2.2 Research Location 

The research is conducted at Klang Valley, Malaysia. The 

reason to select the mentioned area as research location is 

because the particular area has high amount of human 

traffic. In addition, Klang Valley has one fifth of the 

population in Malaysia and is considered as highest 

population area in Malaysia [23].Besides that, Klang 

Valley is the commercial centre for Malaysia and 

assumed to be the focus for NPO to get resources such as 

funds and volunteers. 

 

2.3 Population and Sample 

According to the department of statistic Malaysia [24], 

the total population in Malaysia is around 31.7 million 

people and the total population in Klang Valley is 

approximately 8.09 million people. Based on sample size 

calculator, for 8.09 million population, the recommended 

sample size is 385 respondents with a 95% of confidence 

level. However, this study only took 300 respondents as 

sample size. The targeted respondents for this study are 

individuals that are aware of Worldwide Fund for Nature 

(WWF). The reason for WWF to be chosen as the NPO 

for this study is because WWF has been established since 

1961. Thus, it is considered as one of the most established 

NPO brands with more than 50 years of experience [25]. 

The sampling method used was convenience sampling, in 

which the questionnaires were distributed through online 

since the completed questionnaire can be collected 

quickly and efficiently within the time constraint 

(Saunders et al., 2009). 

 

2.4 Data Collection 

This study collected both primary data and secondary 

data. The primary data is collected from the self-

administered questionnaire [26,27,28].Questionnaires are 

distributed to target respondents manually and the 

respondents are provided with sufficient time to answer 

the questionnaires individually [26,29,30,31]. For the 

secondary data, the data is gathered from the previous 

researches and other sources such as research articles, 

journal articles, e-books, and other resources from the 

internet [32]. The secondary data collected helps to 

provide a brief idea and guideline in conducting this 

research as well as designing statements for 

questionnaires. 

 

2.5 Data Analysis 

Following data being gathered, it is examined and 

analyzed via IBM SPSS version 20 to transform the 

gathered data into useful information. For the hypothesis 

testing, data normality analyses and Spearman’s Rank 

Correlation Coefficient is used to further analyze the data. 
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3. Results and Discussion 

3.1 Data Normality Analyses 

The test result of Z-scores for both Skewness and 

Kurtosis for all the variables are shown in Table 1. The Z-

scores are obtained from values of Skewness and Kurtosis 

after dividing the respective standard error [33]. In this 

study, z-score = + 2.576 was used as the value which 

determine the data was normally distributed within 99% 

confidence level. Wider range of standardise scores were 

included because the collected data of social science 

studies have tendency in skewed. The Z-score of 

skewness of social media’s brand messages influencing 

on brand equity of WWF is -0.780 and the Z-score of the 

kurtosis is 2.341. Both results shown are within ±2.576, 

this means that it is normally distributed. For the brand 

identity influencing brand equity of WWF, the z-score of 

the skewness is - 0.624 and z-score of kurtosis is 0.348. 

This also indicated that this variable is normally 

distributed. In addition, the z-score of the skewness of 

brand knowledge influencing brand equity of WWF is -

3.000 and the z-score of the kurtosis is -1.149. For this 

variable, the z-score of kurtosis is within the range of 

±2.576. However, the z-score of skewness slightly exceed 

the range, stating that this variable is not normally 

distributed. For event marketing, the z-score of skewness 

is -3.184, and z-score of kurtosis is -0.355. For this 

variable, the z-score of kurtosis again is within the range 

of ±2.576. Nevertheless, the z-score of skewness 

exceeded the range with value of -3.184, which means 

that this variable is not normally distributed. Lastly, the 

data analysis for dependent variable which is the brand 

equity of non-profit organisation, the value of skewness 

and kurtosis are -4.468 and 4.487 respectively. As both 

values of z-score are not within ±2.576, it signifies that 

for this dependent variable, the data is not normally 

distributed. 

 

Table 1: Z-Score of Skewness and Kurtosis for 

Independent and Dependent Variables 

Variables 
Z-score of 

Skewness 

Z- score of 

Kurtosis 

Social Media’s Brand 

Messages 
-0.780 2.341 

Brand Identity -0.624 0.348 

Brand Knowledge -3.00 -1.149 

Event Marketing -3.184 -0.355 

Brand Equity -4.468 4.487 

 

As the outcome for the normality test shown that 

only two of the independent variables are normally 

distributed while the other two independent and 

dependent variables are not normally distributed, it is 

deduced that the overall data collected is not normally 

distributed. Hence, the use of Spearman’s Rank 

Correlation Coefficient is most suitable for this study. 

 

3.2 Spearman’s Rank Correlation 

The results of Spearman’s Rank Correlation Coefficient 

test for all the independent variables are shown as Table 2.  

Based on Table 2, the coefficient of Spearman’s Rank 

Correlation analysis of social media’s brand messages 

and brand equity is 0.506 with the significance level 

0.000. This result is within 0.40< r< 0.59, hence, it is a 

significance moderate correlation between social media 

and brand equity. Besides that, the p- value is smaller 

than 0.01 (p<0.01). This stated that the correlation of 

social media’s brand message and brand equity is 

significant at 0.01 level. Thus, there is a significance 

relationship between social media’s brand messages and 

brand equity of NPOs. 

For the relationship of brand identity towards brand 

equity of non-profit organisations, the results generated 

by SPSS revealed there is a moderate correlation 

relationship (r = 0.555 with 0.000 significance level). In 

addition, the p-value is below 0.01 (p<0.01), the 

correlation of brand identity and brand equity is 

significant at 0.01 level. Therefore, it is proven, that there 

is a significant relationship between brand identity and 

brand equity of non-profit organisations. 

With reference to Table 2 as well, the Spearman’s 

Rank Correlation of brand knowledge and brand equity of 

NPO (WWF) is 0.564 with significant level of 0.000. The 

results of the p- value is shown that it is below 0.01 

(p<0.01).Thus, the correlation of brand knowledge and 

brand equity is significant at 0.01 level. In general, there 

is a significant relationship between brand knowledge and 

brand equity of NPO. 

The Spearman’s Rank Correlation of event 

marketing and brand equity of NPO (WWF) is 0.569 with 

significant level of 0.000.When the r value falls in 

between of 0.40 and 0.59, this indicates there is a 

moderate relationship between event marketing and brand 

equity of NPO. Furthermore, the p- value shows that it is 

less than 0.01 (p<0.01). Thus, the correlation of event 

marketing and brand equity is significant at 0.01 level. In 

other words, there is a significant relationship between 

event marketing and brand equity of NPO. 

 

Table 2: Test Results of Spearman’s Rank Correlation Coefficient for the variables 

  

Social Media’s 

Brand 

Messages 

Brand 

Identity  

Brand 

Knowledge  

Event 

Marketing  

Brand 

Equity  

Social 

Media’s 

Brand 

Messages 

Correlation 

Coefficient 

Sig. (2- tailed) 

N 

1.000 

- 

300 

0.558** 

0.000 

300 

0.435** 

0.000 

300 

0.455**  

0.000  

300 

0.506**

  

0.000
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 300 

Brand 

Identity 

Correlation 

Coefficient 

Sig. (2- tailed) 

N 

0.558** 

0.000 

300 

1.000 

- 

300 

0.672** 

0.000 

300 

0.526** 

0.000 

300 

0.555** 

0.000 

300 

Brand 

Knowledge 

Correlation 

Coefficient 

Sig. (2- tailed) 

N 

0.435** 

0.000 

300 

0.672** 

0.000 

300 

1.000 

- 

300 

0.633** 

0.000 

300 

0.564**

  

0.000

  

300 

Event 

Marketing 

Correlation 

Coefficient 

Sig. (2- tailed) 

N 

0.455** 

0.000 

300 

0.526** 

0.000 

300 

0.633** 

0.000 

300 

1.000 

- 

300 

0.569** 

0.000 

300 

Brand Equity 

Correlation 

Coefficient 

Sig. (2- tailed) 

N 

0.506** 

0.000 

300 

0.555**  

0.000  

300  

0.564** 

0.000 

300 

0.569** 

0.000 

300 

1.000 

- 

300 

Note: ** Correlation is significant at the 0.01 level (2-tailed) 

 

3.3 Overall Discussion 

3.3.1 Social Media’s Brand Messages and Brand 

Equity of NPO 

This study shows that social media’s brand messages are 

positively related to brand equity of non-profit 

organisations (r=0.506). In other words, the brand equity 

of non-profit organisations will be affected by the social 

media’s brand messages. Social media as an integrated 

marketing medium offers customers or users a user-

friendly and engaging two ways communications to 

engage with the brand itself and with other users. In 

addition, as stated by Bruhn et al. [34] that social media’s 

brand messages have an important role in influencing 

brand image, where brand image is one of the dimension 

of brand equity. Hence, the contents of the social media’s 

brand messages are critical in shaping brand image and 

building brand equity. 

The previous researches and this research stated that 

there is a positive association between social media’s 

brand message and brand equity [8,35,36]. However, 

there is one distinctive difference between the previous 

researches and this study. The previous researches are 

mostly reflected in the luxury fashion sector that involved 

profit-organisations, meanwhile this research studies in 

the non-profit sector. For-profit brands always have the 

marketing budget allocated to social media marketing and 

hence, they could hire skilled and knowledgeable 

personnel in charge for managing social media. 

Nevertheless, for NPO, the challenges are always 

resources which include difficulty in hiring the right and 

skilled personnel in charge for social media and or having 

budget for making a considerable good social media 

marketing campaign. Therefore, some of the NPOs might 

be face problems of not having a constant update of social 

media, seldom post multimedia files such as videos as 

they might lack of resources in producing one, press  

 

releases or summaries of their campaigns, while these 

items would help detailing the successes of the NPO [37]. 

 

3.3.2 Brand Identity and Brand Equity of NPO 

This study shows that brand identity is positively related 

to brand equity of non-profit organisations. A well-

defined brand identity helps to create a relationship 

between the brand and the customers through brand 

values proposition [38]. These brand values create an 

emotional feeling to the customers which helps to 

differentiate the brand from competitors and improve 

customer brand loyalty, trust and commitment [39], 

where brand loyalty is one of the dimension under brand 

equity. This is especially important for NPO that need 

trust and loyal support from the supporters and donors. 

Furthermore, as stated by Sääksjärvi & Samiee [40], that 

brand identity represents how organizations seek to be 

perceived while brand image refers to how they are 

perceived by consumers. Consumers will then interpret 

the organization’s identity and translate it into perceived 

image which lead to brand preferences (high brand 

equity). 

 

3.3.3 Brand Knowledge and Brand Equity of NPO 

Findings from this study prove that brand equity of NPO 

will be affected by the brand knowledge. This is because 

brand knowledge consists of brand awareness and brand 

image. With brand awareness and brand image, brand 

knowledge considers as traditional dimension of the 

brand equity [7]. Brand knowledge not only is about 

recalling the brand but also related to the depth of 

understanding towards the brand. Hence, brand 

knowledge is one of the important assets or a critical 

dimension towards brand equity that a NPO must hold to 

increase the brand equity and position the NPO into a 
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level that able to secure the scarce resources provider like 

donors and volunteers. 

 

3.3.4 Event Marketing and Brand Equity of NPO 

This study showed that brand event marketing is 

positively related to brand equity of NPO. Event 

marketing is a way to interact with the consumers and 

creating experience which create deeper and meaningful 

brand messages. Zarantonello and Schmitt [18] proved 

that event marketing has direct relationship towards the 

brand equity. Event marketing helps to create a real, 

memorable and personal experience for supporters that 

joined the events organized by the NPO. The main reason 

that NPO organises events are mainly for the society 

welfare and highly focus on creating emotion feeling to 

everyone that participated [41]. These emotional 

attachments will lead to changes or influences towards 

the positive brand attitude of the participants and might 

help to increase brand equity. Moreover, Gupta [42] 

mentioned that event marketing is very valuable 

especially in generating public brand awareness and 

shaping the brand image for the organizations, the 

awareness and image effort can lead to the increase of the 

brand equity. 

 

4. Conclusion 

In conclusion, social media’s brand messages, brand 

identity, brand knowledge, and event marketing 

demonstrated moderate associations with the brand equity 

of NPO empirically. This indicated that strategic brand 

management plays a significant role in positioning the 

NPO and breaking the clutter of branding activities 

among the NPOs. In turn, these branding activities could 

help the NPO to gather more donations from the target 

audiences. From the branding perspective, this study has 

validated that the mutual cause can be branded and 

increased the NPO’s brand recognition among targeted 

stakeholders. Nonetheless, WWF is a long established 

NPO in Malaysia. Perhaps the future studies may 

investigate the influences of branding upon new NPO and 

the conversion of brand recognition into stakeholders’ 

behaviours, which are donating their resources to NPOs 

or be the volunteers of NPOs. 

 

References 

[1] Collins, K. 2011. Definition of Scope, Scale, and 

Role of the Nonprofit Sector. 21-28. 

[2] Frumkin, & Peter. 2009. On being nonprofit: A 

conceptual and policy primer. Harvard 

University Press. 

[3] Registration of Societies. 2017. Retrieved from 

The Registry of Societies Malaysia  

[4] Bose, B. 2015. Effects of nonprofit competition 

on charitable donations. Working paper, 

University of Washington-Seattle, Seattle, WA. 

[5] Aaker, D. A., & Keller, K. L. 1990. Consumer 

evaluations of brand extensions. Journal of 

marketing, 54(1), 27-41. 

[6] Faircloth, J. B. 2005. FACTORS 

INFLUENCING NONPROFIT RESOURCE 

PROVIDER SUPPORT DECISION: 

APPLYING THE BRAND EQUITY CONCEPT 

TO NONPROFITS. Marketing Theory and 

Practice, 1-15. 

[7] Keller, K. L. 1993. Conceptualizing, Measuring 

and Managing Customer-Based Brand Equity. 

Marketing, 1-22. 

[8] Schivinski, B., &Dabrowski, D. 2016. The 

impact of brand communication on brand equity 

through Facebook. Journal of Research in 

Interactive Marketing, 9(1), 31 - 53. 

[9] Neti, S. 2011. Social Media and Its Role in 

Marketing. International Journal of Enterprise 

Computing and Business Systems, 1(2). 

[10] Hutter, K., Hautz, J., Dennhardt, S., &Füller, J. 

2013. The impact of user interactions in social 

media on brand awareness and purchase 

intention: the case of MINI on Facebook. 

Journal of Product & Brand Management, 

22(5/6), 342-351. doi: doi:10.1108/JPBM-05-

2013-0299 

[11] Keller, K. L. 2013. Strategic brand 

management: building, measuring, and 

managing brand equity. Pearson Education. 

[12] Seimiene, E., & Kamarauskaite, E. 2014. Effect 

of Brand Elements on Brand Personality 

Perception. Procedia - Social and Behavioral 

Sciences, 429-434. 

[13] Jabbar, Z. 2014. Impact of Corporate Visual 

Identity on Brand Personality. 

[14] Keller. 2003. Strategic Brand Management. 

New Jersey: Prentice Hall. 

[15] De Chernatony, L. 2010. From Brand Vision to 

Brand Evaluation. The Strategic Process of 

Growing ans Strengthening Brands 

[16] Keller, K. L. 1998. Strategic brand 

management: Building, measuring, and 

managing brand equity. New Jersey: Pearson 

Education. 

[17] Miller, R. K., & Washington, K. 2012. Event & 

Experiential Marketing. In Consumer Behavior. 

pp. 427-429. 

[18] Zarantonello, L., & Schmitt, B. H. 2013. The 

impact of event marketing on brand equity: The 

mediating roles of brand experience and brand 

attitude. International Journal of Advertising, 

32(32), 255-280. 

[19] Cheung, M.-c., & Chan, A. S. 2009. Measures 

for brand knowledge: Comparison of testing 

formats, languages and product categories. 0-89. 

[20] Ingsa, K., & Mai, L.-W. 2017. THE 

INFLUENCE OF BRAND KNOWLEDGE ON 



 

March - April 2020 

ISSN: 0193-4120 Page No. 11431 - 11436 

 

 

11436 Published by: The Mattingley Publishing Co., Inc. 

THE INTENTION TO. International Marketing 

Trends Conference 2017. 

[21] Aaker, D. A. 1991. Managing Brand Equity. 

New York: The Free Press. 

[22] Muijs,  D.  2010.  Doing Quantitative  Research  

in  Education  with  SPSS.  2nd  edition. London: 

SAGE Publications. 

[23] Tan, G.W.H and Ooi, K.B. 2018, 'Gender And 

Age: Do They Really Moderate Mobile Tourism 

Shopping Behavior?', Telematics and 

Informatics, Vol. 35 No.6, 1617-1642  

[24] Department of Statistics Malaysia. 2017. 

Department of Statistics Malaysia Official 

[25] World Wide Fund For Nature (WWF). 2017. 

About WWF. Retrieved from WWF Global: 

http://wwf.panda.org/who_we_are/ 

[26] Teo, A.C., Tan, G.W.H., Cheah, C.M., Ooi, K.B 

& Yew, K.T. 2012. Can the Demographic and 

Subjective Norms Influence the Adoption of 

Mobile Banking?', International Journal of 

Mobile Communications, Vol. 10 No. 6, 578-

597. 

[27] Wong, C.H., Tan, G.W.H., Tan, B.I and Ooi, 

K.B. 2015. Mobile Advertising: The Changing 

Landscape of the Advertising Industry',  

Telematics and Informatics, Vol. 32 No.4, 720-

734.  

[28] Ooi, K. B., & Tan, G. W. H. 2016. Mobile 

technology acceptance model: An investigation 

using mobile users to explore smartphone credit 

card. Expert Systems with Applications, Vol.59, 

33-46 

[29] Ooi, K. B., Sim, J. J., Yew, K. T., & Lin, B. 

2011. Exploring factors influencing consumers’ 

behavioral intention to adopt broadband in 

Malaysia. Computers in Human Behavior, Vol. 

27No.3, 1168-1178. 

[30] Lee, V. H., Ooi, K. B., Chong, A. Y. L., &Seow, 

C. 2014. Creating technological innovation via 

green supply chain management: An empirical 

analysis. Expert Systems with Applications, Vol. 

41No.16, 6983-6994. 

[31] Chong, J. L., Chong, A. Y. L., Ooi, K. B., & 

Lin, B. 2011. An empirical analysis of the 

adoption of m-learning in Malaysia. 

International Journal of Mobile 

Communications, Vol. 9 No.1, 1-18. 

[32] Zikmund, W. G., Babin, B. J., Carr, J. C., & 

Griffin, M. 2013. Business Research Methods: 

Cengage Learning. 

[33] Hair, Joseph F., William C. Black, Barry J. 

Babin, and Rolph E. Anderson. Multivariate 

data analysis: Pearson new international 

edition. Pearson Higher Ed, 2013. 

[34] Bruhn, M., Schoenmueller, V., & Schäfer, D. B. 

2012. Are social media replacing traditional 

media in terms of brand equity creation? 

Management Research Review, 35(9), 770-790. 

doi: doi:10.1108/01409171211255948 

[35] Kim, A. J., & Ko, E. 2012. Do social media 

marketing activities enhance customer equity? 

An empirical study of luxury fashion brand. 

Journal of Business Research, 1480– 1486. 

[36] Goodwin, L. D., & Leech, N. L. 2006. 

Understanding Correlation: Factors That Affect 

the Size of r. The Journal of Experimental 

Education, 74(3), 249-266. doi: 10.3200/JEXE. 

74.3.249-266 

[37] Waters, R., Burnett, E., Lamm, A., & Lucas, J. 

2009. Engaging stakeholders through social 

networking: How nonprofit organizations are 

using Facebook. Public RelationsReview, 102–

106. 

[38] Aaker, D. A., &Joachimsthaler, E. 2002. Brand 

Leadership. Simon & Schuster. 

[39] Ghodeswar, B. M. 2008. Building brand identity 

in competitive markets: a conceptual model. 

Journal of Product & Brand Management, 

17(1), 4-12. 

[40] Sääksjärvi, M., &Samiee, S. 2011. Relationships 

among brand identity, brand image and brand 

preference: differences between cyber and 

extension retail brands over time. Journal of 

interactive marketing, 25(3), 169-177. 

[41] Frösén, J., & Laukkanen, M. 2016. Brand 

Management in the Non-profit Sector: 

THECASE OF SINGAPOREAN VOLUNTARY 

WELFARE ORGANIZATIONS. AaltoUniversity 

Executive Education. 

[42] Gupta, S. 2003. Event Marketing: Issues and 

Challenges. IIMB Management Review, 15(2), 

pp. 87-96. 

[43] Khan, H.H.A., Abdullah, H., Samsudin, S. 

(2020). The impact of interest rates on 

household debt accumulation in Malaysia: A 

structural break analysis. International Journal of 

Economics and Business Research, 19 (2), pp. 

193-202. 

[44] Zaibidi, N.Z., Yacob, S.A.B., Isa, N.F.B.M. 

(2020). A simulation approach for performance 

measures of food manufacturing process. 

International Journal of Supply Chain 

Management, 9 (1), pp. 455-463. 

 


